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Abstract

Price is one of the vital components of a marketimg which generate revenue for any business orgéon in
the world. It is identified that there is a sigo#it relationship between pricing strategies andngubehavior of
consumers. Pricing and non-price competition sfiatehelp stakeholders to achieve their short t@noh long
term coorporate objectives. Non price competititnategies have a different format of attraction taavel
passengers. The study focuses to examine the ingbabe non-price competition strategies whilsteséhg
IATA registered travel agents as the populationttef study. A considerable sample proportion wagrtak
(sample of 85 Travel agents) out of it (Sample prapn of 73%) to evaluate the results of the syrt@
examine whether there is an impact of pricing ama-pricing strategies of airline industry in promngttourism
in Sri Lanka.This paper focuses sensitivity of gas types of pricing strategies and non-price cditipe of
airline industry with special reference to inbouadrist promotion in Sri Lankan.

The study found that there is a strong relatignsind association between a limited numbers ofrgric
strategies such as Price Predatory, Price limitithich are being operated in the airline industrize Tstudy
further fund that some non-price strategies are akss a strong relationship and significant impactthe
tourism industry. The findings of the study woulelghto formulate new strategies and polices taettmore
inbound tourists to Sri Lanka.

Key Words : IATA Registered Travel Agents, Price competitiblon Price competition.
1.0 Introduction

Tourism is one of the world's oldest and fastestwmng industries. Tourism generate more revenuecssiione

of the major sources of income is foreign exchasamings. Reduce unemployment is another vitabfafctr
many developing countries. Tourism is the secongklst growing business area after information tekdgy in

the global economy. Tourism is vital to the welldge of many developing countries especially in Hub
content of Asia, It is because of the income geardray the consumption of goods and services biystisy the
taxes levied on businesses in the tourism induammg the opportunity for employment and economic
advancement by working in the industry.

With reference to the annual report World Tourismg&ization (WTO) 2015,Travel and Tourism generated
US$7.6 trillion (10% of global GDP) and 277 milligmbs (1 in 11 jobs) for the global economy in 20R4cent
years (2010 to 2015) have shown Travel and Touflisade growing at a faster rate than the other fogmit
sectors such as automotive, financial serviceshasdth care.

1 Visiting Lecturer, Management and Science Univgrsilalaysia
2 Tourism Researcher, Senior Lecturer and Coordirdthtaster of Tourism Economics and Hotel Managetim@apartment
of Economics, University of Colombo.
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Table : 01 — Global Growth in Tourism Industry

. 2013 | 2014 | 2015 % Change
Reglen i : | 13120| an3 | 1504
Africa 547 56.0 53.0 4.4 03 -3.3
Americas 163.1 180.6 | 191.0 3.1 84 4.9
Asia & Pacific 2498 | 263. 277.0 6.9 5.8 4.8
Europe 566.3 | 388.4 | alQd 4.8 24 5.0
Middle East 4837 50.3 54.0 -1.9 6.7 31
World L,O87 | 1,138 | 1,184 4.6 4.2 4.4
Source — World Tourism Organization Annual report - 2014
11 An overview of Travel and Tourism Industry in Sri Lanka.

With reference to the geographical position of doeintry, Sri Lanka has attracted foreign visitomsnt the
ancient times. There are many books restate thata®ka has a long history in the tourism and hiadipy
management. Specially, British administrators hlagen written many books based on the differentcsps
tourism and cultural values of the Island. Sri Lamk situated in a primary and strategically imanttlocation
in the world air and sea lanes to attract manyistaiaround the world.

Sri Lanka has had much turbulence in tourism tiadine past few decades with long standing civil wad
shown a positive sign after eradicating domestiotesm and the ethnic conflict in 2009.

According to the report of “Sri Lankan tourism Imstity” Anjanaand Jayakodi ,(2011) highlights thait lSmka
witnessed a strong upsurge in tourism after theaérile civil war in 2009. Tourism, which forms @66of the
total GDP of the country, was one of the fastestving sectors in the economy, growing by39.8% ia®@06ver
20009.

According to the annual report of central bank 20tLfurther emphasis the following economic aspeifttravel
and tourist industry in Sri Lanka,

e The Tourist arrivals recorded 1.798 million, almashieving the revised target of 1.8 million artévaet for
the year.

e The highest growth of 67.6 percent to 214,783 ofith arrivals was recorded from China, followedidmth
Netherlands and Denmark, recording a growth of &r3cent, to 32,742 and 15,203 arrivals, respelgtiv

e The foreign exchange earnings increased by 27.72gue from Rs. 317,479 million (US $2,431.1 mitijo
in 2014 to Rs. 405,492 million (US $ 2,980.6 mitljan 2015.

» Foreign Exchange (FE) Receipts per tourist perrdegrded an increase of US $ 3.3, from US$160.8 to
US$ 164.1 in 2015.

The report further highlights a positive economentl. Similarly according to the annual statistiegdort of Sri

Lanka Tourism Development Authority 2015, reitesatteat,

e Sri Lanka Tourism has surged to a new high recbédd#98,380 arrivals in 2015, transcending all tinigh
hits in the history which is an increase of 17.8pat over the records of 2014 (as per the figdde 0
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Figure : 01

Tourist Arrivals Growth Change - 2002 to 2015
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Source : Srilanka Tourism Development Authoritynmyal Report 2015.

. Due to the rise of the arrivals, tourism was ableggrade its rank to the third level as thelargestce of
Foreign Exchange Earner of the national econon®0itb. Those that rankedabove tourism were Foreign
Remittances Rs.948.95 billion, Textiles and Gars&s.654.79 billion. The portion of tourism’s
contribution to total Foreign exchange earning80t5 amounted t012.4% .

. The average spending by a tourist per day incre@se® dollars 164.1 in 2015, from US dollars 1608.8
2014.

. The foreign exchange earnings increased by 27.72gue from Rs. 317,479 million (US $2,431.1
million) in 2014 to Rs. 405,492 million (US $ 2,980million) in 2015.

. Foreign Exchange (FE) Receipts per tourist perrdagrded an increase of US $ 3.3, from US$160.8 to
US$ 164.1 in 2015.

. Asia emerged as the main source of Tourism to &nkh in year 2015 accounting 45.7 percent of the
total share. Western Europe was the second sofitoarssm with a share of 30.7 percent.

. The average period of stay of a tourist was reabedel0.1 days in 2015.

. As previous years, India emerged as the leadindymer of tourism to Sri Lanka amounting 316,247
arrivals, accounting for 17.6 percent of the tataffic. China progressed to second place withpédra
growth in tourist arrivals while UK moved down tf Bosition in 2015 fromthe second place in 2014 (as
per the figure 02).

Tourist arrivals by top ten markets 2014 and 2015
(According to the country of residence)

Figure : 02
— 5. 0O
3 U (__? o % = U
= = S
o K S P LB K
S -
i )
o7
M~ ™
oi @
¥y ‘T -
’ 0
- - oud g
s =i
“é D 0D ‘I‘
¥ - el -
: ¥ = I ° 8
=< == T X L)
b= — %" o o o y = o
Wy . - Tl m W ~— ~,
L. m T 2 Mm@ o =~ ©0 - X m
& 2 5 = W T G e
= - W ' o Ty — @
é © 2 D D - = od W)
= m O o o W
o <
IJ_i_i_
2014 2015

Source :Srilanka Tourism Development Authority il Report 2015.
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* In 2015, there is 4% growth regional airlines inbdyassenger traffic in comparison to 2014. It was
recorded 92% passengers have been used by theaktfiights and 96% in 2015 (as per the figure 02).
Therefore inter regional flights have a significamie in developing passengers in to Colombo. Atte&o
records indicated 66.6% inbound passengers ategishe country for the purpose of pleasure and to
spend the holiday. (As per the figure 03.)

Tourist arrival by type of carrier 2014 and 2015
Figure : 03

02% 2015

B Inter-Repional Flights
B Intra-Re gional Flights
# Chamter Flights

B Sea Camier

Source :Srilanka Tourism Development Authority +Wal Report 2015.

1.2 An overview of pricing strategies and non-price competition in global airline industry.

Price is one of the vital components of a marketmig of any company. Price always generates revémuthe
company. Pricing decisions impact the consumeridngudecisions as customers are very much on alert
terms of price changes of the rivals. Pricing sgas of large firms are somewhat different fronabmedium
scale industries as time to time large scale anldimational companies change their strategies @eoto grab
the customers and increased the market share Bgrimepting some unethical marketing strategies.

Decades ago, when the world aviation industry wareglulated, price in those markets then were cersid
homogeneous which meant that all ticket pricestf@ same route were assumed to have the same price.
However, ticket prices became highly diverse ongimgn route as many airlines had different pricstrgitegies
anticipating implications that were very differeattheir competitors.

Airline pricing strategies is quite hard on theustty. Usually many pricing strategies are beiragpcally used

in the airline industry.

One of the most obvious effects of the liberalimatof the airline industry has been the decreasdriares due
to increased competition Goetz and Vowels, 00@). In this regard, the relationship betweenaa@$ and
competition has received a great deal of atterdioair transportation industry.

A more genuine approach is in terms of the airlmdustry presuming the passenger is willing to faythe
ticket or not at the aimed price. It is quite certachen ticket prices are requested. Gallego anzirR{1994)
employ the intensity control theory,(controllingetldemand intensity through price changes) to obstrat
dynamic pricing suits in an imperfect competitiotuation. Feng and Xiao,(2000) emphasize that phidlem
for the perspective of switching a pre-determinedd set of prices at a calculated time leveragesemaining
time and stock.

Feng and Xiao,(2000) extend the theory to revezsibice changes rather than dynamically changimgegrto
maximize revenue some authors suggest that a efitfdevel should be maintained for customers whe ar
willing to pay high. Seasonal pricing is a tool foharging higher prices at times of bigger demarmw
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capacity constraints cause high marginal coststhén aviation industry, changes in capacity utilzatin
different days or different flights generate diéfaces in the seat cost on flights.

During the peak period, most of the aircraft ar¢hi@ air and expected shadow costs of capacitybsilhigher
Borenstein and Rose,(1994). Due to capacity canssrduring periods with increased demand, if mdrlivants
to increase revenue it must shift some demand fnagh demanded flights to flights with low demanarF
instance, implementation of advance purchase rakebe a strategy for maximizing revenue for aitliwaich
has to face capacity constraints in periods witthikdemand. Carrier should predict carefully thekps@asons
and offer discounted tickets for flights out ofdlgeriod. Some of the practical pricing strategied non-price
competition in the airline industry are as follows,

1.3 Non Price competition

In the non-price competition of airline industryamly focus on marketing methods, according toviesvs of
McConnell, B.(2002). Says, non-price competitioraimarketing strategy "in which airlines try totdiguish
its product or service fromcompeting productsonlifeis of attributes furthermore airlines launctiveatising,
launch massive promotions, offer premium promotibondle pricing methods which means airlines offer
additional benefits with the booking of the ticlsetch as offering window seat, providing liqueur. élot only
that, providing online booking, allow extra weigtat carry baggage’s, inflight entertainments, fiiaing,
comfortable seats, special attention to the patienhandicap passengers, baggage check out seasgding
internet, email facilities and providing direciftits could be more competitive advantage when cangp#o the
other competitive carriers. On the other handraéditend to promote loyalty schemes to attracttistomers.
For an example British airways (BA) launch a loygirogramme British airways executive cluf which
provides the service to its customers such asifyrion waitlists, Access to business class loungeyrity
boarding, extra baggage allowance, Fast trackatribg lanes, Access to first class priority chéekaccess to
first class lounges and many more.

Whereas Cathay Pacific airways (CX) promotes maelagalty programme known dMarco Polo Club “ to
identify frequent customers and provide a betterise and various benefits for them. One of the bé$ines in
the world is Singapore airlines. Singapore air[88) also promote loyalty programme known“&sis Flyer”
to attract the customers and identify the freqdiglets and provide a better service than an ad figer.

Sri Lankan airline (UL) also promotesly Smile” loyalty Programme to attract the customer by jmtimg
fringe benefits somewhat similar to British airwaykence many airlines trying to diversify theirémational
routes with different non-price competitions torg#ie market share to maximize the revenue. Langchon-
price competition is a purely a marketing strat&pg. psychological impact on these strategies affect
customersselections, where they tend to purchase anattract more passengers towards to the desifyimge
benefits programmes by many airlines in the woflderefore it is much important to identify whethbere is
sensitivity on pricing strategies and non-price petition in airline industry to promote inbound tists in Sri
Lanka.

Measuring the impact of the sensitivity of stragsgwill lead to identify the pros and cons of théustry, as Sri
Lankan economy is heavily depend on tourism ingusis thousands of employees are deployed in thestry

and lots of indirect benefits have been generatedna the corner. Moreover Sri Lanka is known as ohthe
best tourist attraction island in the world becaiidgas some divergent features which no other tguwould

compete with them.

2.0 Research Model

Research model or in other words, the conceptumhdmwork is the researcher understands of how the
particular independent variables are connecting thié dependent variables in study.

Thus, the clear understanding of independent viesabnd dependent variables are much more impoirant
terms of measuring the sensitivity of pricing arh pricing strategies. Following figure further ledaates the
conceptual frame work of this study.

Identifying the significance of the sensitivity pficing and non pricing strategies, companies bl able to
determine their revenue fraction and their profagortion. Hence the researcher identified growitbates and
its trend, forecast of sales and  growth of industs dependant variables based on a well strutture
guestionnaire based on a likert scale method bngcdown from 5 to 1 and from strongly agree tmsygly
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disagree. On the other hand researcher identifiexing strategies such as price predatory, price, Wwece
limiting, congestion price, coupon price and netwprice and etc. as independent variables alisan€iial
factors. Not only that non pricing strategies swsh loyalty programs, advertising promotions etc,tlees
independent variable alias non financial factorsrieasure the sensitivity of each strategy to deterrtheir
impact to the institutions or to the industry. Fig@5 further illustrate the clear path and thammgements of the
dependant and independent variables to measucaithat.

Figure : 04

Independent Variable
Pricing Strategies

Predatory pricing
Price wat

Price Limitirsg Pependent Variahle
Congestion Price :
Coupon Price Ciroweh of the '1...||L'-| Output
Onp sk Pins Satles growth in petiodically .
' Creovovth of sales forecasted Selsibvily ol pricig
Son Price Competition Crrowvth of sales \-\..1,';'-11|.|'l\_'l||.|11l. and g g pirmlegies
Lovalty Progrms Cirowth in request Tor quotations ol airline industry
Advertising Ao kntle Cirowth i industry
Potential growth mn industry
Psyehalogical Pricing =
Premjum Pricing
Price Discrimination
Codéshare & Dhnect Mighi
Budger Carniers

2.1 Sampling Method

There are many sampling methods that may be uilize quantitative and qualitative studies making
important to select the most appropriate methoghure statistical accuracy and validity Pedhaz&e&lhazur
Schmelkin,(1991).

Theconcern population is selected for the studyedam travel agents who registered in Sri Lankaunrisb
board. Currently there are 805 registered travediggnts. The exact study population was selecte8Giutravel
agents who have registered and obtained the liceh&aternational Air Transportation AssociatiorATIA).
Which will be further condensed to 117 travel ageit this particular research,Out of the entireuydation of
117 travel agents, a proportion of 73% taken sanaple which is 85 travel agents. The size oktdraple was
taken according to the standard sampling table lwitligstrates the confidence level as 1.96 and masfjerror
as 5 percent.

Selecting a sample of 85 out of 117 travel agensimewhat close to a census study because dgdthered
from majority of the members of the populationt whs segregated in to two main sub groups to #esdata
collection. The first subgroup is the travel agemt® locate within the extent of the city of Coloonb1 to 05
and rest is considered as the second sub group. Wss collected through a well-structured questdiento

represent the above conceptual frame work. Eaakegly was tested with the dependant variable tsuoneahe
significance of it. For example questions like “Biolines often undercut price of the ticket andaiidines sell

tickets at a price below its market rate” are methet airline could set the price below the levelwdfere

marginal revenue is equal to marginal cost aligsstinategy of price predatory. According to theponses of
the selected travel agents it is pretty much easyntlerstand whether the strategy has made aisagtiimpact
on the sales of the company or has made any irduenthe entire industry.

Data was gathered using direct interview methodayépy some trained research assistants. The mekbgyl

of the study is ensured that the collected dataliable and the data analysis is coherent andgrtbet study
objective of to evaluate the sensitivity of pricistgategies.

The results from the survey of pricing strategiesl aon-price competition of airline industry togethwith
demographic information provided by the respondemportant facts were taken to analyze the impct
various  pricing and non-pricing strategies thate been implemented by the number of airlinakénworld.
The conceptual relationship frame work of this gtids been discussed in relation to the succetizecfales
growth of each travel agent, industry growth anel glotential growth of the industry. This study Ipassented
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the methodology which includes the background & thsearch design, sampling method, data collection
method, data analysis and the limitations of tlseaech.

Despite the major benefits to aforesaid segregsgetors, there are limitations of this study. Tétisdy was
aimed to examine the sensitivity of pricing and 4poite competition strategies of airline industrithaspecial
reference to the inbound tourist promotion in Sainka. The implied limitation is to condense thedgttio
inbound tourist whereas there are many aspectaiism industry.

The first and foremost is that the selected sizthefsample is confined to 85travel agents aregbeimsidered
out of the 117 IATA registered travelling agent® population consists only 117 numbers, selectisgmple of
85 would be inadequate, thus collected data maybaateflect the entire industry vision, therefaitegre are
chances that the study may be inaccurate, corgifstise information based on the respondent op#nion

The study also excludes some of the major elemsuat$) as; views of inbound tourists, views of gahpublic
followed by one of the major factors is views frainlines as well. This study only focuses on thieound
tourist industry of Sri Lanka, therefore study doex focus on the airline strategies, individual utes,
International and domestic carriers and publict tha effects to them due to use of these prigind non-
pricing strategies used up by the airline industrpromoting tourism. So, this study is limitedg¢ome crucial
points which are to be discussed.

The sample used by this study is a non-probalsliyple and the proportion is selected as a purpasinple.
Sample proportion is assumed as 73% from the ptipalavhich may not reflect the majority of the poofion
of the population.

2.2 Effects of pricing strategies of airlines.

It is important to examine the effects of finandedtors (pricing strategies) to observe whetherehs an effect
on sales. Researcher use regression model to me#saireffect on it. In statistical modeling, regiea
analysis is a statistical process for estimatirggrédationships among variables. It includes maahniques for
modeling and analyzing several variables, suchaselationship between a dependent variable aadbomore
with independent variables.

Table 02: Model Summary — Anova Table

Adjusted R Std. Error of the
Model R R Square Square Estimate Durbin-Watson

1 861 742 719 .32824 2.183

Source : Survey Data

With reference to the above table -02, in the regjom model summary, the multiple correlation valRé/alue)
is 0.861. That means above mention financial fac{@ricing strategies) such as Price predatorgePWar,
Price Limiting, and congestion price etc., areragip affected to the dependent variables (Salef)@btudy. In
a nut and shell these airline pricing strategieshaghly effect on Sri Lankan tourism industry whaomoting
inbound tourists in Sri Lanka.

Furthermore, the Rvalue was illustrated as 0.742 in the above tablés means 74.2% of financial factors
(various types of pricing strategies) are coverethis model. Therefore the above regression misdeicely
fited as the Rvalue is more than 0.6, Adjusted\Rlue is 0.719.further, it could be explained imjamction
with beta value. Betap] works only when the R2? is between 0.8 to 01. Téighifies the coefficient of
correlation between the pricing strategies andstties are much strong, therefore it is anothertéaptove that
this model is nicely fitted and there is a stroffga on various pricing strategies with the sales.
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Table 03: Model summary pricing strategies

Adjusted R Std. Error of the
Model R R Square Square Estimate Durbin-Watson
1 861 742 719 .32824 2.189

Source : Survey Data

Also with reference to the Dubbin-Watson value le ttable: 03 (Model summary), Durbin-Watson value
recorded as 2.183 in the financial factors. (Pgdatrategies) That means there is no serial coivalaroblem in
this study.

Serial correlation problem is, the relationshipweEtn a given variable and itself over various tintervals.
Durbin-Watson value must be in 1.5 - 2.5.That mehare is no contradiction of correlation amongheaicor
term of the selected variables. Therefore the aoyuof the predicted values is extremely high.

Table 04: Anova Table

Model Sum of Squares df Mean Square F Sig.

1 Regression 23.87( 7 3.414 31.65( .0009
Residual 8.294 77 108
Total 32.164 84

Source : Survey Data

With reference to the table: 04, as per the givaluas in the ANOVA table, it is pretty much clebat the
ANOVA table is significant as the value detonatestie table is 0.00. The output of the ANOVA aniys
determine whether there is statistically significdifference between the pricing strategies anessal

The significance value is 0.00 (i.e.7 0.00), which is below 0.05. Therefore this nddgointly significant. It

is further underscored that this model is exatlend the chosen variables are nicely match wighdependent
variables. Consequently it is required to examieeindividual effect of the variable. With refereno the table
04, the strategy of price predatory and price limitare significant. Thus the individual pricingategies are
positively affected to the sales. In brief , aklipricing strategies are affecting strongly to potertourism in Sri
Lanka. Thus the governing body of tourism needsntdl over about these strategies as they are sdimuc
important to drag the tourists in to Sri Lanka.

Table 05: Coefficientof financial factors (Priciaffategies)

Unstandardized Standardized Collinearity
Coefficients Coefficients Statistics
Model B Std. Error Beta Sig. |Tolerancqd VIF
1(Constant) .857 563 134
Predatory 471 112 452 .000 290 3.457
War 275 124 219 .030 343 2.914
One way price -.112 .082 -.096 175 .681 1.464
Network price -.176 .106 -.112 .100 741 1.349
Limiting price .329 .097 .264 .001 547 1.827
Congestion price -.102 135 -.05] 452 744 1.34(
Coupon price .059 .055 .070Q .292 .76Q 1.31%

Source : Survey data
According to the table :05, the VIF value is lekart 10 of each pricing strategy. VIF value mearejance

inflation factors YIF) measure how much the variance of the estimatgibssion coefficients are inflated as
compared to when the predictor variables are neslily related. VIF use to describe how much malitiearity
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is exists in a regression analysisAs well as thkeraoce rate is more than 0.1 of each of the
strategy.A tolerance interval rate is statisticaktval limits, within which, with some confidendevel, a
specified proportion of a sampled population falence the researcher has taken the level of camd&l as
95% with a sample proportion of 73% is justifiemthce there is no multicolinearity problem in thisdel.

Figure :05 Scatter Plot Diagram
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According the above scatter diagram, (figure Ogure illustrates the standardized residual valupsnat
standardized predicted values. By observing tlwealfigure, it identifies that the above residuais not in the
systematic pattern. Therefore, no Heteroscedasticiblem generated in this model. Heteroscedasticeans,
the circumstance in which the variability of a adlie is unequal across the range of values of anslecariable
that predicts it.

Thus the variation of the residual is constant iargl identified that the model is homoscedastiberefore this
model is exceptional and nicely suited with theialales in this study. Based on the values of ta@dl¢Financial
factors)p value constant variable is 0.852 whereas pricdagiogyp value is 0.471 and price war is 0.275 those
are statistically significant. Using the unstandzed coefficient following regression model candomstructed.

y=a+ Bx; + &

Sales =ap+ B, Predatory + B, War + BsLimiting + ................. + g
Accordingly, the values of each pricing strateguldde substituted as follows.
Sales = 0.852+ 0.4Hredatory + 0.275 War + 0.329 Limiting + ........... 1

According to the above regression model sales veland its trend will be able to forecast and algbbe able
to identify the significance of each strategy otver dependant variable.

2.3 Identify the outcome of the study and challeges of the current aviation industry in promoting
tourism in Sri Lanka.

The travel and tourism industry in Sri Lanka waenidfied as a thrust industry capable of creatiagid
economic growth. The@ation industry plays a central role in supportitggrism. In quantitative terms, a
remarkable achievement has accomplished by thesindbut in qualitative terms a lot remains as lgmges
and expectations to grow the industry.
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The study has addressed a lot of avenues in temcltourism industry. With reference to the findirgf the
results, it further clarify that there are some ligmmes still exists in the industry, following pts briefly
elaborate the current challenges of the industry.

e The study was able to find that the pricing stree@f airline industry have a signification redetship and
it has a strong association with the strategiesdaed by the airline. Thus, Price predatory, Pweae and
price limit has a positive affect and strong relaship with the sales. That means many of otheimgr
strategies such as One-way price have not affentezh to increase the sales of the travel agents.

Therefore it seems that there are fewer competitaamong the airlines in generating volumes to &rika.
This is absolutely miserable for the future of imgustry.

« Many of the non-pricing strategies of airline inttyhave not strongly effected to grow the salethef
travel agents. The study found that airlines dodfifr rebates and premium promotions. Study fatinad
there is a negative correlation with these twotstyias.

It indirectly says that airlines do not focus oromotions in terms of promoting tourism in Sri Lanka
Airlines may have taken the existing volumes withoonsidering new promotions.

e Study further found that majority of the respondesnjree with that the statutory bodies need toampht
the free sky policy. Simple meaning of this is,edgration of airline industry is highly requiredgoomote
competitiveness among airlines. Opening up aikketar(allowing airlines to start services withoatimg
to go through lengthy government-to-government tiagons for every new route the airlines)

» Study found that high degree of price discriminationong airlines when it comes to decide the airddr
the route.Major airlines such as Emirates, Catlayfic, Sri Lankan, Etihad Airways are dominatimg t
market and controlling the monopoly status in thekat. Governing body should not encourage to
developa collation or flying route monopoly assihiarmful for the industry.

»  Study also found that many of the respondents agreperate direct flights to Sri Lanka. Which theye
identified it as an important factor. Some of thaimroutes still are on code share and transihtiig
operation, the prime example is from Los Angele€adombo and from New York to Colombo.

e Study further found that majority of the respondesngrees with that the statutory bodies need téeimgnt
the free sky policy.

Simple meaning of this is, deregulation of airlinelustry is highly required to promote competitiess
among airlines. Opening up air markets invite imdional airlines to create a business transittpufiksia.

e Study found that high degree of price discriminatanong airlines when it comes to decide the airfdr
the route.Major airlines such as Emirates, Catteajfic, Sri Lankan, Etihad airways are dominatihg t
market and controlling a monopoly status of thekaaSome special routes such as Dubai to Colombo,
Hong Kong to Colombo etc. Relevant Bodies shouldemaourage developing collation or routes monopoly
as it is harmful for the industry.

* Study also found that many of the respondents agreperate direct flights to Sri Lanka, Which theye
identified it as an important factor. Some of thaimroutes still are on code share and in tralights
operation, the prime example is from Los Angele€dadombo and from New York to Colombo. USA is
considered one of the highest revenue generaturgste markets in Sri Lanka. Hence it is still rémas a
challenge to operate a direct flight to USA. Gowegrbodies needs to take steps to operate diigbtsl
those economically identified destinations.
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« Study also found that there is a negative coraiadind insignificant association in terms of budggtiers.
Budget carriers have played a pivotal role in dagyassengers among the world. Sri Lanka generates
inbound traffic mainly from India, China and Unit&thgdom.

It is a debatable question that how many budgeterarare operating from the aforesaid destinatittnis
very few and not even 05 airlines are operatingnfithese destination. Thus it is wide open to create
policy to allow more budget carriers to enter irsStd Lanka.

3.0 Conclusion

It is required to fulfill the objectives of the &&holders. Companies are geared up to delivergossible results
to retain the stakeholders within the company.iRgi@and non-pricing strategies are the tools of im&ing
their objectives as when revenue goes up compaeyt@beach a considerable range of profits.

In accordance with the objectives of the study,ithpact on the pricing and non-price competitionagfine
industries and possible side contributions wereceptually identified at the initial stage of thisidy, this study
uses a qualitative study to gain a better insigitfthe respondents.

There was a significant consensus among priciragegies, on price competitions, positively addrégse the
sales revenue of IATA registered travel agents iaigl accepted that the strategies not only haeated an
impact on individual sales but they had an impacthe entire tourism industry as well.

Hence airline pricing and non-price competitioraisnuch wider concept which any government or coerget
authority needs to mull over as they play a pivodé in promoting passengers to the attractiveimztson like
Sri Lanka.
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