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customer's loyalty
“Comparison survey study between Saudi Arabian Airines & Low Cost Carriers “

Abstract

This study is to address the issue of non-tradilic@ompetition between airlines, which
recently has

become a reality in the Arab world, marked by th&yeof low-cost carriers (LCCs) as a new
competitors to the traditional airlines. The stuugs aimed to identify the degree of the
influence of the factors related to building a tbempany image on the loyalty of the
customers of the Saudi Arabian Airlines, it hasoadémed to determine the dimensions of
loyalty and its importance to the Saudi ArabianliAegs, to characterize the relationship
between the level of such an image and that ottiséomer loyalty to deal with the company
and finally to get knowledge about the impact ofvloost carriers on the role of Saudi
Arabian Airlines to maintain its customers.

The sample presented in the study was the passeogehe Saudi Arabian Airlines as well as
passengers travelling on LCCs. A simple random $antipe subject of the study, was selected
from travelers on Saudi Arabian Airlines and twdests Airlines, both “Nas” and “Sama”
Airlines. Questionnaires were distributed to pagses departing via King Abdul Aziz
International Airport in Jeddah, King Khalid Intational Airport Riyadh — Kingdom of Saudi
Arabia as well as Damascus International AirpadByrian Arab Repubilic.

In this study we relied on the descriptive anabftiapproach to explore the subject relevant
aspects on the basis of the characterization of pimenomenon and the quality of the
relationship among variables. Information was aredlyand interpreted using the statistical
program “SPSS”.

The study has concluded a number of important rfiggliimainly:

- The results of differential analysis between theee¢hcompanies concerning the
passenger’s views of the price showed that theyepexl low prices. Therefore,
“Sama” was the best in terms of the price, the bEme second and Saudi Arabian
Airlines came last, that may threat Saudi Arabiaries in the future and at the same
time reflects the negative impact of price on thgalty of Saudi Arabian Airlines’
customers.

- Through the results of differential analysis ofe three companies on terms of service
quality, it was found that the travelers believedttthe services provided by Saudi
Arabian Airlines and Nas Airlines were nearly ttean® and were better than those of
Sama Airways, which reflects the positive impactsefvice on the loyalty of Saudi
Airlines’ customers.

- The differential analysis on the views of travelab®ut the three companies in terms of
the accurate dates of taking off showed that Nakna&s came first, the Saudi Arabian
Airlines and finally, Sama came last. This showsoaitive impact of the accuracy of
the dates off on the loyalty of customers of Sardibian Airlines without ignoring the
strong competition by Nas Air.

- It has been shown through study and analysis tiealiotv cost airlines currently has no
impact on the loyalty of the customers of Saudibfaa Airlines, without ignoring the
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presence of some indications that refer to someathrto the Saudi Airlines in the
future based on the results of differentiation gsial

With reference to the results of the analysis @edentiation between the three carriers
in terms of loyalty, it has been clear that thexaistrong loyalty among the current
customers of the Saudi Arabian Airlines.

Although the Saudi Arabian Airlines is the onlyeothat presents additional free
services on the plane such as meals, juices, npesgampared to Nas and Sama
Airlines, but it has turned out that the trendsmafst passengers through answering the
questions indicated their support to those servomespared with proper ticket price
that makes from the price index the most sensgne

The study concluded a number of important recomraioals
To reconsider the current prices through using owentional pricing policy.

Not to ignore the activity of low cost airlines atalbe recognized as non conventional
competitors.

To strengthen the loyalty of current customershi $audi Airlines, to keep them and
to target prospective customers as well througivatatg the loyalty program “knight
program”.

To benefit from the strengths and weaknesses sibgwhe study on the three airlines,
through addressing the weaknesses of the Saudndiand supporting the strengths
through the preparation of strategies to addresgtplications of competition.

Foundation of an airline subsidiary to Saudi Aeknbased on the concept of low cost
airlines to play these roles:

1- To compete the current regional low cost airlines

2- To polarize the customers who went to the curr@ntdost airlines

3- To face the increasing demand on some internainddisins in KSA at the lowest
operation cost.

4- To Achieve integration with the mother company “@adirlines” through the
development of transit traffic the arising compa&wojlects passenger from regional
stations” short-term trips” and transports thenthi® main airports in the Kingdom
of Saudi Arabia, and then the mother company “S#udines” carriers them to
destination station “long term trips,” which wilelreflected positively on the Saudi
Airlines to enter new markets.
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