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Case Study Week 6: Southwest Airlines
Since its establishment in 1971, Southwest Airlines have expanded its operations and is now operating from Dallas to almost all over the United States. The product and service model of Southwest is based on streamlining its operations to reduce the prices to satisfy its customers as well as enhance customer loyalty. The company also uses cost-effective approaches to reduce its costs of operations by purchasing fuel years in advance (Kotler & Keller, 2016).  
The target market or group for Southwest Airlines is very broad; it attracts people from different social classes. The airline is a brand that appeals to different groups of customers; for instance, young adults, middle-class families, businessmen, and women as well as those who are traveling short distances (Kotler & Keller, 2016). The fact that it appeals to different levels and groups of people, it means that Southwest Airlines does not have a specific target group of customers. 
Through its streamlining operational strategy, Southwest Airlines reduces its fares for customers to afford. This low pricing strategy is a differentiating factor for the airline. Southwest Airlines operates in almost every major city in the United States as it operates on short distances as well as long-distance routes. As mentioned in the case study, the low prices of Southwest Airline are one factor that has distinctively identified the airline in the market. According to Kotler and Keller (2016), throughout history, Southwest’s advertising has focused on “low fares, frequent flights, on-time arrivals, and top safety record” (p. 491). This means that the company has been using this low price strategy for many years. 
There are numerous risks that Southwest can experience in the future as it continues with this strategy. For instance, from the micro-environmental point of view, it is an easy strategy that can be copied by competitors who want to expand and gain a more competitive advantage in the market. Therefore, other companies can also start using the low fare model, change their schedules to involve long and short distances, as well change route structure to begin operating in almost every major city in the United States as Southwest Airlines does. However, from the macro-environmental point of view, another risk involves the rapid growth in the company. If the company grows and expands its base of operations and the customer base reduces, it could affect its revenue income. The company could record a significant amount of revenue as a result of the reduced customers. 
Despite the risks that this business model may pose to Southwest Airlines, I believe that it can still thrive as a low-cost airline through tough economic times because the market will always be there for the company. Since its establishment in 1971, Southwest Airlines have proven to customers that a company can lower its prices to make all groups of customers afford it and still make profits. For Southwest Airlines, customers are the main and important stakeholders who need to be concentrated on. Therefore, everything that they do as a company reflects the customers' desire and satisfaction.
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