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Homework #1 Southwest Airline Case Study


Based upon the case study, Southwest Airlines appears to be at the end of its existing market strategy, and if growth is to continue for the company on a course to compete directly with the larger major airlines.  In addition, the airline’s current market is now the target of newer lower cost niche market entrants.   


The airline’s arena is growing from a smaller point-to-point airline to a larger point-to-point AND hub-spoke airline with nationwide long haul routes.  Analysis is lacking on how effective further growth in coverage in the national arena will benefit the company.   

In the short term, Southwest can maintain its current low fare strategy and continue to investigate and expand into newer, non-ideal weather, point-to-point routes such as Islip, NY.  While it may lose its reputation for on-time delivery performance in these markets, it can continue to develop its presence and reputation for low cost, and quality service.  In the long term as Southwest enters into the hub-spoke and long haul market, the major airlines are going to match ticket pricing resulting in a lose of its key advantage of low-priced fares.  In order for Southwest to stay competitive, it will have to rely on and foster its other key discriminators (e.g. convenience, customer service and/or technology).   

Arenas


Nationwide and International 


Point-to-Point AND Hub-Spoke 


Low Fare Airline Service Provider


Cost sensitive Consumers





Staging


Slow and methodic


Continue to investigate point-to-point growth opportunities 


Test and establish the hub-spoke approach with Nashville Hub


Develop an international routes last	





Vehicles


Employee engagement/satisfaction


Leadership shift


Investment in technology for reduced resource/asset management


Focus on efficiency


Lease new aircraft


Develop international alliance





Differentiators


On-time reliability and safety record


Convenience- Secondary metro-airports


Redefined “quality service” as customer attention and on-time delivery, not amenities.


People, culture, attitude as the assets


Reputation as an established airline





Economic Logic


Short term:  Low costs through 


Long Term: Premium prices due to unmatched service (customer) and locations (secondary airports)











