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Executive Summary: 

 

This particular master thesis project is written within the purpose to evaluate current phenomenon 

of passengers redistributing among different product offering carriers in the airline industry. To be 

precise, project starts with the notion of currently undergoing modifications of both the low-cost 

(LCCs) as well as full-service carriers’ (FSCs) product offered for its passengers – owing to the 

shifts of consumption patterns of the aging generations – from Gen X to Gen Y consumers – there 

has been a tendency of current consumers more and more leaning towards more affordable 

however simultaneously positively evolving packages of the budget airlines, thus potentially 

creating a threat for profitable long-run existence of the legacy carriers. Following previously 

described trend of the millennials shifting towards more affordable means of air-travel, the thesis 

seeks to discover and explore various value gaps in the FSC offering, aiming to establish strong 

product as well as brand differentiation from the budget competitors.  

Research stage of the project starts by exploring different secondary data sources on the chosen 

target segment of millennial consumers – analysis of socio-economic factors and its influence on 

consumer behavior, detailed study on millennials’ demands for purchasing products and their 

attitudes for air-travel consumption. Additionally, in-depth interviews are chosen as a primary data 

collection technique that, in conjunction with selection of Scandinavian Airlines (SAS) as a well-

defined case example, are expected to generate more specific results of value gaps for the 

chosen legacy carrier.  

In terms of more specific analysis, besides different qualitative theoretical perspectives and 

frameworks used throughout the thesis, more detailed analysis starts with the use of Customer-

Activity Cycle (Vandermerwe, 2000) as the main model to spot potential SAS product 

enhancements that would create closer fit to the needs of millennial consumers while also 

recognizing the benefits of the value stimulated from brand development techniques, thus in-

depth examination of Keller’s Customer-Based Brand Equity Pyramid (1993) being incorporated.  

Taking all into consideration, despite produced analysis and suggestions to be implemented in 

the future product of the legacy carrier such as SAS being an interpretation of a researcher given 

the data collected, the results, however, are believed to serve as solid guidelines for more precise 

problem solving of the matter.  
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CHAPTER 1: INDUSTRY INTRODUCTION 

Many of us readers, if asked, might claim to be highly knowledgeable about aviation industry due 

to personal experiences while independently planning the trips, going through a process of 

choosing a specific airline company to fly with, reading daily news on such enterprises or simply 

hearing the stories of other passengers evaluating their own air travel experiences. However, 

perhaps not every one of us has consciously thought of two often misused terms – airline and 

aviation industries, later one referring to much broader scope of activities such as aircraft 

manufacturing, maintenance, airport management or even such interests as aerobatics, aerial 

photography and etc. (Federal Aviation Administration, 2017). In addition to that, an analysis of 

the airline industry would differ in its complexity if completed by professional of the field or by a 

general consumer. Thus, aiming for the topic to be understood by a broader audience, the 

project will proceed by introducing reader to the more general tendencies and trends of the 

airline industry. 

 

1.1 Airline Industry and Current Trends 

1.1.1 Facts and Figures 

History: The starting point of the airline industry could be dated back to 1903 when the Wright 

brothers successfully completed the first flight in the human history, thus this event in the 

beginning of the 20th century has initiated the interest in building and developing what is now 

known as the global airline industry (Smith, 2008, p. 5; Gourdin, 2016). At first, air travel as a mean 

of transportation was being used by the airmailing companies but by the 1930s the infrastructure 

of the airline and aviation businesses already had operations relatively similar to these days’, the 

events of World War II creating a remarkable breakthrough to the worldwide industry by the 

excess supply of less expensive military aircrafts as well as newly built airfields that have been 

quickly adapted to the use of civilian aviation (Gourdin, 2016, p. 8).  

 

Value: To better understand how broadly the scope of aviation and airline operations have 

expanded since the foundation of the industry, statistics show the data recorded of 1402 
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commercial airlines being established worldwide in 2014 performing 34.8 million flights from 3883 

commercial airports by 26 thousands of aircrafts on 53 thousand of different routes (ATAG, 2014, 

p. 6).  

Moreover, by successfully performing previously mentioned flights, nowadays aviation and the 

airline industry create a significant impact to the worldwide economy – businesses related to air 

transport provide more than 63 million job positions globally, of which approximately 9.9 million 

are directly related to aviation (airline and air navigation jobs, aircraft manufacturing and other on-

airport jobs), 11.2 million indirect job positions filled with staff working in the supply chain of the 

industry by selling goods and services related, 5.2 million jobs created by industry employees 

spending of their wages as well as more than 36.3 million tourism related positions (ATAG, 2014, 

p. 4). If taken a typical European airport into account, research shows that approximately 28% of 

its employees work for the airline company, 14% each for ground handling and airport traffic 

control, while remaining percentage is split by 6% for jobs in retail, security, engineering, ground 

transportation and etc. (ibid., p. 14).  

 

Economic value and volume: Impact on gross domestic product (GDP) wise on the global 

economy, it has been revealed that in 2014 aviation industry related activities generated as much 

as 2.7 trillion USD of which 664.4 billion USD are related to aviation directly and amounting to 

3.5% of the overall global GDP which equals to half of the value created by the industry of global 

financial services (6.2% of GDP) or the value of more than automotive (1.2%) and chemical 

manufacturing (2.1%) industries combined (ATAG, 2014, p. 12).  

 

Data by Marketline (2017, p. 9) report on the global airline industry reveals its value shift from 

2012 until 2016 by positive 7.4% compound annual growth rate, to be precise, from 429 billion to 

570 billion USD (Figures 1&2, Appendix A). European (21.7%), the third largest after Asia-Pacific 

(33.9%) and United States (29.4%) market wise (ibid., p. 12), the value has increased from 100.9 

billion to 123.4 billion USD by the average of 5.2% annually (MarketLine, 2017, p. 10; Figures 

3&4, Appendix A). 

By the volume of passengers transported globally, the number has continuously been increasing 

by an average of 5% throughout the period, from 2.7 billion to 3.3 billion passengers (ibid., p. 10; 
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Figure 5, Appendix A) of which 768 million and 896 million traveling in the European 

geographical market (MarketLine, 2017, p. 11; Figure 6, Appendix A). Regarding more in depth 

statistics on European market, the value created by in airline industry in Germany accounts for 

21.7 billion USD or 16.6% of the total, United Kingdom, Spain and France being listed further and 

all them creating value larger than 13.3% (MarketLine, 2017, p. 13; Figure 7, Appendix A). 

 

Forecast: Taking into account various current events in the industry that are about to be 

described and analyzed in the project, the positive impact is forecasted on the outlook of the 

global airline industry – an incline in the value of the industry by 7.8% annually, thus from 570 

billion USD in 2016 to 828 billion USD in 2021 as well as continuous profitability of 29.8 billion 

USD is expected globally in the end of 2017 already (Marketline, 2017; Tran, 2017). According to 

annual review on the industry, passenger traffic is expected to grow from 3.3 billion in 2016 to 4.4 

billion 2021 as well as to quickly double in the long run (20 years) (Marketline, 2017, p. 14; Figure 

8, Appendix A). Owing to forecasted growth of the industry, IATA (International Air Transport 

Association) states that investments of 1 trillion USD are anticipated into development of 

extensive infrustruction improvements to accommodate increased passenger volumes in the 

airports worldwide (IATA, 2017a, p. 38).  

 

1.1.2 Porter’s Five Forces on the Industry 

In order for the reader to be familiar not only with the facts and statistics on the industry but also 

be knowledgeable on how it operates, who are the buyers and suppliers of the industry, what is 

the current extent of rivalry among carriers, the potential of new firms entering into the industry 

and etc., a framework of five forces introduced by Porter in “Competitive Strategy” will be used 

(Porter, 1997; Figure 9). By briefly discussing and establishing what are the exact forces shaping 

the structure of the airline industry (Dobbs, 2014, p. 32), a much more comprehensive view on 

airline operations and overall ‘ecosystem’ of the industry will be presented allowing to uncover 

more focused purpose of the research project.  
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Threat of entry: 

In case of a new entrant in any particular industry, same as the airline industry, the incoming 

company is introducing additional capacity for the customers while bringing the prices down, 

pressuring the costs and investment needed for the next entrants to successfully compete in the 

industry, in such way eventually gaining market share among existing rivals (Porter, 2008, p. 80). 

According to various market reports and researchers, there are many attributes, which determine 

the presumption of new entrants in the airline industry. However, only a few most important and 

comprehensible to a general reader will be explored below: 

 

Market growth: As previously discussed, the global airline and aviation industry has been 

recording a continuous increase in its value and passenger-flow throughout the past years and is 

expected to increase further. The most rapidly expanding market has been North American 

whereas Asia-Pacific following close behind among the largest and also the most profitable ones. 

Middle Eastern aviation market is experiencing difficulties in operating profitable airlines and are 

often operating lower than their costs which are covered in shape of subsidies by the local 

governments (Marketline, 2017, p. 19) – to be exact, in 2016 Emirates recorded 75% lower 

profitability (Financial Times, 2016) while Qatar Airways  experiencing substantial difficulties owing 

to airspace blockade (Alkhalisi, 2017). European, the third biggest value stimulating market, might 

be described as highly saturated marketplace of intense competition among existing players, 

where extremely high penetration of low cost airlines reduces the overall profit margin 

(Marketline, 2017, p. 19). 

 

Fixed costs: Entrance of market by a newly established airline in highly dependent on the fixed 

cost required to operate an airline. In the industry concerned, fixed costs are considered as 

extremely high due to large expenses on buying or leasing aircrafts, its maintenance, purchases of 

slots1, staff training and aviation fuel (ibid., p. 22). However, in the recent years majority of airlines 

                                                

1 A slot allows an airline a legal right to operate in a particular airport by landing at specifically acquired 

time.  
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were found to have been recording increased profitability owing to fall in oil prices which result in 

decrease of jet fuel costs (MarketLine, 2017, p. 16).  

 

Taking into account the aspects discussed, the threat of new entrant to the airline market could 

be considered as mediocre.  

 

The Power of suppliers: 

The power of suppliers in the global airline industry depends on many factors, supplier size, 

service quality or oligopoly threat to be named as a few.  

 

Supplier size: The industry is known to be reliant on a few different suppliers such as oil refining 

companies or airport authorities. In case of supply of jet fuel, airline companies usually depend on 

large oil refining corporations with whom carriers sign long-term agreements to establish fixed 

costs which supposedly protecting carriers from future oil price fluctuations (Marketline, 2017, p. 

17). Airports are another large size supplier to whom airlines must enter into agreements due to 

limited number of airports providing each particular city with air transportation (ibid.) 

 

Oligopolies: The industry analyzed is highly dependent on a few existing aircraft manufacturers 

that compete against each other in this capital-intensive business (ibid.). In the commercial 

aviation, airlines are forced to choose among a few suppliers – European Airbus and American 

Boeing in the long-haul wide-body aircraft operations, while in the short-haul flights Embraer and 

Bombardier are the other two suppliers expanding the aircraft purchasing choice for the airline 

companies (Huber, 2009). Accordingly, due to the nature of only a few big suppliers in the 

industry, the aircraft order of one airline is not of indispensable importance to the manufacturer, 

thus the oligopolists are able to dictate the terms. 

 

Service quality: The quality of outsourced airport services such as ground handling is crucial 

part of how passengers perceive the overall product of an airline, despite ticket purchasing or the 

flight itself being easy and smooth. Therefore, in case of a few airports providing services in the 
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same region, large investments are being taken into building new infrastructure and ensuring 

smooth airport operations so that the airlines are being pleased (Marketline, 2017, p. 18). 

 

Owing to the aspects considered above, the power of suppliers in the airline industry should be 

considered as very strong.  

 

 

The power of buyers: 

The power of passengers buying the airplane tickets depends on a few characteristics discussed 

below, such as switching costs, price sensitivity or independence of buyers. 

 

Switching costs: The costs for the passenger to change from one airline to another flying the 

same (or similar) route in the industry are claimed to be very low, especially in the cases of 

choosing among low-cost carriers in the industry (Cederholm, 2014a). Many of the full-service 

carriers of nowadays have the loyalty, or so-called, frequent flyer, schemes established to deter 

passengers from switching, thus encouraging repeat purchases of flight tickets. While such 

programs might keep passengers in the alliances, they are not much effective when retaining 

customers for one specific airline across that alliance (ibid.). Loosing the points of loyalty 

programs mentioned might be referred as the only cost of switching among airlines. 

 

Price sensit ivity: The report on global airlines and industry analysis reveal that if two different 

airlines are operating the same or similar route, especially considering short-haul busy flights that 

are not differentiated in its product offering, the typical passenger is very likely to switch to the 

one offering more affordable price (Marketline, 2017, p. 16). High price sensitivity is especially 

evident in Europe due to the rapid rise and successful operations of many low-cost carriers in the 

business (Skytrax, 2017c).  

 

Buyer independence: The presence of well established online booking systems was first 

established by the low cost carriers to save on fixed costs, nowadays it became a necesity for any 

global airline. In use of such systems, passengers have become independent from travel agents 
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and other intermediaries and are now able to purchase tickets directly from the airline company. 

Buyer independence from travel agencies is increased even further with services from such 

websites as Momondo, Expedia or Google Flights creating transparency between air-travel 

options available (Marketline, 2017, p. 16).  

 

Taking into account the discussion or mentioned aspects above, the influence of passengers as 

buyers in the industry is moderate to high.  

 

 

Threat of substitutes: 

In any industry concerned, a substitute is an activity or a tangible product which creates the same 

or very similar result to the one compared by usage of different means (Porter, 2008, p. 84).  

 

In the airline industry, the threat of substitutes is very dependent on each specific route – if long 

distance flights are examined, the benefits and efficiency of travel by train or boat are not yet 

taken to be as nearly as effective as air travel, however in case of short-haul flights considered, 

usually more time-consuming and often even more expensive modes of transport such as railways 

or car travel could be taken into account (Marketline, 2017, p. 21).  

 

Distance: The size of the country might be named as the most important criteria to best 

describe the level of substitution for air travel (ibid.). In west European or Asian countries such as 

United Kingdom, France, Germany or Japan and China, flights between metropolitan city pairs 

are highly available and extensively used, despite these countries being also known for well 

developed high-speed railway network. Nevertheless, the product and price offering of nowadays 

low-cost carriers usually do outweigh the benefits of other means of transportation (ibid.). 

European travel wise, according to report by Eurostat, an increased usage of railway system 

across countries in the continent have been recorded in the last years, yet air travel remaining the 

most often chosen one (Eurostat, 2017). 

 

In conclusion, the threat of substitutes in global as well as European market is still weak. 
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Rivalry among existing competitors:  

In order to assess the degree of rivalry in any industry, factors such as price discounting, 

advertising campaigns, improvements and changes to service quality or introductions of new 

products could be analyzed (Porter, 2008, p. 85). However, in order to familiarize with the 

operations and tendencies of the airline industry, characteristics of expansion, number of players 

in the market and degree of differentiation will be discussed. 

 

Expansion possibil it ies: The industry that is being analyzed is a business of intensive capital 

investment in shape of purchasing new aircrafts, its maintenance, acquisition of landing rights 

(slots), specific employee training and etc. Establishment of flight operations on a new route are 

expansive as well as risky in cases where a few industry players are already present, due to that 

and in order to increase efficiency of costs, various mergers have been completed in the global 

airline industry, with European examples of Air-France acquiring and merging with KLM Royal 

Dutch Airlines, Swiss and Brussels airlines purchased by Lufthansa Group and etc. (Hsu and 

Flouris, 2017, p. 42). Owing to analyzed above, it is clear that in order for new or existing airlines 

to expand their operations, companies will need to overcome already existing and already intense 

competition in the airline market. 

 

Number of players: Common mergers and acquisitions in the industry could be accounted as 

one of the signs of already over saturated industry environment in both North American and 

European markets (ibid.; Weiss, 2016). European airline industry is dominated by a few large 

carriers – Lufthansa Group, Air France-KLM, IAG (Iberia and British Airways) as well as the biggest 

low-cost carrier Ryanair (MarketLine, 2017, p. 26). Additionally, other important players in the 

market could be Scandinavian Airlines (SAS), EasyJet, Norwegian Air Shuttle, Wizz Air, Austrian, 

Finnair, Turkish Airlines and others, to name a few (Skytrax, 2017b; Victoria, 2017).  

 

Degree of differentiation: Full-service (FSC) and low-cost carriers (LCC) are the two 

commonly ran business models of airlines globally (MarketLine, 2017, p. 25). Besides the 

differences in the typical product offering of any LCC and FSC, airlines in the market are providing 

very similar services to passengers, thus are highly undifferentiated. Additionally, differentiation 
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among full-service and low-cost airline products is decreasing even more with the LCCs slightly 

upgrading its services by starting to fly to the main city airports (Ryanair) or offering Wi-Fi 

connection onboard (Norwegian) while FSCs downgrading its service offering by unbundling their 

packages (SAS, etc.) (Millward, 2016; Simson, 2016).   

 

To conclude on extent of rivalry among existing opposition, competition can be referred as very 

strong, however, new, highly differentiated and adapted to customer needs players likely to gain 

a substantial market share.  
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CHAPTER 2: INTRODUCTION TO THESIS 

 

According to various elements such as service level and quality, fleet variability, choice of airports, 

pricing, ticket distribution strategies and etc., the approaches of strategically managing 

operations of the commercial airlines could be grouped into a few business models – Full Service 

(FSC), Low-Cost (LCC) and Charter Carriers (CC) (Cento, A., & SpringerLink, 2009, p. 18).  

 

In order for a reader to asimilate and be able to comprehend with the further proposed research 

question and more in depth analysis of the topic, the main characteristics and current 

modifications of both Full-Service and Low-Cost business models will be presented below. 

 

2.1 Business Models in the Airl ine industry. Current tendencies  

2.1.1  Tradit ional Characterist ics of FSCs  

Full service airline is usually developed from a company initially established as a state owned flag 

carrier that is still largely controlled by state authorities or after processes of deregulation and 

privatization was given ownership to private investors (Cento, A., & SpringerLink, 2009, p. 18).  

 

FSC’s core business activities are related to transporting passengers and cargo packages from 

point A to point B as well as in many cases performing maintenance, repair and overhaul (MRO) 

related activities for the company’s and clients’ fleet of airplanes (Al-Kaabi, Potter and Naim, 

2007).  

 

Operations of full service-carrier are usually described as of more extensive service level during 

pre, during and post stages of the flight – customers are provided with free of charge seat 

allocation on the plane, check-in at the airport service and a piece of checked-in baggage, access 

to airline’s or its partners’ lounges in the airports, meals and drinks on board, more leg-room on 

the airfract and etc. (Barrett, 2004, p. 36).  
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Flights and network in the FSC operations are organized into a hub-and-spoke system providing 

connection with as many as possible city-pairs while connecting through a stop-over landing at 

the company’s hub airport (Dobson and Lederer, 1993). Additionally, FSCs’ product is performed 

through flights to the primary city airports that greatly connect with network systems of other full 

service airlines such as in London Heathrow (IATA code: LHR) or Gatwick (LGW) rather than Luton 

(LTN) or Stansted (STN) or Paris Charles de Gaulle Airport (CDG) rather than Orly (ORY) and 

Beauvais Tille (BVA) (Rafael Bernardo Carmona-Benítez MRes, 2008; IATA, 2017b).  

 

The f leet of a typical full service carrier is largely varied to best fit the needs of the passengers -  

airline owns or leases aircrafts that differ in size and range to offer different frequency of flights in 

the schedule create short layovers for connecting flights as well as fly to cities in short, medium 

and long distances  (Barrett, 2004, p. 36; Treanor, 2012). Additionally, in-flight seat arrangement 

of full service carriers’ aircrafts is usually characterized by less density than of low cost carriers’, 

thus offering more leg-room to the passengers (Paris, 2017).  

 

Pricing level of the full service carriers’ are considered to generally be higher than of the low 

cost airlines due to various additional and superior services provided in all stages of the air-travel 

– airport taxes of using centrally located terminals, passenger boarding bridges, longer 

turnarounds, pushbacks from the terminal, more ground staff to create better and more efficient 

service and other services previously mentioned in the project (Lunn, 2014).  

 

Additionally, besides what has been mentioned above, traditionally full service carriers are 

described as global players offering flights not only short-hault but long-haul as well connecting 

to other continents, being members of alliances, therefore selling tickets to flights of partner 

airlines with a shared flight code, investing in developing customer relationship management 

(CRM) programs to stimulate loyalty (frequent flyer programs), etc. (Cento, A., & SpringerLink, 

2009, p. 18).   
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2.1.2  Tradit ional Characterist ics of LCCs  

The beginning of operating an airline under a low-cost or so-called no-frills business model could 

be dated back to 1970s when Southwest Airlines started offering its service in the United Stated 

that has later in 1991 transferred to Europe when Ryanair was founded and developed even 

further in 1995 with foundation of EasyJet (Cento and SpringerLink, 2009, p. 19; Vidović, Štimac 

and Vince, 2013, p. 73). The business model of LCCs has emerged by differentiating from the 

FSCs and creating competitive advantage of lower costs of operations, therefore being able to 

attract larger segments of customers by offering more affordable ticket prices (Cento and 

SpringerLink, 2009, p. 19). The main characteristics of an LCC, how it differs from FSCs and saves 

on costs are discussed below: 

 

Core business of the traditional low-cost airlines lie in the simplicity of transporting a passenger 

from one destination to another while charging extra fees for anything aside from the air-

transportation with one small unit of cabin baggage (Cento and SpringerLink, 2009, p. 19). 

Besides travel service, LCCs are relying on collecting large revenues from ancillary revenues 

(including commissions from hotel and car renting partners, credit card fees), which have become 

a niche in successful operations of such airlines and according to various reports already in 2016 

amounting to as much as 67 billion USD or 9.1% of global airline industry revenue (ibid., p. 19-20; 

IdeaWorksCompany and CarTrawler, 2015).  

 

Low costs and thus level of prices in the LCC model are achieved by providing customers with 

less complimentary service during all stages of air-travel – pre-flight when saving on costs of 

customer service and sales points of the offices in various city locations thus ticket distribution 

channels being purely online based, not having lounge areas, strictly limiting size and number of 

free onboard luggage; during the flight no food or drinks being free of charge and etc. (Qiu, 

2005, p. 33).  

 

Network. When running an airline as a low-cost carrier, the network of flights is based on point-

to-point connectivity when allocating the fleet in one or a few airports from where the company 

flies to many different destinations, however not allowing a transfer option in the base airports (A 
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to B rather than A to B to C) (Cento and SpringerLink, 2009, p. 19). Moreover, to further decrease 

the costs of operations, traditional LCCs choose to fly from secondary or even tertiary airports that 

are located further from the metropolitan cities and might not have well developed infrastructure 

or service quality, therefore charging airlines and passengers with lower landing, ground-

handling, security and other fees (Dziedzic and Warnock-Smith, 2016, p. 19).  

 

Aiming to support the low-cost strategy of running an airline, such companies usually operate a 

f leet of one type aircrafts that are able to cover the range of short-to-medium-haul based 

network (Vidović, Štimac and Vince, 2013, p. 72). Moreover, by operating homogenous fleet, the 

company saves on crew and engineers’ training and licensing, are able to negotiate better prices 

with aircraft manufacturers when making a large order of one type of aircrafts, etc. (ibid., p. 72, 

75). 

 

Low-cost carriers and their plane cabins are characterized by higher density of seats in one plane 

than of a number of seats FSCs put in the same type of aircrafts (ibid., p. 72). Owing to that, the 

low cost carrier is able to achieve lower unit cost from the fixed costs of operating a flight, thus 

might be able to lower the cost per one passenger by 16% or so (ibid., p. 71).  

 

Due to previously discussed reasons, operating an airline company under low-cost strategy allows 

to offer its customers on average lower level of pricing. Moreover, to decrease operational costs 

and thus prices even further, LCCs are known for faster turnaround times in the airports, therefore 

not only decreasing airport taxes of servicing the aircraft but increasing aircraft utilization as well 

(Cento and SpringerLink, 2009, p. 20).  

 

 

2.1.3  Development of the Air l ine Business Models 

The global airline industry and the strategic business models of running a low-cost or full-service 

airline have been stable over the years. However, in the recent decade the industry has proved to 

be extremely sensitive to the macroeconomic factors, thus the economic cycles (Cederholm, 
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2014b; Marketline, 2017, p. 15). The development and financial success of the carriers are known 

to be dependent on the disposable income of passengers as buyers of the air-travel whereas 

various other tendencies are evident to be following market shifts from West to Eastern 

economies, e.g. recent exponential expansion of the middle class passengers (Expedia and 

Egencia, 2013, p. 4). The past economic recession has hit strongly the airline industry and 

especially the legacy (full-service) carriers who rely on collecting large part of their revenue from 

first and business class passengers as well as high volumes of commercial cargo which have 

shrunk due to corporate cutbacks and declined disposable income of middle class passengers 

(Lawton, 2012). Differently than lean operations of cost conscious no-frill airlines, managements of 

FSCs have failed to structure the costs by lowering fixed expenditure, facilitating restructuring of 

debt, pension obligations and arguably most importantly building unique value proposition of the 

airline (ibid.).  

 

Mergers and Acquisit ions in the Air l ine Industry: 

In order to survive the tough competition from oversaturated market of not only low-cost airlines 

but also from other legacy carriers, there have been various mergers and acquisitions undergoing 

in the United States with Delta and Northwest, United and Continental (Cederholm, 2014b) which 

has led to record earnings (Weiss, 2006). Following successful example, mergers and acquisitions 

have shifted East to Europe with the aim to improve profitability and operational efficiency when 

Air France merged with KLM, Iberia was acquired by British Airways, Lufthansa with Austrian, etc.  

(Lawton, 2012). However, the mergers and acquisitions in the European market have proved to be 

failing due to external conditions such as national regulations, continuing operating merged 

airlines as separate brands to maintain the legacy of national airlines, thus experiencing brand 

management associated costs (Weiss, 2006). 

 

Development of In-House LCCs: 

Another approach that various European full-service airlines have taken to caption a bigger 

portion of the market, to be precise, the price sensitive passengers, while maintaining operations 

of traditional full-service business model, was to launch an in-house LCC (Bouwer, Carey and 

Riedel, 2017). According to previously referred article by McKinsey & Co., in 2015 seven out of 
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ten largest legacy airlines founded their in-house LCCs (Lufthansa owns Eurowings, IAG Group 

has Vueling, Singapore Airlines and Scoot, Air France-KLM and Transavia, etc.) (Figure 10, 

Appendix A). In addition to that, in the past 20 years, 40 in-house LCCs have been founded, 

though only half are still running, similarly as only 4 out of twenty oldest in-house LCCs have 

survived the competition whereas others were not able of achieving substantial cost savings, were 

failing to create unique value proposition or cannibalizing the traffic of the founding FSC 

companies (ibid.).  

 

Nowadays Modifications to FSC and LCC Business Models: 

The third tendency noticed in development of full-service business model and its competition 

against the low-cost firms has been the substantial modifications of the FSC product offering that 

coincided with the simultaneous development of the typical LCC characteristics.  

After majority of the in-house LCCs have failed the mission to attract enough passengers from the 

price-sensitive segment while not damaging the passenger flow to the founding full-service 

carrier, legacy airlines started proposing changes to the product they sell and started introducing 

services of ‘economy minus’ class to relate themselves more with the ultra low-cost segment 

(Millward, 2016). Airline executives and community have realized that passengers are no longer 

willing to pay for the services they do not need (ibid.), accordingly airlines such as SAS, Lufthansa 

or British Airways have started the process of unbundling – downgrading the product to the 

basics of transporting a passenger from point A to point B with the lowest possible service 

offering (Millward, 2016).  

 

While the full-service airlines are building options of the ultra basic service, the low cost carriers 

respond to the market changes of increased numbers of passengers who “will pay extra for just 

that little bit more” (Millward, 2016). Responding to previously mentioned, airlines such as Ryanair 

or Wizzair started operations from primary metropolitan airports, such as Copenhagen 

Kastrup, Vilnius International, Adolfo Suarez Madrid-Barajas, Frankfurt International (Dobruszkes, 

Givoni and Vowles, 2017; Ryanair, 2017b). Moreover, need for improvement of in-flight services 

and focus on technology have been recognized by Norwegian Air Shuttle who are among the first 

LCCs to introduce complimentary on-board Wi-Fi (BusinessTraveller, 2011; Bilton, 2015). In 
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addition to that, low-cost airlines begin to be aware of high potential that their extensive 

network could create if connection flights were introduced (e.g., Ryanair being the first European 

LCC launching connecting flights (Ryanair, 2017a)). Besides what has been mentioned before, 

LCCs are expanding their operations from one aircraft based to the f leet being able to operate 

long-haul flights as well, catering the needs of a different passenger segments (CAPA, 2017).  

 

Tradit ional Full-Service 

Carrier 

Tradit ional Low-Cost 

Carrier 
Changes 

Free services included: 

checked-in luggage, airport 

check-in, choice of seat, lounges, 

meals, more leg space etc.  

Free services included: none 

besides air-transportation from 

point A to point B with limited 

number of hand luggage, minimal 

leg space.  

FSCs downgrade to ‘economy 

minus’ with no luggage, no food 

or drinks in economy, more 

condensed passenger seating, 

lounges only in base airports, etc.  

LCCs introduce complimentary 

Wifi. 

Hub-and-spoke network from 

primary city airports 

Point-to-point network from 

secondary or tertiary airports 

LCCs started flying to primary 

airports, started offering 

connections similar to hub-and-

spoke model (Ryanair) 

Fleet of different aircrafts to fit 

short to long-haul operations,  

Homogenous f leet of one type 

of aircrafts 

LCCs introduced long-haul 

operations, thus differentiation of 

aircrafts in the fleet 

High prices level Low prices FSCs offering more affordable 

prices than initially 

Table 1: Modifications of FSC and LCC models. Sources: Previously discussed information, Internet research, and 
writer’s knowledge.  

 

Changes of the typical FSC and LCC model described in the paragraph above and summarized in 

table 1 prove what aviation and airline community already agrees on – “the boundaries are 

blurring between no-frills and full-service carriers”, thus as it happens airlines should focus their 
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efforts to compete not only by the product but put more emphasis on nowadays crucial processes 

of company branding (Walsh, 2013). 

 

In conclusion to the business models introduced and their development, it is clear that 

traditional low-cost and full-service business models of running an airline introduced more than 

two decades ago do not proof to match the needs that emerging new segments of passengers 

demand from the company. The on-going reconfigurations of the air-travel service offering 

proposes a need for an in-depth study of who is a typical nowadays passenger, who it will be in 

the near future, what are their needs and how current airline product could be adapted in order to 

stay both relevant and successful in the industry.  

 

2.2 Choice of Passenger Segment 

Aiming for the study to explore the potential improvements of the full-service carriers’ model in 

terms of the product/service offered as well as development of brand equity to their consumers, a 

decision was made to narrow the scope of the study by choosing a particular segment of airline 

passengers to focus on. When specifying on the target audience of the research, Kotler's and 

Keller's (2012) conceptual understanding and importance of variety of generations and mutual 

characteristics of its members where taken as a base.  

Previously referred authors explain that according to the times when particular group of people 

grow up, political and economic experiences and events faced, cultural phenomenon experienced 

and etc., all consumers could be grouped into particular cohorts of people whose understanding 

is crucial for the companies reaching to connect best with their customers (Kotler, P.; Keller, 2012, 

p. 219). In line with the features, interests and needs specific to each generation, marketing 

professionals develop products and advertising campaigns capturing the highest value both to 

the company and also the customer that product or service is targeted to (ibid.).  

 

In terms focusing further research on one specific target of customers, the generation of 

millennials (Gen Y) has been chosen due to the features described below. 
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2.2.1  Generation of Mil lennials 

Born between 1979 and 1994 or as other researchers state born before beginning of the 21st 

century, the new millennium (Formica, 2013), generation of millennials is currently the largest in 

history and amount to 78 million consumers (almost 3 billion globally) with the annual purchasing 

power of  187 billion USD in the US only, thus being the most valuable demographic (Kotler, P.; 

Keller, 2012, pp. 219–220; PRWD, 2016). Generation Y is associated with the internet revolution 

(PRWD, 2016) and the technological boom of being well connected with each other as well as 

external environment through extensive usage of electronic devices and the world wide web – 

communicating with each other through instant messages and social media channels, following 

the news and searching for other widely accessible information on the internet, therefore often 

also introduced as ‘knowledge nomads’ (Formica, 2013, p. 4). Moreover, millennials are described 

as being impatient, demanding, independent and very conscious about traditional marketing 

modes (Kotler, P.; Keller, 2012).  

 

Regarding purchasing behavior of the Gen Y consumers, regardless of earning lower income and 

having less disposable budget than generations before (Brett, 2015; Goldman Sachs, 2017), 

millennials put a strong emphasis on importance of quality when buying items and staying loyal 

to brands – 55% naming quality as the biggest factor, 33% stating price being the most crucial 

when purchasing from the brand (Goldman Sachs, 2017). Moreover, presence of technology is 

reshaping how millennials make purchases – with the information, reviews and comparisons of 

prices available online this generation is seeking for the highest value at the lowest price of the 

same or similar product or service (ibid.) 

 

Despite that and differently than the generations before, overall Generation Y is less concerned 

with early ownerships of households or any other tangible consumerism items (Goldman Sachs, 

2017), but regards happiness as the most important aspect of success (Curtis, 2012), “millennials 

value experiences above all else and the majority crave adventure” (Euromonitor, 2015, p. 20). 

Consumers of the generation concerned are often named as dream followers, wanderlusters, or as 

others say “the spirit of adventure is alive and well with this generation” (Price, 2016). To satisfy 

this need, 86% of members in this generation claim choosing traveling as a mean of experiencing 
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new cultures of which as much as 49% indulging in spontaneous last minute vacations (Price, 

2016). Additionally, when traveling millennials admit to not only strike for value deals while 

traveling, they also highly value premium experiences, which they are 97% likely to share with 

their peers through social media channels (ibid.) – reports show 60% of millennials being inclined 

to upgrade their experiences by paying for extras such as seat upgrade, Wifi access, etc. (Wenner, 

2017).  

 

Last but not least, millennials tend to be loyal to brands that satisfy their needs and treat them 

well – while traveling 68% of the generation is likely to remain loyal to a brand if it offers 

upgrades, discounts or personalized promotions (PRWD, 2016), therefore it is important for the 

brands to build a relationship and deep understanding with the Generation Y members (Lane, 

2016).  

 

To conclude on the choice of passenger segment, in order to improve the service of full service 

carriers’ product and attract more passengers to FSCs, the companies should align closer their 

product offering with the generation of millennials that are forecasted in 5-10 years to peak their 

earnings and travel spending (Barton et al., 2013, p. 2), lead travel industry for the next few 

decades (Picture 1 below) and whose characteristics demand for premium product/service quality, 

superior experiences, therefore matching the initial value proposition of the full-service airlines. 

 

Picture 1: Forecast of passenger spending on flights by generation. 
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2.3 Focus of Research 

2.3.1  Problem Statement 

Various data and statistics of recent years presented by Euromonitor and other solid sources show 

that the emerged low-cost carrier model is the most successful business model of running an 

airline in terms of ticket sales value (Euromonitor, 2014, pp. 4, 14). Picture 2 below reveals that in 

2016/2017 LCCs were able to achieve a 7% growth of the value their tickets sold account for 

while traditional full-service scheduled airlines declare only 3 to 4% growth (ibid.). In addition to 

that, in terms of European aviation market, it is also the low-cost airlines such as Ryanair and 

easyJet who are able to reach the highest load factor in their planes among all the competitors – 

Picture 3 below shows Ryanair’s increase in load factor from 94% to 95%, easyJet’s ability to fill 

their planes by 91% load factor; whilst traditional carriers’ load not exceeding 88% (Eurocontrol, 

2016, p. 6). 

                  Picture 3: Load factor of different European Airlines. Source: Eurocontrol. 

Picture 2: Growth of value sales, LCCs and FSCs (scheduled airlines). Source: Euromonitor 
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According to previously presented and the growth of overall LCC market share in Europe to a 

current average of 43% (Lazaridis, 2016; Figure 11, Appendix A), in various countries LCCs taking 

as high as 85%, and the assimilation of the FSC product to what is offered by the LCCs, it is clear 

that the traditional scheduled airlines are failing in the market and thus might be in danger of the 

future success. Despite realization of many full service carriers about the shift in customer needs, 

recent implementation of minor changes to the business model has not showed the recovery of 

full service airline operations.  

Owing to said above, in this project it is assumed that the product of the traditional scheduled 

airlines not only fails to find its audience but also to differentiate itself among other carriers, in 

such way gain competitive advantage and thus higher market share from their customers.    

 

2.3.2  Research Question 

Taking into consideration the previous discussion on the shift of the market towards more 

affordable air-travel options as well as gradually increasing importance of the Gen Y consumers, 

the project aims to establish potential improvements of the FSCs by proposing a research 

question below: 

 

In order to answer the research question suggested, further analysis of the project will be divided 

into two sub parts: 

1. Analysis of FSC product related value gaps towards establishing corresponding 

improvements to attracting mil lennial consumers. 

2. Analysis of FSC brand development related value gaps towards establishing 

corresponding improvements to attracting mil lennial consumers.  

How could the current product of the full-service carriers be adopted to 

establish closer match with the needs of consumers from market leading 

generation of millennials? Evaluation in terms of product and brand 

related value gaps in case company of Scandinavian Airl ines 
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CHAPTER 3: METHODOLOGY 

3.1 Research Philosophy  

When completing a scientific project of any kind, it is crucial to outline the research philosophy 

that the investigation is founded upon as it demonstrates how the researcher constitutes the 

world, on what beliefs the knowledge is developed or simply how various assumptions and 

researcher’s perspective as well as understanding of a topic might influence the final result of a 

project (O’Gorman and Macintosh, 2014, p. 55; Saunders, Lewis and Thornhill, 2016, p. 124).  

The researcher’s philosophy is defined in two dimensions – human knowledge assumptions also 

referred as epistemology (Saunders, Lewis and Thornhill, 2016) and assumptions concerned about 

the nature of being (ontology) (O’Gorman and Macintosh, 2014). The dimensions mentioned 

above are to be explained further in the text. 

 

3.1.1  Epistemological Considerations 

As Saunders, Lewis and Thornhill (2016) explain epistemology, it is related to “assumptions about 

knowledge, and how we can communicate knowledge to others” (Burrell and Morgan, 1979). This 

type of philosophical view questions ‘how we know what we know?’, ‘what is regarded as solid 

and sufficient knowledge?’, ‘what quality of data is assumed as acceptable?’, ‘to what extent 

researcher’s opinion on data can be accepted?’, etc. (Saunders, Lewis and Thornhill, 2016, p. 

129). The epistemological dimension of research differs in five paradigms – positivism, critical 

realism, interpretivism, postmodernism and pragmatism (ibid., 137).  

Given researcher’s of the project philosophy to science, the interpretivist paradigm has been 

chosen and applied throughout the study.  

 

Interpretivism 

The paradigm of interpetivism similarly to critical realism were developed in order to portray 

criticism to the positivist’s views dominating the 19th and 20th centuries (Saunders, Lewis and 

Thornhill, 2016, p. 140). According to positivist’s understanding, crucial differences exist between 

natural and human sciences, where human or social science is based on understanding the social 
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world and related phenomena through the meanings and experiences, thus social scientist is 

required to “grasp the subjective meaning of social action” (Bryman, 2008, p. 16). In order to 

follow such paradigm of philosophy, throughout the research the scientist focuses on the meaning 

of the information and phenomena being under investigation, is seeking to comprehend and 

interpret the view by looking at the totality of particular situation as relying purely on theories and 

concepts may not reveal the true and in-depth findings (O’Gorman and Macintosh, 2014, p. 61; 

Saunders, Lewis and Thornhill, 2016, p. 136). In fact, the researcher is interpreting the information 

that is being interpreted by the person providing information which further has to be interpreted 

and adapted to theories, literature and disciplines applied (Bryman, 2008, p. 17). Thus, viewing 

the world in interpretive way may lead to unexpected and externally influenced findings.  

In terms of the thesis being written, the interpretivism paradigm is reflected in how discussion and 

evaluation of information collected is judged and explained given the circumstances as well as is 

reflected in choices of methods in the way how data is being developed and proceeded further.  

 

3.1.2  Ontological Considerations 

In the literature of research, ontology is often connected with how a human understands the 

nature of reality or, to be precise, how various beliefs and assumptions influence the way a person 

looks and understands the objects being investigated (Saunders, Lewis and Thornhill, 2016, p. 

127). In the research cases that ontology is of a concern, it is being discussed if social entities 

should be understood as units that are objective and in such way being independent from social 

actors or if those entities are regarded as social constructions that are dependent on social 

matters (Bryman, 2008, p. 18). Thus, according to ontology, it should be examined what the 

nature of reality is, how the world is, etc. (Saunders, Lewis and Thornhill, 2016, p. 129).  

 

From Subjectivism to Relativism 

In case of this thesis project, the researcher sees the matters being investigated as very subjective 

however seeks to judge it through relativism-ontological paradigm, which will be explained 

below.  
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According to article by Cunliffe (2011, p. 649), the human reality is recognized as a projection of 

each individual’s imagination and thus subjective judgments. The reality and knowledge that each 

person possesses is very personal, therefore, the methods of research must “explore individual 

understandings and subjective experiences of the world” (ibid.). According to what has been said, 

in this project the respondents under investigation and human opinions are regarded to create 

meaning of the world in a very subjective way according to various social phenomenon 

influencing their views (Cunliffe, 2011, p. 654), thus while collecting data it is hold important to 

get an overall view of ‘respondents reality’ of the world.  

In the thesis relativism (often compared to social constructionism) is associated as an ontological 

view to judge subjective opinion of human reality that each individual constructs. Referring to 

Smith (2011, p. 2), “what is said and acted upon in a particular location [circumstances] should be 

understood in its own terms and according to the standards of that location [circumstances]”. 

Applying Smith’s understanding of relativism, everything that is said by respondents of research 

should be hold as true however evaluated by subjective reality of that person’s view to the world 

and external social influences.  

 

3.2 Approach to Research 

When deciding on strategic flow of the research project, despite the starting point of its 

departure, theoretical models are one of the key elements involved (Saunders, Lewis and 

Thornhill, 2009, p. 124). Throughout the writing of the project researchers are influenced by 

various statements and observations which might serve as basis of theoretical research (Ghauri, 

Grønhaug and Kristianslund, 1995, p. 8), consequentially it is an extent to which researcher is 

already certain about the theoretical foundation at the starting point of research that determines 

the approach – whether it is inductive or deductive (Saunders, Lewis and Thornhill, 2009, p. 124).  

 

3.2.1  Inductive Approach 

The thesis being written is highly structured through following the rules of inductive approach to 

research in which a researcher starts the process with various general observations of 

phenomenon surrounding the interest of study, following that indulges in the more in-depth 
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analysis and observations which further develop into more precise patterns and conclusions of the 

topic (Social Research Methods, 2006). To be exact, inductive approach to research establishes 

overall general inferences from interpretation of various readings and raw data collected – thus, 

the observations made rather than from previously developed theory (Thomas, 2006, p. 238; 

Bryman, 2008, p. 11). Moreover, inductive studies are usually associated with research projects of 

qualitative kind, are highly applicable for process studying, question “how” related analysis and 

are enabled by simple and rather non-technical methods of data collection (Thomas, 2006, p. 

245; Harrison and Rouse, 2015, p. 380).  

In terms of this thesis project, aiming to collect more unique and in-depth data about the 

knowledge that has not yet been summarized into other studies, induction will be incorporated 

through more open-end questions of the interviews and other methods of data collection, thus 

allowing to draw additional general conclusions from empirical observations or data made 

(Ghauri, Grønhaug and Kristianslund, 1995, p. 8). The induction application of thesis is presented 

in picture 4 below.  

 

 

 

 

 

3.3 Methodological Choice 

3.3.1  Qualitative Study 

The use of methods for research design is related to qualitative and quantitative reasoning. In 

terms of this thesis project, qualitative research is chosen which is often used as a synonym for 

data collection methods acquiring non-numerical results and seeking interpretive explanations to 

phenomenon being investigated (Saunders, Lewis and Thornhill, 2016, p. 165, 168). When 

seeking to understand how millennials judge the FSC product and brand value between company 

and the customer, researcher will have to understand the subjective reality that each data 

providing millennial has about the topic, therefore being sympathetic and naturalistic aiming to 

create trust as well as validity throughout different in-depth studies (ibid., p. 168). During 

INDUCTION 

1.Data 
collection 

2.Findings 3.Theory & 
hypothesis  

Picture 4: Induction. Source: Bryman, et al. (2016). 
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collection of qualitative data, the process and procedures are following natural flow rather than 

being highly standardized – the sequence of questions and topics will be expected to adapt to 

each interview, being more natural and open for any upcoming and relative to research points 

that might be outside the checklist (ibid.). In addition to that, data collection for the thesis will 

employ multi-method qualitative study (ibid., Figure 12, Appendix A) to reveal variety of data and 

expanding the knowledge of millennials’s judgments of the FSC offering outside the opinions of a 

few respondents to be interviewed.  

 

3.3.2  Primary and Secondary Data 

In order to answer the research question and sub-questions proposed, both secondary and 

primary data will be used.  

The project will embrace already collected data from various resources – secondary data that is 

applicable across time and different purpose of studies (Saunders, et al., 2016, p. 319) – on what 

is already known about millennials, their habits, consumption patterns or matters they are 

concerned about, the aspects they emphasize when traveling by air-transport, reviews on chosen 

airline companies they write on the internet and etc. The secondary data proposed comes from 

various types of sources (Appendix A, Figure 13) – text and non-text documents such as reports, 

interviews or video recordings from conference presentations about targeted consumers, surveys 

and journals. Such already collected data by different sources will be especially useful when 

seeking to improve validity of the primary qualitative data acquired.   

In addition to what is already known and could be applied for the research question proposed, to 

achieve better fit between data and the topic of investigation, primary data will be collected in 

shape of interviews aiming to expand the knowledge to broader and more in-depth level of 

understanding.  

3.4 Research Strategy  

3.4.1  Netnography – Virtual Ethnography 

To start the data collection for the topic proposed, research process will start not only with 

making overviews from various reports and journal articles and formulating interpretation from 
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such secondary data sources on what is already known about millennials and their travel habits, 

etc., the study will also employ ethnography technique of studying a particular group of people 

influenced by their social and cultural environment (Saunders, Lewis and Thornhill, 2016, p. 187). 

To be precise, netnography or, so-called, online ethnography that “studies people in online or 

virtual communities, whose participation is motivated by shared interest” will be applied (ibid., p. 

374). Following the description, users of such online communities as tripadvisor or other airline 

reviewing websites will be investigated to gather reviews on the chosen airline’s product, putting 

a strong focus on searching for the flaws and critiques on the current product offering.  

3.4.2  Interviews  

The strategy of choosing research interviews as a method of data collection will be followed in the 

project. Research interview is one of the most common and often reliable as well as relevant 

methods of primary data collection aimed at the qualitative research (Saunders, Lewis and 

Thornhill, 2016, p. 388). The interview technique will be adapted to question interviewees about 

specifically target concerns that are helping to answer proposed research and sub-questions while 

also staying attentive and open for any upcoming matters that might be relative to be explored 

further (ibid.). To contrast having loads of respondents with small amount of structured 

information for the questionnaire based research, a small number of respondents will be 

interviewed aiming for a lengthy but in-depth understanding of a topic (Veal, 2011, p. 99). Taking 

all into consideration, adapting to the proposed approach to research, the semi-structured 

interviews will be conducted in order to cover the list of topics and key questions of interest while 

also staying flexible for various open-ended questions arising during the interview process (ibid., 

p. 391).  

Particular to this research, guided by classification of interview forms by Saunders, et al. (2016, p. 

392, Figure 14, Appendix A), non-standardized one to one (instead of group), thus, face to face 

and telephone interviews are planned to be undertaken seeking for unique and uninfluenced by 

other interviewees results.  

3.4.3  Case Study  

In order to stimulate more precise and real-life relatable results, case study is chosen as one of the 

strategies of research. When choosing such research strategy an in-depth investigation of a topic 
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is made however taking a real-life example into consideration – a person, an organization, a 

community or country, event and etc. (Veal, 2011, p. 108; Saunders, Lewis and Thornhill, 2016, p. 

184). Moreover, when taking case studies, the investigation is known to stimulates rich empirical 

descriptions due to vivid connection between phenomenon of research and the precise example 

of the chosen company (Saunders, Lewis and Thornhill, 2016, p. 185). Taking what was told into 

consideration, the exact product of a chosen airline company will be analyzed in detail, splitting it 

into more precise consumer experiences in each part of a service offering, interviewing millennial 

passengers about their encounters with the company, how millennials evaluate chosen company’s 

pricing strategy, on-board product, marketing campaigns or what value the company has built 

with their potential consumers, etc.  

3.4.4  Triangulation  

Previously described research strategies of using secondary sources from reports, netnographical 

studies and primary data collection by conducting in-depth semi-structured interviews allows to 

ensure higher validity and quality of the study which can be associated with triangulation 

technique (Picture 5 below). The technique referred “involves the use of more than one research 

approach in a single study to gain a broader or more complete understanding of the issue being 

investigated” (Veal, 2011, p. 107).  

 

  
SECONDARY DATA: 

JOURNALS, REPORTS, 

ETC. 

NETNOGRAPHY 

IN-DEPTH 
INTERVIEWS 

RESEARCH 
QUESTION 

FINDINGS & 
CONCLUSION 

Picture 5: Triangulation, adapted to the case. Source: Veal (2011). 
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CHAPTER 4: THEORETICAL FRAMEWORK 

Following the research question proposed in the project as well as its interest in analyzing the 

potential of improving both product of the FSCs and brand equity development strategies, the 

composition of theoretical framework will also be divided into two parts accordingly. Despite the 

division, service dominant logic is employed to keep a larger strategic understanding and a flow 

of a theoretical background of the overall thesis structure.  

Service-Dominant Logic of Marketing 

The project being written embraces nowadays business environment and consumption patterns 

shifting from goods-centered to service-centered dominant logic which supports 

intangibility, processes being exchanged and relationships focused toward creating benefit for 

the customer as central characteristics describing current economy (Vargo and Lusch, 2004, p. 2). 

The service-dominant logic proposed by Vargo and Lusch (2004) summarizes the economic 

environment into various truths  - that skills and exchange of competence and knowledge are the 

main units of service act while tangible elements serve only as distribution mechanisms 

(additionally, nowadays all economies being service economies (ibid., p. 10)), that nowadays 

businesses can only propose the value but in order to create it a focus should be put on a 

customer as a co-producer of services, etc.. 

 

Following previously proposed facts of the service-dominant logic and its truths, a few 

applications to the thesis could be established. Firstly, airline companies and their offerings to 

customers should be understood as service-dominant overall package that is constructed out of 

knowledge and competences of airline employees (such as pilots, customer service employees, 

marketing specialists, gate agents, etc.) using tangible elements (such as planes and airport 

facilities) only as service enablers. Secondly, taking into consideration relationship between 

customer and a firm of allowing customer to be a co-producer of services and in such way 

creating valuable products/services, service-dominant and customer-centered logics are applied 

in the airline industry by engaging in ongoing communications with passengers in order to create 

customized service solutions, thus allowing passenger to co-produce the value of the final air 
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travel experience (Vargo and Lusch, 2004, p. 14). Thus, differently than goods-centered logic, 

when considering the overall product of an airline not only tangible or marketing mix related 

aspects will be considered in order to evaluate the airline product, value and satisfaction but as 

well different characteristics specific to the service industry will be analyzed.  

 

In addition to what has been told before on the service-dominant logic, an emphasis has been put 

for moving from function and production-oriented business practices to more human-oriented 

relationship building models (Vargo and Lusch, 2004, p. 12). Moreover, as Kuzgun and Asugman 

(2015, p. 249) propose, three kinds of different relationships are created and associated with 

services in the service-dominant perspective which form a dyadic relationship between first the 

firm and the customer, secondly between customer to customer and thirdly many customers to 

many. The value in firm to customer relationship is created when the firm provides specific service 

quality, competences of employees, utilitarian and price benefits in exchange of value created by 

customer through satisfaction, loyalty, and trust in service provider (ibid.). Value from customer to 

customer relationship is created by spreading positive word-of-mouth to other potential 

passengers of the airline company, many customers to many co-producing value of the firm when 

emerging in conversations on social networks, etc. (Kuzgun and Asugman, 2015, p. 249).  

 

4.1 Value, Satisfaction, Loyalty.  

Previously described service-dominant logic suggests for companies to adapt their management 

methods to developing closer relationships with its customers and in such way create greater 

value and customer satisfaction leading to potential continuity of using one company’s services 

while also focusing on such relationship enhancing tools as branding (Vargo and Lusch, 2004, p. 

14). Combination of a research question proposed and the main themes of the service-dominant 

logic suggest an overall framework of thesis that summarizes into analysis of value, satisfaction 

and loyalty as a few focus areas, relating value with the analysis of the current full-service carriers’ 

product and potential improvements to match with millennial passengers in such way increasing 

customer satisfaction, while loyalty considerations being closely related with building brand 

relationships between passengers and the airline.  
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4.1.1  Service Profit  Chain 

The emergence of an overall framework of the thesis project could be also supported by the key 

areas being investigated in the model of service profit chain first described by Heskett et al. 

(1994). The model establishes relationship between profitability (or market growth), customer 

loyalty, satisfaction, value, employee capabilities and productivity (Fitzsimmons and Fitzsimmons, 

2011, p. 224), to be precise, profit and growth of the company are positively influenced by an 

increase of customer loyalty, loyalty being directly related to customer satisfaction which 

consequently is increased dependent on the value that services create to customers, however 

considering thesis content and its scope leaving internal part of operating strategy and service 

delivery system aside (Heskett et al., 1994, pp. 164–165; Figure 15, Appendix A).  

 

4.1.2  VSL (Value, Satisfaction, Loyalty) Conceptual Model 

 

As it is declared in the article by Yang and Peterson (2004, p. 799), consumer loyalty should be 

regarded as one of the dominant goals of the nowadays service-dominant consumer market. 

Consequently, two of the most effective ways to create loyalty and thus potential growth in the 

market share are by satisfying the customer and delivering to him or her the superior quality and 

value of the services provided (ibid., p. 800). Moreover, aside from the linear relationship between 

service value, satisfaction and loyalty suggested in the model of service profit chain, VSL 

conceptual framework establishes a triangular relationship depicted in the picture 7 below. The 

hypothesis tested in the article proves that value serves as an essential and independent pillar 

from which loyalty originates, thus suggesting the value of an airline product/service as one of the 

main analysis part to be undertaken when seeking to improve the match between what would 

attract millennials to FSC product and what is already being offered. In addition to that, the 

model depicts customer satisfaction as a pillar creating loyalty directly but as well as customer 

Service value Customer 
satisfaction 

Customer 
loyalty 

Profitability, 
market growth 

Picture 6: Service profit chain, adapted to case. Source: Heskett et al. (1994). 
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loyalty and satisfaction about service being progressively stimulated by the product value (Yang 

and Peterson, 2004, p. 801).  

 

 

 

 

 

 

 

 

 

 

Taking into account the key focus areas proposed by service-dominant logic, its consequential 

lead to profitability and potential market growth described in the service profit chain and the 

connection between value, loyalty and satisfaction, in order to answer the research question 

proposed on the airline product (value to customers) and brand development (derived from 

satisfaction and loyalty to the brand) the analysis of the project will be supported by dividing 

theories into two parts – the ones investigating potential improvement of the value that airline 

product creates to millennials while other part examining the possibilities to establish loyalty to 

the chosen airline brand.  

 

4.2 Theoretical Framework for FSC’s Product Analysis  

When assessing the quality of the full-service carriers’ product, the value that it generates to the 

customers and simultaneously seeking potential improvements tailored for the needs of the 

generation Y passengers, a few theoretical models will be applied, however every of them leading 

to conclusion – the measurements needed to close the gap between what full-service carriers 

suggest for its passengers and what generation Y considers as an appealing product.  

 

Value 

Loyalty 

Satisfaction 

Picture 7: VSL conceptual model, adapted to case. Source: Yang and Peterson (2004). 
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4.2.1  Service Quality Gap Model 

In order to measure the quality of the full-service carriers’ product and the value that it creates to 

the generation Y passengers, the most relative fragment of the service quality gap model will be 

used (Fitzsimmons and Fitzsimmons, 2011, p. 119). Given the substantial decrease of FSCs market 

share to the low-cost airlines, the project assumes the mismatch in the degree of satisfaction 

towards FSC product – gap 5 between how customers expect service to be in order to meet their 

needs and how valuable to them the current product/service is perceived to be. To be precise, 

throughout the thesis the closing of the gap 5 will be sought through company’s ability to 

minimize gaps 1 (market research) and 4 (communication) – potential improvements in airline’s 

understanding of the millennial passengers and the actual value of the current service delivered 

will be explored (Picture 8 below).  

 

Similarly to the fragment from the service quality gap model, Parasuraman, Zeithaml and Berry 

(1985) proposed the gap model for measuring and improving service quality (Lovelock and Wirtz, 

2011, p. 406). Gap 1, so-called, the knowledge gap measures discrepancy between what 

management of the company perceives to be the most important qualities of the particular 

service, thus what product is being delivered to customers/passengers and what are the qualities 

and requirements from the customers’ point of view that would attract them more effectively to 

use the specific airline product concerned (Parasuraman, Zeithaml and Berry, 1985, p. 44).  

 

Picture 8: Fragment of the service quality model related to the project. Source: Fitzsimmons and 
Fitzsimmons (2011, p. 119).  
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To conclude the service quality gap model described in the book by Fitzsimmons and 

Fitzsimmons (2011, p. 119) and the gaps model for service delivery and design by Parasuraman, 

Zeithaml and Berry (1985), the thesis will incorporate usage of the gaps configuration through 

further models of evaluating the value of the airline services to the millennial customers and thus 

seeking to spot the gaps in which improvement of service quality is expected throughout each 

touchpoint of service delivery.  

 

4.2.2  Delivering Service Product. Service Touchpoints 

One of the initial concerns that every company needs to face is establishing the best fit of the 

product and its delivery to the target customer group or groups. Moreover, the value proposition 

created to the customer depends not only on the core product and the delivery process of it but 

is crucially influenced by the facilitating elements, the sequence and combination of the 

supplementary services offered which overall build a competitive advantage for the company 

among the competition (Lovelock and Wirtz, 2011, p. 105).  

 

4.2.3 The Flower of Service model 

The model of service flower proposed by Lovelock and Wirtz (2011, p. 108) explains the concept 

of services as the core product being augmented by variety of supplementary elements – 

facilitating supplementary services and enhancing supplementary services (Figure 16, Appendix 

A). The model suggests that no matter the particular touchpoint of the service product between 

customer and the firm, each of them can be grouped into projected categories: 

Facil itating supplementary elements: 

• Information (related to providing customers with the knowledge and information needed 

about the product and the process of delivery in order to be able to capture the value) 

• Order-taking (providing the most user friendly, fast and accurate information and interface 

when ordering or making reservation for the service) 

• Billing/Payment (ability to create prompt and convenient way of making transaction, thus 

purchasing a service) 

Enhancing supplementary elements: 
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• Consultation (company’s ability to support customers in acquiring any assistance and 

information needed in terms of service personalization, technical consulting, etc.) 

• Hospitality (company ensuring that its employees deliver services in a pleasurable, friendly 

and well-managed manner) 

• Safekeeping-Caretaking (complimentary services such as baggage transport or handling, 

providing safety measurement to different customers, e.g. to children or elderlies, etc.) 

• Exceptions (company’s ability to handle special requests, handling of complaints or 

problem solving in an efficient manner, etc.).  

 

Considering the application of the described model to the thesis and analysis of the airline’s 

product value to millennials, therefore potential quality gaps, the pedals of supplementary 

services and the categories will be taken as the guideline of the most important value creating 

areas as well as gap evaluation points to be discussed in the discussion of findings stage in the 

thesis project.  

4.2.4 The Customer Activity Cycle 

Vandermerwe in her article 'How Increasing Value to Customers Improves Business Results' (2000) 

suggests two ways of increasing customer lock-on and attractiveness towards the service firm – 

firstly, by increasing superior value a firm provides, secondly, by providing integrated customer 

experience (p. 31). Additionally, in the article author proposes a customer activity cycle model 

which serves as a method allowing to evaluate potential opportunities of increasing value to 

company’s customers in various critical touchpoints of service delivery (ibid.).  

The model is composed of a circle in detail displaying services as wholesome experiences of 

activities being grouped into pre, during and post stages (Picture 9 below) where “any 

interruptions in the flow of the customer-activity cycle create value gaps, or discontinuities, that 

open access to competitors, unless the company fills the gaps first with value add-ons” 

(Vandermerwe, 2000, p. 31). 
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                        Picture 9: Model of customer activity cycle. Source: Vandermerwe (2000).  

 

By applying this model to the project, number of touchpoints of airline travel experience will be 

constructed in the order of occurrence in the customer activity cycle while simultaneously being 

conscious to include categories of supplementary elements proposed in the model of service 

flower. Consequently, the wholesome experience of the full service carriers’ will be evaluated by 

not only judging the core product and the supplementary services surrounding it but also the 

quality of service delivery at each occurring touchpoint, thus allowing to spot the gaps in 

providing the highest available product value to the biggest group of FSCs’ target customers – 

the millennials.   

 

4.3 Theoretical Framework for FSC’s Brand Analysis 

4.3.1 Interpretive Consumer Research 

The niche of science analyzing the importance of interpretive approaches for consumer behavior 

analysis has been increasingly developing and applied throughout the marketing discipline for 

already a few decades (Beckmann and Elliott, 2000). Consequently, there has been an incline in 

researchers using studies of consumer research beyond initial aim of managerial improvements, 

rather consumer analysis has emerged as one of the main areas of social sciences (ibid.).  

In this thesis project it is hold crucially important to understand how various groups of consumers 

view the world, therefore Østergaard and Jantzen's (2000) proposed perspectives to consumer 
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behavior will be applied when aiming to establish a closer relationship between the brand under 

analysis and its actual consumers.  

Four different perspectives of seeing the consumer have been acknowledged by researchers in 

the last decades – buyer behavior, consumer behavior, consumer research and consumption 

studies (Østergaard and Jantzen, 2000, p. 9). The authors referred differentiated the perspectives 

on the basis of criteria, such as metaphorical association, consumers’ motives for consumption 

(ontology), character of the subject, method of data collection best applicable for consumer and 

scientific foundation of the perspective (ibid., p. 12). Accordingly, perspectives of consumer 

research and consumption studies are found the most relative for the study of the nowadays 

consumers, to be exact, the millennials (Table 2 below).  

Perspectives Consumer Research Consumption Studies 

The Consumer Metaphorically Tourist Tribe Member 

Ontology of Consumption Emotional Narcissistic Metaphysical Symbolic 

Character of the Subject Matter The Heart’s Desires The Eye’s Recognition 

Primary Method In-depth Interviews Fieldwork 

Scientific Foundation Existential Psychology Cultural and Social Theories 

Table 2: Consumer behavior perspectives applied to the project. Source: Østergaard and Jantzen (2000). 

 

4.3.1.1 Consumer Research 

The perspective to be described is perceived as a significant adjustment from the former two 

perspectives towards interpreting the new consumer as a different individual who was once hold 

to be purely rational though currently is argued to be driven by narcissistic and emotional desires 

(Sherry, 1991; Østergaard and Jantzen, 2000, p. 17). Moreover, the consumer belonging to the 

behavior patterns of consumer research perspective is no longer thought to consume goods and 

services in order to fulfill its ‘animal’ aspired needs, instincts or rationally induced goals 

metaphorically linked to ‘computer processing’. Alternatively, the consumption patterns of an 

individual being considered are portrayed as of a ‘tourist’ who seeks life full of new experiences 

through which meaningful life is achieved (Østergaard and Jantzen, 2000, p. 17). Taking that into 

account, consumer and his or hers consumption is highly influenced by desires of the heart – the 



 

 42 

emotions and feelings as well as understanding of the meaning of life, thus arranging selection of 

purchases and services accordingly to construct desired life interpretation (ibid.).  

In order to indulge into analysis of such consuming individuals and reach the depth as well as 

breadth of their existential psychology (Belk, 1988), in-depth interviews are proposed as a primary 

method of collecting data due to the need and nature of such consumer describing his or hers 

experiences and coherent understanding of life in a more natural manner (Hirschman, 1986; 

Østergaard and Jantzen, 2000, p. 18).  

 

4.3.1.2 Consumption Studies. 

The perspective of consumption studies contrasts with the one referred before by Østergaard and 

Jantzen (2000) by not considering individuals and their consumption habits as independent from 

society units but rather as individuals influenced by behaviour of other ‘tribe’ members and 

interactions with them (p. 18.). The consumers related to such perspective are no longer related 

to narcisistic and emotionally driven consumers seeking for new meaningful experiences but as 

individuals whose purchases of products and services symbolizes belonging and recognition to a 

specific group of other consumers (ibid.). Owing to what has been mentioned before, in stead of 

consuming the product or service for the reasons defined by human’s emotions and psychological 

needs, the purchase is now made by consciously taking into account the symbolic meaning that it 

projects – “will this product [symbol] make me look like the other members of my tribe” 

(Østergaard and Jantzen, 2000, p. 19). 

While applying understanding of nowadays consumers through the lense of consumption studies 

perspective and simultaniously seeking to understand the means of creating a closer relationship 

between consumer and the brand, the thesis will adopt fieldwork technique as a method of data 

collection to support the data collected through the in-depth interviews. To be exact, the study of 

secondary data about the millennials will be used from observations made on already existing 

reports, consumers’ interactions and discussions through online channels and etc. 
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4.3.2 Motives of Consumption 

Already in 1959 it was recognized by Sidney J. Levy in his well-know article in the discipline of 

consumer studies “Symbols for Sale” that often the reason of purchasing goods and services is 

influenced not only by their utilitarian function but is highly dependent on their meaning – “the 

consumer is not as functionally oriented as he used to be – if he ever really was” (p. 118). When 

consumers were being questioned on the reasons of making a specific purchase, among 

functionality they name convenience, social pressure, advertising or pretty colors and design to 

have made a strong impact due to increase of visual esthetics (ibid., p. 118-119). Additionally, 

author speaks loudly on symbolic consumption and psychological rationale, which relates retail 

with transfer of social and personal meanings to customer through usage of objects, pictures of 

words through communication with the customer (Levy, 1959, p. 119). In terms of psychology, 

consumers buy services and goods according to how its symbolic value fits with their goals and 

desired social self that consumers want to signal (ibid.).  

Owing to the article it can be interpreted that the buying behavior is not necessarily dependent 

on the value that the product/service delivers but large capacity of influence might be linked to 

company’s ability to brand itself and the product being sold. Thus, profit for both customers and 

sellers is generated when management of the company indulges into in-depth analysis of cultural 

phenomenon having an impact on consumer behavior (Levy, 1959, p. 124).  

 

The views by Belk proposed in his “Possessions and the Extended Self” (1988) article have been 

significant to the discipline of consumers behavior as well. In the article author highlights the 

importance of studying meanings linked to possessions of various items claiming that what we 

have and do largely contribute to development of our identity, thus “we are what we have and 

possess” is often recognized as one of the most accurate and conclusive laws of consumer 

science (Belk, 1988, p. 139; Feirstein, 1986). Belk (1988) refers to William James who first 

developed modern concept of self in which a human self is understood as accumulative sum of 

both human physique and extensions to his or hers property, family, work, reputation, etc. 

Moreover, the link between possessions and individuals uncovers early in life throughout a desire 

to express our extended selves by owning goods, which symbolizes our happiness, important 
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memories and experiences, however such relationship is evident to decrease in the later stages of 

human life cycle. 

 

In the context of the thesis, Belk’s concept of extended-self presented in 1988 is assumed to 

expand even further from possession of goods to consumption of services owing to the nowadays 

culture and the way we present and communicate ourselves being highly influenced by social 

media and modern technology (Belk, 2013, p. 477). In the updated article that considers 

consumption changes influenced by the digital world, Belk talks about co-construction of self in 

the online environment through social media platforms by sharing pictures or videos of ourselves 

involved in various activities and service consumption, in such way creating an image of belonging 

to a certain group of people living a particular lifestyle, etc. (ibid., p. 387). Taking that into 

account, the thesis will consider possibilities and potential brand value improvements while more 

efficiently connecting the superior quality and reputation of full-service carriers’ product by 

targeting young digital media influenced consumers (the millennials) seeking meaning and 

development of extended identities through socially constructed environment.  

 

4.3.3 Customer-Based Brand Equity (CBBE)  

Analysis of brand equity is one of the most efficient ways to assess effectiveness of company’s 

branding strategy and ability to create value beyond of its product (Lin and Ryan, 2016, p. 151).  

The notion and concept of customer-based brand equity was first presented and explored by 

Keller who has stated in his article that brand equity is realized when customer feels acquainted to 

the particular brand and often considers it highly preferable, stronger and more uniquely 

associated brand than of any other products or services of similar kind (Keller, 1993, p. 1). 

Additionally, the writer claims that brand knowledge in consumer minds is associated and can be 

conceptualized into brand awareness and brand image (ibid., p. 3), which further splits into 

dimensions portrayed in figure 17 (Appendix A).  

Until an updated article and a customer-based brand equity model targeted to help management 

facilitate its brand-building development was presented to scholars, it has been already proved 

that effectiveness of building strong brands leads to financial improvements, potential market 
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growth of the company, less vulnerability to market crises, less customer sensitivity to price 

changes or improved influence of marketing communication initiatives (Keller, 2001, p. 3). The 

author advocates for the marketing executives to admit that size and extent of brand equity is 

dependent and built in customer minds, therefore, the companies should act accordingly to 

deliver superior experiences of owning a product or consuming the service, consequently building 

a link between a brand and positive feelings, perceptions and thoughts about the product or 

service (ibid.).  

 

The model of customer-based brand equity is constructed to reflect academic reasoning, being 

highly industry related and flexible to be also easily adaptable to all industries by initially focusing 

on two concerns – ‘what makes a brand strong?’ and ‘how do you build a strong brand?’ (Keller, 

2001, p. 3). To be more exact, in the model it is argued that in order to establish a strong equity 

of a brand, contingent completion of four sequential steps is required (see Picture 10 below) – (1) 

create strong identif ication in customer’s mind between his or hers specific needs for a product 

class and a brand, (2) develop meaning of the brand in customer consciousness through 

powerful associations to brand performance and imagery, (3) transfer positive feelings to the 

customer about the brand and thus receive positive judgments and response, (4) finally leading 

to establishment of loyal and active customer-brand relationship – brand resonance (Keller, 

2001, p. 5-7).  

 

 

 

Category Identification Needs Satisfied 

                   Core Product, 
Secondary Features, 

Reliability, Service 
Effectiveness, Empathy, 

Style, Design, Price 

User Profiles, 
Personality & Values, 
Purchase & Usage, 
History, Heritage &  
Experiences 

Quality, 
Credibility, 

Consideration, 
Superiority 

Warmth,  
Excitement,  
Security, Self 
Social Approval 

 Loyalty, 
Community, 
Engagement 

Brand Salience 

Brand 
Performance 

Brand  
Imagery 

Consumer 
Feelings 

Consumer 
Judgements 

Consumer 
Brand 

Resonance 

1. Identity =  
Who are you? 

 

   4. Relationship = 
  What about you & me? 

 

3. Responses =  
What about you? 

 

2. Meaning =  
What are you? 

 

Picture 10: CBBE Pyramid & Sub-dimensions of Brand-Building Blocks. Source: Keller (2001).  
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According to the brand-building blocks proposed by Keller (2001), in the thesis the model will be 

used as a framework to make in-depth valuation of a chosen full-service carrier’s brand equity and 

the extra value created through establishment of positive brand identification, performance, 

image and reputation, consumer feelings and judgments that further should convert into 

desirable consumer-brand resonance. While majority of the CBBE pyramid blocks are unique and 

to be newly considered in the project, a few sections and brand development attributes highly 

overlaps with the matters to be first discussed in the product valuation part of the thesis, 

accordingly, the results drawn from product valuation part are hold to be applicable to be 

incorporated into the part of brand analysis.  
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4.4 Overall Thesis Design 
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CASE COMPANY - SCANDINAVIAN AIRLINES (SAS)  

Choice of Full-Service Carrier 

The choice of a case company whose product value and ability to create brand loyal relationships 

with millennial passengers will be evaluated has been made based on various criteria. First of all, 

the choice is based on a European aviation market, to be precise, Northern Europe region, that 

the writer of the thesis is most familiar with. Secondly, Scandinavian Airline System (SAS) is a 

leading airline in the Scandinavian region (SAS Group, 2017a) having its hubs located in the three 

Scandinavian countries – Sweden, Denmark and Norway as well as the company operating an 

airline described by the typical characteristics of a traditional full-service carrier, thus being in line 

with the focus of the topic proposed in the project. Moreover, taking into account the increasing 

competition from the LCCs in the Nordic region from the market share of approximately 27% in 

2009 to 35% in 2016 (Figure 18, Appendix A), competition between FSCs and LCCs is believed to 

intensify even further (due to Norwegian’s rapid expansion related to beginning of the largest 

delivery of aircrafts in history that is likely to raise competition (CAPA, 2012; Dagenborg, 2016), 

expected operational change of Ryanair’s further development and move from the UK to 

European hubs owing to Brexit effects (The Telegraph, 2017), etc.), therefore, the thesis will seek 

to suggest FSC improvements allowing both models to succeed in the market. Lastly, while 

collecting primary data through the interview technique, chosen interviewees are believed to not 

only be familiar with the airline which will allow to go beyond evaluation of company’s awareness 

Source: SAS Group (2017d). 
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in the consumer minds but will also create opportunity for more in-depth analysis of company’s 

product and brand development assessment.  

About SAS 

SAS as a firm is dated to have been established in 1946 when the three founding companies Det 

Danske Luftfartselskab A/S (DDL), Det Norske Luftfartselskap A/S (DNL) and Svensk Interkontinetal 

Lufttrafik AB (SILA) formed the airline (SAS Group, 2017d). Nowadays SAS is a leading airline in 

Scandinavian region realizing larger than 30% market share by carying roughly 29 million 

passengers per year on 263 different routes operating 813 departures daily by 156 aircrafts in the 

fleet (SAS, 2016b, p. 1, 9).  

In terms of company’s offering, SAS declairs to provide “flexible and affordable travel and travel-

related services, including shipping, for individuals and companies to, from and within 

Scandinavia” (SAS Group, 2017b). The company seeks to attract both business and leisure 

travelers by offering frequent departures to broad variety of destinations in its network through 

connecting operations in company’s hubs in Copenhagen (IATA code: CPH), Stockholm (ARN) 

and Oslo (OSL) as well as tailors its services to frequent travelers with the aim to establish a long-

term relationships with the passengers while stimulating loyalty even further through Star 

Alliance’s EuroBonus membership program (FlySAS, 2017c; SAS Group, 2017b, 2017c).  

The product of Scandinavian Airlines is tailored to the needs of current passengers who 

appreciate easy, smooth and time-efficient service from start to finish – from making a booking on 

one of SAS ticket distribution channels to on-time (84% punctuality within 15min is declaired by 

SAS) arrival at the chosen destinations (SAS, 2016b, p. 2; SAS Group, 2017c). The company seeks 

to be digitally innovative and connect with its passengers not only by providing tailored service 

product but also by building strong brand in minds of its customers through stimulating social 

media engagement, developing social identity for its passengers on different media channels in 

form of a blog, Instagram account, YouTube channel (e.g., ‘We are travelers’, ‘Travelers think big’ 

campaigns (SAS, 2016b; Scandinavian Traveler SAS, 2016), etc.  
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CHAPTER 5: FINDINGS 

5.1 The View to Findings Analysis 

Proceeding further into thesis, epistemological views to knowledge and project analysis will be 

undertaken while interpreting data collected from number of sources ranging from secondary 

data in articles, reports (such as BCG report ‘Traveling with Millennials’ (Barton et al., 2013)) and 

other analysis on general consumer behavior patterns of millennials, their overall view of the world 

regarding value creating attributes to services and products as well as effects on brand-millennial 

relationships towards loyalty or enhanced attraction to consume a particular brand.  To be more 

precise to the target segment of the analysis and its views towards selected case company, the 

epistemology of the project’s view to knowledge and its validity will interpret insights from such 

sources as airline reviewing websites and will hold information and comments posted applicable 

and binding (e.g., Skytrax, AirlineRatings, Tripadvisor, etc.). Aiming to apply such data, it is 

assumed and hold true that the highest percentage of the reviews are produced by passengers 

from millennial generation owing to them relying on technology and “millennials more than any 

other generation feeling compelled to share their experiences – both good and bad” as well as 

93% of them reportedly making purchases according internet recommendations and 89% of them 

regarding such reviews as more trustworthy than the claims made by the particular brands 

(Friedman, 2016). Owing to millennials’ dependence on reviews by other consumers, all reviews, 

no matter age or gender of a passenger, are argued solid for consideration. Additionally, to 

stimulate unique and coordinated results that are in line with the proposed topic and research 

question of the thesis, data from number of in-depth interviews will be incorporated to 

supplement both product value and brand-equity sections of the analysis.  

 

5.2 Customer-Activity Cycle 

In order to assess current state of value that SAS products create to the ‘Generation Y’ (‘Gen Y’) 

passengers and consequentially to identify the value gaps in establishing fully customer 

integrated experience, analysis part of the project will begin by constructing a customer-activity 

cycle (ACC) model (Vandermerwe, 2000). While assessing the value gaps and applying model to 
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the particular industry or service, it is important that the activity cycle of using SAS air-travel 

product is split into pre, during and post phases identified in the article (ibid., p. 31):   

 

PRE – the initial phase of service consumption (or pre-consumption) is the thesis project is 

defined as all activities from the point of travel need being aroused until other various steps to be 

undertaken before the during stage begins. To be exact, according to the information categories 

proposed by SAS (‘before travel’, ‘check-in’, ‘at the airport’, ‘onboard’, ‘after travel’ (SAS, 2017, 

Figure 19, Appendix A) and the experience of a thesis author as a frequent customer, the ‘pre’ 

stage is understood as all flight-passive activities before check-in actions are required. Owing to 

that, a millennial realizes need for air-travel, chooses SAS as a carrier, purchases the ticket and 

receives confirmation letter as well as billing to his or her email.  

 

DURING – activities of this phase are considered requiring the most active participation of a 

passenger owing to the steps required to fulfill the actual service. Activities of the during stage 

begin with check-in related actions regardless if customer follows it through electronic check-in 

described in SAS email notification received 24hours before the actual flight or plans to complete 

it on sight (the airport). Further in the during-phase, passengers go through the airport related 

procedures until successfully boarding the plane, experiences in-flight services and exits the 

airport at the destination. 

 

POST – post phase of customer-activity cycle while traveling on Scandinavian Airlines is 

associated with the after travel stage of consumption – customer evaluates his or hers overall 

travel experience on SAS, receives information about various promotions or is exposed with 

different marketing initiatives of SAS or from travel agencies aiming to stimulate further travel 

desires and needs.   

The stages of customer-activity cycle of traveling on Scandinavian Airlines and more detailed 

steps of each stage are presented in table 3 below:  
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PRE –  

1. Travel need arises: 

a. Customer is attracted to SAS service package influenced by various sources 

2. Choosing to fly with SAS: 

a. Choosing among a few competitors 

b. Exploring ticket options/packages 

3. Purchasing a ticket: 

a. Experiencing user interface and website convenience  

b. Payment process  

DURING –  

1. Check-in related actions: 

a. Receive a check-in email. Complete it on Internet browser, mobile application, airport check-

in counter, self check-in machine.  

2. At the airport: 

a. Finding the gates, evaluating its location and being informed if the gate number changes 

b. Boarding procedure, queuing.   

3. In-Flight: 

a. Layout of seats in the aircraft, cleanliness, etc.  

b. Comfort and leg-room 

c. On-board environment  

d. Service on-board 

i. Helpfulness and attentiveness of flight attendants 

ii. Food, drinks and payment options. Complimentary offerings 

iii. In-flight entertainment (magazines and newspapers) 

iv. Extra assistance with various concerns 

4. Receiving baggage and airport logistics: 

a. Receiving the baggage – suitcase being transported to the destination and handed to the 

passenger, time to receive the suitcase, etc. 

b. Resolving in cases of various inconveniences – lost or damaged baggage, lost or forgot on 

board personal belongings, refunds & compensations, etc.  

c. Logistics from the airport to the destination point 

 



 

 53 

POST –  

1.  Evaluating the overall experience of using SAS services 

2.  Being aware and informed about SAS promotions and campaigns 

Table 3: Steps of Customer-Activity Cycle for Air-Travel/SAS Consumption. Source: Author’s Construction.  

 

5.2.1 Application of Customer-Activity Cycle Model to Thesis 

The further application of model to the thesis case company and the cycle of SAS service is based 

on a sequence of steps provided in table 3 above.  

 

PRE –  

1. Travel need arises:  The need and desire to travel comes natural to Gen Y consumers – in 

fact, the travel industry is reinventing itself to accommodate consumption patterns of the 

demographic (Abel, 2017) that is indicating travel as one of necessities and which is 23% more 

incline for the abroad travel than the gen. erations before (Barton et al., 2013; Clark, 2017; 

Goldman Sachs, 2017). Regarding effectiveness of sources that are influential towards millennials, 

social media presence is regarded as one of the key media outlets to stimulate millennials to 

travel – Gen Y consumers are twice more likely to share their experiences with family and friends 

through use of social media, blogs or review website which are known to be important in the 

decision making process (Barton et al., 2013, pp. 9–10). To give an example, research shows that 

as many as 87% of millennials explore Facebook as a source of travel inspiration (Wenner, 2017).  

 

In terms of sources that are the most powerful and persuasive on millennials, SAS is an airline that 

has built strong presence on the social media channels and is continuously stimulating its 

passengers to increase the company related content online – has an active Instagram account 

with following by 155 thousand potential customers (compared to 93k for Finnair, 148k for Iberia 

(Appendix A, Figure 20)), encourages passengers to share pictures of their travel experiences by 

using #wearetravelers #flysas hashtags and SAS passenger identity (Arica, 2016; Scandinavian 

Traveler SAS, 2016), etc. However, despite the social media presence, interviewed millennials 



 

 54 

were not found connected to the company through these media channels – “I actually do not 

follow, I’ve never really thought of it” (Interview 1, Appendix C). 

 

2.  Choosing to f ly on SAS: 

Choosing among a few competitors .  Despite focus of millennials towards the greater quality 

products and exceptional experiences (Ruch, 2015; Goldman Sachs, 2017), not all Gen Y 

customer have already reached their financial independence and peak income, therefore number 

of research studies and reports are still considering them as very price sensitive, often seeking for 

discounted, low-cost options to traveling (Barton et al., 2013, p. 7). Moreover, the consumers of 

Gen Y are influenced by the environment and product options they are faced with, emergence of 

sharing economy has influenced millennials to budget their vacations – 51% of millennials admit 

to sacrifice leg-room for discounted flight, 66% if additional discount was provided would sit next 

to plane lavatories or 33% would stand during the flight if more affordable tickets were available 

(Figure 24, Appendix A). Many of the companies in the travel industry do not yet consider 

millennials as an important target audience and one of the main sources of revenue, therefore the 

late adopters to Gen Y passengers needs will be found at disadvantage to introduce themselves 

and attract attention of millennials compared to the first-movers (Barton et al., 2013, p. 10). 

Owing to that, introduction of lower-priced tickets is believed to be an effective long-run 

investment for the future growth of FSCs’ market share. Additionally to the price-sensitivity of 

passengers, 85% of millennial travelers do check different sites for the best deals (Price, 2016), 

thus an important strategy of attracting Gen Y passengers to fly on a particular airline is by 

incorporating transparency among various ticket distribution channels that would portray the most 

accurate ‘value for money’ deals – millennials are known for using the benefits of the aggregator 

websites (Kotler, P.; Keller, 2012, p. 370; Barton et al., 2013, p. 4) such as Kayak, Momondo or 

SkyScanner (“I use this SkyScanner” (Interview 1, Appendix C) that allow price, schedule, direct-

connected flight comparisons while searching for the most appealing service package.  

 

Considering adoption of Scandinavian Airlines to financial constraints of the millennials and being 

chosen among competitors, SAS is a rare example of a full-service carrier that has put initiative in 

establishing targeted price offering for the young low-income receiving millennials (“That’s the 
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first airline that I know [offering discounted Youth tickets]” (Interview 2, Appendix C)). SAS Youth 

(FlySAS, 2017b) is a well known and popular flight ticket package for the passengers aged under 

26 years old that attracts masses of potential loyal customer to get acquainted with the overall 

SAS brand and product proposal. Throughout the in-depth interviews, friends and family are 

mentioned as the only source of introducing SAS Youth package to the millennials – “one of my 

friends who is also flying on SAS told me”, “my sister told me” (Interviews 1-2, Appendix C), 

therefore allowing to spot a gap of increased information spread and need for improved 

communication through other sources of targeting passengers of the age group, e.g., through 

social media influencers (Interview 1, Appendix C), blogs, search engine optimization (Agrawal, 

2016; Ehlers, 2017), etc.  

Moreover, Gen Y consumers are reported as the most price-sensitive consumers that enter higher 

income stages the latest if compared to generations before (Figure 21, Appendix A). Owing to 

decreased purchasing power of even older millennials, companies are at risk of loosing these Gen 

Y passengers to carriers providing lower priced flight tickets. In terms of SAS, the often referred 

throughout interviews deals of SAS Youth are targeted only to millennials that are younger than 

age of 26, however current loyal users of SAS Youth admitting to be likely to turn to competitors 

when discounted Youth tickets are no longer available following to age restrictions – “if I had to 

fly with regular prices it would be quiet pricy,… it’s a bit not practical”, “I would probably switch 

to cheaper solutions” (Interviews 1&2, Appendix C). 

To note another potential gap in the stage of comparing deals of various air carriers, absence of 

popular among millennials SAS Youth tickets being incorporated into the search results of 

websites as Kayak, Expedia or SkyScanner is found which is believed to prevent Gen Y consumers 

that are not aware of SAS Youth package to get acquainted with the company and choose the 

SAS as a carrier – “I use this SkyScanner and I have noticed that these website do not show the 

SAS Youth” (Interview 1, Appendix C). 

Additionally millennial consumers from higher income countries are also found feeling used and 

discriminated in terms of SAS location based ticket pricing that is likely to misrepresent the price 

when comparing different airline companies positioning SAS as more expensive than other 

carriers if Scandinavia located traveler is of concern – “I was in Denmark, he was in Spain and my 
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prices were more expensive… why the hell I have to pay more because I live in Denmark?” 

(Interview 1, Appendix C).  

 

Exploring ticket options/packages. Following tendency of price consciousness in 

consumption patterns of millennial generation consumers (Martin, 2015; Goldman Sachs, 2017), 

many of the nowadays carriers followed the service feature of LCCs to implement unbundling of 

their packages to the concept of a ́ la carte (Harteveldt, 2016, p. 48) that allows passengers to 

access the lowest priced ticket fares. Various success stories of airlines changing their business 

model to the needs of Gen Y passengers show this passenger segment’s frustration when paying 

for the airline services and attributes that do not deliver value to them and that millennials do not 

use (Tuzovic et al., 2011; Paris, 2015). Therefore, owing to increase of LCC product popularity 

among the Gen Y consumers, unbundling of full service carriers’ ticket options providing lower 

priced tickets has been introduced.  

 

SAS ticket options wise, besides SAS Go, Plus or Youth packages, introduction of SAS Youth Go 

Light ticket option has been well received among the most cost-conscious millennials – with SAS 

Light “you have a choice and if you don’t need any luggage you don’t pay for that” (Interview 1, 

Appendix C). Additionally, number of millennial passengers of SAS are found to have recognized 

the benefits of the SAS EuroBonus loyalty programme – “I have membership Eurobonus card, a 

silver one, it is really good, I was surprised” (Interview 1, Appendix C). Moreover, the benefits of 

SAS loyalty programme allow loyal while simultaneously price-sensitive millennials to purchase 

lowest fare product (SAS Youth Go Light) while receiving service package of a higher bundle (SAS 

Youth Go) (Figure 22, Appendix A) – “I can buy the low fare which is only hand luggage and then I 

can just take 21kg extra suitcase fore free because I have this card” (Interview 1, Appendix C; 

Figure 23, Appendix A). However, when exploring the package options of SAS, the value gap 

might be identified by potential passengers of the company to whom baggage option is 

considered important but who feel that necessary information about loyalty benefit of a free 

baggage item has not been efficiently communicated – “I don’t know much about it” (Interview 2, 

Appendix C).  
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3. Purchasing a Ticket: 

Throughout the purchasing step of pre-service stage, passengers have been recognized to go 

through evaluation of user interface experience and website convenience as well as assessment of 

payment procedures when buying a flight ticket.  

 

User interface and website convenience. Millennials is a generation that no longer refers to 

specialized travel agencies as the most often used source of travel informants and flight ticket 

sellers (D’Ambrossio, 2016). Consumers from the Generation Y are the cohort that has grown up 

surrounded by influence of technology – invention of different high-tech gadgets, social media 

presence, need of being constantly connected to web and etc. (Price, 2016). The impact of such 

environment has resulted in shift of consumption patterns  - 74% of millennials are reported to 

browse for travel related offers on their mobile devices (compared to 47% of other generations), 

half of the Gen Y passengers make their travel arrangements and bookings on smartphones or 

tablets of which 86% report to be disappointed by the user interface that mobile websites and 

applications provide (Price, 2016). In fact, International Air Transport Association (IATA) predicts a 

decrease of laptop usage for travel booking in the next few years during which carriers will have 

to adapt to the post-mobile environment in which mobile and tablets will become “the” only 

channel that traveling consumers will use in order to connect with the airlines (Harteveldt, 2016, p. 

22; Figure 25, Appendix A).  

 

When SAS and millennials are concerned, all interviewees revealed SAS website to be their only 

way of ticket purchase – “I always do it on their site, flysas.com”, “I didn’t even know that you can 

purchase it on the app”, (Interviews 1&2, Appendix C), millennials perceiving the website 

navigation as “pretty straight forward”, “super user friendly”, “takes couple of minutes if I want to 

buy it” (Interviews 1&2, Appendix C), if asked on purchase through the mobile app criticizing its 

convenience due to insufficient size of information fields - “I really don’t like to put all my card 

numbers on the app where everything is smaller” (Interview 1, Appendix C) however also 

admitting ignorance towards the app being related to seeking for easy comparison of different 

airlines deals – “jumping back and forth different windows on your phone takes way too long” 

(Interview 3, Appendix C).  In addition to that, confusion of SAS website (sas.com vs. flysas.com) 
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choices have been recognized – “I was confused and didn’t know where to go”, “on that page 

you cannot buy tickets”, “when I type SAS, I end up on different pages” (Interviews 1&3, 

Appendix C) also revealing displease in layout and user interface differences among country 

based websites – “I would end up on a wrong website that doesn’t have this ticket price 

calendar” (Interview 3, Appendix C).  

 

Payment process. Following tendency of the millennials to purchase their tickets on SAS 

website, the company is found to be providing well tailored and effective options of online 

payments, if asked on the smoothness, simplicity and option availability, interviewees revealing 

that “they [SAS] have everything” in terms of any payment choices (Interview 3, Appendix C).  

 

DURING –  

During stage of the customer-activity cycle (CAC) of SAS service consumption is associated with 

the on-sight consumer participation starting with passenger arrival and check-in procedures, in-

flight services or managing baggage mishandles or flight delays.  

 

1.  Check-in related actions. According to the report by the Boston Consulting Group on 

the travel habits of nowadays Gen Y consumers, due to differences in how millennials and 

generations before judge and value aspects of products and services airports and as well as 

airlines should invest into modernization and customization of their food offerings, in-flight 

services or check-in procedures to match shifted passenger needs (Barton et al., 2013, p. 11). 

Moreover, worldwide statistics of the previous years and the forecast on the methods of 

passenger check-in procedure reveal decreased usage of two of the most frequent check-in 

modes – computer desktop (20%) and airport desk check-ins (29%) to be loosing its lead of 

acceptance from 23% and 49% of passengers respectively whereas airlines should adopt their 

service options to significantly increased demand for smartphone and airport self check-in related 

options (Figure 26, Appendix A).  

 

In terms of check-in procedures and options offered by SAS, the airline states to be aware of 

passengers desire for smooth on-ground experience, SAS being the first carrier worldwide to have 
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received IATA’s Fast Travel award for 90% adoption of self service solution by their passengers as 

early as in 2013 (SAS, 2016b, p. 19). Additionally, the millennials interviewed also reveal to be 

pleased with the services offered by the company – “I really love their check-in”, “SAS sends you 

an email notification about the check-in… which is nice” (Interviews 1&3, Appendix C). Moreover, 

following the forecast of increased mobile and self check-in options, according to the responses 

of millennials interviewed the company’s check-in modernization has already reached its quality 

potential – “I never used the counter check-in”, “usually I check-in on my phone”, “I have the app 

where I check-in, so that’s super easy”, “usually this self check-in is not really crowded”, “self 

check-in was super fast” (Interviews 1-3, Appendix C). However, despite forecasted shift in 

passenger demands, research reveals younger millennials to value digitalized check-in options, 

however despite any case, in general being less concerned or bothered by check-in related 

inconveniences or constraints (Barton et al., 2013, p. 9).   

 

2. At the airport. Throughout ‘during’ stage of air-travel experience in the customer activity 

cycle, previously emphasized qualities and demands, such as convenience, smoothness, time 

efficiency, etc., serve as important service attributes to Gen Y passengers in the airport and 

boarding steps as well. Following evaluation of gate location, queuing system or boarding 

procedures of SAS while comparing it to any of the budget carriers, no SAS service or quality 

gaps were identified – “I never had problems with that”, “it’s well organized”, customers 

appreciating that “with SAS you mostly get on a plane through hallway straight” rather than 

walking outside, whereas regarding comparison with the low-cost airlines - “with Ryanair it’s a 

chaos”, “you feel like you walk to another country”, “I’m pretty sick of Ryanair…next time I will fly 

on SAS” (Interviews 1-4, Appendix C) 

 

3. In-Flight: Analysis and evaluation of the current SAS product and value created to the Gen Y 

passengers on board encompass the largest variety of important categories ranging from aircraft 

configuration and comfort provided, entertainment options or ambient environment created 

throughout the flight to the cabin crew and scope of their assistance.  
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In the travel and airline industries millennials are known as the generation aware of various air-

travel related concerns such as aircraft design, seat size, leg room, décor, internet connectivity, 

etc. (Barton et al., 2013, p. 11). Previous research argues that 60% of the Gen Y passengers or 

four times more often than generations before (ibid., p. 7) millennials would be willing to pay for 

the extra value creating services on board (in-seat charging or Wi-Fi connection (Hipmunk, 2015)), 

in fact, as Chris Nurko, global chairman of FutureBrand states “Wifi to millennials is like air” 

(Garcia, 2014). Additionally, millennial passengers are 60% more inclined for demanding variety of 

in-flight entertainment options, however younger millennials being less engaged in browsing 

printed in-flight materials (Barton et al., 2013, pp. 7–8). Apart from focusing on digital solutions or 

increased catering demands for organic or exotic food meals (ibid., pp. 8, 11), airlines should also 

be consciously informed and ready to adopt their products to the tendency of millennials to travel 

in groups (ibid., pp. 7-8). The generation referred is different from the generations before in its 

social nature of traveling and being engaged in various activities in organized groups of friends 

and families (ibid., pp. 7-8).  

 

Scandinavian Airlines is a carrier operating heterogeneous fleets of aircrafts to accommodate 

different needs of the passengers (Treanor, 2012; FlySAS, 2017d) – short routes are usually run by 

the Canadian Regional Jets (CRJ900) to accommodate needs of a smaller market which still values 

high frequency of flights by smaller jets rather than an only daily commute by the medium size 

aircraft. Medium distance or leisure destinations are operated by the middle size aircrafts in the 

fleet – A319/A320/A321 as well as number of B737 aircrafts while long-haul destinations are 

served by wide-body Airbus aircrafts (ibid.). Often customers of SAS refer to the company’s 

aircrafts as “a bit older” than of the competitors (Interview 1, Appendix C), “planes are a bit tired 

looking and do not offer much (or anything) in terms of entertainment” (Figure 27, Appendix A), 

“time for modernisation” (Figure 28, Appendix C). Following the critique and the tendency of 

carriers to renew their fleets, SAS is not only investing capital in modernizing its fleet by new 

aircraft orders but also by upgrading the interiors of current aircrafts in the fleet (FlySAS, 2017a), 

highly demanded Wifi connection (“wifi would be nice on the airplanes” (Interview 1, Appendix C) 

being currently among the newest innovations getting introduced across the company planes 

(SAS, 2017a).  
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Spaciousness, cleanliness, layout of the seats in the aircrafts by typical passenger segment has 

been noted as a few factors positively influencing how the millennials evaluate on-board aspects 

of air-travel services. The Gen Y customers of SAS report being more pleased with the flight 

experience of middle to large aircrafts – while evaluating previous flights on smaller SAS aircrafts, 

first interviewee reveals her satisfaction when she “flew with SAS on a big plane and that was 

amazing” compared to “those small ones with two seats on both sides, it’s very low so you feel a 

bit claustrophobic” (Appendix C). Additionally, with SAS “the planes are super clean, you know 

you are gonna have nice seats”, “a lot of space, really clean”, “it is a more comfortable 

experience” (Interviews 1&4, Appendix C). Furthermore, the specific passenger segment of FSCs 

and SAS is also named as one of the value adding detail to the nowadays millennial consumers – 

“it’s great to fly with their planes, I like the people there”, “it’s more calm”, when asked which 

airline product and customer segment millennials want to associate themselves with naming SAS 

as a strong leader if compared to the typical passenger segment of the LCCs (Interviews 1&4, 

Appendix C).  

Consequentially, introduction of the new planes and the retrofitted interiors with the Wifi 

technology onboard not only will result in fleet upgrades but the significant improvement of the 

in-flight entertainment system which customers currently lack – “entertainment or even more 

magazines to read and also Wi-Fi is really missing on SAS”, “it’s really really basic, no 

entertainment, no nothing” (Interviews 2-3, Appendix C).  

Additionally, information from number of millennials interviewed and insights from passengers’ 

reviews revealed the potential value gap in the food and beverages supplied on board – “vegan 

options of food would be nice” (Interview 4, Appendix C), “the menu card is extremely limited in 

food choice and way overpriced” (Figure 28, Appendix A) while free snacks on board expected to 

be a potentially pleasant perk to a basic service being offered – “food and snacks are really 

important”, “give me snacks and I’m happy”, “in these prices they should have free meal” 

(Interview 3, Appendix C; Figure 29, Appendix A).  

Besides what has been mentioned before, a value gap in the group travel services of SAS has 

been established in the interviewing process. Following the tendency of millennials to travel in 

groups, being socially indulged and community oriented, airline companies are expected to 

benefit from customizing their service offers to the needs of passengers traveling in groups, group 
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promotions or allowance to reserve on-board seats in blocks being among a few important service 

attributes to the millennials (Barton et al., 2013, p. 8) – “I usually go with my brothers, we pay 

separately for our flights but then we want to choose seats that are together” (Interview 4, 

Appendix C).  

Last but not least, in terms of service aspects related to the cabin crew performance onboard, if 

compared to the service of budget carriers, the passengers from Generation Y are discovered to 

be significantly more appreciative of the superior services offered by the FSCs and SAS – 

“attitude of flight attendants are very much different, at Ryanair planes they can be very rude 

sometimes whereas SAS flight attendants are supper friendly” “I feel that they are better 

educated” or “more smiley on FSCs” (Interviews 1&4, Appendix C), whereas 4th interviewee 

recalling cabin crew’s of Ryanair decline to help short girl reach an upper locker or first interviewer 

feeling frustrated with the in-flight service of Ryanair whose flight attendants “try to sell you things 

that you actually don’t need”, “sell those lottery tickets…when I’m not asking for it” (Interviews 

1&2, Appendix C). Additionally, flexibility and reserved attentiveness of service personal of SAS is 

highly valued by the millennial customers. Throughout in-depth interviews extra gratification 

towards SAS employees have been recognized in variety of situations – SAS personnel “gives you 

freedom if you have some extra weight”, interviewee complimenting communicative and 

information transparent flight crew - “I’ve been on SAS… something went wrong… and they 

[pilots] say ‘we are sorry, this is the situation’, so you are informed” whereas with low-cost 

competitor “they talk a lot there and it’s also about the pilots – they never say sorry when there’s 

something wrong” (Interview 1, Appendix C). In addition to that, various customer reviews online 

revealed the service extras that SAS employees perform in order to increase value for the 

company’s passengers – e.g., the assistance to catch the next flight during short-connection time 

in the airport (Figure 30, Appendix A).   

4. Receiving baggage and other airport logistics:  While seeking to discover the value 

gaps that FSCs and Scandinavian Airlines in particular deliver to the younger passengers of Gen 

Y, baggage related concerns, flight delays and airport logistics are among the final steps of the 

‘during’ stage of the customer activity cycle that customers are likely to experience and evaluate. 

Punctuality wise of SAS flights, the company declares ‘safety, punctuality and care’ among the 
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three main qualities of its DNA, the flights of SAS usually arrive in time – “they keep the departure 

times” (Figure 31, Appendix A), “there weren’t any delays”, “SAS was delayed but only about 

10min” (Interviews 3-4, Appendix C) in fact reporting 84% of flights being operated in no more 

than 15min of time variance from schedule (SAS, 2016b, pp. 27, 32). Baggage wise, the 

interviewees revealed lost or damaged suitcases of rare occurrence – “the layover was so short, 

my suitcase got lost”, “once received the baggage which was really really damaged” while 

millennials seeing the move to further from the cities situated airports as a trade-of opportunity 

for the company to further lower the price – “a bit further away from the cities… wouldn’t be a 

problem” (Interviews 1-2, Appendix C).  

 

POST –  

Throughout the ‘post’ consumption stage of the customer-activity cycle, to be precise, post air-

travel experience of SAS, airline’s passengers are confronted with marketing campaigns and 

promotion channels that influence current and potential customers for further consumption. 

 

1. Being aware and informed about SAS promotions and campaigns:   Regarding 

current or potential customers of SAS being aware about company’s news on route openings, 

service improvements, various campaigns and ongoing promotions, the effectiveness  of channels 

for company-customer communication are found being different from the generations before.  

Previous research shows millennials and especially younger Gen Y consumers being less inclined 

to join airline reward programs (thus their promotion channels), instead often leisure travel 

interested millennials tend to seek for cost savings provided by the LCCs (Barton et al., 2013, p. 

8). Moreover, millennials are described as the generation of social communities in which 

consumers are twice more likely to share their travel experiences to their peers by distributing 

pictures and stories on social media channels, blogs, review websites, etc. (ibid., p. 9). 

Additionally, it is hold crucial for a successful millennial targeting brand to embrace user 

generated content (UGC) as one of the most powerful communication tools (Price, 2016). Owing 

to the nowadays digitalization of content distribution channels as well as social nature of the 

younger consumers, it is crucially important that airlines adapt their marketing strategies to meet 

the needs of the millennials to whom information distribution channels are as equally important as 
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the “language, visuals, endorsers, messages, entertainment, tone and humor” of the content 

being generated (Barton et al., 2013, p. 11).  

 

Taking SAS as a concrete example, EuroBonus reward programme is found as one of the useful 

tools not only to create loyalty by providing travel benefits but also by distributing promotional 

content to its members – “it’s the first airline that I have a EuroBonus membership card of”, “I 

never owned a card by any airline before [SAS]” (Interviews 1&3, Appendix C), owing to their 

membership interviewees reveal company’s email marketing in shape of newsletter distribution 

being the only source currently providing them with company’s promotions and offers – “I’m 

signed up in the newsletter”, when asked on following SAS through social media channels, 

respondants often explaining –  “no, maybe on facebook”,“I actually do not follow, I never 

thought of it” (Interviews 1-2, Appendix C). However, despite newsletters’ spread among the 

millennials, a gap in discrovered throughout exposure of its content – “I just don’t pay attention”, 

“but they might go the the spam folder” (Interviews 1&3, Appendix C), improvement in creating 

attractive visual content or subject lines brighly indicating its value (Diab, 2014) might be one of 

the solutions -  “visual content is more effective”,“SAS should be a bit more creative with their 

subject lines”, “amazing picture in a set up, that would probably make me click on it”, “the image 

creates something more than just a subject line” (Interviews 1&4, Appendix C). Last but not least, 

inspite of millennials being ignorant towards airline generated social media content, indirect 

advertising content creation through investment in social media influencers sharing their positive 

flight experiences on SAS might be found as the most effectively correlating channel for 

spreading airline marketing campaigns – “a blogger sharing her SAS experience would reach 

me”, “via influencers on social media I would be more aware of a brand”, “influencers posting 

about their travel experience would be interesting to see” (Interviews 1,3&4, Appendix C).  

 

5.3 Customer-Based Brand Equity Pyramid 

In order to precede into the stage of collecting findings on the brand development of SAS, further 

discussion will directly adopt the brand-building blocks proposed in Keller’s article of “Building 

Customer-Based Brand Equity: A Blueprint for Creating Strong Brands” (2001).  
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5.3.1  Brand Identity – Brand Salience 

Establishment of brand salience is often referred as the fundamental step in creating brand 

identity which is believed to positively reflect on product or service consumption and to boost the 

sales volumes (Keller, 2001, pp. 8–9). The foundation of brand salience lies in the degree of 

customer’s awareness about the brand, to be precise, in the origin as well as frequency that, in 

this case, passenger associates consumption of the air-travel with the usage of particular brand’s 

services as well as consumer’s preference towards purchasing particular brand’s services rather 

than of the other competitors (ibid., p. 8). Taking that into account, brand awareness is not only 

about consumer’s ability to recognize the brand, its logo, symbol or other identity attributes such 

as colors or design features (the depth), it is also about customer linking specific product’s 

consumption with the needs that it satisfies and the imprinted memorable events and associations 

(the breadth) (ibid., pp. 8-9).  

 

When the depth of SAS awareness is concerned, thus the degree to which millennials are able to 

recognize the brand, none of the respondents interviewed were unaware of the SAS brand, when 

questioned of their familiarity and experience with the brand revealing that “Yes, I have [flown 

with SAS]”, in fact answers ranging from an only experience to “more than 5 times a year”, “I go 

on like 7-8 [round-trips with SAS] per year”, (Interviews 1, 2&4, Appendix C). Moreover, 

influenced by the frequent consumption of SAS services, the recognition of the brand without 

difficulties is assimilated with its “blue and silver” colored “italic [font] SAS letters” in the 

company’s logo (Interviews 3&4, Appendix C), further brand awareness to potential passengers is 

stimulated by placement of various printed advertising materials throughout different locations – 

“if you live in Denmark, you really do know about this brand”, “you see SAS everywhere”, their 

“specific check-ins… branded in SAS colors”, or “on the floor these SAS track lines which follow 

the quick path”, etc. (Interview 3, Appendix C). Besides the visual recognition, a number of 

millennials rank SAS as the leading carrier when choosing an airline among the competition, when 

asked on their initial preference recalling “SAS because I travel with them the most” 

(Interviews2&3, Appendix C), Norwegian Air Shuttle being named as a strong competitor or a 

leading carrier among a few interviewees – “Norwegian, for sure”, “first name that comes into my 

mind is Norwegian” (Interviews 1&4, Appendix C).  
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Breadth of SAS brand awareness wise, it is crucial that SAS is not only named as the most referred 

carrier of a choice but that the company is recalled at the right times at which linkage between 

the brand and certain associations is set (Keller, 2001, pp. 8–9). In case of SAS, brand awareness 

and identification is embedded strongly in the minds of its frequent millennial consumers through 

brand associations – “I would associate SAS with home because now I fly home with SAS” or “it’s 

the first airline that I have a membership [card of]” (Interview 1, Appendix C); whereas the breadth 

of brand awareness is also shown through millennials recalling on company’s network – “if I know 

that I will travel…somewhere in the Nordic countries, then I would go straight on SAS, if it’s not 

related to Scandinavian countries, then it doesn’t make sense, then I mostly use Skyscanner.com” 

(Interview 3, Appendix C).  

 

5.3.2  Brand Meaning – Brand Performance and Brand Imagery 

When purchasing a product or service, besides customer being able to identify a brand, brand 

meaning, thus, the image that it represents in consumer mind is one of the key features 

influencing the purchasing decision (Keller, 2001, p. 9). Brand literature differs brand meaning in 

two parts – functional or brand performance related attributes and abstract or aspects of brand 

image  (ibid.).  

 

Brand performance is the characteristic describing brand’s ability to satisfy customer’s 

functional needs to the product, thus being one of a key conditions for a successful brand 

marketing campaign (Keller, 2001, p. 10). Brand performance is not only dependent on utilitarian 

capabilities of the product or service consumed but also on brand’s capability to satisfy 

customer’s economic, aesthetic and other needs (ibid.). The attributes of brand performance are 

found to significantly overlap with the concerns analyzed throughout customer-activity cycle of 

consuming the airline product, however, a summary is portrayed below. 

The millennials interviewed revealed to be highly knowledgeable about the primary and the 

secondary features of SAS product – it is an airline that provides passengers with “great 

customer experience and quiet complete service” throughout the air-travel cycle (Interview 1, 

Appendix C). Among the airline competitors, SAS as a full service carrier is found to be delivering 
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similar primary characteristics as its LCC competitor Norwegian – “No, I doubt that [nowadays 

FSCs deliver better service than LCCs], because you don’t get anything extra compared to the 

LCCs… besides timing of the flights which is better”, “it seems practically the same if I take 

Norwegian or SAS” (Interviews 2&4, Appendix C), however younger millennials rating SAS 

services as a higher value for money package than of the LCC competitor Ryanair (information 

previously discussed in the project). SAS services offered to the passengers have proofed to be 

highly rel iable and service eff icient with none or bare 10min flight delays - “the service was 

smooth, with no problem… weren’t any delays” (Interviews 3&4), millennials also being extremely 

satisfied with the serviceabil ity of SAS employees and cabin crews – flight attendants are “very 

friendly, I feel that they are better educated”, “relaxed”, whereas on Ryanair “they can be very 

rude”, another respondent recalling unhelpful flight attendant on the LCC flight  (Interviews 1&4, 

Appendix C). Serviceability of the SAS cabin crew is found to identify well with the Scandinavian 

standards – “it’s very minimalistic…very Scandinavian”, “it’s more calm”, the minimalism 

positively reflecting in the brand’s aesthetics as well – “SAS puts a lot of emphasis on the 

design”, “the colors they choose are nice”, “nothing too bright to attract your attention, “the 

more minimalistic, the better it is” which contrasts strongly with interviewees’ displease with LCC 

competitor’s designs, yellow and orange colors which millennials consciously recognize “are 

supposed to increase hunger”, “those hideous bright colors just really not appealing”, “makes 

me crazy”, “red in Austrian made me cranky” (Interviews 1&2, Appendix C; Figure 32, Appendix 

A). Lastly, highly appreciated by the millennials SAS brand performance is found being closely 

related to availability of discounted price SAS Youth tickets, all price-sensitive millennial 

respondents naming SAS Youth ticket category currently as their only package choice – they (SAS 

Youth) “have a pretty good value for the price”, however revealing to switch to similar product 

and quality offering competitor Norwegian in case of competitor’s network expansion or when the 

Youth tickets are no longer applicable – “some of the flights [of SAS] are just really too 

expensive”, “once I move from this youth category…I would probably switch to cheaper 

solution”, “I love Norwegian, I would love to fly with Norwegian much more” (Interviews 1&2, 

Appendix C).  
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Brand imagery relates to the extrinsic and abstract qualities of a branded service or product 

and the ability of it to satisfy customers’ social as well as psychological demands (Keller, 2001, p. 

11). Brand imagery can be associated with various intangible qualities, user profiles, purchase and 

usage situations, personality and values, history, heritage and experience being among few (ibid.). 

User profi le is a characteristic describing the qualities of a typical customer using services of the 

brand, demographic factors such as age and income or psychographic ones as life goals or career 

choice being among the main user attributes that define the actual and aspirational consumer 

profiles (Keller, 2001, p. 11). When the typical user profiles of SAS passengers are considered, the 

interviewed millennials describe them by using gender, age, income and career status virtues as 

“middle age”, “middle class”, “people in suits”, “business man and woman and also young 

millennials traveling a lot” and “who have a bit more money to spend” (Interviews 1-4, Appendix 

C). Moreover, millennials not only describe typical SAS passengers as highly achieved aspirational 

passenger category, they also admit to associate themselves closely with the SAS as a brand and 

its passenger group, “I like the people there”, “with such people it’s calmer” (Interview 1, 

Appendix C). In addition to that, the purchase and usage situations related to brand image 

assimilate with well-established digital ticket distribution channels of SAS and the consumer 

behavior trends of the millennials passengers being highly digitally innovative (Eastman et al., 

2014; SAS, 2016b, p. 19) – “I use the website”, “I do it always on the website”, “SAS way [of 

ticket sales on the website] is really convenient” (Interviews 1&4, Appendix C). In addition to 

brand imagery attributes mentioned before, brand personality and values that millennials 

relate to SAS owing to their overall evaluation of the product that the carrier delivers, in the minds 

of interviewees from Gen Y “SAS is very dynamic, young, ambitious and professional airline”, 

“customer friendly”, “they have better customer understanding and better services in general” 

(Interviews 1, 3&4, Appendix C), if considering the service aspects and millennials’ judgments 

previously discussed in the project, SAS is a brand also relatable to reliability of their services (no 

delays, cancelation reported), intelligent and sophisticated as well (due to the specific passenger 

segment). Lastly, favorable brand imagery of SAS is embedded in millennials’ minds through their 

own and family members’ history and experiences with services of SAS – “my sister told 

me…she was using this [SAS] service before”, “one of my friends…who is also flying on 
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SAS…told me”, “I would associate SAS with home…I fly home with SAS” (Interviews 1&2, 

Appendix C).  

 

Considering the millennial targeted findings from all the brand meaning related aspects of SAS, 

the brand is found to identify strongly with the most favorable and important service attributes to 

the Gen Y passengers and their aspirational passenger group. Despite the strong meaning 

associated with the air-travel of millennials in the SAS Youth category and the aspirational, future 

‘to-be’ group of the business professionals, the connection gap of linking brand meaning of 

current product and brand equity value to the millennial passengers in the upcoming ‘post-Youth’ 

stage of SAS service packages is identified owing to unjustifiably high prices of the regular SAS 

flight ticket package currently delivering comparable value to the lower-priced competitors such 

as previously frequently mentioned by the millennials highly-valued Norwegian Air Shuttle 

example.  

 

5.3.3  Brand Responses – Brand Judgments and Brand Feelings 

Third level of the brand-building blocks described in Keller’s “Customer-Based Brand Equity” 

model relates to analysis of customer’s response to various marketing and brand development 

campaigns and the sources of information providing (2001, p. 13). 

 

Brand judgment is one of the two categories closely related to personal opinions and 

evaluation on how customer responds to the brand (ibid.). When judging the brand, quality of 

services or the product is among main keystones when seeking for customer loyalty through value 

increase, thus simultaneous improvement in customer satisfaction (VSL framework) (Keller, 2001, 

p. 13; Yang and Peterson, 2004). Interviewed millennials perceive SAS product as of high quality, 

which however nowadays might be considered as basic standard for any good quality product, 

thus various improvement suggestions were found (referring to variety of interviewees’ answers 

from high appreciation of SAS quality to judging it as very basic for a FSC product). In terms of 

brand credibil ity, the company might be judged depending on “perceived expertise, 

trustworthiness and likability” of the overall product experience (Keller, 2001, p. 13). According to 
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the opinions of the millennials, SAS is a trustworthy and reliable brand, its employees deliver high 

expertise on consulting passengers on various concerns – “they were really helpful, they helped 

me with documents”, “they were super informative because I was asking about requirements for 

traveling with animals”  (Interviews 1&2, Appendix C), SAS is hold competent in the market 

however according to current needs of the millennials might not be the market leader due to high 

valuation and preferences towards the LCC competitor Norwegian (Interviews 1-4, Appendix C) 

and the competitor’s innovative in-flight experience (free of charge Wi-Fi connection on board). 

Moreover, when brand likability is concerned, the millennials were found to recognize SAS brand 

for its appealing however conservative service – “would be cool if they worked on a brand a bit 

more” (Interview 4, Appendix C). Brand consideration is the third aspect influencing brand 

judgments and relates to the prospects of customer to buy products or services from the 

considered brand rather than from the competitor (Keller, 2001, p. 13). In the matter of SAS, the 

millennials interviewed revealed the brand being the top air-carrier among airlines available, 

however, further discovering the brand choice being highly influenced by their current age group 

being applicable to SAS Youth ticket category as well as millennials’ location and the network that 

SAS brand provides via the location (Interviews 1-4, Appendix C). Thus, as previously discussed in 

the project, SAS has been able to achieve brand superiority against the ultra low-cost 

competitor Ryanair, however is currently in tough competition with Norwegian, hence superiority 

of millennials choosing SAS is believed to decrease in the near future owing to millennials’ natural 

age progression from SAS Youth to the regular Go category. 

 

Brand feelings is the second category of features leveraging on customer’s response to the 

brand that relates to emotions that are evoked throughout product’s consumption and reactions 

induced by the marketing and branding initiatives of the brand (Keller, 2001, p. 14). In SAS terms, 

the information acquired by conducting in-depth semi-structured interviews with the millennial 

passengers of the Scandinavian full-service carrier revealed the overall as well as actual flight 

experience to be closely related to positive feelings of calmness (on SAS flights “it’s more 

calm”), security (“I feel like they [flight attendants on SAS] are better educated”, also referencing 

to the absence of flight cancelation and other inconveniences), validation and self-respect of 

consuming the product associated with the aspirational group of passengers, thus transferring 
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meaning of product being consumed to the consuming individual (“SAS passengers could be 

described as business passengers”, “I like the people there”) (McCracken, 1986, p. 72; Interviews 

1&4, Appendix C). Furthermore, regarding innovation and the tendency of the millennials’ 

favorability towards being surrounded by less formal but innovative environment of fun, 

excit ing and innovative communication initiatives between consumer and the brand 

(Stavropoulos, 2013), a lack of innovative millennial targeted branding to SAS has been identified 

– “they should maybe put something on the planes, maybe some brand quotes on the back of 

the seats, so you would read them and take a picture with it”, “would be cool if they worked on a 

brand a bit more so you feel like you belong” (Interview 4, Appendix C). Additionally, throughout 

interviews various patterns of consumer research behavioral perspective and according needs 

for attractive branding have been recognized. Despite tendency of young price sensitive 

consumers’ to base their product choice according to the utilitarian and cognitive reasoning 

linked to perspective of consumer behavior which sees customers as rational individuals 

(Østergaard and Jantzen, 2000, p. 15), the potential of improving the brand value of SAS through 

consumer research inspired marketing and brand development campaigns is discovered (ibid., p. 

16). According to the referred perspective, individuals are emotionally and narcissistically driven 

when choosing products and services to consume which would ideally satisfy their emotional 

desires of meaningful and exceptional experiences filled life (ibid., p. 17). In addition to that, as 

the report on the millennials by BCG presents, Gen Y consumers are a cohort twice as likely as 

non-millennials consumers to air-travel when aiming to satisfy their hobby or other interest related 

activities (Barton et al., 2013, p. 8). Following previously said, in the project it is believed that 

consumption of millennials is influenced by their desire for superior experiences and fascination 

for higher quality products. In terms of SAS, interviews have shown that millennials consider 

overall service package of SAS as delivering superior experience than any of the LCC competitors 

as well as millennials associating their lifestyles with the high quality of SAS and the aspirational 

group of business passengers, thus the air-travel environment of the career advanced passengers 

delivering emotional feelings of self-respect or social appreciation (Keller, 2001, p. 14). However, 

brand superiority against other FSCs was not recognized, furthermore a gap in product quality 

and brand image level between SAS and other gulf carriers’ was discovered – when asked about 
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inspiration and superior quality air carrier brands naming “Emirates or Qatar…I think it would be 

nice to try that…I think it’s a different kind of experience I never had” (Interview 2, Appendix C).  

Owing to the aspects of brand feelings discussed, according to the opinions of millennials 

interviewed, SAS brand is associated with positive feelings of trust, warmth, reliability, security or 

self-respect linked to a passenger using company’s services. Despite the positive emotions 

evoked, improvements in product value and strong brand development that would justify the 

increasing ‘money for value’ balance are expected. 

 

5.3.4  Brand Relationships – Brand Resonance 

Brand resonance is the final brand development pillar describing consumers’ tendency to 

associate and identify themselves with the particular brand, throughout resonance analyzing the 

intensity of the psychological bond and the prospects for loyalty related activities from the 

customer towards the brand (Keller, 2001, p. 15).  

Behavioral loyalty is the first relationship dimension detailing the frequency of repeat 

purchases of one brand’s products or services – to be exact, behavioral loyalty towards the brand 

questions how often brand related services are purchased by the customer as well as the scope of 

any branded products acquired (Keller, 2001, p. 15). In terms of frequency of interviewed 

millennials using services of SAS, majority of the respondents fly on SAS “more than 5 times a 

year”, “more or less every third month…7-8 roundtrips per year”, “maybe like 8 times per year”, 

one of the more price-sensitive millennial recalling her only SAS experience (Interviews 1-4, 

Appendix C). However when the interest relates to questioning how much millennials purchase 

from SAS branded products, the needs and financial constraints of Gen Y passengers are best met 

with the product providing minimal service package, thus millennials are found willing to sacrifice 

additional benefits included in the SAS Go or Plus class tickets for the more affordable SAS Youth 

Go Light option (Interviews 1-4, Appendix C). Attitudinal attachment, the second dimension 

of brand resonance, emphasizes the difference of behavioral loyalty being often based on 

necessity of product’s consumption due to limited accessibility of alternatives or other affordable 

options while attitudinal attachment concerns consumers’ personal attachment to the brand when 

customers not only consume the product or service out of necessity but genuinely “love” the 
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brand and treats it as their “little pleasure” (Keller, 2001, p. 15). The data and interview 

information collected on millennial passengers of SAS reveal the company failing to establish 

deeper attitudinal attachment link to brand-customer relationship with its young passengers – 

throughout interviews millennials confess positive attitude towards the company through frequent 

choice of SAS services and valuation beyond other airlines’ products, nevertheless absence of 

attachment to SAS branded services has been recognized – “I would probably switch”, “if it’s not 

related to Scandinavian countries, then it doesn’t make sense [to choose SAS]” (Interviews 2-3, 

Appendix C), “I would rather…have a direct flight”, thus consumption of SAS or other airline’s 

services to millennials is largely dependent on convenience and accessibility rather than 

admiration to the brand. In addition to the dimensions discussed before, brand-customer 

relationships are often defined by the sense of community that brand establishes in order for 

its customers to feel association to particular group of people consuming the brand (Keller, 2001, 

p. 15). Sense of community closely relates to consumer behavior perspective of consumption 

studies presented by Østergaard and Jantzen (2000, p. 18) that sees consuming individual as a 

tribe member seeking to validate his or hers belonging to a group by consumption of the right 

products and symbols that are recognized by members of the same tribe/community. Taking that 

into account, many studies already perceive Gen Y consumers to be indulged in the phenomena 

of communal consumption (Badger, 2015) weather in shape of purchasing products or services 

symbolizing status of belonging to a community (Felicity, 2017) or participating in social 

interactions through online communities (Barton, Fromm and Egan, 2012, p. 6; Halliday and 

Astafyeva, 2014, p. 129). If ability of SAS to brand itself as community is concerned, the company 

is conscious on the importance to reach and connect to nowadays digital consumers through 

social media networks, thus, sense of community is stimulated through social media presence and 

social media campaigns – referring to SAS building community through ‘We are travelers’ 

campaigns across its marketing channels such as Facebook or Instagram where user generated 

content through company's proposed hashtag #wearetravelers is stimulated (SAS, 2016b; 

Scandinavian Traveler SAS, 2016). However, despite company’s efforts in building community-

based marketing initiatives, the interviews revealed millennials being unaware or uninterested in 

SAS community-based branding initiative, thus SAS social media channels failing to find its users – 
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“I actually do not follow, I’ve never really thought of it”, “No, I don’t follow them”, “No, maybe 

on Facebook actually” (Interviews 1,2&4, Appendix C).  

Owing to the discussion points and findings on level of brand resonance that SAS as a company 

stimulates to the millennials, various gaps in establishing attitudinal attachment to SAS brand as 

well as sense of belonging to a particular community have been found, thus the category related 

potential brand improvement suggestions will be discussed in the concluding discussion of the 

thesis project.   

 

5.4 Limitations 

After completing collection of findings to the topic and research question proposed, various flaws 

and limitations to the project and data were attained.  

Firstly, owing to current state of the written thesis product and the time constraints, it is 

understood that in order to reach the depth of analysis of the exact initially stated research 

question, inclusion of various additional models would be needed as well as precise evaluation of 

degree of interest of SAS towards shift of strategy targeting millennial segment is required that 

would allow to acknowledge the effects of millennial targeting to the financial results of the 

company. In other words, knowledge from inside the company would reveal not only information 

on how important SAS holds Gen Y passengers to be to the future development and strategic 

goals set to reach but also what are the current changes planned for this target group, what are 

the operational implications and the degree allowed of product shift not damaging other 

passenger segments and the long-run financial results of SAS, however all of these insights 

require inside access to the company’s data and its strategic plans that are not publicly available.  

Secondly, in order for the thesis content to reach better fit with the research question suggested 

while staying within the page limit, aiming to further justify prolonged introduction to thesis a 

more broad and industry related problem statement could have been chosen which would require 

in-depth discussion on the industry as well as reasoning for the best target segment as important 

parts of the analysis part.   

In terms of more precise limitations to project, only general information on the millennial 

generation was found available which requires assumption that Gen Y passengers around the 
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globe are described by the same characteristics (habits, needs or the purchasing power and 

valuation of current state of the FSC’s product) as the common passengers of SAS and the ones 

having access to carrier’s network. Owing to that, lack of articles on European or Nordic Gen Y 

consumers was discovered which would otherwise produce more precise solution to the question 

proposed.   

In addition to that, the small number of millennials interviewed might not allow reaching the 

highest validity of the conclusion to findings; however, it was also refrained from extensive use of 

online reviews on SAS arguing towards high chance of misinterpreting Internet comments about 

SAS without knowing more in-depth opinions and situations experienced by the reviewers. 

Moreover, owing to the interviewees’ age and thus financial constraints, only opinions of the 

younger passengers of the millennials generation were collected, therefore not providing 

wholesome understanding of the entire target generation. Accordingly, in order to avoid such 

discrepancy from exact topic, the project should have either focused on only the younger 

segment of millennials or from the beginning recognized the division of behavioral patterns 

among the same generation consumers.  

Lastly, it is recognized that the in-depth interviews completed might reveal limitation of varied 

opinions to the topic owing to interviewees being connected in the same network which might be 

bounded by similar attitudes and experiences, thus the researcher is conscious on potential 

improvement of findings when performing random sampling of interview participants. 

Nevertheless, information acquired throughout the in-depth interviews is believed to have 

generated somehow varied data due to different nationalities of respondents, thus providing 

insights from passengers of different customs, standards and judgments while possibly adapting 

to the international passenger segment of SAS. 
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CHAPTER 6: CONCLUSION 

6.1 Concluding Discussion 

The next stage of the thesis project aims to discuss the findings acquired throughout the chosen 

data collection methods while summarizing the discovered value gaps and the corresponding 

improvements of the FSC offered product and the brand equity development. Despite differences 

in the nature of the focused categories, when judging and interpreting current offering of SAS 

based on the behavior patterns of the millennial consumers, it should be taken into account that 

the thesis relies strongly on the service-dominant logic in which customer is a co-producer of the 

final outcome of any service provided (Vargo and Lusch, 2004). Following such notion, it is 

understood that findings from each interviewee’s experience are highly influenced on the 

behavior as well as the attitude of the millennial passenger reacting to each service component 

and evaluating it through his or her own ability to judge the overall product reality. Nevertheless, 

according to ontological view of relativism employed throughout the thesis when evaluating 

subjective reality of a single individual, the information revealed by any consumer holds its validity 

when being assessed in “its own terms and according to the standards of that location [situation]” 

(Smith, 2011, p. 2). Taken what has been said into account, it is understood that each situation 

revealed through the findings might be very subjective to the respondent and his or her each 

particular experience, thus the findings will be interpreted depending on external influencers of 

the respondents interviewed.  

6.1.1 Evaluation on Potential Product Improvements 

In order to conclude on findings for the SAS product improvement revealed by applying the 

customer-activity cycle model which is used by the companies aiming to create integrated service 

experience (Vandermerwe, 2000, p. 31), seeking to guarantee consistently high quality in SAS 

performance through supplementary service elements, framework from ‘Flower of Service’ by 

Lovelock and Wirtz  will be used (2011, pp. 108-109; Figure 33, Appendix A).  

Facil itating Supplementary Services: Apart from the core product provided aby any service 

company, information, order-taking, billing and payment are among the most important 

facilitating elements. Information, the component that allows existing customers to retrieve the 

highest possible value and attract potential buyers to choose the brand (Figure 39, Appendix A), 
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closely relates with the findings from ‘pre’ and ‘post’ stages of the activity cycle. In terms of SAS 

communicating various information on its deals, promotions, etc., it is found that current 

information channels and the content spread have not reached its highest effectiveness to 

connect with the millennial passengers. To be exact, SAS newsletters were found as the only 

marketing innitiative to currently reach Gen Y consumers, however lacking ability to capture their 

attention which the interviewees revealed to be potentially improved with implementing more 

creative and purposeful subject lines as well as incorporating visual representations in its content. 

Moreover, despite efforts of SAS to advertise itself and present information through popular 

among millennials social media channels, improvements for connecting young passengers with 

the brand could be made by employing social media influencers who would contribute to their 

own and SAS media channels such as Facebook or Instagram to promote customer-to-customer 

content and increase company’s following of these channels. In addition to that, a suggestion to 

improve user generated content (UGC) of millennials sharing their SAS experiences could be 

made as the interviews reveal in-flight branding initiatives being a strong visual content sharing 

incentive among Gen Y consumers – “they should maybe put … some brand quotes on the back 

of the seats, so you would read them and take a picture with it” (Interview 4, Appendix C). In 

terms of information transparency while spreading availability of most appealing deals to the 

millennials, a solution has to be found which would allow integration of the most affordable SAS 

Youth Go Light ticket options to be transparent in the flight search engines such as Momondo or 

Expedia, such integration would improve information spread about the Youth ticket option from 

family and friends only to other media channels as well, thus potentially increasing the market 

share of millennials to SAS. Additionally, when order taking (the second facilitating 

supplementary service (Figure 35, Appendix A)) and the information are concerned, it has been 

found that transparency of information spread about the benefits of the EuroBonus loyalty 

membership is missing which might deter from capturing the highest possible value for the Gen Y 

consumers when taking an order/reservations for particular SAS packages – “I’m just accumulating 

the points”, “I actually never used it, but I think there is some reason why I have it” (Interviews 2-

3, Appendix C). Various other gaps and thus potential improvements in category of order-taking 

have been discovered – firstly, millennials were found disappointed by the location-based pricing 

being adapted to SAS tickets which charges Nordic located passengers more than the non-nordic 

consumers which might influence Scandinavian millennials to choose the low-cost competitors 

instead; secondly, improvements in SAS website development can be suggested, such as 

unification of variety of SAS websites that should ensure consistency and availability of the tools 
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allowing to efficiently discover the highest value generating SAS product choices suited for 

millennials passengers or improvements of the user interface while making bookings through the 

mobile platforms (mobile internet browser, mobile app, etc.); thirdly, owing to a tendency of Gen 

Y passengers to travel in group, satisfaction of current passengers and thus their loyalty could be 

increased with product improvements to facilitate group-based functionality and value such as 

group discounts, availability to connect separate bookings into one check-in and other function 

related integrations, etc. However, regardless of all the value gaps discovered throughout finding 

collection and the focus areas for the product improvement, the last facilitating supplementary 

services – bil l ing and payment (Figures 36&37, Appendix A) – by the millennials have been 

described as already smooth and of high quality  - “they have everything”, “super user friendly 

with ticket purchase” (Interviews 2-3, Appendix C).  

Enhancing Supplementary Services: When the overall service of any company is concerned, 

in order to create exceptional value for the customer, it is crucial that the company perfects and 

adapts value enhancing supplementary services of categories such as consultation, hospitality, 

safekeeping and exception handling to the needs of the targeting group (Lovelock and Wirtz, 

2011, p. 112). In terms of consultation (Figure 38, Appendix A) in any service aspects of SAS, 

none of the interviews revealed any malfunctions of customer service employees while providing 

millennial passengers with customized information requests – “they were really helpful”, “were 

super informative…about requirements for traveling with animals” (Interviews 1-2, Appendix C), 

thus current state of the consultation elements is believed to be positively linked to the 

satisfaction and value of SAS services to millennial consumers. Taking into account hospital ity 

aspects (Figure 39, Appendix A) such as flight attendants’ helpfulness, food and beverage options 

or state of facilities and amenities (plane interior and in-flight service concept), various value gaps 

have been discovered, therefore different potential improvement areas might be suggested – 

firstly, after summarizing secondary data on Gen Y consumers and completing the interviews it 

has been found that the generation perceives high value out of the high quality products and 

services, which transfers into perceived lower value of SAS in-flight facilities and the service 

package. To be exact, when evaluating SAS overall product millennials revealed to feel 

expectedly higher satisfaction and value of company’s product if aircraft interior was renewed and 

equipped with technologies such as charging stations, video screens or Wi-Fi connection that is 

already offered by LCC competitors such as Norwegian, compared to what SAS currently offers 

(“no entertainment, no nothing…it’s really close to low-cost airline”, “I would like to have extra 
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service like movies, entertainment”, “even more magazines to read and also Wi-Fi is really 

missing on SAS” (Interviews 1-4, Appendix C). Despite requirements of in-flight entertainment 

improvement, other millennials have different preferences that do not consider entertainment 

enhancements as a necessity for the short-haul flights (“you wouldn’t expect anything else for 1,5 

hours…you don’t really need a lot of entertainment” (Interview 3, Appendix C)). Taking two 

groups of opinions into consideration while being acknowledged about millennials’ high price 

sensitivity and pro-longed low purchasing power, it is clear that Gen Y consumers evaluate 

different airline products as a trade-off of price against the quality (“it’s always a trade-off 

between prices and being bothered with small things” (ibid.), thus consider nowadays overall as 

well as in-flight product of highly priced SAS packages as of relatively basic, comparable to the 

low-cost experience. Additionally, safekeeping and exception handling wise (Figures 

40&41, Appendix C), the interviews with the millennials revealed SAS being perceived as a 

trustworthy carrier in terms of baggage or delay handling – despite an interviewee revealing an 

experience of lost baggage due to short connection time between separate flights and number of 

internet reviews on the problem (Figures 42-44, Appendix A), owing to frequency of interviewees’ 

flights and an only lost baggage case recorded, it is believed that outsourced airport handling 

suppliers (p. 9) do generate satisfying service quality to passengers of SAS and the company itself 

contributing to consistently positive SAS product experience, however various measurements of 

deterring checked-in baggage allowance on short connections might be made. 

To conclude, it should be noticed that the evaluation of SAS services was based on the most 

affordable and basic SAS (Youth) Light Go package providing millennials with the lowest price 

thus lowest service level, which however is discovered to be the only package offer to establish 

temporary convenience based loyalty to SAS, nevertheless that is certain to vanish as soon as 

millennials are no longer location wise Nordic originating or Youth ticket viable passengers 

anymore. 

6.1.2 Evaluation on Potential Brand Improvements 

Throughout data collection on interviewees’ travel preferences and features valued in a product, 

various brand related insights and priorities have been detected. Firstly, with regard to brand 

salience, millennials are found to be well aware of SAS as a company and brand, though more 

precisely targeted knowledge could be better communicated on company’s Youth product or 

EuroBonus benefits to the Gen Y consumers, especially the ones whose friends or relatives are not 
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in use to advise of SAS package benefits. When recalling an air-carrier, currently millennials 

prioritize competitor Norwegian where both SAS and the LCC rival offer their services, thus SAS 

has not yet been able to secure market leader position among the generation concerned. 

Secondly, in connection with brand performance and how well SAS products satisfy 

millennials’ needs, the scope of potential product improvements generated from the customer-

based activity cycle suggest that various enhancements are expected to justify higher priced SAS 

offering, thus simultaneously brand performance is believed to increase within completion of SAS 

product improvements. Thirdly, findings from the interviews and secondary reports show Gen Y 

passenger associating positive brand image related values to the company’s products, typical 

passenger group of SAS, company’s philosophy and aesthetics promoted throughout its service – 

“SAS is very dynamic… ambitious and professional airline”, others describing it as “customer 

friendly”, etc. (Interviews 1&3, Appendix C), nevertheless, aiming to improve brand image and 

the value it creates to the Gen Y consumer, improvements of more efficient and targeted 

communications of ‘we are travelers’ philosophy is expected to be supported in shape of more 

affordable non-youth potential service products of SAS. Fourthly, with reference to brand 

feelings generated through overall SAS product experience and the marketing campaigns, 

feelings of sophistication and admiration are associated with the typical passenger segment of 

SAS which further translates into validation and self respect through usage of SAS services (Levy, 

1959, p. 119; Belk, 1988), despite that improvements on innovation, fun and excitement based 

brand development initiatives would further positively supplement the brand value.  

All  in al l ,  findings and the service gaps discovered from analysis of both the value that SAS 

product and brand possess reveal that in order to gradually increase its market share among 

millennial consumers (in connection to the aging generations of current passengers) and establish 

strong brand resonance with the passengers, product, or to be precise, in-flight experience 

enhancements are of need to resonate closer with current demands and purchasing power of 

young millennials while price attachments to lower SAS basic ticket prices for the long-run are in 

request when aiming to sustain and advance the market share of older Gen Y consumers. 

However, despite the results and suggestions of the thesis, the interpretative research philosophy 

employed is believed to have had an effect on findings, thus further more in-depth evaluation in 

judging the matters should be encouraged. 
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Appendix A: Referenced Figures 

 
Figure 1: Global Airlines Industry Value: $ billion, 2012-2016 (table).  
 

 

 

 
Figure 2: Global Airlines Industry Value: $ billion, 2012-2016 (graph). 
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Figure 3: Global airlines industry geographical segmentation: % share, by value, 2016. 

 

 

 
Figure 4: The value of the European airlines industry: $ billion, 2012-2016.  
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Figure 5: Global Airlines Industry Volume: million passengers, 2012-2016.  

 

 
Figure 6: Industry volume of the European airlines: million passengers, 2012-2016.  

 

 
Figure 7: Geographical segmentation of European airline industry: $ billion, 2016.  
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Figure 8: Global volume forecast on airline industry: million passengers, 2016-2021.  

 

 

 
Figure 9: Porter’s 5 forces model. Source: (Porter, 2008).  
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Figure 10: FSCs and their in-house LCCs. Source: McKinsey & Company. 
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Figure 11: Market share of LCC against legacy carriers by country. Source: RDC Aviation Economics. 

 

 

 

 
Figure 12: Methodological choice. Source: Saunders, et al. (2016).  
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Figure 13: Types of secondary data. Source: Saunders, et al. (2016). 

 

 

Figure 14: Forms of interviews. Source: Saunders, et al. (2016). 
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Figure 15: Full model of the service-profit chain. Source: Heskett et al. (1994).  

 

 
Figure 16: Flower of services model. Source: Lovelock and Wirtz (2011).  
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Figure 17: Brand knowledge dimensions. Source: Keller (1993).  

 

 
Figure 18: Market share of LCCs in Scandinavian region, %. Source: (SAS, 2016, p. 10).  
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Figure 19: Travel info categories of SAS. Source: (SAS, 2017b).  

 

 
Figure 20: Social media following of SAS compared to other FSCs. Source: instagram.com 
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Figure 21: Income level young millennials compared to population. Source: (Goldman Sachs, 2017).  

 

 

 
Figure 22: Price comparison on SAS Go Light, Go and Plus. Source: sas.dk.  
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Figure 23: Baggage allowance and benefits of EuroBonus Silver card. Source: flysas.com 

 

 

Figure 24: Millennials’ desire for discounted fares. Source: Hipmunk (2015). 
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Figure 25: Forecast for device usage in travel related activities. Source: Harteveldt (2016). 

 

 
Figure 26: Changes in passenger check-in habits. Source: Statista (2017).  
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Figure 27: Review of SAS. Source: Tripadvisor (2017).  

 

 
Figure 28: Review of SAS. Source: (Skytrax, 2017a).  

 

 
Figure 29: Review of SAS. Source: Tripadvisor (2017).  
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Figure 30: Online review of SAS services. Source: Facebook (2017).  

 

 

 
Figure 31: Review of SAS. Source: TripAdvisor (2017).  
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Figure 32: Comments on Ryanair’s color aesthetics. Source: Facebook (2017).  

 

 
Figure 33: The Flower of Service Model. Source: Lovelock and Wirtz (2011).  
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Figure 34: Information Elements Examples. Source: Lovelock and Wirtz (2011). 

 

 
Figure 35: Order-Taking Examples. Source: Lovelock and Wirtz (2011). 

 

 
Figure 36: Examples of Billing Elements. Source: Lovelock and Wirtz (2011). 
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Figure 37: Payment Elements Examples. Source: Lovelock and Wirtz (2011). 

 

 
Figure 38: Examples of Consultation Elements. Source: Lovelock and Wirtz (2011). 
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Figure 39: Hospitality Element Examples. Source: Lovelock and Wirtz (2011). 

 

 
Figure 40: Safekeeping Element Examples. Source: Lovelock and Wirtz (2011). 
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Figure 41: Examples of Exception Elements. Source: Lovelock and Wirtz (2011). 

 

 
Figure 42: Review of SAS on Baggage Lost. Source: TripAdvisor (2017).  

 

 
Figure 43: Review of SAS on Baggage Lost. Source: TripAdvisor (2017). 



 

 113 

 

 
Figure 44: Review of SAS on Baggage Lost. Source: TripAdvisor (2017). 
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Appendix B: Interview Guidelines and Questions Proposed 

General Questions: 

1. Have you ever flown with a full-service carrier (so-called, legacy or network carrier) and 

Scandinavian Airlines in particular? How often do you use SAS services? Could you easily 

recognize recall their logo and colors (identity)? 

2. How would you if a few sentences describe SAS as a brand - the product that they are offering 

and profile characteristics of passengers using SAS services?  

3. Do you consider nowadays full-service carriers and SAS in particular to be delivering superior 

service than low-cost carriers (e.g., SAS against Ryanair)? Would you like to travel more on 

FSCs rather than LCCs? Why yes/no? 

4. Would you agree and in what cases would you agree to pay higher price for the FSC service 

(that is smoother, stress-free, and peaceful in terms of in-flight environment than 

LCCs/Ryanair)? If thinking of choosing flying on FSC or LCC flight, what percentage difference 

in price is considered to be worth paying extra for a better service? 

5. What are the biggest attributes/flaws in FSCs or SAS product/service that you wish would be 

changed in order for you to choose their services more often? Have you experienced on any 

other airline some innovative or just appealing to you attributes that you wish were 

incorporated into SAS product? 

6. When you first start thinking of air-travel, of which airlines do you think first? Can you explain 

the reasoning behind such ranking? In what situations do you usually recall of SAS (practical, as 

an inspiring brand, etc.)? 

7. Can you associate SAS with any sentimental memories/periods of your life (in terms of maybe 

study times, family traveling, any significant events like your first trip 

independently/abroad/other continent, etc.)? (Identity) 

8. Can you name a few competitor airlines of SAS that you think offer similar product to their 

passengers? (Identity) 

9. Do you feel more secure, taken care of, calm, self-respected while traveling on SAS than 

compared to, for example, Ryanair or other LCC? 
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QUESTIONS regarding SAS: 

PRE-stage Questions (Qs): 

1. Do you find SAS service packages (youth/regular, go light, go, plus) appealing to your needs 

and of reasonable price? Which package fits best your needs? 

2. Where do you purchase your ticket (directly through SAS, agent)? On a website or SAS app? 

Have you ever felt discouraged from proceeding further or unclear in a process of ticket 

purchasing procedures? What improvement could you suggest in that process? 

3. Have you ever tried of been in contact with SAS Customer Care specialists weather on a 

phone, Facebook or etc.? How can you evaluate the quality of their services, ability to help and 

provide other needed information? 

 

DURING-stage Qs: 

4. Do you find check-in procedures clear and easy? Which way of check-in process are you using 

and why? Or do you know about SAS app and check-in possibility there? How do you like it? 

5. How well are you satisfied with the boarding procedures of SAS starting with ease of finding 

the gate, gate seating area and boarding itself – queuing?  

6. Are you satisfied with in-flight service on board – in terms of legroom and design-features on 

board? Can you suggest any improvement? 

7. How would you describe their in-flight experience/service? 

8. Have you ever had an unpleasant experience regarding handling of your baggage, receiving it 

in reasonable time?  

 

POST-stage Qs: 

9. What do you usually think about overall SAS experience? What value does it create for you if 

compared to other carriers such as Ryanair, Wizz Air or Norwegian?  

10. What service improvements could you suggest for SAS that would increase value for you? Can 

you suggest one of their service attributes that is not necessary for you (which could potentially 

lower ticket price)? 
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11. Are you a member of SAS loyalty program EuroBonus? Are you aware or follow any media 

campaigns by SAS – on social media channels, through e-mail marketing? Which ones? How 

effective are they to influence your decision to stimulate further consumption of SAS services?  
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Appendix C: Interview Transcripts 

Interview 1: Kerti  

Question: Have you ever flown with a FSC and Scandinavian Airlines in particular? 

     Answer: Yes, I have. I usually fly the routes between CPH and Tallinn because I live in 

Estonia. 

Q: How often do you use SAS services? 

     A: Since SAS is the only option for me to Tallinn, I usually use it whenever I go back home 

which is more or less every third month, maybe I go on like 7-8 times [roundtrips] per year. 

Q: Can you easily recognize SAS logo and colors? 

     A: Yes, it’s pretty straight forward, it is blue. 

Q: How would you in a few sentences describe SAS as a brand – the product they offer and 

profile characteristics of a typical SAS passenger?  

     A: They offer pretty full on flight experience, I would say that they are very customer friendly 

and it’s easy they are at good terminals so you don’t have to walk thousands of miles on the other 

side. I would say that people who fly with SAS are more business class people, it’s people in suits, 

I think they usually just do these business trips but it’s also just regular people but you don’t really 

see young groups of people because they would of course choose Ryanair because it’s much 

cheaper.  

Q: Do you consider nowadays FSCs such as SAS to be delivering superior experience than the 

LCCs? 

     A: Yes, there’s a huge difference actually. They [SAS] really takes care of the customers [I 

know because] I always fly with Ryanair to Madrid. Attitude of flight attendants are very much 

different – at Ryanair planes they can be very rude sometimes whereas SAS flight attendants are 

supper friendly, always wanna help you, plus you get free water or coffee which is good. They 

used to have snacks too, the short flight 1,5hours to Tallinn you usually used to get a pack of 

snacks but not anymore.  

Q: If, for example, there was not such a big difference in price between the LCC and the FSCs 

would you like to travel more on the FSCs or it doesn’t make a difference? 
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     A: I would because it is more comfortable experience. For me, you also have more seat 

space, you don’t have that many restriction on your carry-on and everything. They don’t look at 

you, hawk like Ryanair people do or judge that you have a bit bigger suitcase because I had a 

very bad experience with Ryanair, they wouldn’t let me on the plane and I had to repack 

everything. Yes, I would. But since I’m still under 26 years old which mean I can use the youth 

fare, it is quiet reasonable. But if I had to fly with regular prices it would be quiet pricey to go to 

Tallinn and it’s such a short trip, so it’s not okey for me to pay that much for such a short trip, it’s a 

big not practical.  

Q: When you first start thinking of air-travel, of which airlines do you think first? Can you explain 

the reasoning behind such ranking? 

     A: First name that comes into my mind is Norwegian. It is low-cost but it has such a good 

service and internet on the planes and it’s like a higher-end brand-airline but it still has really 

reasonable prices and really good service. I don’t know how they do it, but I think it’s great. I love 

Norwegian, I would love to fly with Norwegain much more but since I don’t have the routes… So, 

Norwegian and actually SAS because I had such great experience with SAS when I was flying 

home. Maybe also Lufthansa, I once flew with Lufthansa and it was also a really good experience – 

the service, you get food.  

Q: If you think about a price difference, if there was for example SAS and Ryanair flying to 

Estonia, what percentage difference in price would be acceptable for you to pay more? 

     A: If I want to pay more for better service, let’s say that round-trip with SAS I can get for 

90EUR on good days, and if Ryanair was 60EUR, I guess I would pay 30EUR more on the short 

flights, so 30%.  

Q: Has SAS already associated itself with some special meaning for you? 

     A: I think I would associate SAS with home because now I fly home with SAS. And also it’s the 

first airline that I have membership Eurobonus card of. I have a silver one. It is really good this 

bonus card, I was really surprised, cause I can buy the low fare which is only hand luggage and 

then I can just take 21kg extra suitcase fore free because I have this card. So I think it is really 

great.  

Q: So do these perks of EuroBonus make you more loyal to the company? 
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     A: Exactly, because if it comes to that and I wanna take more luggage obviously I would 

choose SAS instead of let’s say Ryanair where I have to pay a lot more extra for suitcase. In such 

cases I would always choose SAS because it’s much more practical for me.  

Q: Can you name one or a few competitor airlines of SAS that deliver similar product to 

passengers? 

     A: Maybe Lufthansa, but I don’t have that many experiences with FSCs. I flown many spanish 

LCCs, but Lufthansa I would say.  

Q: Do you find SAS service packages (youth, regular, go light, go) appealing to your needs and 

of a reasonable price? 

     A: Before they didn’t have this light version, when they introduced that and different pricing 

it got more expensive. 

Q: So you think it got more expensive rather than decreasing the price? 

     A: I think it got more expensive because know you have the light version and go version, 

before it just had a mix of them. It was that you could take a bigger luggage, so it got a bit more 

expensive. But if you have a EuroBonus card it doesn’t matter for you because you can still get a 

ticket with a reasonable price and have a suitcase. But for people who don’t have this loyalty card 

I think it got more expensive, so you have a choice and if you don’t need any luggage you don’t 

pay for that.  

Q: Do you purchase your tickets directly on SAS or some travel agencies or where? 

     A: I always do it on their site, flysas.com. 

Q: So you use the website or SAS mobile application, correct? 

     A: Right now I only use the web, I think it’s a bit more convenient on a bigger screen because 

you have to put your data in there and I really don’t like to put all my card numbers on the app 

where everything is smaller.  

Q: Have you ever felt discouraged from proceeding further in the website? For example, when 

you used SAS website for the first time, was it confusing or can you suggest any improvements in 

the ticket purchasing stages of the website? 

     A: I had something – you have this sas.com and flysas.com. I think the first time when I tried 

to book a flight with SAS I went on sas.com and I was confused and didn’t where to go because 

on that page you cann’t buy tickets. It has to be flysas.com where you buy the tickets. It took me 
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sometime to figure out what is the page that I have to use but once you get ahold on I think it’s 

pretty straight forward. They also have book youth ticket on the side. Navigation is easy and I also 

like that they have low-fare calendar for the whole month and you can see the prices. I really hate 

when airline website have only plus or minus 3 days, I need to have an overview of the whole 

month. SAS way is really convenient.  

Q: Did you notice SAS Youth option from the beginning? How did you first find out about SAS 

Youth tickets? 

     A: One of my friends from Estonia who is also flying with SAS home who lives in Denmark 

told me that you can actually get cheaper price if you book those youth tickets. From then, wen I 

started using SAS the website design has changed, so as much as I remember in the beginning I 

couldn’t find the youth version but now it’s just there. I really like the webpage, it’s pretty 

straightforward, you can find all the information there. 

Q: When you search for the flights not necessarily on the route that you know which airline flights 

where, do you go to such website as Kayak, Momondo or Google Flights to search for price 

comparisons? 

     A: Yes, I use this SkyScanner and I have noticed that these website do not show the SAS 

Youth options that’s why I usually also check flysas.com website. Plus, I also noticed that website 

as SkyScanner automatically selects country where you are and once I was looking for tickets to 

go to spain with my boyfriend. We were both on SkyScanner – I was in Denmark, he was in Spain 

and my prices were more expensive. And why the hell I have to pay more because I live in 

Denmark? But I know the solution to change the country on the website. But a lot of people are 

fooled by it because they just don’t know about it and I don’t want to be fooled. 

Q: Have you ever tried to get in contact with SAS customer care specialists either on the phone, 

Facebook or any other option? 

     A: What happened to me last summer is that my baggage got lost, they didn’t deliver it with 

me. I had a layover in Sweden when I was coming to Estonia. Since the layover was so short my 

suitcase got lost somewhere and didn’t end up coming with me. I contacted customer care at the 

booth, talked with a person there, had to fill in all those documents how my suitcase looked like. 

But I was a bit disappointed because it took very long time for my suitcase to arrive, like almost a 

week. I live here so it was fine because I have clothes but if this would happen to me the opposite 
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way then it would be such a shame. They told me that it’s gonna come tomorrow but it didn’t 

come the next day so I ad to wait and wait. I also called them because they have to deliver my 

suitcase at a certain time and I couldn’t choose that time. They were like ‘we are gonna be there 

in this time’ and there was a really huge time span, so if you are working or in school it is really 

complicated waiting for you suitcase. They lost my suitcase, so I have a right to tell them ‘that day, 

that time’. Plus a guy didn’t even bring it up, I had to come down and we even have an elevator in 

our building so they didn’t even bother to come up. I would expect that it would come to the 

door.  

Q: When you were still in the airport and were talking to customer care employees, were they 

helpful? 

     A: Yes, they were really helpful, they helped me with documents, it wasn’t a problem at all, it 

was everything that happened after that was a bit weird.  

Q: Do you find check-in procedures of SAS clear and easy? 

     A: I really love their check-in because I can do everything by myself, print the bag tags and I 

don’t have to stand in lines which is amazing because it goes really fast. It is very straight forward, 

you just put your booking number, select your baggage. It’s great, because if you put your code 

they already know that you are a member of Eurobonus and I can automatically I can choose an 

extra luggage which I don’t have to pay. It is great. 

Q: Do you do the check-in in the airport or do you check-in on SAS app on the phone? 

     A: Actually I do it at the airport? 

Q: Why is that so? Do you find it more convenient to have a printed ticket? 

     A: Yes, somehow I like to have a printed ticket, it’s a bit old school, wasting paper. I don’t 

know if you check-in earlier with a phone, can you still print the tag after words 

Q: Yes, at the self-check-in machines they allow you to be checked-in on the phone and just print 

a ticket in the airport. 

     A: Plus, I really like the fact that I buy low-cost ticket and they do not allocate me but I can 

choose my seat because I always want to sit next to the window, and I always get to sit next to the 

window which is super nice.  

Q: How are you satisfied with the boarding procedures of SAS (the gate information, boarding, 

waiting in line)? 
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     A: If I’m at the airport I just always check the big boards with the flight schedules. They never 

really change the gate number so I never had problems with that. And I always double check it 

just in case before so I know that I am at the right place. 

Q: How do you find the queening before the boarding comparing SAS with Ryanair, Norwegian? 

Do you find it better at SAS or more stressful? 

     A: At least here in Copenhagen with Ryanair you get in a zone and you still have to sit there 

with so many people. Plus, you have to always walk to the plane, you don’t take the hallway. But 

with SAS mostly get on the plane through hallway straight. On SAS people are not that stressed 

because they already have their seat, with Ryanair it’s a chaos though with ryanair you also have 

your seat. But with Ryanair, I never want to put my hand luggage down. With SAS it’s not that big 

of a problem, at least with what I have experienced that you always have space.  

Q: Are you satisfied with SAS in-flight service (ranging from leg-room, the design features of the 

plane, how new or old the plane is, does it matter for you)? 

     A: I feel a bit more comfortable on a plane when it seems quiet new but the planes that go to 

Estonia, those small ones with two seats on both sides, it’s very low so you feel a bit 

claustrophobic in there sometimes, it is so small and once I got locked in a bathroom there, I 

could not open the door and I just panicked. These planes are a bit older, the doors seemed old 

so I’m now scared to use the bathroom in those small ones. 

Q: Do you notice that the leg-room that SAS or Lufthansa has is somehow different from other 

airlines? 

     A: I feel that I have more space there. I also flew from Helsinki to Copenhagen with SAS on a 

big plane and that  was amazing,  a lot [loooo] of space, really clean, it’s also the seats and the 

colors that they chose are nice. 

Q: As you said, you notice even such things and colors and admit that it changes your mood and 

influences your overall experience, right? 

     A: Yes, it feels just cleaner. SAS is Scandinavian so I think Scandinavians put a lot of emphasis 

on the design. And I don’t really like the colors and designs of, for example, Ryanair anyways. 

Their colors (yellow and orange) are supposed to increase hunger so maybe they have some kind 

of thing with that that you would buy their bad food.  
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Q: How do you find in general the in-flight experience of SAS – how are the flight attendants, 

their food options? 

     A: I never really buy food on the plane but I really like that you can get tea or coffee free of 

charge. The flight attendants are very friendly, I feel that they are better educated, I get this vibe 

and it’s good. And with those small planes when your suitcase does not fit in to top locker you 

can just leave your suitcase, they put it down somewhere and when you get out of the plane you 

have your suitcase. I like that, it’s very nice how they do with those small planes.  

Q: To reflect what you have mentioned before, it is really interesting that you think that flight 

attendants on SAS are more educated. Where do you think this thought is coming from?  

     A: I feel like they are there to just serve you and give a good experience and whenever you 

need something, you ask it from them. But on Ryanair for example, I know it is a good think that 

they sell those lottery tickets [for the purpose of donation] but they constantly keep saying ‘now 

it’s the last chance to buy those lottery tickets and win something’ when I’m not asking for it. And 

they talk a lot there and it’s also about the pilots – they never say sorry when there’s something 

wrong. I’ve been on SAS and we have been waiting because something went wrong with timing 

and they were like ‘we are sorry, this is the situation’ so you are informed. With Ryanair most of 

the time don’t know what is happening because they don’t say anything to you and it feels so 

stressful all the time and makes me nervous. While flight attendants on SAS planes are very 

relaxed. It is also about the people who are on those planes, businessman, with such people it is 

calmer compared with big groups of teenagers on the low-costs.  

Q: Would you agree that you associate yourself with the service and the brand of SAS as a whole 

and you prefer to be in the environment surrounded by passengers flying SAS? 

     A: Yes, because it’s more calm. I mean, I had so many bad experiences with Ryanair where 

people they don’t care and they let the seats down when I’m there behind and they don’t even 

ask me if they can do it and in such way be at least polite or they are kicking my seat behind. 

These things drive me crazy. 

Q: If you go on a vacation, not necessarily home, do you consider that flying and service in the 

airport is a part of your holidays or is it just a mean of transportation, it doesn’t matter what is the 

service? 
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     A: That’s a good question. I think it still matters. Well, it is a way of transportation but it still 

should be pleasant and I think it is important because you notice things. You do notice when you 

are given a good or bad customer service.  

Q: So you would agree that if you had a bad service on your any carrier it would somehow 

influence the overall experience of your holidays (e.g., the bad flight home from your holidays)? 

     A: I think it has an impact on you. But once you are out of the plane and out of the airport it 

is easy to take your mind of but you would never forget really bad experience with any carrier, like 

people who don’t let you on a plane because of some stupid reasons. 

Q: Can you suggest any service improvement that SAS could do in order to attract you more 

often? For example, if you have flown any other airline, either low-cost or any FSCs, and you 

noticed some service attribute which you wish SAS offered for the passengers? 

     A: Wifi would be nice on the airplanes.  

Q: Are you aware of any promotions and campaigns that SAS is doing? Do you follow SAS on 

Facebook or any other social media where you can track their special deals? 

     A: I actually do not follow. I’ve never really thought of it. I always check only when I need to 

go somewhere, then I just check their web page. For some reason I’m not really following any 

airline.  

Q: You are a EuroBonus member, are you signed up for their email notification and do you 

receive some email marketing campaigns and promotions of SAS in such way? 

     A: I am not really sure, I think I am signed up in the newsletter.  

Q: So would you agree that SAS marketing campaigns are not effective on you? 

     A: Yes, I think I just don’t pay attention. I have only a few destinations I’m flying so whenever I 

need to go somewhere I just check and do not look for promotions that much.  

Q: So airline promotions do not influence your frequency of travel, right? 

     A: No, it does not influence me.  

Q: If considering any brands that you aspire for, not necessarily airlines, which sources of 

advertising you think are the most effective on you? 

     A: I think Instagram because it’s even bigger than Facebook now, I feel so in terms of brand 

placements and brand collaborations with the digital influencers and so on. If I would see that a 

blogger who I follow has done something with SAS like sharing her SAS experience, current 
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promotions it would reach me the best. E-mail marketing I don’t receive that much. I think SAS 

should be a bit more creative with their subject lines with email marketing because e-mail 

marketing is really important to businesses but it’s also a tricky one. With Instagram you just 

straight see an image that attracts you but with e-mail marketing you get an email and if you read 

the subject line and it’s not appealing, most of the time I just delete such e-mails, like ‘okey, 

whatever’.  

Q: Do you find that visual advertising is more effective on you and more often creates the desire 

for you to travel more? 

     A: Yes, it is more direct. The image creates something [desire to travel] more than just a 

subject line. If you open an email and you have those amazing pictures in a nice set up, that 

would probably make me click on it. But the hard thing is to make people open those emails and I 

do not really open those emails as well.  

Q: To slightly return to the price point and price sensitivity of younger travelers, can you think of 

any service attributes which are not necessary for you but which removal could potentially lower 

the price of tickets? 

     A: I think if they were flying to airports that are a bit further away from the cities, like Ryanair 

does, that would not be a problem for me. If they changed that it would be fine with me. Also the 

leg space, it’s nice for the overall experience but that would be something I am willing to give 

away. I mean I would fit in leg space but with bigger people it would be a bit complicated. I really 

really like that you can get coffee and tea for free.  

Q: Would you feel okey if SAS had non-Scandinavian based cabin crews whose wage levels 

would be lower?  

     A: As long as they still have the mentality and company culture I would not have a problem 

with having maybe an Italian or Spanish or Portuguese flight attendants as long as they are well 

informed how you present the brand itself. 

Q: Lastly, to summarize your overall opinion, what do you think about SAS travel experience? 

     A: I think they deliver really great customer experience and quite complete service where it’s 

all about the customer, everything extra, they pay attention to all details. It’s also very digitalized, 

gives you freedom if you have some extra weight, not like the low-costs. I think they are flexible 

and it’s great to fly with their planes and I like the people there.  
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Q: Thank you Kerti for the interview! 

     A: You are welcome; I hope I gave some useful insights J  

 

 

 

  



 

 127 

Interview 2: Gabija 

Question: Have you ever flown with a full-service carrier and Scandinavian Airlines in particular? 

Answer: Yes, I have. 

Q: How often do you use SAS services? 

   A: Maybe 5 times a year. 

Q: Is it for leisure travel or business? 

   A: Actually for both, I also travel for work on SAS, so then more than 5 times a year.  

Q: Could you easily recognize or recall their colors and logo? 

   A: The blue and light colors. 

Q: How would you in a few sentences describe SAS as a brand in terms of their product and 

passenger characteristics? 

   A: Firstly about brand, I would say something related to convenience because they try to cover 

many locations and have a pretty good value for the price. Typical SAS passenger is busy a bit 

middle class Scandinavian, at least that’s what I see, but I would say they are targeting middle 

class and middle age Scandinavians.  

Q: Do you consider nowadays FSCs delivering better service than LCCs? 

   A: No, I doubt that. Because you don’t get anything extra compared to the low-cost carriers, 

you don’t get food if you don’t pay for it, you don’t even get a luggage now because they 

imposed the fees for the luggage. But the timing of the flights is way better than the LCCs but 

otherwise I don’t see any other advantages.  

Q: Have you flown on LCCs (e.g., Norwegian, Ryanair, EasyJet)? 

   A: Exactly, I’ve flown on Norwegian and I think service was pretty much the same and I paid 

way less for Norwegian than SAS.  

Q: What are the biggest flaws of FSCs as SAS that you wish they improved in order for you to 

choose them more often? 

   A: For me it would be price improvement because I’m still price sensitive. Unless it is a long-

haul flight, then I would like to have extra service like movies, entertainment, food. Also 

improvement of flight time is really important for me.  

Q: When you first start thinking of air-travel, of which airlines do you think first? 

   A: SAS because I travel with them the most. 
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Q: Are you a member of a EuroBonus then? 

   A: Yes.  

Q: Which benefits are you using and find the most useful? 

   A: I haven’t used any yet. I also don’t know much about it. I’m just accumulating the points so 

far. 

Q: Can you name a few competitor airlines of SAS that deliver similar product to customers? 

   A: I would assume maybe Lufthansa, though I haven’t flown with them for a while or British 

Airways is pretty much the same.  

Q: Do you find SAS service packages appealing to you and of a reasonable price? Which 

package fits you the best? 

   A: For now I still use SAS Youth because I’m still under 26 and that’s a good value for the price.  

Q: How did you find out about SAS Youth? 

   A: My sister told me about it basically because she was using this service before, so word of 

mouth.  

Q: Do you remember any other FSC that has such options? 

   A: No, that’s the thing, that’s the first airline that I know.  

Q: Where do you purchase your tickets? 

   A: On SAS website. 

Q: Do you maybe sometimes use SAS mobile application? 

   A: No, I’ve never tried that, I didn’t even know that you can purchase it on the app. 

Q: Do you find SAS website easy to navigate through? Or maybe you have any suggestions how 

to improve their website and stages of purchasing a ticket? 

   A: No, I think it’s super user friendly with the ticket purchase because it takes couple of minutes 

if I want to buy it.  

Q: Have you ever tried to get in contact with SAS customer service weather it’s on a phone or 

Facebook? 

   A: Oh yes, I called them directly, there’s a phone number for each country. 

Q: Was it easy to get in contact with? 

   A: Yes, it was super easy. 

Q: Were customer care people helpful, efficient and informative? 
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   A: Yes, I haven’t had any problems with them. I think they were super informative because I was 

asking about requirements for traveling with animals and they explained me everything, so they 

were really useful.  

Q: Do you find check-in procedures clear and easy? If you were flowing for the first time, did you 

find check-in procedures well explained on the website, if you remember? 

   A: I don’t really remember to be honest but at least for me I have the app where I check-in so 

that it’s super easy 

Q: So you find that the app is the most convenient way? 

   A: Yes, I never used the counter check-in. 

Q: Do you use self check-in machines in the airport? 

   A: No, I have never. Actually I tried it once and I needed assistance so I tend to avoid it. 

Q: How satisfied are you satisfied with boarding procedures of SAS – actually starting with from 

finding the gates in the airport, seating area to boarding and queuing?  

   A: Yeah yeah, I don’t have any complains, I think it is well organized and [boarding] pretty much 

always happens on time. Gates are usually very well located in the airport, that’s at least what I 

have noticed. So I am happy and satisfied with it. 

Q: Do you find any difference in it compared to when flying on Norwegian or Ryanair? 

   A: At least the experience I’ve had with Norwegian was that they started letting people in and 

we had to queue for a really long time so there was a mess all over the place. I think it was that 

well coordinated compared to SAS but that’s just my experience. 

Q: Did you get annoyed or frustrated by that? 

   A: I think that the turnaround time was way longer than I expected for Norwegian which is a 

low-cost carrier. I think it took longer than with SAS. 

Q: Are you satisfied with the in-flight services onboard SAS planes- the log-room, the design 

features? 

   A: It’s very minimalistic, I would say, very Scandinavian, nothing too bright to attract your 

attention. They have minimal service – water or coffee if you want and for me that’s enough 

because you always have possibility to buy whatever extra you want. 

Q: Can you compare it with the low-cost? 
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   A: At least with Ryanair, when they try to go and sell you things that you actually don’t need 

and those hideous bright colors are just really not appealing. So the more minimalistic, the better 

it is.  

Q: Let’s talk more about SAS in-flight experience and their staff. Do you find them helpful, 

informative? 

   A: I think they are really helpful, they always coma and explain you all if you have any questions. 

They are super nice and super friendly. They are always very pleasant with passengers.  

Q: What do you think about the balance of information being provided to passengers (in-flight 

announcements) comparing LCCs and SAS? 

   A: I think that how Ryanair is talking throughout the whole flight is really annoying. I think that 

with SAS there is a nice balance – the pilot talks once or twice about the flight. 

Q: Does it influence your overall impression that you have with a particular airline? 

   A: Yes, I think it is nice to be informed what is going on, that we are approaching and that’s the 

height.  

Q: Have you ever had an unpleasant experience with handling your luggage, receiving it in 

reasonable time, delays or compensations with SAS? 

   A: No, I just once received the baggage which was really really damaged but I did not complain 

about it.  

Q: Can you suggest any service or package improvement to SAS that you may have experienced 

on other carriers? 

   A: I think it’s really nice when you have TV screens on the plane or some kinda of entertainment 

or even more magazines to read and also Wi-Fi is really missing on SAS. I think that [Wi-Fi] would 

be a big advantage to SAS, I don’t know why they don’t have it yet. They should innovate their 

service a bit.  

Q: How do you get to know information about any SAS deals or promotions? 

   A: I am subscribed to their newsletter where they send offers from time to time to email. 

Q: Do you follow them on any social media channels like Facebook or Instagram? 

   A: No, maybe on Facebook actually, yes, I think I follow them on Facebook. It’s mainly the 

newsletter that keeps me informed about the deals or news they have.  
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Q: Are the newsletters making an impact on your behavior and purchases? Do you find them 

effective? Which media channels you find the most effective and influencial?  

   A: I think their newsletter is fine. I was reviewing some of the deals they have on their website 

and then I got a similar targeted deal to my email further on. So I think they are doing this 

customer targeting well because they were suggesting the deals that I was actually considering.  

Q: When you think about overall SAS experience and service attributes, is there anything that you 

consider as unnecessary which you would be willing to sacrifice for potential decrease in price that 

would result in increased frequency of your travels on SAS? 

   A: It’s a good question. I mean those beverages that they have on flight free of charge are not 

necessary, though it’s nice to have. Everything else I really like. 

Q: But what would you think if for example SAS had crews that are not Scandinavian? 

   A: For me it doesn’t really matter if they are Scandinavian or not. I don’t have preferences for 

that. I don’t associate SAS just with Scandinavians.  

Q: To make a conclusion, can you round up in a sentence or two what value does SAS deliver to 

you? 

   A: I think it’s a good value for the price you pay at least for now because once I move from this 

youth category to the regular customer category, I will consider actually if I should pay that 

amount. Though it might depend on a time of the flight, some of the flights are just really too 

expensive, the ones that are more popular. I think that would be too pricey for me and then I 

would probably switch to cheaper solution. For me convenience is a think, I would rather pay a bit 

more and have a direct flight.  

Q: Do you consider flying on any airline as a part of your overall travel experience when you go 

on holidays or is it just a mean of transportation for you? 

   A: No, for me it’s just a mean of transportation. I’m not a big fan of flying in general, so I like it 

to be short, convenient and safe.  

Q: Is there any airline that you wish to fly with, you think either their branding or in-flight services 

are of excellent quality? 

   A: I think Emirates or Qatar, I would like to try this huge Airbus jumbo-jet. I think it would be 

nice to try that once in a lifetime just because I think it’s a different kind of experience I never had.  

Q: Thank you Gabi for the interview. 
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   A: You are welcome.  
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Interview 3: Vivien 

Question: Have you ever flown on a FSC and SAS in particular? 

Answer: Yes. 

Q: How often do you use such airlines? How often do you fly on SAS? 

   A: When I used to live in Copenhagen for a year, back then I used their service quiet often 

since I was flying back and forth between Munich and Copenhagen, also between Paris and 

Copenhagen, Vienna – Copenhagen, so quiet often, maybe like 8 times per year I would say, 

quiet regularly. In general with these FSCs, since I’m 18 years old, I use those a lot, I’m flying a lot. 

Q: Can you easily recognize SAS logo and their colors? 

   A: Yes, it’s blue and white, their logo is in italic SAS letters in white in a blue square. If you live 

in Denmark, you really do know about this brand also because it’s branded a lot in the airport. 

You see SAS everywhere, they have specific check-ins only for SAS passengers, they are branded 

in SAS colors, you see it everywhere. You also have on the floor these SAS track lines, which 

follow the quick path, or even special entrance. Also, I never owned a card by any airline before, 

but somehow when you are a student, I can’t really remember, bet when you sign up on SAS as a 

member for SAS Youth tickets, you automatically receive this EuroBonus card. I actually never 

used it but I think there is some reason why I have it.  

Q: How would you in a few sentences describe SAS as a brand in terms of their product and 

passenger segment?  

   A: The product first, SAS is very dynamic, young, ambitious and professional airline. Company 

focuses mostly on business man and woman and also young millennials traveling a lot.  

Q: Do you often fly with the LCCs (Ryanair, EasyJet, etc.)? Can you compare the service of them 

with SAS? Do you see SAS delivering better overall product and service? 

   A: It is a little bit difficult for me to say because when I use SAS it’s always through Youth tickets 

since I’m still under 27 years old, I think that’s their age limit, I think that’s the most basic traveling 

they offer, so you only get tea and coffee and if you lucky they also give you a glass of water. So 

it’s really really basic, cause nothing else – no entertainment, no nothing. So for me it’s actually 

really close to low-cost airline. I already traveled with Ryanair already, also with EasyJet, Transavia 

and usually only on short distance flights, so it’s totally fine, you wouldn’t expect anything else for 
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1,5 hours, it goes buy very quick, so you don’t really need a lot of entertainment. But that’s why I 

personally perceive SAS also comparable to low budget airlines.  

Q: As I understand you travel more on SAS and other FSCs, why do you think it’s so? How do you 

base your choice? 

   A: For me the most important criteria in terms of short distance flights is till the competitive 

price, so the airline that offers the lowest price, I usually choose that one, doesn’t matter if it’s a 

LCC or FSC. For example, now my last trip I traveled from Munich to Copenhagen on SAS, it was 

this Youth ticket and traveled back from Copenhagen to Munich with Austrian Airlines and it was 

within three days and I really could feel a difference. For me food and snacks are really important. 

I got these Austrian cookies on my flight back to Vienna with Austrian Airlines. So if you had 

choice in-between salty and sweet snacks, juice or coffee or alcohol, you could have anything you 

want. And the price difference [between SAS and Austrian Airlines] wasn’t that big actually. So it 

really depends on the offer you get. If you are lucky, you can get really low price flight on FSC as 

well, in such case I would rather pay little bit more and fly on a full-service airline.  

Q: When you start thinking about traveling, of which airlines do you think first? 

   A: SAS, Austrian Airlines, German Wings, Air France, Emirates. 

Q: Do you find SAS service packages appealing to your needs and of a reasonable price?  

   A: Yes, I do, because prices for young people are really fair and usually go only on short trips, 

so I don’t really need a huge suitcase, where it’s totally fine to only receive coffee or tea.  

Q: Do you take Youth Go Light that is without a suitcase or SAS Go that is with a suitcase? 

   A: I always take the lowest price, so without.  

Q: Where do you buy your tickets, through travel agent, website, mobile app? 

   A: Usually I check the flights directly on SAS website. Also if I know that I will travel to 

Copenhagen or somewhere in the Nordic countries, then I would go straight on SAS. If it’s not 

related to Scandinavian countries, then it doesn’t make sense, then I mostly use SkyScanner.com 

and CheckFelix. 

Q: You mentioned that you buy SAS tickets on the website, have you ever tried on the app? 

   A: Usually when I look for flights, I want to compare different options and then it’s way easier to 

do it on a laptop, cause jumping back and forth in-between different apps or browsers, windows 

of your phone takes way too long, so I would usually check on my laptop. 
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Q: How do you find user interface of SAS website? Can you maybe suggest any improvements? 

   A: Actually when I type SAS sometimes I end up on different pages. It’s both by SAS but they 

look different, I think it’s German and Danish website and then I would end-up on a wrong 

website that doesn’t have this ticket price calendar. Otherwise I just put it in my Google browser, 

SAS, and it just appears. Then I log-in on SAS website first and check for the tickets. Suggestion 

wise, it would be nice if you log-in with your account data and it would already show you SAS 

Youth fares, not the regular ones, so would be nice if they removed this one additional step that 

you have to go through. But of course you also need to have an option to press for the regular 

tickets.  

Q: Were you aware about SAS Youth deal from the beginning? How did you get to know about 

it? 

   A: That’s a really good question, I’m pretty sure somebody told me because I didn’t know SAS 

before I came to live in Copenhagen, think I also never flew with them before that. 

Q: Returning back to the website, how was the payment process, di you find it easy, smooth, 

enough payment methods? 

   A: Yes, I’m pretty sure they have everything.  

Q: Did you ever get in contact with SAS Customer Care center in case you had some questions, 

maybe you tried to post something on Facebook or did everything seemed clear and extra 

information was never needed? 

   A: Not that I can think of. But maybe I should know to find out about my bonus points, to know 

how to use it.  

Q: Do you find the check-in procedures of SAS easy? Which way of check-in are you using? On 

the phone, app, self check-in machines in the airport?  

   A: Once I used these self check-in service, but usually I check-in on my phone even though I 

don’t have the app. It’s very easy, because SAS sends you an email notification about the check-in 

that you press on and you are checked-in, it connects with this Wallet app on the phone which is 

nice, but I don’t always notice this option on the screen, or maybe it doesn’t work. But I think with 

SAS it’s super easy to check-in and you have constantly your ticket and the QR code on the screen 

of your phone. It’s really easy, really smooth and works perfectly fine. Also the self service check-

in was super fast.  



 

 136 

Q: Why do you usually use the app rather than doing it in the airport? I it that you don’t want to 

bother yourself in the airport doing any procedures or you want to receive a better seat, or? 

   A: Usually this self check-in is not really crowded but I think the longer you wait the further you 

are sitting in the back, very least rows of the plane, so I try to get fast with my check-in as soon as 

I get the message and it’s super fast to do it. I always have my phone with me.  

Q: How satisfied are you with the boarding procedures of SAS? You can also compare it with the 

LCCs in case you feel a difference. 

   A: Usually boarding works fine as well and sometimes SAS was delayed but only about 

10minutes or maximum 20min. It rather depends on where you are going, because in 

Copenhagen going to Munich and Vienna with SAS the gates are rather far away, but in general I 

don’t really pay much attention to it. However, if you fly, also in Vienna, with Ryanair you feel like 

you walk to another country, it really feels like you are in Slovakia, because you walk and you walk 

and you walk and then on the floor you have these signs ‘now it’s only 10min more, 5min more’ 

and I’m pretty sure it’s way longer. And you walk these hallways down, they are not even localized 

in the airport anymore, they have like a separate airport already. In Vienna Ryanair is annoying, I’d 

rather fly with someone else.  

Q: Can you comment about SAS in-flight service – entertainment, fligh-attendants, their 

attentiveness, etc.? 

   A: I’m pretty sure it really doesn’t matter if it’s LCC or FSC, it only depends on the mood of the 

staff and actually mostly all of them are trained to be attentive and nice. There are some airlines 

that particularly look super ugly - Niki Air – they look hideous, they have like really ugly jeans, 

collar shirt, it doesn’t really look like a proper airline. Otherwise, I don’t care about entertainment 

on short distance flights, I really don’t and I can’t really feel a big difference, it’s just nice to get a 

snack even on 1,5hour flight which is never the case on SAS. Though it’s always a trade-off 

between prices and being bothered with small things.  

Q: Did you ever have bad experiences regarding baggage, cancelations, etc.? 

   A: Yes, it was with Condor Air. 

Q: What about SAS? 

   A: Can’t really think of any.  
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Q: Regarding overall evaluation of SAS, can you suggest any service improvements from your 

experience with other carriers? 

   A: Give me a snack and I’m happy, if it’s a sweet snack it’s even better.  

Q: However, if you think about SAS, which attributes do you think are not a necessity that you 

could potentially give away as a trade of for a lower price tickets? 

   A: I think their prices are competitive already. Right now I can’t really think of anything since I 

never had any benefits from SAS because I always book the cheapest options. 

Q: Do you follow SAS on any media channel, e.g. Facebook or any other social media page, or 

perhaps do you receive email advertising from them? 

   A: Maybe I do, but they might go straight to the spam folder. 

Q: Would you be interested to receive? What information would be interesting for you to receive 

from the airline? 

   A: Well, right now, not that much because I don’ live in Denmark anymore, so I don’t think they 

would have any information that interests me.  

Q: But if you think of any FSC that is in Austria? 

   A: Maybe if they have some specific offers for millennials or youth tickets or specific category, 

age group that I’m in, then it would be nice.  

Q: Which channels do you think would be the most effective for information spread? 

   A: Via influencers on social media I would be more aware of a brand as well. I think it worked 

better the way if they used somebody else rather than direct way, because in such case you feel 

that they are promoting the company and you never really pay attention to it then. You can get so 

many of these email advertisements, let’s say you follow every airline you ever flown with, then 

you spend the whole day deleting those emails and promotional campaigns.  

Q: To sum up your experience, what are the key words that you think would describe SAS the 

best? 

   A: Maybe it’s not summing up, but I remember that they have this journal on the plane, they 

were promoting it and I was reading it but I remember that it was really nicely made, looked really 

like they put a lot of effort and money in it and it was a lot about lifestyle, food, it was a lot about 

where they get their food from, that’s it regional products and resources. It was really nicely put 

together magazine with nice information. The magazine made me feel of using this airline little bit 
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more. I think it was a really nice way for the company to make aware of themselves because 

passengers have it in front on the plane and have otherwise nothing to do, I think that was cool. 

Now to sum up, SAS seems to me to be an airline which really tries to give their customers extra 

value and always tries to develop and find new ideas, new ways how to attract also young people. 

SAS is the only airline I know that offers Youth tickets which is great, I was super surprised when I 

first heard of it, that is awesome, only because of that I think it’s a great airline already.  

Q: Thank you Vivien so much! 

   A: You are welcome! 
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Interview 4: Thilde 

Question: Have you ever flown on a full service carrier? 

Answer: Yes. 

Q: What about Scandinavian Airlines in particular? 

   A: Yes. 

Q: How many times have you used SAS services? 

   A: Not sure, it was a few years ago because now I usually take Norwegian but I flown with 

Lufthansa this July.  

Q: Can you easily recognize or recall SAS logo and the colors? 

   A: Yes, it’s blue and silver and just SAS letters. 

Q: Can you in a few sentences describe SAS as a brand – its product and passengers choosing it? 

   A: I think it’s much better than Norwegian, I think they have better customer understanding 

and better services in general, you get food and drinks on a plane. With Norwegian you have to 

pay for it. 

Q: To be clear, with SAS you also have to for the food, unless you fly Plus or Business. 

   A: On Lufthansa you don’t. On SAS you get coffee and tea free of charge which is still 

something. It’s been a while but as I remember SAS has more control over queuing system [than 

Norwegian]. The typical SAS passengers could be described as business, passengers who have a 

bit more money to spend I guess. 

Q: In general do you consider nowadays FSCs to be delivering better service and experience 

than the low-cost airlines especially taking into account that the LCCs are trying to improve their 

services (e.g., Norwegian providing Wi-Fi on board, Ryanair starting to fly to primary airports)?  

   A: Well, for me I really don’t want to spend extra money for SAS because it seems practically 

the same if I take Norwegian or SAS. So I don’t think that it’s that much of a difference.  

Q: So reflecting on what you have said before, is it correct that you see price as the biggest flaw 

on the FSCs? 

   A: Yes.  

Q: When you first start thinking about traveling, which airlines first come to your mind? 

   A: Norwegian, for sure, that’s actually the only one.  
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Q: Do you find SAS packages (Youth, Go, Plus, Go Light) appealing to your needs and of a 

reasonable price? 

   A: For the most part yes, but sometimes even youth tickets are more expensive than standard 

Norwegian ticket.  

Q: But, for example, if you had a choice to choose any airline and price of a ticket wasn’t a matter 

to consider, would still choose to fly Norwegian or SAS according to the product that they have? 

   A: Well, for me it’s really the same product that you are getting and Norwegian has Wifi 

onboard.  

Q: For example now when you recently travelled with Lufthansa that is a FSC, did you think that 

it’s a better value? Or maybe you feel better while traveling on FSC, like being surrounded by 

different passenger segment? Which airlines would you like to associate yourself more in the 

future when you can already afford more? 

   A: To me, if it was Ryanair compared with SAS then I would say go for SAS.  

Q: However do you then think that service of SAS and Norwegian don’t have such a big 

difference? 

No, they don’t have.  

Q: Where do you usually purchase your flight tickets (maybe travel agents, website, mobile app)? 

   A: I do it always on the website and look on Momondo to see all the options.  

Q: Why is it that you are always using website and not, for example, the app? 

   A: Because I’m just used to it on my computer, it’s super easy there. And I never think about 

going to an app to buy a ticket, I think it’s weird to pay by the phone, it seems to me weird to buy 

things from the phone.  

Q: Is it somehow related to design that the app has? 

   A: No, I don’t think it’s that. It’s just a question of getting used to using the phone to pay.  

Q: How do you find the website of SAS, the quality of the website, was it easy to navigate 

through? Perhaps you can suggest any improvement? 

   A: I think it was super easy to use.  

Q: A few interview respondents have mentioned being confused about the choice of SAS 

websites, referencing sas.com, flysas.com sasgroup.com or sas.dk.  

   A: Oh, really? I always go on sas.dk., I didn’t have any problem with that.  
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Q: What do you think about SAS check-in procedures and options? Or if you don’t fly often on 

SAS, then about any FSC, do you check-in in the airport, on the website, on the app? 

   A: Oh yeah, I usually prefer to check-in when I’m in the airport, because usually I go with my 

brothers. We pay separately for our flights but then we want to choose seats that are together so 

we check-in at the same time in the airport. So I don’t really check-in online, though I did it with 

Lufthansa last time and it was super easy.  

Q: Do you check-in online and have your boarding pass on the phone then? 

   A: Yes and then I put it on this iphone travel wallet app.  

Q: If you can remember the whole airport experience when traveling on SAS – boarding, finding 

the gates, queuing, can you compare this experience with the LCCs?  

   A: Well, as I remember it was smooth, with no problems at all and queuing either, there 

weren’t any delays as well compared to for example Ryanair, with them I’m sure that I’m gonna 

stand in a queue for a really long time and there might be delays as well. [With SAS] it’s always 

that their employees are super nice. 

Q: Do these advantages of FSCs actually create some value for you when making overall 

evaluation? Did you ever get so frustrated with the service of the LCCs (like you mentioned 

waiting in the queue, being in the furthest terminal) that you actually didn’t want to fly on budget 

airlines anymore and rather get SAS Youth? 

   A: Yes, I think next time I will fly on SAS, I’m pretty sick of Ryanair, I do value extra services. We 

talk about how the trip went with my family all the time, and very in details. My dad is very 

interested to hear about any flaws [of any flight experience].  

Q: Can you recall any of the memorable flaw in your flying experience? 

   A: For instance, last time I flew with my friend and my dad, my dad went to the gate and was 

like ‘I don’t have my boarding pass anymore] and then the gate person explained that’s it alright, 

asked for the name and printed the boarding pass for him. It was actually on Norwegian.  

Q: What do you usually think about the in-flight service of the FSCs compared to low-cost airlines 

– the leg room, plane design, attentiveness of the cabin crew?  

   A: They are always a bit more smiley on FSCs and the planes are super clean, you know you’re 

gonna have nice seats, not like with Ryanair where it’s no space at all. On FSCs it’s spacious and 

nice.  
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Q: Can you from your own experience of flying on other carriers suggest any improvements to 

SAS service which would create better value for passengers like you? 

   A: Well, I wish they improved the price firstly, would be cool if they worked on a brand a bit 

more so you feel like you belong to a group when you book with that company. Plus, vegan 

options of food would be great.  

Q: You mentioned very interesting thing, branding, do you think brand development of SAS 

would somehow influence your purchasing decision? Or for example, if you were flying on an 

airline offering better overall product, would you be inclined to share some pictures on your social 

media channels to show your friends or followers the brands and values that you associate 

yourself with? 

   A: For sure, that’s why they should maybe put something on the planes, maybe some brand 

quotes on the back of the seats, so you would read them and take a picture with it.  

Q: Do you follow SAS on any social media channel? 

   A: No, I don’t follow them. 

Q: Do you follow any airline?  

   A: No, but I did post about them. 

Q: What kind of content would attract you to follow the airlines? 

   A: Maybe good deals, which is always good.  

Q: Which channels of receiving airline news you would find the most effective (not neceasrily 

social media)? 

   A: Maybe social media influencers posting about their travel experience would be interesting 

to see but email marketing is still pretty powerful tool for airlines. I mean, when I receive 

something from Norwegian or SAS, I do often look at it.  

Q: Do you find that it actually influences your purchasing frequency and behavior? 

   A: Yeah, it does. For example last time I was tempted to buy a ticket to Budapest because they 

emailed me with a good deal.  

Q: Do you find visual advertising more effective than content in text? 

   A: Visual content is more effective, but I feel that you don’t see much of it anymore. For 

example on television, there are no airline ads.  
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Q: Let’s go back to the in-flight experience slightly bit more. Did you ever get bad experience 

with flight attendants? 

   A: In general? Yes, once, because I’m a short girl and my 10kg baggage that I have to put in 

the upper locker. I asked the cabin crew if he can help and the guy, who was a pretty big buy, 

said ‘no, it’s not my job to carry your things, I will hurt my back’ whereas it’s pretty normal thing to 

sometimes help people. I’m pretty sure it was on Ryanair flight. Yes, it was on Ryanair.  

Q: Are you a member of any airline’s loyalty programme? 

   A: No. 

Q: Are you in general loyal to any company that you are maybe flying often. 

   A: Not really actually. I always find to be flying whatever carrier has the most affordable deal.  

Q: What kind of benefits of the loyalty programme would maybe attract you to stay loyal to one 

company? 

   A: If every 10th flight was free, you know, just like a coffee card.  

 


