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CHAPTER ONE

INTRODUCTION

1.0 Research Background

Means of travelling have become an important aspect of everyday life (Gilbent &
Morris, 1995). People have been travelling to cities, countries, and continents since
the ancient time (Button, 2008}, The growing mnovation and technological
advancements have helped us reach a point where travelling has become highly
frequent and convenient (Amato, 2004; Bardi, Covle, & Novack, 2006; Tiernan,
Rhoades, & Waguespack, 2008), and for this, the credit goes to the airline industry.
According to Morrison and Winston (2¢10), the airline industry has expanded to
such a great extent that for many economies it is one of the biggest sectors regarding

contributions towards annual GDP.

The global air transport industry supports 63 million jobs worldwide and
contributes 32,7 trillion (3.5%) to global GDP (International Air Transport
Association, 2014). Advanced transportation is considered critical for promoting
trade and boosting human socialisation and economic growth (Browning, 2003).
The success of an airiine carrier in a highly competitive market relics on the
services it provides to custorners (Button, 2008), which ultimately defines how the
company maintains its overall brand (Chong, 2007}. The choice of airlines much
depends on customer preferences and perceptions of the brand image of a specific

brand (Button, 2008; Nel, 2014}, In this regard, a brand image emerges from brand
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4. Do you travel with MAS previously?

Yes No

5. If you do not have yet travelled with MAS, do you intend to travel in the future?

Yes No (why?)

Thank you
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