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Segmentation Strategies
Segmentation is a process that is used in grouping the consumers of a particular service offered by a company or a business entity into homogenous groups with similarity in preferences or demands. As it is hard to satisfy all the consumers in a market with only a single marketing strategy, creating market segments is the foundation of developing and maintaining a reasonable rate of consumer satisfaction and the quality of service offered by a business entity to its customers. 

Consumers in the airline industry are mostly classified as high-end consumers’ middle consumers and low consumers. These types of customers in the airline industry have their demands and preferences in what they would like to have and ultimately term for satisfactory and high-quality service. They also have different zones of tolerance towards the airline industry services. It is therefore very advisable that an airline industry does have a market segmentation strategy for them to satisfy their consumers and ultimately be regarded as a company offering high-quality services. Having a single marketing strategy, however, Will not achieve the same. 

Segmentation of a market can be done about the macro-variables in a market such as geological and demographic factors cultural factors and macroeconomic factors micro-variables such as consumer values, service attributes, attribute evaluations, consumer preferences and consumers demands (Bruning, Hu, and Hao, 1520). The choice of segmentation strategy that an airline company chooses to implement is a very crucial factor in maintaining the high quality of services, supporting high rates of consumer satisfaction and ultimately customers’ retention and acquisition in their industry. 

Segmentation moderates the effects of service quality offered by an airline company and the rate of consumer satisfaction in their industry in that segmentation identifies the specific needs, demands and preferences for the target consumers of the services of an airline company, therefore, ensuring that the consumer satisfaction rate is maintained at its optimal level with constant monitoring of changes in the different identified target segments. 

It is therefore advisable that an airline company implements a segmentation strategy according to relative importance of its services attributes. This segmentation entails price-sensitive consumers, quality-seeking consumers, victuallers, convenience-oriented consumer and consumers affiliated to a country of an airline (Bruning, Hu, and Hao, 1502). Price sensitivity moderates service quality and customers satisfaction with the consideration that an airline company will employ competitive prices in the industry to target and satisfy consumers. High-end consumers will select high prices expecting higher quality, middle-class consumers will choose competitive estimates looking for a value of their money, and low-end consumers will prefer low rates over the quality of service (Gazzoli, Gabriel, Hancer, and Park, 59). 

Quality orientation sees to it that the high-end consumer is oblivious to the price, country of airline, victuallers and convenience offered by the carrier. The middle consumers are mostly averaged between quality and price sensitivity with the inclusion of state of airline and convenience provided. A class was seeking moderates service quality and consumer satisfaction in that the better the services offered, the more satisfied and loyal customer get to be. Convenience sees to it that consumers pursue the convenience of the services provided is it time, comfort, pocket friendliness or allowances of the airline company. The more convenient the services of an airline company, the more satisfying their consumers get. 

Panctuallers can be considered as consumers seeking time convenience over price, quality, and country of an airline. These consumers prefer availability of airline tickets on demand. Airline companies targeting panctuallers leave airline tickets open for the convenience of panctuallers thereby ensuring their services satisfy this segment. This is however done at the premium price to ensure maximum return on price insensitivity of paintballs. Country of airline provides long-term customers to an airline company who are mostly categorized in the different segments. A carrier that ensures satisfaction of all the other sections gets more satisfied country oriented consumers and therefore loyalty to their brand over other airlines from the same state. 
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