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Abstract 
 

Background 

This research focuses on brand avoidance in the airline industry because, although there is much 

research into how an airline brand can build brand loyalty amongst consumers, there is a 

knowledge gap about what leads to brand avoidance in this industry. Because Generation Y is 

a group who uses airline service frequently and has great purchasing power, this research will 

examine brand avoidance in the airline industry amongst this generation. 

Purpose 

The purpose of this study is to explore brand avoidance in the airline industry and locate the 

specific motivators of a non-purchase decision for medium-haul flights amongst Generation Y. 

There can be identified five reasons for brand avoidance: experiential avoidance, moral 

avoidance, identity avoidance, deficit-value avoidance, and communication avoidance. These 

motivators were mainly used to find general reasons that lead to brand avoidance. The purpose 

of this research is to investigate brand avoidance in a specific industry – the airline industry – 

amongst generation Y to close the knowledge gap and achieve a better understanding of what 

leads to brand avoidance. 

Method            

The method of this research is an exploratory method, using a qualitative and abductive 

approach. Focus groups and follow-up interviews were used to collect data, with the goal of 

assessing motivating factors in the focus groups and then exploring more in-depth with the 

information gained during interviews. 

Conclusion            

The findings of this research show that brand avoidance is a common phenomenon in the airline 

industry amongst users. This thesis concludes by presenting the motivators and drivers of brand 

avoidance in the airline industry. This research found existing motivators and drivers of 

avoidance, as well as new drivers of avoidance, that were applicable to the airline industry. This 

research also found that existing sub-drivers of avoidance should be examined in new ways 

concerning the airline industry. 
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Chapter 1: Introduction 
__________________________________________________________________________________  

This chapter will provide the reader the necessary background to understand research that has 

been conducted for this thesis. A related background of information will be provided; major 

concepts discussed in this thesis will be explained, and the motivation, problem discussion, and 

the purpose will be explained. 

__________________________________________________________________________________  

 

1.1 Background 
 

The expected revenue of commercial airlines in 2019 will be USD $885 billion, more than any 

previous year (Greenfield, 2019). An examination of the revenue amounts for airline services 

since 2000 reveals that the number of flights, along with airline-industry revenue, have 

consistently increased (Greenfield, 2019). The use of airline services has been increasing in 

recent years, and people fly more frequently than before (Wongleedee, 2016). An airline service 

is a service in which an individual is transported from one place to another place by an 

aeroplane. This service can be divided into three categories: short-haul, medium-haul, and long-

haul flights (Kotze, 2017). While the purpose in every category is the same – transporting a 

person from place A to B – there are differences between the services. Examples include 

whether checked luggage is included with the purchase of a ticket or whether movies are played 

during the flight (Kotze, 2017). Therefore, a long-haul flight can be seen as a more complex 

service than a short-haul or medium-haul flight, which makes it complicated to compare all 

three service categories. 
 

In the airline industry, there are low-cost carriers (LCC), and there are also full-service carriers 

(FSC) (Wongleedee, 2016). LCCs provide ancillary services wherein they generate a large 

portion of their revenue by selling in-flight food and beverages. FSCs have differentiated 

themselves through vertical product differentiation, which includes free in-flight food, ground 

service, electronic services (such as Internet check-in), and travel rules (Kotze, 2017). People 

have become increasingly demanding regarding airline brands and know, through their 

experience, what type of airline brands they want to fly with, and which ones they would prefer 

to avoid (Woodland, 2019; Kotze, 2017). An airline brand or brand in general can be considered 

an intangible asset illustrated by a symbol, a sign, the name of a company, or even the 

company’s reputation (Law, 2016). Today, branding is more relevant than ever, and brands give 
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meaning to products and services (Goodson, 2019). Brands allow companies to differentiate 

themselves from their competitors and enable consumers to be loyal to specific brands. 

Consumers are not loyal to products but to brands (Goodson, 2019). Through branding, 

consumers can connect, articulate their feelings, and develop a specific perception of an 

organisation through the image created by the brand (Puminchuk, 2017). Copious consumer 

research focuses on airlines delivering the perfect service experience, which can lead to a 

positive brand image (Quintal, Phau, Sims, & Cheah, 2016; Kotze, 2017). Today, however, it 

is just as important for a company to know what motivates consumers to avoid certain brands 

(Wongleedee, 2016).     

1.2 Motivation and Problem Discussion 
 

This research examines what motivates Generation Y to exhibit brand avoidance in the airline 

industry. Generation Y has a significant influence on behaviour and companies’ strategies. They 

share much information and copy other beliefs, behaviour, and attitudes worldwide (Quintal et 

al., 2016; Abid & Khattak,2017; Noble & Noble; 2000; Noble, Haytko, & Phillips, 2008). 

Generation Y was chosen for this research is because it is the group with the most purchasing 

power (Quintal et al., 2016). This means that when the Generation Y consumers avoid a brand, 

it can influence changes of company strategy (Noble et al., 2008). Generation Y individuals are 

people who were born between 1980 and 2000 (Hart, 2006; Howe et al., 2000; Yu and Miller, 

2003). 
 

For this research it was necessary to choose between short-haul, medium-haul, and long-haul 

flights, as the services that are provided differ depending on how long the flights are (Deepak, 

2019). This research focuses on medium-haul flights because the majority of Generation Y has 

regular experience with these types of flights (Bunduche, 2019). People place higher 

importance on a service when they have a longer flight time (Patrica & Salamon, 2001). This 

means that brand avoidance will likely be more apparent with medium-haul flights than short-

haul flights. People typically fly more with medium-haul flights than long-haul flights and will 

have more experience with the medium-haul services flight (Kotze, 2017). For these reasons, 

there will be a focus on medium-haul flights between three and six hours in length. 
 

Past research regarding brand avoidance in the service industry is limited, meaning that there 

remains a great deal to discover regarding this subject and that there is a need for more 

knowledge regarding brand avoidance. Within scientific research, considerable attention has 

been paid to building brand relationships and creating positive attitudes towards brands (Lee 

Motion & Conroy, 2009b); this is also the case with research into airline brands. In the last 



3 
 

decade, the focus of scientific articles has shifted towards consumers’ avoidance behaviour and 

negative behaviours in general. However, there remains a lack of knowledge of what can act as 

motivators of brand avoidance in the airline industry. Understanding what drives consumers to 

not want to consume an airline brand is important in this growing industry, especially because, 

in this arena, consumers gain more options and freedom to choose every year (Kotze, 2017). 

 

1.3 Purpose and Research Questions 
 

The purpose of this study is to explore brand avoidance in the airline industry and locate the 

specific motivators of non-purchase decisions for medium-haul flights amongst Generation Y. 

The research question is formulated as followed: What are the reasons for brand avoidance of 

Generation-Y consumers in the medium-haul airline-service industry? 
 

1.4 Key Terms 
 

• Anti-consumption: “Anti-consumption” is a term that developed in the last decade and 

aims to explain how consumers avoid certain products or services, even if these products 

are still available, affordable, and accessible to them. In this context, an anti-

consumption attitude can take various forms, ranging from active behaviours, such as 

boycotting or voluntary simplification, to more passive behaviours, such as avoidance 

of a particular brand, avoidance of a particular a product or avoidance of a product 

category in general (Hogg, Robison, & Higgens, 2013). 
 

• Brand: A brand is the unique symbol, sign, or combination of both which let consumers 

identify the products or services the brand is selling. The consumer will recognise the 

brand by the symbol or sign, and in this way, the company differentiates itself from 

competitors (Rindell, Strandvik, & Kristoffer, 2014). 
 

• Brand avoidance: Brand avoidance is the phenomenon wherein consumers deliberately 

choose to refrain from engaging with a brand or wherein they reject a brand even it is 

available, accessible, and financially affordable (Lee et al., 2009a).  

 

 

• Generation Y: Generation Y encompasses those individuals born between 1980 and 

2000 (Hart, 2006; Howe et al., 2000; Yu and Miller, 2003). People born before or after 

these dates are considered members of Generation X or Z (Hart, 2006; Howe et al., 

2000; Yu and Miller, 2003). Currently, in developed countries, Generation Y is the most 

prominent consumer group (Quinta et al., 2016). 
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• Medium-haul flight: A medium-haul flight is a flight that lasts at least three hours and 

no more than six hours (Bunduche, 2019). 
 

 

• Service: Service is the application of competencies (knowledge and skills) by one entity 

for the benefit of another (Vargo, Maglio, & Akaka, 2008). The term “service” is most 

often linked to a commercial institution, which attempts to provide its knowledge or 

skills to a consumer in exchange for money or goods (Vargo, et al., 2008). 
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Chapter 2: Theoretical Framework 
__________________________________________________________________________________ 

The purpose of Chapter 2 is to provide further knowledge of services and airline-service brand 

avoidance to the theoretical framework. It will provide information about anti-consumption 

and brand avoidance in the airline industry and will further elaborate on Generation Y.  

__________________________________________________________________________________________ 

 

2.1 Service and Service Brand 
 

 

Service is the application of competencies (knowledge and skills) by one entity for the benefit 

of another (Vargo et al., 2008). The term “service” is usually used in relation to a commercial 

institution which wants to provide its knowledge or skill to a consumer in exchange for money 

or goods (Vargo et al., 2008). Companies want their skills and knowledge to be as valuable as 

possible for consumers (Bebko, 2003). The airline industry’s primary service is transporting a 

consumer from point A to point B in as short a time as possible (Gilbert & Wong, 2013). Over 

the years, this service experience has been improved by means of delivering extra services or 

improving the core service by understanding better what consumers expect (Kotze, 2017). What 

makes valuable airline service so important for an airline brand is that the better an airline 

company’s service is, the more profitable it becomes, and consumers will prefer the airline 

service brand above other brands (Kotze, 2017). This is important because the competition is 

significant – worldwide, there are more than 1.200 registered airline brands. Of those 1.200 

airline brands, there are more than 300 that fly international routes (Kotze, 2017).  

From 1970, the airline industry became extremely competitive and focused on understanding 

their consumers and what the consumer wants (Wongleedee, 2016). In the airline industry, there 

are low-cost carriers (LCC) and full-service carriers (FSC) (Wongleedee, 2016). Consumers 

can understand a price difference when an airline brand is an LCC airline of FSC airline 

(Tsoukatos & Grahem, 2007). Consumers realise that they will pay for extra deliverable 

services on LCC flights and that the same services on FSCs are included in the price of a ticket 

(Kotze, 2017). However, there are four key aspects a consumer usually expects from an airline 

brand. First, the consumers have the expectations that they will spend a similar amount on their 

airline service as other consumers (Tsoukatos & Grahem, 2007). Second, the service experience 

is partly personalised by the staff members via their soft skills (Kotze, 2017). Third, the service 

experience for consumer starts with entering the airport, and the service experience ends when 

leaving the airport (Tsoukatos & Grahem, 2007). Four, they expect an airline industry to deliver 

on the promises made regarding departure and arrival times, and consumers expect that if there 

is underperformance of the airline service, it affects every passenger and not only them (Gilbert 
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& Wong, 2013; Korze 2017). When an issue affects an individual, the passenger will hold the 

airline brand more responsible than when an airline brand delivers a collective service that 

underperforms for all the passengers (Gilbert & Wong, 2013). 

2.2 Anti-Consumption 
 

Anti-consumption is an issue that is receiving growing attention and has developed in the last 

decade to examine how consumers avoid certain products or services (Lee et al., 2009b.) Anti-

consumption can take various forms, from active behaviours such as boycotting or voluntary 

simplification (not purchasing non-essential goods and services), to more passive behaviours, 

such as avoidance of a brand, product, or general product category (Hogg et al., 2013). Anti-

consumption is defined as that which causes a consumer to develop a distaste for or even a 

rejection of consumption regarding a product or service (Iyer & Muncy, 2009). The term 

“resistance” is defined as a consumer resisting the consumption culture. This is called 

“voluntary simplicity” (Lee et al., 2009b). It is a system of beliefs and practices which centre 

on the idea that personal satisfaction and happiness result from a commitment to the non-

material aspects of life (Lee, Fernandez & Hyman, 2009c). Individuals engaging in voluntary 

simplicity lifestyles attempt to restrict their consumption in favour of simpler lives (Knittel et 

al., 2016; Zavestoski, 2002). They attempt to lower their usage of and buy fewer of the products 

they consume because most consumption is unnecessary, from their perspective, and is 

damaging towards the environment and can create social issues (Odoom, Kosiba, Djamgbah, 

& Narh, 2019). One of the main social issues that contributes to this view is poverty in less-

developed nations (Iyer & Muncy, 2009). The main reason for anti-consumption is often that 

the consumer is against consumption culture and against mass production. Consumer resistance 

is often seen as not consuming because a consumer is concerned with power of an 

organisation (Iyer & Muncy, 2009). There is an overlap with anti-consumption and consumer 

resistance stated by Lee et al. in 2009 and 2011 studies, as shown in figure 1. Where anti-

consumption is mainly based on rejection, restriction and reclaiming, the consumer resistance 

instead focuses on consumers opposing the products, practices, and partnerships (Lee et al., 

2011): “Consumer resistance concerns counter cultural attitudes and behaviors that question 

the current capitalistic system, reduce consumption and resist oppressive forces”(Lee et al., 

2009a)(170). This can also include individuals who simply want to attain their consumption 

goals via various methods (e.g. collective action) and are not just against consumption (Lee et 

al., 2009c) but make anti-consumption choices because of power concerns. 
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Figure 1 Anti-consumption reasons 

Source: Adapted from Lee et al., (2011) 
 

Hogg (1998) addressed non-choice in her anti-constellation model. A non-choice occurs when 

a consumer did not buy a product or service (Hogg, 1998) because of limitations to the 

consumer (Lee et al., 2009b). An anti-choice for a product was made because the product was 

considered incompatible and/or inconsistent with the consumer’s other preferences and choices 

(Lee et al., 2011). 

 

 

 

Figure 2 Consumption anti-constellation 

Source: Adapted from Hogg (1998) 

 

Hogg (1998) constructed an anti-constellation to represent the complementarity of negative 

choices towards consumption. In this model, it is shown there is a non-choice and an anti-

choice. The non-choice occurs when a consumer makes a non-purchase decision based on the 

fact that a consumer simply cannot buy a product because of the limitations of affordability, 

availability, or accessibility (Hogg, 1998). The anti-choice, as shown in the consumption anti-

constellation model, is made because three possible reasons: abandonment, avoidance, and 

aversion (Lee at al., 2009c). This choice is made because of negative and of symbolic 

interconnectedness with products or a brand, and activities tends to be more intangible than 
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physical: “They may choose to redress this through alternative activities that are invested with 

related meaning. For instance, resistance to the over commercialization of Christmas or 

Valentine’s Day can be expressed through symbolic celebrations (e.g., anti-Christmas parties), 

and alternative exchanges such as handmade gifts and cards” (Lee et al., 2009ap9). 

2.3 Brand Avoidance 
 

Brand avoidance is described as the deliberate rejection of a brand even though it is affordable, 

available, and accessible to the consumer (Lee et al., 2009a). Within the scientific literature, 

brand avoidance has received growing attention. Experiential, identity, moral, deficit-value, and 

communication avoidance are identified as reasons why individuals reject certain service 

brands (Berndt et al., 2019). 

 

2.3.1 Experiential Avoidance 
 

A brand can be described as a multifaceted construct, and within that construct, there is the 

brand promise (Lee at al., 2009b). A brand promise is a promise a brand makes to the consumer 

and is what creates expectations in a consumer (Lee at al., 2009a). The expectations that the 

consumer obtains from the brand lead consumers to have expectations of what should happen 

when they purchase products or services (Morganosky & Cube, 2000). However, when these 

expectations do not match reality, this can lead to consumer disappointment with the brand 

(Brakus, Schmitt, & Zarantonello, 2005). When consumers are dissatisfied with the brand, they 

may avoid the brand (Lee at al., 2009a). Experiential avoidance of a brand means that a 

consumer has had a disappointing experience with the service—experiencing issues or having 

an experience that did not fulfil their expectations because of poor performance, service 

environment, core-service failure, service encounter failures, or inconvenience (Lee et al., 

2009b; Berndt et al., 2019).  
 

Service that did not fulfil consumer expectations is the most common reason for experiential 

avoidance (Lee et al., 2009a). These cases, wherein the consumer feels that the brand cannot 

fulfil its promises or effectively live up to its image, are described as poor performance (Odoom, 

et al., 2019). In the service industry, poor service includes all the events and actions linked to 

an airline-service brand and can lead to disappointing service experiences (Berndt et al., 2019). 

The consumer has learned how the service should be delivered and has an expectation of what 

the service provider should deliver – for example, being on time (Phillips & Wijsman, 2012). 

It is the job of the airline-service brands to deliver services that meet consumer expectations; 
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otherwise, consumers may experience poor service, which may lead to brand avoidance (Berndt 

et al., 2019). 
 

Core-service failures by an airline-service brand can lead a consumer to have a “never again” 

attitude towards that brand (Berndt et al., 2019). In the airline industry, the following events 

and actions constitute core-service failures: failing to leave and arrive on time, failing to inform 

the consumer about delays or cancellations, overbooking, and planning inefficient routes 

available that cause travel from place A to place B to take extra time (Mazzeo, 2013; Tsoukatos 

& Grahem, 2007). When a service brand fails in its core service – in other words, what the 

consumer holds as most important about the service – it can create a brand-avoidance attitude 

(Berndt et al., 2019). 
 

In addition, service-encounter failures from a brand can lead to the perception that an airline 

brand is underperforming. Underperforming in encounter failures occurs when the actions of 

the service brand (including employees’ actions) fail to live up to consumers’ expectations 

(Berndt et al., 2019). “When there is a failure in the process delivering the service, thereby 

affecting the perception of the quality of the service” (Berndt et al., 2019p9). Airlines can 

increase the value of their services through the consumer perception of the flight attendants 

before and during the service (Wycoff & Holley, 2000). The employees can also contribute to 

a poor-quality service experience (Berndt et al., 2019). The actions of the employees play an 

important role of the value of the service perception of the consumer (Wongleedee, 2016). This 

because of the frequent contact the consumer in the airline industry has with the employees; 

they influence the service experience from beginning to the end, and a more highly skilled staff 

leads to a better service experience (Wang, Jhu, & Gao, 2016; Kotze, 2017). 
 

Another reason for experiential avoidance mentioned by Lee et al. (2009a) is when consumers 

have unpleasant store experiences. The consumer has a certain expectation of what his or her 

experience of a store will be like and finds that the reality differs from the initial expectation. 

This unpleasant store experience can encourage a consumer to avoid that store or brand in the 

future (Lee et al., 2009b). Regarding airline-service brands, this refers mainly to consumer 

experiences on the plane itself (Gilbert & Wong, 2013).  
 

The next reason for experiential avoidance is inconvenience. When a consumer receives a 

defective product and needs to act to address its underperformance, contacting customer service 

is often seen as not being worthy of the effort. When a product leads to inconvenience, 

consumers may view it as being simpler to avoid the product in the future (Lee at al., 2009a). 

For an airline service, one example of this could be a ticket-purchasing process that feels too 
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complicated for the consumer. This overcomplication of the purchasing process could 

encourage consumers to look to other brands because they simply do not understand the online-

purchasing environment (Phillips & Wijsman, 2012; Wongleedee, 2016).   

2.3.2 Identity Avoidance 

Identity avoidance occurs because of the inability of a brand to meet a consumer’s self-concept 

requirements (Lee et al., 2009b). Self-concept, also called self-identity, refers to a consumer’s 

desire for a psychological affiliation with a corporate brand (Hudson, et al., 2015). Social-

identity theory posits that people hold several different group identities and individual identities 

(Helm et al., 2016). Social identity refers to that part of an individual’s self-concept which 

derives from being part of a social group and feeling oneness with or belongingness to it, as 

well as attaching value and emotional significance to membership of that group (Helm et al., 

2016). One concept relating to brand avoidance is undesired self-concept. Undesired self-

concept in psychology is described as a process by which people may develop their self-concept 

by disidentifying with brands that are perceived to be inconsistent with their images (Delzen et 

al., 2017). As explained by Belk (1998), consumers generally avoid brands which represent 

values that they do not agree with or offer something that is not in harmony with their core 

beliefs and self-images (Lee et al., 2009b). Identity avoidance can be divided into three 

categories: a negative reference group, inauthenticity, and deindividuation (Lee et al., 2009). 

The first reason for identity avoidance is a negative-reference group or the creation of an 

undesired self-image. A consumer will avoid an undesired self-image or negative-reference 

group because it creates negative emotions with the consumer when they use the service 

(Banister & Hogg, 2004). It is essential to bear in mind that, although these two concepts sound 

similar, there is a difference. With undesired self-image, consumers know what they do not 

want: to be associated with a specific idea or concept (Banister & Hogg, 2004). The avoidance 

of a negative-reference group results from the consumer’s desire not to be associated with a 

group that uses a certain airline service, making that group a negative-reference group for the 

consumer (Lee et al., 2009b). Brand avoidance can result from a biased generalisation about a 

typical user of that brand (Lee et al., 2009b). 
 

The second reason for Identity avoidance is “lack of authenticity”. Lack of authenticity occurs 

when a brand loses its authenticity over time; this results in brand avoidance (Lee et al., 2009a). 

This is seen when certain airlines brands target specific audiences or tailor their products to a 

specific demographic, and then target the broader public once the brand gains popularity. In 
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these situations, the first adopters may perceive less uniqueness and authenticity in the brand 

(Lee et al., 2009a). This can happen when airline brand rebrands its image from a national 

airline to a worldwide airline (Herstein, Mitki, & Jaffe, 2008). An airline brand, in that case, 

loses the respect of the core consumer or the first adopters, who can come to view the brand as 

inauthentic (Herstein, et al., 2008). Because the brand is seen as normal or inauthentic by the 

consumer, the consumer will tend to avoid the brand (Lee et al., 2009a). 
 

The last reason for identity avoidance is “deindividuation”, which can be described as a 

subcategory of lack of authenticity (Knittel at al., 2016). As a brand becomes more mainstream, 

consumers are sometimes afraid of losing their own unique identities because other consumers 

are identifying themselves with the same brand (Lee et al., 2009a). When a service (airline) 

brand is consumed on a large scale, it can lead consumers to feel that they are losing their 

individuality, which may lead to brand avoidance (Berndt et al., 2019). 
 

2.3.3 Moral Avoidance 
 

Moral avoidance occurs when there is an ideological conflict between the consumer and service, 

which can be related to political or socioeconomic considerations (Odoom et al., 2019). The 

lack of compatibility in the moral values of a consumer and a brand can lead the consumer to 

avoid a brand. Moral avoidance mostly occurs because of country effects or anti-hegemony 

(Lee at al., 2009a). The country of origin is important to consumers (Abrashi & Beurer, 2013). 

Consumers may refuse service of an airline industry because of the political views of the 

country of origin (COO) of an airline brand can conflict with the consumers’ moral values (Lee 

et al., 2009a). Additionally, consumers who may want to fly with an airline brand may refuse 

to purchase an airline service because of the social, economic, or military conflicts in a country 

(Berndt et al., 2019). A consumer can also prefer to fly with an airline because of financial 

patriotism, wherein a consumer prefers to support an airline brand from his or her own country, 

because that brand is connected with his or community (Berndt et al., 2019; Odoom et al.,2019). 

The second reason for moral avoidance is anti-hegemony. Anti-hegemony brand avoidance is 

the willingness of consumers to boycott products from large corporations or multinationals 

possessing a monopoly on a particular market because the consumer associates those 

corporations with irresponsible agendas regarding the environment and society (Rindell et al., 

2014). A consumer may feel that an airline brand has so much power that there is a lack of 

balance between the consumer and the power of the brand (Odoom et al., 2019). By avoiding 
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the service (airline) brand, the consumer believes he or she is helping decrease the power of the 

organisation (Berndt et al., 2019). 

2.3.4 Deficit-Value Avoidance 
 

Deficit-value avoidance occurs when consumers feel that a certain brand lacks quality, and this 

will automatically translate into a perceived-value deficit (Lee et al., 2009a). Deficit-value 

avoidance is influenced by unfamiliarity. Therefore, new brands and organisations that begin 

offering their services may be perceived by consumers as low quality because the consumers 

are unfamiliar with their backgrounds or the risks associated with purchasing from them. 

(Berndt et al., 2019). Generally, consumers tend to prefer more familiar service brands and are 

reluctant to take the risk of buying something they have never seen or experienced (Lee et al., 

2009b). 
 

Another way in which some airline services convey deficient quality or value is through their 

appearances (aesthetic insufficiency). For example, consumers tend to perceive larger and 

newer aeroplanes as more reliable. (Gourdin, 1998). Many consumers judge these brands based 

on external cues (Lee et al., 2009a; Belch, 2012; Gourdin, 1998; Behrendt, 2010). Unattractive 

or low-quality aeroplane design is avoided, while attractive aeroplanes result in positive 

consumer judgement and result in increased trust (Belch, 2012; Gourdin, 1998; Behrendt, 

2010). 
 

The third reason is deficit value is food favouritism. It has been suggested that the sector which 

suffers most from this type of avoidance is the food sector. The phenomenon of food 

favouritism suggests that consumers are more likely to be cautious and avoid unfamiliar, 

contaminated, cheap, or harmful food (Green, Draper, & Dowler, 2003), because consumers 

are more sensitive and demanding about food and tend to avoid food from a deficit-value point 

of view. The food that is provided on aeroplanes can also influence the value of the service for 

consumers (Green, Draper, & Dowler, 2003). It has been shown that the way food is presented 

can influence a consumer’s perception of the quality of service, and the two factors can become 

linked (Gourdin, 1998; Green et al., 2003). 
 

Brand-deficit value can be confused with experiential brand avoidance due to some similarities, 

but unlike experiential brand avoidance, deficit-value avoidance does not require consumer 

experience with the brand, as consumers will often avoid brands without having any prior 

experience with them (Knittel et al., 2016). 
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2.3.5 Communication Avoidance         
  

 

Airline brands are investing more in online communication and advertisement through 

traditional media than ever before. An airline brand spends, on average, between 3 and 5 percent 

of its revenue on advertisement and communication, and this is still growing in the airline 

industry. The airline industry in the United States from 2016 to 2017 has grown 33 percent, and 

in Europe, airline brands have increased their spending on advertisement by 11 percent (Peltier, 

2019; Stipp, 2019). Incorrect communication by traditional media or online media can change 

the mental image a consumer has of the airline brand, which can even lead consumers to trust 

the airline brand less (Hashem, 2017) (Wang, Jhu, & Gao, 2016).    

Therefore, it is important to address the last category in the avoidance model of Lee at al. 

(2009a) – communication avoidance, added by Berndt et al (2019). They argue that 

communication can lead consumers to avoid service brands (Berndt et al., 2019), including 

airline brands. The communication-avoidance category was added after evaluation of 

advertisement avoidance (Knittel et al., 2016), as “advertisement avoidance” was considered 

too narrow of a term. 

The subcategories of advertisement avoidance, in the views of Knittel et al. (2016), are content 

avoidance, celebrity avoidance, music avoidance, and response-avoidance situations (Odoom 

et al., 2019). Various research has shown that these can lead to avoidance of a brand (Odoom 

et al., 2019). However, when looking at the communication avoidance of service brands, 

including the airline-industry brands, the drivers are social media communication and negative 

electronic word-of-mouth communication (EWOM) (Berndt et al., 2019; Knittel et al., 2016; 

Kim, 2016). Thus, there are six reasons that may encourage a consumer to avoid a brand: 

content avoidance, celebrity avoidance, music avoidance, response avoidance, social-media 

communication, and EWOM. 

Content avoidance results from dislike of an advertisement. Any advertisement has a storyline 

and a message that represents an idea of a brand (Knittel et al., 2016). When a consumer does 

not like the message and storyline in the airline communication, this is mainly because of non-

socially responsible messages and aggressive messages, which can lead to negative feelings 

and consumers avoiding the airline service brand (Goh & Uncles, 2003) (Knittel et al., 2016; 

Berndt et al., 2019; Hashem, 2017). 

Although celebrity endorsements are intended to engender positive self-identification with a 

product, a celebrity can also create negative feelings within the consumer, which can transfer 
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the dislike a consumer has for the celebrity to the product or airline service itself (Knittel et al., 

2016). When a consumer does not trust a celebrity who is endorsing an airline, this can lead the 

consumer to mistrust the airline as well (Wang et al., 2016).   

Music avoidance can also engender negative emotions in consumers towards a brand. Music 

avoidance results from irritation regarding an inappropriate piece of music in an advertisement. 

This can create a dislike and irritation towards the storyline of the advertisement and can create 

dislike towards the brand (Knittel et al., 2016). Music, just like celebrity endorsements, can 

create positive emotions but also negative emotions, which may lead to brand avoidance.  

Another important factor to consider is response to the advertisement. This refers to the 

consumer’s subjective interpretation of the advertisement, which is a part of the communication 

process (Knittel et al., 2016). Each consumer sees and interprets the message of an 

advertisement differently. One consumer may interpret the message completely differently than 

another (Odoom et al., 2019). This means that when two people see the same advertisement, it 

can create different responses because of the different perspectives of the two viewers (Odoom 

et al., 2019). The consumer’s interpretation of the message is subjective. When a consumer 

interprets a message in a negative or unintended way, it can lead to a negative view of the 

advertisement and can, consequently, lead that consumer to avoid a product, service, or brand 

(Knittel et al., 2016). 

Avoidance of an airline brand can also be encouraged by negative EWOM (Beneke, Mill, 

Naidoo, & Wickham, 2015). Word of mouth (WOM) can spread through various channels – for 

example, phone, in-person communication, or e-mail (Xia & Bechwate, 2013). However, there 

has been an increase in WOM communication by Web 2.0, as consumers increasingly use 

online communication as a means of interpersonal communication (Cranage & Lee, 2012). One 

of the industries that is influenced by negative EWOM is the airline industry (Beneke et al., 

2015. The increase in Internet usage has given the consumers more opportunity than ever to 

share their experiences and opinions of companies online (Xia & Bechwate, 2013). Beneke et 

al. (2015) showed that consumers’ attitudes towards an airline brand can be changed by 

negative EWOM communication, which can change the outcome of the relationship a consumer 

has with the airline brand and lower the purchase intention of an airline brand. 

Finally, an organisation’s social-media communication can lead to the non-purchase decision 

of a consumer (Berndt et al., 2019) (Novani & Kijima, 2012) (Schuckert & Yeung, 2013). The 

way an airline service brand communicates with a consumer can add value to the service for a 
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consumer (Hvass & Munar, 2012). A lack of communication or communication that is 

perceived as unprofessional or rude may lead consumers to respond by sharing their experiences 

on social media, which can lead the airline service value for consumers to decrease and, 

ultimately, to non-purchase decisions (Novani & Kijima, 2012; Schuckert & Yeung, 2013).  

2.3.6 Airline-specific avoidance  
 

A factor that influences people’s perception of the quality of service is the COO. Some countries 

have good reputations, and some do not (Hollensen, 2011), especially countries where products 

are usually lower quality and undergo less inspection (Hollensen, 2011). The airline-service 

industry is a worldwide industry, and a consumer can choose from different airlines from 

different countries (Cheng, Chen, & Chenglung, 2014). Javalgi, Cutler, and Winans (2001) 

showed that the COO also affected the service perception. The COO has a high impact on 

service perception in the airline industry because the COO effects are not only linked to lower 

service quality but also to chances of survival (Chen et al., 2014). The chance of dying in an 

aeroplane per million flights is only 0.06 six percent (Behrendt, 2010). Although chances of 

dying via another means are higher, consumers often have the perception that dying in an 

aeroplane is more likely and that where an aeroplane originates can increase the change of dying 

(Chen et al., 2014; Behrendt, 2010). Thus, this fear can lower the service perception, which 

may lead to avoidance behaviour (Berentzen, Backhuas, Blut, & Ahlert, 2008)  

The ticket prices can fluctuate, and consumers can pay different prices for the same service 

(Wongleedee, 2016). This creates a negative perception of the service brand because the brand 

does not benefit consumers financially and make the promise not true of providing the service 

as convienient as possible regarding price (Phelan, 2009; Kotze, 2017). When a financial 

promise to a consumer is broken, it is often very difficult to regain the trust of the consumer 

(Phelan, 2009). What shown is that when a consumer starts avoiding an organisation because 

her or she feels financially deceived, it is difficult for an organisation or a service brand to 

regain the consumer’s and convince the consumer to make use of the service again (Phelan, 

2009). 
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2.4 Generation Y Consumers 
 

Generation Y comprises the individuals born between 1980 and 2000 (Hart, 2006; Howe et al., 

2000; Yu and Miller, 2003). People born before or after these dates are considered part of 

Generations X or Z, respectively (Quinta et al., 2016). At this moment, in developed countries, 

Generation Y is the most prominent group of consumers. Within Europe, Generation Y 

represents 26 percent of consumers (Quinta et al., 2016). Moreover, Generation Y is currently 

the consumer group with the strongest income, and they spend the most on purchasing service 

and product. Generation Y as a cohort group is generally well-educated; its members often 

develop the same attitudes about products and services, even if they differ demographically or 

culturally, and they are not afraid to change their preferences regarding services and products 

(Noble & Noble, 2000). Generation Y consumers attach growing importance to their self-

images and consumption choices (Noble et al., 2008). They know that the consumption of 

products will reflect “a match between how they view themselves and brands purchased. Not 

only are they aware of what brand usage will say about them, they are also aware of the 

inferences others will draw about them based on their consumption patterns” (Noble et al., 

2008). 
 

Because brands, including airline brands, increasingly focus on attracting Generation Y 

consumers to their service through advertisements (Quinta et al., 2016), members of Generation 

Y are becoming overwhelmed with advertisements. Around the age of 12, a member of 

Generation Y is the target of 22,000 advertisements per year (Quinta et al., 2016). Because 

Generation Y is essential for airline brands and is the largest group using airline services, it is 

essential to know what leads this consumer group to avoid a particular airline-service brand. 
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Chapter 3: Methodology Approach 
__________________________________________________________________________________________ 
 

In this chapter, the methodological background is explained. First, the philosophical approach 

is introduced, followed by the research approach. Next, the qualitative data-collection choice 

is explained. A more in-depth explanation of how data were collected is also included. 

__________________________________________________________________________________________ 
 

3.1 Philosophical Approach 
 

 

A philosophical approach helps to answer the research question (Booth, 1995). The 

philosophical design contains an overview of the procedures and methods that are used in 

collecting and analysing data (Kumar,1994; Bryman & Bell, 2015). 
 

For this research, the decision was made to approach the problem from a social-constructivism 

perspective. Unlike positivism, wherein one believes only what one can measure and observe 

to be true (Bryman & Bell, 2015), in the social-constructivism perspective, one chooses to gain 

knowledge through social interactions with other individuals and groups (Kumar,1994). The 

social-constructivism perspective allows one to understand the information coming from social 

interactions, reflect on that information, and translate it into knowledge (Bryman, 2012). 
 

It is also necessary to choose between a conclusive research design and an exploratory research 

design (Bryman & Bell, 2015). A conclusive research design can be described, as the name 

implies, to create findings that will be used fully in the decision-making process (Bryman, 

2012). To use a conclusive research design, there must already be a strong understanding of the 

phenomena being researched (Walliman, 2011). In contrast to the conclusive research design, 

there is also an exploratory research design (Bryman, 2012). The purposes of exploratory 

research are to clarify ambiguous situations and discover ideas that can lead to opportunities 

(Bryman, 2012). Exploratory research does not provide conclusive evidence of the nature of a 

problem, but it does help to reveal the symptoms of the problem (Walliman, 2011). Considering 

the topic of this thesis, it can be said that an exploratory research design is best implemented to 

answer the research question. 
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3.2 Research Approach: Inductive, Deductive, or Abductive 
 

In scientific research, there are the options of using inductive analysis, deductive analysis, or 

abductive analysis methods (Kumar, 1994). The main difference between inductive and 

deductive analysis is that in the deductive approach, a researcher tests a theory, whereas in the 

inductive approach a researcher creates a new theory based on the data gained during the 

research (Bryman, 2012). Opting for the abductive approach is a middle-of-the-road choice; 

information is gathered from sources, such as articles and observations, and then the data are 

analysed, and the conclusion that makes most sense based on observation is formulated 

(Bryman & Bell, 2015). However, the abductive approach’s conclusion does not provide 100 

percent certainty; abductive conclusions are thus qualified as having remnants of uncertainty or 

doubt (Booth, 1995). This research opted for the abductive approach because it expands upon 

previous research. Since this thesis’ research question aims to spark new insight regarding brand 

avoidance in the airline-service industry in combination with the existing data, an abductive 

approach is considered the best method of analysis as it possesses greater explanatory power 

than other approaches. 
 

3.3 Qualitative Research 
 

When conducting research, a researcher can collect data by using either a quantitative or a 

qualitative method (Bryman, 2012). Qualitative data are data that are explained verbally, 

without resorting to numerical measurements (Bryman & Bell, 2015). Usually, these are data 

collected through interviews, where questions must lead to an understanding of the purpose or 

circumstances surrounding a person’s choices (Booth, 1995). Additionally, interview questions 

within qualitative research lead to insight into and understanding of the data collected for the 

research question by non-numerical data (Bryman, 2012). 
 

Since this study adopts an exploratory focus (because it intends to clarify the situations that lead 

to brand avoidance), it is more suitable to opt for qualitative data analysis as this provides an 

opportunity to understand the phenomenon of brand avoidance in the airline service industry 

for Generation Y (Kumar, 1994). Using qualitative data collection provides the opportunity to 

explore more in-depth during the data-collection process (Walliman, 2011). 
 

3.4 Time Horizon  
 

Research can be conducted via two methods: longitudinal studies or cross-sectional studies 

(Bryman, 2012). In this research, a cross-sectional study was selected. This means that the study 

can be explained as a picture in time (Bryman & Bell, 2015). The research looks at the outcome 
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at that moment (Bryman & Bell, 2015). A longitudinal study could be described as a movie 

(Bryman & Bell, 2015); it looks at outcomes over an extended period (Walliman, 2011). A 

cross-sectional study was selected for this research because of the limitation of time that was 

available for this research. The goal of this study was also not to present the changes that can 

occur with time and the influence time can have on the result; this research intended to analyse 

the findings at the current moment that can lead to avoidance in the airline industry. 

 

3.5 Sampling Population 
 

The target population comprises consumers from Generation Y who are making choices 

regarding their use of services from an airline brand. There were several criteria for inclusion 

in the research sample. First, since participants were expected to belong to the age category of 

Generation Y, the sample age was between 21 and 30 years old. As mentioned by Quintal et al. 

(2016), when, how much, and what kind of access one has to technology early in life influences 

how one’s personality develops and how one judges and thinks about topics. The report of 

Smith and Anderson (2018) reveals a large gap between the technology use of people from 18 

to 30 and that of people 31 and older, and a similar gap in the amount of contact they had with 

technology in their youth (Anderson & Smith, 2018). For that reason, a homogenous group was 

selected with an age limit of 30; the choice was also made to set the minimum age at 21. This 

was to increase the chances of finding people who have enough flying experience. The second 

requirement was that the participant must have flown at least five times within the previous two 

years, and the flights must have been between three and six hours long. For the focus groups, 

there were 24 participants.  
 

In this research a judgemental sampling technique was used to find participants. “Judgemental 

sampling” is defined by the accessibility and availability of participants (Higginbottom, 2004). 

Judgemental sampling is a non-probability sampling technique, which means that not everyone 

has an equal chance of being selected for research (Walliman, 2011). Members are selected 

mainly due to availability, accessibility, and fit with the sampling profile, meaning that they 

have the knowledge and experience required for the research. This technique has been criticised 

as leading to selection bias since the researcher selects members who are easily accessible and, 

therefore, cannot represent a rich understanding of the population. However, because this is an 

exploratory research project, this technique is an appropriate method of answering the research 

question (Malhotra & Birks, 2007). 
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Judgemental sampling was also used for the follow-up interviews to choose the appropriate 

participants from whom to gather further in-depth information. The participants were selected 

based on their experiences with brand avoidance and the answers they gave during the focus 

group. Due to the importance of identifying the appropriate candidates for follow-up interviews, 

this method was chosen. According to Creswell (2014), it is critical to select those participants 

who are open to discussing their experiences in detail. 
 

3.6 Data-Collection Process 
 

This study relied on two types of data collection: primary data and secondary data. The next 

section provides insight into how the data collection proceeded for both methods.  

3.6.1 Secondary Data 
 

Secondary data are data that are collected by someone who may have a different goal than the 

current research. The advantage of secondary data is that they are data that are already available, 

and a researcher has quick access to them. They can also provide information that is otherwise 

not available. Secondary data were used in this research because they helped in understanding 

the research problem in more detail, and supported a more efficient and effective method of 

primary-data collection. The secondary data were necessary for this research mainly because of 

time limitations. However, when using secondary data, it is important to recognise that they can 

be inaccurate or unreliable if the data-collection method used by the researcher was incorrect, 

or if the data were outdated or collected at an inappropriate time. Keeping this in mind when 

using secondary data, the data are evaluated during the entire process. It is important to consider 

who the author is, how many articles author has published, when the data were published, where 

the secondary data were found, and how many times the article has been cited. For this research, 

when an article had at least 25 citations, the article was published in a scientific journal, and the 

author had several publications, the secondary data were seen as reliable. When an article did 

not fulfil the three requirements above, the researcher also searched for confirmation of the 

secondary data in other sources. When other authors shared the findings, the data could be 

considered reliable. Data not found online could include course books suggested by a university 

institution or books that could be found in a university library. Table 1 provides a further 

understanding and overview of where and how the secondary data were collected. 
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Data collection: Secondary data 

Online data 

collection 

Google Scholar, Jönköping University Library Online 

Physical data 

collection 

Books suggested for WO (scientific education) and master’s courses and 

library books from the university library, Jönköping 

Main theoretical 

field 

Brand avoidance 

Search words were: 

  

 
 

Airline industry, anti-consumption, service brand, brand avoidance, non-

purchase decision. 

 

  
 

Table 1 Secondary data collection. 

Source: Developed by the author. 

 

3.6.2 Primary Data 
 

In this research, primary data were collected, which means that data were collected for the 

purpose of answering the research question (Hox & Boeije, 2005). Primary data are often 

collected directly by the researcher who will analyse them (Bryman & Bell, Business Research 

Method, 2015). The use of primary data provides the advantage that the data collection can be 

completed in a way that is tailored to answer the research question (Walliman, 2011). The 

primary data were collected in this research by conducting several focus groups and interviews. 

This process is explained in more detail in sections 3.1.1 and 3.1.2. Data collection during the 

focus groups had a more exploratory nature. The one-on-one interviews, however, were used 

to create more in-depth findings (Bryman, 2012). 
 

3.6.3 Pre-Testing 
 

 

Pre-testing is a technique widely recommended for its efficiency in ensuring validity in 

qualitative data collection and its interpretation (Briks & Malthotra, 2007). Pre-testing involves 

undertaking a pilot test to identify potential issues regarding the tools and methodology used to 

gather the data (Bryman & Bell, 2015). Pre-testing allows researchers to identify errors in the 

language used to develop the interview questionnaire or ambiguity in the questionnaire (Rubin 

& Rubin, 2011). Researchers opt to conduct pre-testing due to the many benefits provided, such 

as error detection and ensuring that questions are relevant to the topic and are appropriately 
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presented without ambiguous information, which could lead to confusion during the interview 

(Walliman, 2011). The researcher’s goals can be summarised as such: ensuring that the 

language used in the interview questionnaire is clear, that reliable and precise answers can be 

expected, and that focus groups will last an appropriate length of time (Walliman, 2011). 

Participant fatigue is a well-known issue that can take place during interviews (Booth, 1995). 

Members can become easily tired, mentally or physically, if the duration of an interview is 

poorly calculated and exceeds the time established, which can affect the reliability and quality 

of the information provided (Rubin & Rubin, 2011). 

 

3.6.4 Focus Group 
 

This research used several focus groups. A focus group is a qualitative research method for data 

collection: a type of interview between researchers and several participants (Bryman, 2012). In 

this research, the aim was for every focus group to have four to six participants, as suggested 

by Rabiee (2004). Dohonoe (1994) points out that the use of four to six participants encourages 

social interaction and idea creation. When collecting this type of data through a focus group, it 

is important to create a focus group consisting of people of a similar age, gender, and behaviour. 

This contributes to a more homogenous atmosphere for the participants, leading them to be 

more open about the relevant subjects (Dohonoe, 1994). 
 

After selecting 16 to 24 participants who were contacted by phone and online communication 

out of the knowledge circle of the research, the researcher checked whether they fit the 

requirements of the sampling action. Again, the researcher has written down their ages and 

genders and determined whether the participants on hand were introverts or extroverts. Next, 

the participants were divided into groups of similar size based on their ages, genders, and 

behaviours; the focus group was approached with an interview guide. According to Bryman 

(2012), this means that the researcher provides a topic list containing the content which he or 

she wishes to discuss with participants. The researcher has the additional freedom and flexibility 

during the focus group to ask prepared questions (Bryman & Bell, 2015). In this case, the 

researcher assumes the role of moderator by allowing the group to interact regarding the topic 

presented and to answer previously formulated questions. The researcher may also ask 

spontaneous follow-up questions (Booth, 1995). The benefit in conducting a focus group relies 

mostly on the interaction between group members, which provides new insights and relevant 

data which would not be possible to collect through other methods of collection (Booth, 1995). 

The interaction and debate are mostly what a researcher is looking for, providing more 
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unexpected results and ideas through snowballing and stimulation in comparison with other 

qualitative data-collection methods (Rabiee, 2004).  
 

Focus groups can be difficult for a researcher to moderate and can, therefore, result in unclear 

data which is somewhat prone to misjudgement (Kumar, 1994). To prevent this from happening 

in focus groups, it is important for participants to engage in discussion with each other so that 

the interviewer can observe and analyse what is discussed and ask appropriate follow-up 

questions (Kumar, 1994). This leads to correct data interpretation and lowers the risk of 

misinterpreting the answer to a question (Rabiee, 2004). 
 

In a study, there are many advantages to using focus groups, but the disadvantages must also 

be considered. Several disadvantages of a focus group are as follows: it is easy to go off topic, 

participants do not always feel free to express themselves completely, focus groups can lead to 

misjudgements, and one person can dominate the focus group and force his or her opinion to 

receive the most attention (Bryman, 2012). 
 

After considering the positive and negative aspects of focus groups, focus groups were deemed 

appropriate for this research because these groups were used in the initial stages to raise and 

explore relevant issues that could be further explored in follow-up one-on-one interviews. A 

focus group is an effective instrument to gain a broad understanding of what will lead to the 

phenomenon of brand avoidance in the airline industry (Bryman & Bell, 2015). Additionally, 

because focus groups consist several people, the participants also have the opportunity to hear 

others’ examples of what leads to brand avoidance (Kumar, 1994). Because focus groups help 

to obtain broad examples of brand avoidance in the airline industry, this was deemed a suitable 

method with which to begin collecting data in this research. 
 

3.6.5 Conducted Focus Group 
 

The author conducted four focus groups to collect the data needed for analysis. All focus groups 

contained six participants willing to engage with the topic. Participants were selected based on 

their age to represent Generation Y within the sampling criteria. During the four focus groups, 

an ideal atmosphere was created through provision of refreshments and snacks and by locating 

the focus group in a safe room where participants could share their opinions without being heard 

by anyone outside the group. Participant’s anonymity was guaranteed, and the focus group 

began with several simple questions which the participants were likely to know how to answer. 

This ensured that the participants began the focus group with confidence (Kumar, 1994; Booth, 

1995). 
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The focus-group meetings were conducted at Jönköping Business School, selected by the 

researcher for its comfort, privacy, and ease of access for all members in the group (Bryman, 

2012). As all members were students within the same institution, familiarity with the setting 

was a major benefit to the focus group, along with the comfort offered by the private room, 

where participants felt at ease and could interact with each other in a comfortable space 

(Walliman, 2011). The moderator was responsible for allowing the group to interact, asking 

questions, and clarifying any information. When the group discussed the questions, the 

interviewer focused on taking notes, observing how the group and individual members 

interacted with each other and asking follow-up questions. The data generated during the focus 

group were recorded with the consent of all participants, who were informed that it would 

remain anonymous and would be used only for the transcript and data analysis of this thesis. 

Every focus group lasted between 1.5 and 2.5 hours. Table 2 provides the date, time, and 

number of participants who were part of the focus groups. 

Date Number of participants Time 

05-03-2019 6 135 minutes 

26-03-2019 6 118 minutes 

27-03-2019 6 101 minutes 

27-03-2019 6 109 minutes 

Table 2. Focus group data collection 

Source: Developed by the author 
 

3.6.6 Follow-Up Interviews 
 

Individual interviews are among the most-used data-collection methods in qualitative research 

(Rabiee, 2004). Researchers rely mostly upon these techniques due to the detailed data that can 

be gathered, along with a clear understanding of participants’ attitudes, beliefs, and assumptions 

(Rabiee, 2004). It is common in research to conduct follow-up interviews after data are 

collected in a focus group (Bryman, 2012). This is done to reveal more about participants’ 

hidden motivations (Bryman, 2012). A one-on-one interview is more effective at revealing 

hidden motivations because the participant feels safer and is not intimidated or pressured by 

other participants (Bryman & Bell, 2015), which allows him or her to speak more freely about 

motivations, beliefs, and feelings (Smaling, 2014). 

The goal of the follow-up interview is to reveal further details about a participant’s experience 

with brand avoidance, to try to determine exactly what leads to brand avoidance by leading the 

conversation and seeking to gather in-depth information and understanding of the motivations 

behind this phenomenon (Malhotra & Birks, 2007). In the follow-up interviews, an interview 
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guide was also used. This means that the researcher provided a topic list containing the content 

which he wanted to discuss with participants (Walliman, 2011). The interviewer could ask the 

questions he had prepared (Walliman, 2011); however, the researcher has the additional 

freedom and flexibility during the interview to ask questions other than the prepared ones, to 

add greater depth to the interview. The participants for the follow-up interviews were selected 

after the focus-group data were analysed; they were selected on the stories they shared and the 

amount of useful data they provided. 
 

3.6.7 Conducted Follow-Up Interviews 
 

 

Follow-up interviews were completed to gain more knowledge about participants’ experiences 

and their perceptions of the topics (Schultze and Avital 2011). Interviewers asked questions 

related to information provided by participants during the focus groups regarding brand 

avoidance (Bryman, 2012). This enabled researchers to gain further insight and clarity about 

the individual experiences (Malhotra & Birks, 2007). The six participants who were chosen for 

the interviews were selected because they provided information during the focus group about 

which the researcher wanted to gain more in-depth knowledge and insight. The goal for the 

researcher was to gain more detailed information about the statements that participants gave 

and clarify the statements that did not always align with the literature (Mojtaba, Turunen, & 

Bondas, 2013). 
 

Participants for follow-up interviews were selected using judgement sampling. This method is 

a type of non-probability sampling in which the researcher chooses the participants who can 

supply the most relevant information for the research (Mojtaba et al., 2013). The participants 

were selected based on the information they gave during the focus group. The follow-up 

interviews were intended to lead to a further understanding of the experience and were mainly 

focused on identity avoidance and experiential avoidance in the airline industry. Other types of 

avoidance were also discussed with the participants. However, participants were selected based 

on the stories they told about identity avoidance and experiential avoidance. 

An interview guide was used, as seen in the appendix, to ensure that the interviewer would ask 

the correct questions and so that the interview could be compared. In the interview, the guideline 

was similar to the focus group guideline. However, some questions were adjusted, and the 

interview guideline used for every single participant contained additional notes only the 

interviewer could see. In this manner, the interviewer could link the situations and gain more 

detailed information. 
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Six interviews were conducted because when this number is reached, there are no new data 

collected. This can be called the saturation point, and after this, there was no reason to conduct 

more interviews. The interviews were conducted in a closed room at Jönköping University to 

guarantee privacy. For two participants, interviews took place at a different location because 

participants specified that they would feel safer and more comfortable at a location not at the 

university.  

 

Table 3. Interview data collection 

Source: Developed by the author. 

 

3.7 Approaches to Data Analysis 
 

The data analysis began with copying all the collected data to a USB drive, as it is important 

for the researcher to guarantee the safety of the data; additionally, the data that were collected 

need to be included in the transcript. When preparing the transcript, the names of the 

participants were not mentioned due to the promises of anonymity made to the participants. All 

participants were informed when the transcript was completed and were given the opportunity 

to see the transcript to ensure that everything had been completed correctly (Green & 

Thorogood, 2004; Booth,1995). After the transcript was compiled, the researcher used coding. 

Coding and categorisation are tools which enable one to explore the transcripts resulting from 

focus groups and interviews (Vaismoradi et al., 2013). Thus, the researcher is able to establish 

trends and repeated patterns within the data (Bryman, 2012). 
 

The comparative method was used to analyse data and designate codes, displaying categories 

by sorting them into groups. As Merriam (1998) suggested, categories should follow the 

research objective and include important elements or aspects from the research that the 

researcher wants to discover more about. To increase the quality and gain a consistent and clear 

overview of the coding and patterns that were found in the transcript, the coding program QDA 

Miner Lite was used. It helped to make sense of the collected data by allowing the researcher 

to distil the large dataset into a form that could be handled more efficiently. 
 

Date Time interview 

08-04-2019 75 minutes 

08-04-2019 57 minutes 

09-04-2019 61 minutes 

11-04-2019 43 minutes 

12-04-2019 63 minutes 

12-04-2019 55 minutes 
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3.8 Trustworthiness 
 

In a qualitative study, reliability or generalisability are not typically referenced, but the 

trustworthiness of the research is important. Trustworthiness of the data and the findings is 

established if the approach to the research is explained in enough detail (Shenton, 2004). When 

enough detail is given, a reader can then judge how reliably the findings are presented in the 

research, and other researchers can repeat the research to check the validity (Shenton, 2004). 

Credibility is an important aspect to consider ensuring trustworthiness, and it deals with how 

well researchers can show that their data are appropriate (Bryman, 2012). To create credibility 

in the research, the goal of the researcher was to guide the reader through every step of the 

process, explain how the process unfolded, and explain the idea behind it the process (Bryman 

& Bell, 2015). In doing this, it was important to explain the methods chosen and why those 

methods were chosen. It was also important to provide an interview guide which is used during 

the focus group and one-on-one interviews (Walliman, 2011). In this way, it can be made clear 

to the reader what led to the findings in this research (Walliman, 2011). There is also a 

participants’ validation, which means that participants will be given the data and findings to 

check their validity, confirming the correctness of the researcher’s understandings. The data 

analysis and coding of the process in this research was completed using a software programme, 

through which the researcher could attach notes where programme choices were made. This 

allowed the researcher the opportunity to read over his decision-making process and compare 

coding decisions and also to give the participants a better understanding of how the researcher 

analysed the data (Bryman & Bell, 2015). The coding process also is available upon third-party 

requests so that they can see what led to coding decision from a certain text in certain categories. 

The quality of this research and trustworthiness was guaranteed by saving all the data showing 

how the research process was conducted and why certain sampling units were selected, as well 

as saving all the first-hand data, which can explain the findings in this research. All the factors 

of how the research is conducted were shown in the research; it has been ensured that all 

circumstances were as consistent as possible, which means that when the research is repeated, 

the same outcome would be found by the researcher or other researchers and can confirm the 

trustworthiness of the research (Smaling , 2014). 
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Chapter 4: Empirical Findings 
__________________________________________________________________________________________ 

In this chapter, the empirical findings are presented. The findings of the focus group and 

interviews are examined. The motivations for brand avoidance will be presented, as well as the 

statements that led to the findings.  

__________________________________________________________________________________________ 
 

4.1 Introduction 
 

The four focus groups each contained six participants, and there were 24 participants in focus 

groups overall. Not every participant had much to say about airline brand avoidance, but every 

participant had at least a few stories to tell about brand avoidance in the airline industry. The 

interviews were also conducted with six people. The participants from focus group 1 were 

labelled as “A”. The first participant to the right of the researcher/interviewer in focus group 1 

was labelled as “A1”; the second participant to the right of the researcher/interviewer as “A2”; 

and so on. In the second focus group, the participants were labelled as B, and the first participant 

to the right of the researcher/interviewer was labelled as B1, and so on. Focus group 3 was C, 

and 4 was D. The participant who was first interviewed was labelled E1, the second participant 

E2, and so on until E6.  
 

This research began by looking at existing experiential avoidance, moral avoidance, identity 

avoidance, deficit-value avoidance, and communication avoidance. All five motivators were 

found as drivers that could lead to avoidance in the airline industry; however, there were also 

airline-brand industry-related specific findings. This will be discussed further in Chapters 4, 5, 

and 6. 
 

4.2 Experience Avoidance 
 

In the focus group, the airplane environment is characterised from the moment a consumer 

begins the check-in process at the airport and continues while the consumer is on the aeroplane 

until he or she have left the destination airport. In this research, the analysis and explanation of 

experiential avoidance from Generation Y will begin with poor-performance analysis. 

4.2.1 Poor performance  
 

Poor performance in the airline-service industry for an airline brand can occur before, during, 

and after the flight. As seen in the following quotes given by participant D3 and E5. 
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D3: “When I fly with Southwest, they always make you walk a lot to get to the aeroplane, which 

is not what I expect from the service, and I always try to fly with someone else, where they at 

least have a shuttle bus that brings you to the aeroplane. It’s so weird that one brand brings 

you to an aeroplane and another makes you walk. For me that is important”. 

E5: “One time I booked an expensive place because I’m tall, and they promise that it would 

have extra leg space. But it had not extra leg space, so, yes now I would fly with another brand 

who does give me extra leg space.”  

The quotes show how participants experience service promises been broken in their eye’s by 

airline brands on several moments, in the service process and shows that it, not only can happen 

in the aeroplane, but also, can happen before or after the participants are in the plane to be 

transported from A to point B. In this quotes participants show that they feel that the brand 

cannot fulfil its promises or effectively live up to its image what lead to a negative experience. 

 

4.2.2 Service encounter  
 

From the focus group, examples of service encounters were also given; the next quotes from 

participants A4 and A6 will give examples of negative experiences with service encounters, 

were employees create a negative service experience for the participants.  

A4: “One time with Transavia, the staff was so busy flirting with other and not paying attention 

to me, that I got so frustrated because of that. So, now I don’t fly with cheap airlines anymore”. 

A6: “Well, and with Transavia, they have a list of what they have to do. They come to sell food, 

to sell gifts, then food again, and then gifts again, then lottery tickets, and then perfume that 

nobody buys. And when you fly that long, you want to work on work or school, and it’s so 

annoying. With Lufthansa on a three- to six-hour flight they also pass by, but they look at the 

passengers and make a choice about whether they should interrupt you”. 

In these quotes is shown service encounter failures from airline brands and how these failures 

can lead to the perception that an airline brand is underperforming. 

4.2.3 Core service  
 

The participants with the next quotes show what occurs when an airline brand underperforms 

in their core services what can lead to avoidance. The core activities of the airline brand should 

always be up to standards as shown in the quotes 
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A1: “Yes, being on time, that is where it starts. I want to be on time. That is the most important 

thing”. 

B5: “Well, of course I don’t fly with airline services that are not living up to the fly time they 

promise”. 

C3: “How long check-in takes. With Ryanair the check-in always takes so long, and these are 

things you can arrange beforehand”. 

These quotes show how core service failures by a service brand can lead that participants get a 

never again attitude to an airline brand. The participants show that they have a clear expectation 

of the core service activities and, this core services should always be up to that expectation 

otherwise they don’t want to make use of that airline service.  

4.2.4 Aeroplane environment   
 

The participants described that an unclean aeroplane environment would be a reason for brand 

avoidance. The driver is visual— the participants wants that the airplane looks visual clean for 

the passenger. It is a minimal effort, from their point of view, that an airline brand should 

deliver. This is represented in quotes from D5 and A4: 

D5: “One time there was an apple cake from a passenger before me. I don’t know how, but 

they should clean it properly. How long and how often do they clean? I’m a clean person, and 

is essential for me”. 

A4: “What is also important for me is that the head thing is clean of napkins”. 

The quotes shows that the participants expect a clean environment when they are flying, and 

mentioned that when the airline is not clean the airline brand do not meet their expectations. 

4.2.5 Inconvenience   
 

Inconvenience mainly came forward in the form airline brands overcomplicating the ticket-

booking process, and where they would try to get consumers book extra services for their flight, 

as shown by the next quotes from participants B1, B2 and E3.  

B1: “When I have booked tickets in the past on airlines websites, there was a reason for 

avoiding because of that. Some websites are not consumer friendly, and I just both it with 

another airline brand….” 
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B2: “There were range limits for those dates you could search for a flight. So, I just went to 

websites for airline brands I knew were easy and avoided the ones which just took too long to 

book with or who tried to let you make a mistake, so you pay extra.” 

E3 “Some airline brand just care more about consumer friendliness of the online environment; 

when they don’t care, I don’t care about them”. 

The participants stated that, in the airline industry, the main area in which inconvenience 

avoidance occurs is when booking is overcomplicated, which they suspect is done intentionally 

to get consumers to accidentally spend more money or because the airline brand just don’t 

care about the participants (consumer), what then lead that the participants also, don’t care 

and don’t want to fly with the airline brand. 

4.3 Identity Avoidance 
 

The basic idea behind identity avoidance is that consumers do not want to be associated with 

negative brand meanings, images, or values. Identity avoidance can occur because the brand is 

connected with negative references. 

4.3.1 Negative reference group  
 

The following quote makes it clear that the participant would  not fly with an airline brand 

because the participants don’t want to be linked with a biased generalisation about a typical 

user of the airline brand because this typical user represents values and beliefs that the 

participant does not share. 

B5: “I don’t fly with Qatar airlines or Emeritus. It just says that you are sexist. I don’t want to 

be linked to that. You just support airlines who are known for that and support sexism”. 

The participants have an image what people think about a user of a brand and don’t use the 

brand because they are afraid people will see them also, in that way. 

In addition, other passengers could be a negative-reference group for the participants as show 

with the next quotes:  

E4: “Well I identify them as one group. I know you cannot do that, but I see them as one group, 

and I don’t want to be identified with them. Let me give an example. In three weeks I’m going 

to London with three girls, and they wanted to go with Ryanair, but for 10 euros more you could 

fly with Scandinavian Airlines. So, I told them I don’t go with Ryanair because of the people. I 

go with Scandinavian”. 
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A2: “Well, the people who fly with Ryanair—they are, most of the time, crazy people. They are 

always panicking that they won’t be on time with their flight. They panic because they don’t 

think there will be enough space to sit. I prefer to pay more and then not have this negative 

experience. From the moment I check in, it’s unpleasant for me”. 

These quotes shows that third parties created an image that get linked to the airline brand, and 

what kind of user will use the airline brand. The participants don’t want to be associated with 

the third part, and choice the consistent avoid the airline brand.  

4.3.2 Deindividuation  
 

There were also quotes of deindividuation avoidance: When there was asked if they avoid 

airline because of deindividuation, participant B2 pointed out that Turkish airline was getting 

avoid because in his eye’s everyone is using the airline brand what create for him 

deindividuation: 

B2: “Well, I have it with Turkish Airlines. I just don’t want to fly with an airline that everyone 

flies with. It just feels wrong”. 

Participants B4 also showed avoidance behaviour because of deindividuation.  

B4: “And you don’t want to be a sheep. In the end, you want to be a unicorn, so prefer not to 

fly with them”. 

In this focus group, several participants did not want to fly with Turkish Airlines because they 

considered Turkish Airlines too mainstream, and they wanted to be seen as unique. Another 

quote comes out of focus group four. 

D2: “Flying with TAP Air Portugal feels, for me, like cheating on my personality. When I flew 

with them, they were small, and it was cool flying with them. And they were special just like me. 

Now I’m just one of the millions flying with them. Because they are so big, you lose the feeling 

of [uniqueness], and the personal service [decreases]. I would prefer not to fly with them”. 

These quotes give an insight what the size of the airline brand mean for the participants and, 

shows how the size of an airline brand can be experience as negative and lead to deindividuation 

avoidance.  

4.3.3 Inauthenticity  
 

There were no findings for inauthenticity avoidance.  
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4.4 Moral Avoidance 
 

The first reason for moral avoidance that was examined is when country-of-origin (COO) 

effects conflict with individual moral standpoints. 

4.4.1 Country-of-origin effects 

  

 In these quotes, participants avoided an airline because the COO practices, something the 

participants view as unethical, and the unethical behaviour of the country gets linked to the 

airline itself, in participants’ opinions.  

B6: “Yes, with an airline that comes from a country where there is war. I don’t trust this kind 

of airline, and I if I fly with them, I support the war. I would also never work in a country like 

that for example, Syrian airlines”. 

C3: “I just avoided any airline from Africa and South America. They are cheap, but for a flight, 

you should not just look how cheap an airline is. You should also look at how they treat their 

staff, and they treat people differently, and, in my opinion, are racist towards people from 

Europe”. 

In this quotes, participants refused to fly with an airline brand because of the activities 

happening in the country to which the airline brand is linked to. 

The quote of C5 shows that the participant sees it as a moral duty to support is his or her home 

country’s airline service, and that led this person to avoid an airline that is not linked to his or 

her own country. 

C5: “I fly mainly, or try to fly as much as I can, with Turkish Airlines. I want to support my 

home country. I’m proud we have an airline like that”. 

4.4.2 Anti-hegemony 
 

Participant D1 gave further quotes of anti-hegemony, the participants was avoiding an airline 

brand because the airline corporations has a monopoly power and used this power for an 

irresponsible agenda regarding the environment and society: 

D1: “So, in the Netherlands, KLM has 80 percent of the airline industry and makes everything 

as suitable for itself as possible. And now they just built another airport. They don’t care about 

the Oostvaardersplassen” (The Netherlands’ largest nature reserve). “Even scientists have told 
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them not to fly there because of the birds. So, I’m avoiding them. I know it does not make a 

difference, but I hope people will do the same so that they get less power”. 

This avoidance has a clear relationship with avoidance because of anti-hegemony. The 

participant does not want to fly with the airline anymore because of the immoral attitude the 

airline brand has and the way it uses its power. 

4.5 Deficit-Value Avoidance 
 

In the focus groups, deficit-value avoidance was also discussed and start with unfamiliarity. 

4.5.1 Unfamiliarity 
 

The next quotes show that the offering of a similar flight provided by an unknown airline brand 

will lead to avoidance behaviour. The negative evaluation, in this case, is not based on 

experience. It is based on unfamiliarity with the brand. 

B1: “When I was flying to Beijing, I had the option for SAS and Emirates, and SAS was a new 

airline brand, and I chose Emirates because it is a six-hour flight, and then I just wanted to stay 

with what I know because I know it is good”. 

B2: “I would not try the new airline brand. I will stick with what I know. Just like my phone—

I also stay with Apple. I know how everything works”. 

D1: “I think it depends, indeed, on how long I will fly with them. With a three- to six-hour flight, 

I won’t try a new airline brand. With a shorter flight, I would”. 

4.5.2 Aesthetics 
 

The statements shows how an airplane look can lead to aesthetic avoidance shown with the 

quote of B3. 

B3: “I’m from South America, and I have flown with a big airline, and they have big aeroplanes. 

So, now I don’t fly with brands who use the smaller aeroplanes because things just look less 

good or solid, and sometimes there is noise I can’t explain. And the staff they’ve trusted. But I 

don’t know if it is good or not. And when I’m flying six hours, I just want to have relaxed flight. 

The participant tends to perceive larger and newer aeroplanes as more reliable. The participant 

in this quote judge this airline brand on external cues and show that when an airline brand is 

Unattractive or low-quality aeroplane design is avoided, while attractive aeroplanes result in 

positive consumer judgement and result in increased trust 
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4.5.3 Food favouritism 
 

There were no findings of airline avoidance because of food favouritism. 

4.6 Communication Avoidance 
 

To analyse communication avoidance, the focus group began with questions about whether 

people were already avoiding an airline brand because of negative feelings about the 

communication of that brand.  

4.6.1 Celebrity endorser 
 

Focus groups 1 and 2 included participants who had already specified a quote of avoiding airline 

brands because of their communications. 

A5: “There was a time that Turkish airline was showing a lot of footballers in their 

advertisements, and that started to irritate me at that moment. I would definitely avoid them 

because of those advertisements”. 

In focus group 2, participant B6 provided a quote of brand avoidance because of celebrity 

endorsement. 

B6: “Yes, I don’t fly with Corendon. I met Cor one time. Well, that is his stage name. And he 

was such an un-nice person. So, as long as they have him in their advertisements, I won’t fly 

with them anymore”. 

Right away, there were two quotes of communication avoidance in the focus groups related to 

celebrities. What the quotes shows is how celebrities can create negative feelings within the 

participants, the  dislike a participants has for the celebrity get transformed to the airline service 

itself. 

Some participants also did not avoid a brand because of a celebrity currently linked with the 

airline brand; however, all participants could name a celebrity who would lead to brand 

avoidance. For every participant, the use of a certain celebrity could lead to that participant 

avoiding a brand. 

4.6.2 Content 
 

The use of certain advertising content may also lead to avoidance of a brand for certain 

participants. This can be seen below: 
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D3: “If a company would use drugs or abuse in its advertisement, then that is a reason for me 

to avoid it”. 

C5: “…if there was a use of sex, drug abuse, or the other taboos, it would be a reason they 

avoid the brand right. For me, it would at least feel uncomfortable”. 

Content avoidance results from dislike, shown here is that participants would not like message 

and storyline in the airline communication when it’s related to a non-socially responsible 

messages and aggressive messages, which would lead to negative feelings to the airline brand. 

4.6.3 Music 
 

There was one direct quote of a participant avoiding an airline because of the music that airline 

used. However, the other participants were able to imagine what kind of music may encourage 

them to avoid an airline in the future because of irritation and inappropriate piece of music in 

an advertisement. 

D1: “Well, I already disliked that brand, but when Southwest Airlines used such an annoying 

jingle, I hated them even more”. 

C6: “Yes, of course. When I fly for work, and I see an airline commercial, and they have pop 

music, I’m not going to fly with them”. 

B3: “I would not fly with them anymore if they used classical music in their advertisements. 

That’s such a buzzkill. That is the last thing I want”. 

4.6.4 Response 
 

The next subcategories of communication avoidance deal with response avoidance, which can 

be caused, for example, by a slogan being interpreted in a different way than intended. Each 

consumer sees and interprets the message of an advertisement differently and an advertisement 

has never the goal to make a consumer not fly with an airline brand still as shown in the next 

quotes participants sometimes interpreted the advertisement messages that way. 

D2: “For me, it’s not a reason straightaway to avoid a company. I can image a slogan that 

leads towards avoiding an airline brand, but in my whole life. I’ve never avoided, for that 

reason, a brand or a company”. 

C4: “Yes, for me an airline brand that targets families, I avoid. They don’t say I’m not welcome, 

but you know families. And often it is annoying, feel-good advertisement”. 
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The participants interprets in these quotes message in a negative or unintended way, what lead 

to a negative view of the advertisement, and can lead for the participant to make a non-purchase 

decision 

4.6.5 EWOM 
 

The next reason for communication avoidance found is EWOM, as seen in the quotes provided 

by participants D2 and A1. 

D2: “I think it does. A lot of my friends have had bad experiences with TAP Portugal, and I 

read that on Facebook when they post a complaint”. 

A1: “When I see people complaining online, it leads to the airline not being my first choice, 

especially when I don’t see the airline answer. If I see them answer, they get some points”. 

It was shown that when participants see people they know complain online about bad service 

with an airline, this can contribute to participants making non-purchase decisions. Social-media 

communication can also lead to avoidance behaviour, as stated by the follow participants: 

B5: “Social media, is just customer service, but easier. But just as with calling, they must reply 

quickly. I don’t want to wait 10 minutes on the phone, and I don’t want to wait six hours before 

they reply to a DM” (direct message). 

D4: “Well, it did. I asked Ryanair a question on Facebook one time and Transavia one time, 

and Transavia replied straight away, and after 3 hours, Ryanair had not, so, because of the 

slow communication, I chose Transavia”. 

It’s showed that participants attitudes towards an airline brand can be changed by negative 

EWOM communication, which can change the outcome of the relationship the participants has 

with the airline brand and lower the purchase intention 
 

4.7 Airline-Specific Findings 
 

There were two categories of findings that were industry related.  

4.7.1 Negative price fluctuation  
 

Participants avoid an airline brand when the airline brand lowers the prices of tickets shortly 

after they book a flight, the next quotes will show what that did for the service brand experience 

of the participants as shown in the following quotes. 
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A2: “I waited to look if the prices were getting cheaper, but they stayed the same. Then I booked 

the ticket, and a week later prices dropped to 30 euros – like 180 euros cheaper. So, I’m never 

flying with those guys again”. 

D1: “But my ticket almost decreased, two days later, by 50 percent. 50 percent. That is too 

much. It’s disquieting. They could’ve already, when I booked, lowered the price. That hurt so 

much. I just don’t fly with them anymore. I hated them so much for that. But price should only 

be able to go up, not down anymore – or not by 50 percent”. 

E6: “It’s such a stupid thing to say, but it just feels unfair that one day you can pay 100 euros 

more than someone sitting next to you. That is the reason that makes me hate the airline and 

not want to fly with them anymore”. 

The quotes show that ticket prizes can fluctuated and consumers can pay different prices for the 

same service, when there is paid more than other consumers. This create then a negative 

perception of the service brand and lead to a never will I fly again with that airline brand mind 

set.  

4.7.2 Irrational fear 
 

In the next quotes, several people avoided the service of airline brands because of the country 

the brands originated in (because of irrational fear). They perceive that because the service is 

from a certain country, it will have poorer performance, even though they have never 

experienced the service, the fear lower the service perception, which may lead to avoidance 

behaviour. This fear is related to COO, but is different then COO effects of moral avoidance, 

because it, is not linked to moral, but just to irrational fear combined with COO, The participant, 

show with these quotes that they create an idea in there head related to the airline industry and 

countries that, flying with certain kind of airline from a countries lower there changes of 

surviving. 

A3: “I don’t fly with airlines from Africa, Asia, and South America because they are not safe. 

You should always look at how safe an airline is”. 

B3: “Some airlines from some countries in Asia I would avoid because they are less good ” 

“Well less save, and properly I will not make it to my destination”. 

This avoidance may look related to COO, out of the data collection the fear that participants 

made for them self what lead to avoidance was more dominant  as reason to avoided airline 
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brand and is there for been seen different and also different categories then avoidance as COO 

effects. 
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Chapter 5: Analysis and Interpretation 
__________________________________________________________________________________________ 

Chapter 5 provides an analysis of the empirical findings which support the current literature 

and also provide new insights and new findings regarding the purpose of this research. The 

findings demonstrate that avoidance of a brand does not occur because of only one driver but 

can be motivated by drivers. Figure 3 provides a better understanding of brand avoidance and 

a visual impression of brand avoidance in the airline industry amongst Generation-Y 

consumers. These findings are discussed in further detail in this chapter.    

__________________________________________________________________________________________ 

 

5.1 Experiential Avoidance 
 

The first motivator of avoidance that was analysed is experiential avoidance. Experiential 

avoidance can be divided into five subcategories: poor performance, inconvenience, and 

aeroplane environment (as shown in the model of Lee et al. [2009a]), and service encounter and 

core-service failures (as discussed in the work of Berndt et al. [2019]). Experiential avoidance 

occurs when a consumer has had an experience with an airline service that did not fulfil his or 

her expectations (Lee et al., 2009b; Berndt., et al. 2019) There many quotes of experiential 

avoidance in this research. This is likely because negative experiences leave stronger memory 

traces behind and tend to be thought of right away (Wilk, 1997). 

5.1.1 Poor Performance 
 

Within services, unmet expectations can lead to avoidance behaviour by the consumer 

(Almqvist, Forsberg, & Holmström, 2016; Quintal, et al., 2016). Bitner (1995) stated that 

promises need upheld by the service brand to live up to the expectation to the consumer. When 

these promises are broken, this will lead to brand avoidance (Berndt et al., 2019). Participant 

E5 has shown that when a service promise was broken and for that reason the service under 

performed, the participant avoided the airline brand. 

As shown with the quote from participant D3, consumers make comparisons of airline brands. 

Participant D3 stated that some airlines charge the same amounts as others while delivering 

different services. D3 provided an example of one airline brand which provided a shuttle bus to 

transport passengers to the plane and another let passengers to walk to the plane. This can lead 

to avoidance of an airline brand because consumers begin expecting services that other brands 

have provided even if those services are not included in the service the consumer purchased. 

As stated, service expectation is not only created by the promises made by one airline brand 
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(Bekko, 2003); when a consumer receives an extra service for the same money with another 

airline brand, it will encourage the consumer to avoid airline brands that do not offer that service 

(Bekko,2003). 

5.1.2 Inconvenience 
 

Inconvenience avoidance is described as a service that becomes overcomplicated or a consumer 

needs to make more effort than he or she wishes, which leads to an avoidance of that brand (Lee 

et al., 2009c). Quotes of inconvenience avoidance were provided. Participants stated that, in the 

airline industry, the main area in which inconvenience avoidance occurs is when booking is 

overcomplicated, which they suspect is done intentionally to get consumers to accidentally 

spend more money. As stated, if the booking process is too complex, they will purchase from a 

different airline. However, if airlines make it too difficult, it becomes a reason for the consumer 

to not purchase a service from that brand. This is also stated by Lee et al. (2009a). The 

inconvenience avoidance in the airline industry happens mainly before purchasing the service 

(Wongleedee, 2016). If it is seen as too much effort to buy a service from one airline brand, 

then a consumer will just purchase from another service brand Odoom et al., (2019).  

5.1.3 Aeroplane environment 
 

In the focus groups, the environment is described to the participants as something which begins 

being characterised when they start checking in for flights and ends after they have left their 

destination airports. Example regarding airline brands that did not meet the expectations held 

by consumers regarding aeroplane environments were provided by the participants, who stated 

that they expect a clean environment when they are flying. Participants mentioned that when 

the airline is not clean, it will lead toward avoidance of an airline brand. This is also shown in 

the scientific literature; the impressions of environments have influence on the consumption 

choices of the consumers (Kaplan, 2011). Zeithaml et al. (2006) expressed that a disappointing 

environment will lead to a negative perception of the brand by the consumer, which will then 

lead to brand avoidance (Berndt et al., 2019).  

5.1.4 Service encounter 
 

The sub-driver service encounter also led to on-purchase decisions. The empirical study shows 

that service encounters play an important role in the purchase of the product as well as in the 

non-purchase of a service in the airline industry (Bebko, 2003) (Nickson, Warhust, 

Commander, Hurrel, & Cullen, 2011). Negative service is often experienced because of a lack 

of soft skills of the employees. The staff plays a vital role in whether consumers believe an 
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airline has performed well (Wongleedee, 2016). The importance of employees’ soft skills is 

also discussed in previous literature. An employee with better soft skills is better able to meet 

the emotional needs of a customer, which will lead to a positive experience (Nickson, et al., 

2011). A lack of employees possessing these skills may lead to negative experiences with 

consumers (Heckman & Kautz, 2012), which may then lead to non-purchase decisions. 

5.1.5 Core-service failures 
 

As stated by several participants, the core activities of the airline brand should be up to 

standards. Core-service failures by a brand can lead to consumers adopting “never-again” 

attitudes towards an airline-service brand (Berndt et al., 2019). In the airline industry, core-

service failures are failure to leave and arrive on time, failure to inform the consumer about 

delays or cancellations, overbooking, and inefficient routes available that cause travel from 

place A to place B to take extra time (Mazzeo, 2013; Tsoukatos & Grahem, 2007). Most 

examples of airline brands that failed in their core services were not leaving up to the promised 

departure and arrival times. The participants show that, indeed, the core-service failure would 

lead to “never-fly-again” attitudes with the airline brand, as also stated by Berndt et al. (2019). 

However, the participants show even had they not had experience with the underperformance 

of a service brand on their other core activities, it would lead to an avoidance mind-set towards 

that airline brand.  

5.2 Identity Avoidance 
 

Identity avoidance occurs when consumers generally avoid a brand because it represents values 

with which the consumer disagrees, because it offers a product or service something that is not 

in harmony with consumer beliefs and self-image, or because the brand is connected with 

negative references (Lee et al., 2009a). Identity avoidance can be divided into three 

subcategories: negative- reference group, inauthenticity, and deindividuation. 

5.2.1 Negative-reference group 
 

Several quotes of negative-reference groups leading to identity avoidance were presented 

during focus groups. It has been demonstrated that the brand has a reputation which may uphold 

the undesired self-image. Identity avoidance of a brand is not always connected to the actions 

of brands; simply the association with a certain group or country can be enough for consumers 

to avoid a brand (Banister & Hogg, 2004). Most avoidance of airlines service brand because of 

a negative reference group does occur because of the actions of the airline brands themselves, 

as shown in the findings (Kotze, 2017; Wongleedee, 2016). Often, third parties can create an 
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image of a brand because the third parties that are using the service get become linked with the 

brand, as also shown in the findings. Because the consumer may wish to avoid being associated 

with the third party, that consumer may consequently avoid the brand (Banister & Hogg, 2004). 

This was shown when participants pointed out that they do not want to fly with airline brands 

because of the chartists of the typical user of the airline brand. In the eyes of participants, the 

brand has something that symbolically incompatible with their desired self-image, which can 

lead to brand avoidance (Lee et al., 2009a). Therefore, the avoidance of negative-reference 

groups, in this case, is caused by how consumers view the typical users of the brand (Lee et al., 

2009).  

5.2.2 Deindividuation  
 

There were also examples of avoidance because of deindividuation. Participants stated that they 

do not wish to fly with an airline that everyone flies. When too many consumers used an airline-

service brand, participants showed that they were afraid of losing their own unique identities. 

There were several quotes of people avoiding airlines because they were considered too 

mainstream. Every airline in the industry is large; however, there is a difference in how large 

various airlines are. The thought of purchasing from the largest airlines seemed to make 

participants believe they would be less unique. Participants made it clear that the larger and 

more mainstream the airline was, the less unique and original they would feel. Consumers feel 

more unique when they are not purchasing from companies that are leading the market (Abrashi 

& Beurer, 2013). As is seen in previous research, the size (number of users) of a brand can 

make it seem too mainstream (Holt, 2002; Holt, 1995). In this case, a non-purchase decision is 

driven by a consumer not wanting to lose his or her self-identity (Lee et al., 2009a). 

5.2.3 Authenticity   
 

Authenticity avoidance is based on the lack of authenticity of a brand and is supported by 

previous research, such as that by Lee et al. (2009a). A lack of authenticity takes place when a 

brand loses its authenticity over time, which can result in brand avoidance (Lee et al. 2009). 

However, there was no evidence found to support avoidance because of a lack of authenticity. 

This is possibly because most participants did not believe that any airline brand possessed 

authenticity. Another possible reason is that participants were aged between 21 and 30, and 

most were between 21 and 25, so perhaps the participants did not have enough experience with 

the airline brands over a long-enough time. 
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5.3 Moral Avoidance 
 

Moral avoidance occurs when there is an ideological conflict between the consumer and the 

product, which can be related to political or socioeconomic situations (Lee et al., 2009b). Moral 

avoidance can be divided as country-of-origin effects and anti-hegemony. 

5.3.1 Country-of-origin effects 
 

The COO may be a reason for avoidance, as was mentioned by Lee et al. (2009a). COO 

perceptions from the participants about the airline company played an important role. Almost 

all participants had avoided an airline because of its country of origin. Participants stated that 

they will not fly with a service brand coming from China or Qatar because of the unethical ways 

people are treated in those countries. This leads to conflicts with an individual’s basic moral 

principles. Because the participants had country-related avoidance behaviour, they also made 

non-purchase decisions for airline brands that are related to those countries. Ferrell et al. (2011) 

showed that when irresponsible behaviour is linked to a company, this will lead to non-purchase 

decisions. In the airline industry, it is clear that the country from which a brand originated can 

have great influence on consumer perception of how ethical that brand is (Hollensen, 2011). 

The country of origin impacts how the participants look at the ethical behaviour of a company 

(Hollensen, 2011; Piron, 2000). The country-of-origin effects were mainly linked to unethical 

treatment of employees. It shows that responds airline companies are mostly deemed 

irresponsible based on how they treat their employees. One reason for this could be that the 

media gives the most attention to instances of poor treatment of employees, which may have 

led participants to give this the most attention (Schudson, 2003). 

There were also participants who made non-purchase decisions to support their own countries; 

consumer prefer to fly with an airline because of financial patriotism (Odoom et al., 2019). A 

consumer may prefer to support an airline brand that is related to his or her own country because 

that brand is connected with his or her community (Odoom et al., 2019). 

5.3.2 Anti-hegemony 
 

The second reason for moral avoidance mentioned in the model of Lee et al. (2009Bb) is anti-

hegemony brand avoidance. This is the willingness from some consumers to boycott products 

from large corporations or multinationals that have a monopoly on the market, typically because 

consumers believe those corporations have an irresponsible agenda towards the environment 

and society (Rindell et al., 2014 Odoom et al., 2019; Berndt et al., 2019). There were examples 

of anti-hegemony because of the irresponsible agenda of airline brands, and anti-hegemony can 
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lead to brand avoidance in the airline industry. The motive from participant D1 to avoid KLM 

comes from an anti-hegemony standpoint. In the opinion of the consumer, if the service brand, 

KLM is too powerful, it will only use its power to serve its own agenda. It has already been 

stated in previous research that consumers will avoid a brand when it, in the consumer’s 

perception, uses its position of strength to push an irresponsible agenda (Rindell et al., 2014; 

Berndt et al., 2019). 

5.4 Deficit-Value Avoidance 
 

The last type of brand avoidance in the article from Lee et al. (2009A) is deficit-value 

avoidance. Deficit-value avoidance can occur for three reasons. The first reason deficit-value 

avoidance occurs is because consumers feel the brand lacks quality (Lee et al., 2009A). The 

second reason for deficit-value avoidance is that the brand or product is unfamiliar to a 

consumer. When consumers see a new product on the shelves or a new company offering 

services, they may perceive the new brand as low quality because they are unfamiliar with the 

background of the brand or product and are unable to assess the risk of purchasing the product 

or service. The last reason for deficit-value avoidance in the airline industry is food favouritism. 

The quality of food and the way it is presented can lead to a deficit value in the service.  

5.4.1 Unfamiliarity 
 

In the airline industry, an unknown service brand will often be met with avoidance behaviour 

(Gourdin, 1998). The negative evaluation, in this case, is not based on experience, but on being 

unfamiliar with the brand, as exhibited by one participant: “When I was flying to Beijing, I had 

the option for SAS and Emirates. And SAS was a new airline brand, and I chose Emirates 

because it is a six-hour flight, and then I wanted to stay with what I know because I know it is 

good”. In this quote, the participant is unfamiliar with a specific service brand, which has been 

shown to lead to avoidance behaviour (Berndt et al., 2019). Consumers tend to perceive new 

airline brands as being low quality because they are unfamiliar with the background of these 

airline brands and do not know the risk associated with purchasing them (Berndt et al., 2019). 

Whether a participant would purchase from an unfamiliar airline also depended on the length 

of the flight. Participants tended to be more willing to purchase from unfamiliar airlines for 

shorter flights. This was expressed: “I think it depends, indeed how long I will fly with them. 

With a three- to six-hour flight, I won’t try a new airline brand, but with a shorter flight I 

would”. Several participants in the focus group mentioned that they may even prefer to buy 

from a new airline for a short flight because they enjoy experiencing new things. However, with 
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a six-hour flight, the risk is too significant for the participants not to have the service they 

expect. Some participants would like to try a new airline brand and may even prefer to get to 

know the new airline brand. However, they want their first contact with a new brand to occur 

during a short flight. It is shown in the scientific literature that when the duration of the service 

increases, the importance of quality for the consumer also increases. This can explain the 

decrease in risk-taking behaviour when the service time increases (Bebko, 2003; Gilbert & 

Wong, 2013; Ostrowski et al., 1992). 

 5.4.2 Food favouritism 
 

The phenomenon food favouritism suggests that consumers are more likely to be cautious and 

avoid unfamiliar, contaminated, cheap, or harmful food (Green, Draper & Dowler, 2003), 

because consumers are more sensitive and demanding about food and tend to avoid food from 

a deficit-value point of view. In the focus groups and interviews, there was a search for food 

favouritism to see if there were negative experiences regarding airplane food. However, no 

example of avoidance was created because of food favouritism. This could be because food 

favouritism is often found in places such as supermarkets (Lee et al., 2009b). The airline 

industry is just too different, which led to no discovery of findings of avoidance regarding this 

subject. 

5.4.3 Aesthetics 
 

The third reason for deficit-value avoidance was mentioned aesthetics: participants do not fly 

with a brand that uses smaller aeroplanes because these machines look less substantial or solid, 

and sometimes there is noise they cannot explain; this makes them trust the airline brand less. 

It is exhibited here that these participants will make purchasing decisions based on the 

appearance and aesthetics of an aeroplane. Because of how one aeroplane is presented to 

consumers, the consumer assumes that the functionality is lower than more attractive aeroplanes 

that belong to another airline. Consumers tend to perceive larger and newer aeroplanes as being 

more reliable. Lee et al. (2009a) showed that people view the appearance of a brand or product 

as an indicator of functional value. An unattractive product can lead to the feeling that the 

service lacks safety and can lead consumers to believe that the service will not live up to their 

utilitarian requirements (Belch & Belch, 2004). 

5.5 Communication Avoidance 
 

The next driver for avoidance discussed is communication. The reasons for this type of 

avoidance can be divided into subcategories: content avoidance, celebrity endorsement 
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avoidance, music avoidance, response avoidance, EWOM avoidance, and social-media 

communication. 

5.5.1 Celebrity endorsement 
 

In the past, celebrities were often seen as positive parts of advertising who could help forge 

bonds between a brand and a consumer (Jahn & Kunz, 2012). However, the use of celebrity 

endorsement can also lead to a negative interaction between a consumer and a brand, as shown. 

Participants stated that they had, in the past, avoided an airline brand because they had a 

negative attitude towards several people linked to the advertisement. Several other participants 

mentioned that they would avoid airline brands in the future if the brands used certain celebrities 

in their advertisements. Knittel et al. (2016) argue that a consumer can experience negative 

feelings because of a celebrity, which can then lead to those feelings being transferred to the 

brand, leading to non-purchase decisions (Berndt et al., 2019; Odoom et al., 2019). 

5.5.2 Content  
 

Content avoidance occurs when a consumer dislikes the message, storyline, and the actors, or 

other factors, in an advertisement. The content of an advertisement can lead a consumer to like 

or dislike a brand. Participants shows that if a company were to use drugs or abuse in its 

advertisements, that would be a reason to avoid that brand. At the time of this study, there were 

no participants who were avoiding airlines because of the contents of advertisements, but they 

did state that they would avoid airlines in the future if they used drugs or abuse in their 

advertisements. It shows that this would play a role in the avoidance of an airline brand because 

the consumers’ dislike for the advertisement would be linked to the brand. Advertising content 

has a strong influence on whether consumers avoid brands (Knittel et al., 2016; Odoom et al., 

2019). When there are negative feelings regarding the content, these negative feelings would or 

could lead towards the avoidance of an airline brand, as also stated by Odoom et al. (2019). 

5.5.3 Music 
 

Advertisement in the airline industry is focussed on creating a positive feeling in consumers 

(Allen, 2005). Music is part of the storyline of an advertisement and can build consumer like or 

dislike towards the brand (Knittel et al., 2016). Several participants in the focus group 

mentioned that music could encourage their avoidance of an airline brand. When airlines use 

music that does not fit the brand, it can create irritation in consumers, as stated by the 

participants “Well I already dislike that brand, but when Southwest Airlines used such an 

annoying jingle, I hated them even more”. Here, it is shown that in the airline industry music 
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also can lead to a negative feeling of an airline brand. Many participants also mention that 

inappropriate music that does not match mood of the reason they are flying could lead to them 

avoiding an airline brand. There were exhibits that when the music does not match a consumer’s 

purpose for flying, it may lead to that consumer avoiding the brand in the future. It can also be 

inferred that consumers recognise a difference between airlines suitable for work and those 

suitable for vacation, based on the music they choose. As stated by Allen (2005), music has an 

influence on the emotions of consumers and how they perceive brands. The goal is to create 

positive connections with the consumer with the music (Allen, 2005). However, as seen in the 

previous example, the music in advertisements cannot always match what participants want and 

is often seen as irritating (Allen, 2005; Allen 2006). This irritation can lead to a non-purchase 

decision by the consumer (Odoom et al., 2019). 

5.5.4 Response 
 

Response avoidance occurs when a consumer interprets a message in a way that is different 

than the sender of the message intended the message to be interpreted (Percy, 2008). A 

consumer sometimes has an emotional reaction to a message and then evaluates it in an 

unfavourable way (Knitter et al., 2016). Response avoidance was also exhibited by C4: “Yes, 

for me an airline brand that targets families, I avoid. They don’t say I’m not welcome, but you 

know families.”. Here, it is clear how the subjective evaluation of an advertisement can lead to 

a non-purchase decision. As mentioned by Odoom et al. (2019), advertising messages can be 

interpreted differently by different consumers. This can lead to misinterpretations which can 

then result in non-purchase decisions by consumers (Odoom et al., 2019). 

5.5.5 EWOM  
 

The fifth sub-driver of communication avoidance is EWOM, which was also identified by 

Berndt et al. (2019). This empirical study indicated that EWOM can have a strong influence on 

purchasing decisions. It supported the literature, which stated that consumers’ attitudes towards 

an airline brand can be changed by negative EWOM (Beneke et al., 2015). Participants stated 

that online complaints, mainly by people in their direct circles, have led them avoid the airlines 

in the past. It is shown that information coming from familiar people is often trusted by 

consumers, and when that information is negative, consumers are less likely to purchase from 

those brands (Xia & Bechwate, 2013). Fournier (1998) provided support for the idea that the 

people we know can greatly influence our purchasing decisions. Therefore, what leads to a 
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purchase or non-purchase decision can by influenced by the people we know by EWOM 

(Fournier, 1998; Xia & Bechwate, 2013; Beneke et al., 2015). 

5.5.6 Social-Media Communication 
 

In the literature, it is shown that rude or unprofessional communication or a lack of 

communication can lead to a consumer avoiding a brand (Novani & Kijima, 2012; Schuckert 

& Yeung, 2013). In this research, airlines’ social-media communication led to non-purchase 

decisions when the airlines did not communicate with customers in a timely manner or if there 

was a lack of communication, as demonstrated by participant B5: “Social media is just 

customer service but easier. But just as with calling, they must reply quickly. I don’t want to 

wait 10 minutes on the phone, and I don’t want to wait six hours before they reply to a DM”. 

Social-media communication of the airline brand was seen as professional, however, based on 

the difference in response times of the airline brands. As shown in the literature, when the 

response time is longer than the consumer expects, it can lead to avoidance behaviour (Novani 

& Kijima, 2012; Schuckert & Yeung, 2013). This was also acknowledged by the participants. 

5.6 Airline-Specific Industry Findings 
 

There also were findings related to specific the airline industry. There were to airline industry 

related industry avoidance negative price fluctuation and irrational fair.  

5.6.1 Negative price fluctuation 
 

The first sub-driver is negative price fluctuation. In the airline industry, there is a unique 

situation in which the price for the same service can vary amongst different consumers. This 

research found this price fluctuation may influence non-purchase. Participants experienced a 

decrease of the service price shortly after purchasing plane tickets, which led them to adopt a 

more negative perception of the airlines. This led participants to feel that the promise of the 

service to transport them from place A to place B for the most convenient price had been broken. 

When a service brand does not uphold its promises to consumers, this will lead to brand 

avoidance (Berndt et al., 2019). This also greatly influences consumer perception of the brand 

because it does not benefit consumers financially. When a financial promise to a consumer is 

broken, it is often very difficult to regain the trust of the consumer (Phelan, 2009). Research 

shows that the only way for a consumer to accept this broken promise is if the reason one 

consumer pays more than another consumer for the same service is transparent (Phelan, 2009).  
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5.6.2 Irrational fear 
 

The final sub-driver that caused participants to perceive a service as being lower quality was 

irrational fear. During the focus groups, the responses from participants made it clear that where 

an airline is from plays an important role in consumer purchase decisions. This was mainly due 

to safety concerns. When a phone underperforms, someone can purchase a new one. However, 

as stated by A2, “When there is something wrong with an aeroplane, it properly means death”. 

This participant saw a connection between the COO of the brand and the service quality of that 

brand. It has been shown that, indeed, the originating country of a brand has an effect on how 

consumers view the brand (Hollensen, 2011; Piron, 2000). One reason this plays such an 

essential role in the airline industry is fear. It is important to note, however, that it is often 

unnecessary for people to fear certain airlines because the number of plane crashes is low. As 

discussed by Behrendt, (2010), human beings often adopt irrational fears in life that influence 

their decisions. One of these is perceiving airlines as unsafe because of COO effects 

(Behrendt,2010; Hollenson, 2011). The chances of being an aeroplane accident are lower than 

the chances of accidents in other forms of transportation. However, even though statistics show 

people that the chances of dying in an aeroplane are lower than by bike, car, or public 

transportation, people are still more afraid of dying in aeroplanes. This can be referred to as a 

irrational fear (Behrendt, 2010). In this case, airlines that are statistically safe can be avoided 

by consumers because of this fear. 

5.7 Results of Analysing the Findings 
 

The empirical research conducted with the findings and analysis of the findings have shown 

that avoidance of a brand does not lie on only one driver or motivator; it can be created by 

several drivers. Figure 3 shows and provides a better understanding of brand avoidance and a 

more correct visual impression of brand avoidance among Generation Y in the airline industry 

when using medium-haul service flights.  
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Figure 3. Detailed Framework of Drivers and Motives of Brand Avoidance in the airline industry. 

Source: Developed by the author, based on Berndt et al., 2019. 
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Chapter 6: Conclusion 
__________________________________________________________________________________________ 

The conclusion in Chapter 6 provides an overview of the empirical study and findings of the 

research conducted to give a clear answer to the research question. Next, the conclusion 

provides a discussion of the results, implications, limitations, and recommendations for 

further research. 

__________________________________________________________________________________________ 

 

6.1 Purpose and Research Question 
 

The purpose of this study was to explore brand avoidance in the airline industry and locate the 

specific motivators of non-purchase decisions for medium-haul flights amongst Generation Y. 

The research question was formulated as followed: What are the reasons for the brand 

avoidance of Generation-Y consumers in the medium-haul airline-service industry?  
 

The reasons for brand avoidance in the airline industry are widely applicable and are often 

similar to reasons for brand avoidance in other industries. However, unique data were gathered 

in the focus groups and follow-up interviews. Altogether, six motivators for brand avoidance 

were found. 

6.1.1 Experiential Avoidance 
 

The first reason is experiential avoidance, which contains five sub-drivers for avoidance. The 

first sub-driver is poor performance. The participants indicated that when an airline 

underperforms on several factors (what is expected from the service-time-related problem, for 

example), this encourages consumers to avoid this brand in the future. The time promise can be 

broken, in the participants’ eyes, from the moment they enter the airport if the check-in process 

takes longer than expected, which can lead to a view that the airline-service brand is already 

under-performing. The second sub-driver in experiential avoidance is inconvenience avoidance. 

This study found that inconvenience avoidance occurs mainly during the purchase of the 

service. When websites are too complicated to use, consumers often feel that it is not worth the 

effort and purchase tickets from different airlines. The third sub-driver for experiential 

avoidance in the airline industry was environment avoidance. This research found that when 

aeroplanes are not sufficiently clean and organised, consumers may make a non-purchase 

decision regarding that airline. The next sub-driver was service encounter; a lack of soft skills 

in employees can lead to non-purchase decisions from consumers, as was demonstrated in this 

study. The reason that employees’ skills are mentioned is because during the service, there is 

often contact with staff members of the service brand. The last sub-driver that could lead 
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towards avoidance is core-services failure; when an airline-service brand did not achieve in its 

core-service activities, participants then showed “never-again” attitudes towards this airline 

brand.  

6.1.2 Identity Avoidance 
 

The next motivator of brand avoidance is identity avoidance, which contains two sub-drivers 

for avoidance: negative-reference group and deindividuation. Negative-reference groups play 

important roles and often lead to avoidance of specific airline brands. Consumers who fly with 

a certain airline brand all have similar behavioural traits in the eyes of participants. A consumer 

may not want to link his or her identity with those airline brands that are used by certain people 

possessing similar behavioural traits. This was found to be a strong reason for avoidance in the 

airline industry. Another reason for avoidance was deindividuation. All airlines are seen as large 

companies; however, the three largest airline brands were considered too large by participants 

in this study. Because the participants felt that flying with the largest airlines would lead them 

to lose a part of their identity, the indicated that they would rather fly with smaller airlines. 

6.1.3 Moral Avoidance 
 

The third motivator for brand avoidance is moral avoidance, which contains three sub-drivers. 

First, COO effects played an important role for the participants in deciding whether to avoid an 

airline brand. This research indicated that possibly unethical actions of the country related to 

where the airline was from may lead to avoidance behaviour by consumers. The COO of an 

airline also had the effect of encouraging some participants to purchase tickets from that airline, 

because of financial patriotism. The second sub-driver is anti-hegemony. Participants indicated 

that they believe that certain airlines have too much power and that they use that power only to 

maximise their profits without considering what effects those actions may have on the 

environment and society. This was also shown to lead to avoidance behaviour by the 

participants. 

6.1.4 Deficit-value Avoidance 
 

The fourth type of avoidance is deficit-value avoidance, which contains two sub-drivers for 

brand avoidance. First, unfamiliarity can lead to the avoidance of an airline. Participants 

indicated that they prefer to stick with brands that they know rather than risking having a bad 

service experience. In this case, flight length played vital role, with increase in length positively 

correlating with unwillingness to try a new airline brand. Unwillingness to try a new airline 
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brand was higher for a six-hour flight than a three-hour flight. The second sub-driver for deficit-

value avoidance is aesthetic insufficiency. Participants indicated that smaller, less attractive 

aeroplanes seem less reliable and less safe, which can lead consumers to make non-purchase 

decisions. 

6.1.5 Communication Avoidance 
 

The next motivator for brand avoidance is communication avoidance, which contains six sub-

drivers. In this study, two strong sub-drivers of brand avoidance were music and celebrity 

endorsement. The participants presented several quotes and showed that these two sub-drivers 

are reasons that may encourage consumers to make non-purchase decisions. Another sub-

driver, content, could also lead to consumer avoidance of an airline. However, because the 

content in the airline brand advertisement is often similar, participants were unable to provide 

examples of times they had avoided airlines because of their advertising content. Response 

acted as another sub-driver for brand avoidance. This research showed that messages can be 

interpreted differently by the consumers and that this may lead to misinterpretations, which can 

result in consumers making non-purchase decisions for particular airlines. Another sub-driver 

for communication avoidance is EWOM. This was mostly found in negative stories posted by 

friends on social media, which gave participants the perspective that the airline was not meeting 

customer service standards. Participants also indicated that when customer-service 

communication on social media is slower than expected, this can encourage non-purchase 

decisions by consumers. 

6.1.6 Industry-specific Avoidance 
 

The last motivator of avoidance was comprised of industry-specific avoidance reasons. The 

first sub-driver – price fluctuation for services – is only apparent in a few industries, but the 

airline industry is one of them. When price fluctuations are large and disadvantage the 

consumer, it can create a feeling of unfairness and may establish distrust, which may make the 

consumer avoid that brand in the future. The second sub-driver is irrational fear participants to 

perceive a service as being lower quality because of irrational fear. This fear gets create by our 

self and is not rationally justifiable still it lead to non-purchase decisions.  
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6.2 Implications 
 

The findings in this research have a theoretical contribution and practical contribution.  

6.2.1 Theoretical contribution 

The model presented in this research is a more comprehensive model of avoidance in the airline 

industry than the model presented by Lee et al. (2009a) and the model of Knittel et al. (2016). 

This thesis presents a complete framework to understand the reasons for brand avoidance in the 

airline industry. It also explained, in detail, which sub-drivers may lead to avoidance in the 

airline industry, by showing the importance of certain factors to consumers and by showing the 

strength of participants’ reactions.     

6.2.2 Practical contribution 

This thesis presents motives and drivers for consumers to avoid an airline brand. As shown in 

this thesis, airlines can behave in ways that are strongly disapproved of by the majority of the 

society at large, which can lead to avoidance of those airlines’ brands. It is important for airlines 

to understand why the desire to avoid certain brands is created and which sub-drivers encourage 

consumers to avoid their brands. It is also important for airlines to understand how they can 

adjust their services to better meet the needs of consumers, how the views of society are 

changing, and what society expects from the airline-service brands. 

Companies can mainly influence as experience, moral, and communication avoidance. When a 

consumer, for example, avoids an airline brand because of aesthetic reasons, this will be more 

difficult for an airline to address. However, experiential avoidance, moral avoidance, and 

communication avoidance are areas airlines can address, and addressing them may lead to less 

avoidance of their brands and give society a positive view of the airline brands. 

6.3 Limitations 
 

A limitation was the lack of previous research into brand avoidance in the airline industry. To 

address this, this research consulted literature on general brand avoidance, which was then used 

to assist in an analysis of avoidance for Generation Y in the airline industry. 
 

The second limitation is that there was a time limitation and financial limitation; if there had 

been more time available, the topic could be researched in more depth, but also, there would 

be the opportunity to check the qualitative findings with quantitative methods. Additionally, if 

there were more funding available, this research could have been conducted on a larger scale. 
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6.4 Further research 
 

Further research should focus on confirming the findings of this research using a quantitative 

method. This research focussed on gaining insight about brand avoidance in the airline industry. 

Confirming these results with quantitative research could allow these findings to be more 

broadly applicable. Quantitative research would also allow researchers to determine whether 

there are connections and correlations between the motivations that lead to avoidance – for 

example, whether there is a correlation between moral avoidance and identity avoidance. 

Secondly, further research could focus on whether and how motivators and drivers influence 

other in making avoiding decision in the airline industry – for example, whether or not there is 

a connection between the motivators and drivers. 
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Appendix 1 

Focus Group Interview 
 

Good day. I will first introduce myself. I’m Niels de Munck, and I study international marketing 

in Jonkoping. I want to thank you all for taking the time to join this focus group. Do you mind 

if I record this conversation? Furthermore, this conversation is anonymous and confidential, so 

we will not tell third parties what you said to us. If we will use something out of this interview 

for the report, it is always anonymous and not linked to you. Of course, no question is required 

to be answered, and you have the right to read the transcript. We are going to talk about brand 

avoidance of Generation Y consumers in the airline industry focusing on medium-haul flights. 

 

Individual questions 

Background/lifestyle questions: 

1. How old are you? Are you a student, and if so, what are you studying? 

2. When was the last time you used an airline service? 

3. How often do you fly? 

4. Are there specific countries you want to visit every year? 

5. Do you know what brand avoidance is? 

6. What do you think it is? 

7. What kind of examples are there for avoidance in the airplane industry that you can think of 

right now? 

 

Start with explaining brand avoidance. 

Then, tell the respondents what brand avoidance is not:  

When unavailable  

When inaccessible  

When too expensive  

In these cases, you are all millionaires and can fly with any airline company you want that offers 

flights between three to six hours long. (This is something we will repeat during every time we 

enter a new category) 

 

8. Is there any airline you would not fly with? 

9. If yes, what are the reasons for that? 
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10. Are you currently already avoiding this airline brand? 

 

Experience: 

11. Did you experience ever a difference in quality you expected of the airline and the service 

of the airline and what the airline delivered? (If yes, what did you think about that?) 

12. Did you ever have a time you thought the price you paid for airline service and then what 

you were getting for that price was incorrect? 

When this is not the case, ask follow-up questions (pricing, core-service failures, service-

encounter failures, employee responses to service failures, ethical problems, and attraction). 

13. What is the most important service for you?  

14. When would you consider an airline service for a three- to six-hour flight as being? 

15. What is this service worth for you? 

16. Could this service present a reason not to fly this airline? 

17. When I say “the airline environment”, what do you think about?  

18. What is important for the airline environment?  

19. Ask a follow-up question: Would that be a reason to avoid? 

20. How do you look at the staff? Are they an important part of the service experience? Is the 

service always the same in your experience? 

21. What do you think about the online purchasing service of airline brand? 

 

Identity questions: 

22. Are there airlines you identify yourself with?  

23. Are there any airlines from certain countries you prefer not to fly with that offer three- to 

six-hour flights?  

24. Is there an airline you avoid because your family disapproves of them? 

25. Do you avoid any airline because you think friends will dislike them? 

26. Would you not fly with a mainstream airline?  

27. How do you look at airline brands from your country? 

 

Moral questions: 

28. Are there airline brands (and again, you have all the money in the world) you would avoid 

from an ethical perspective? 

29. Is there any airline brand you would like to avoid from a perspective of the dominating 

branch? 
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30. Would you avoid an airline brand because they are not from your country of origin? 

31. Would you support or dis-support an airline from any country? 

 

Deflect-value questions: 

32. Would you try easily a new airline brand? If, no what are the reason you would not try a 

new  

airline brand that easily? 

33. What do you think about food in the airline industry? 

34. Did you ever have food in an airline that was different than another industry? 

35. Which one was better? 

36. How important is that for you on a three- to six-hour flight? 

37. With brands do you consider to be authentic? 

38. Are there airline brands you think of that now or were in the past authentic? 

  

Communication avoidance: 

39. Did you ever not fly with an airline because of the content they used in their advertisements? 

40. Did you ever not fly with an airline because of the celebrity they used for their 

advertisements? 

41. Did you ever not fly with an airline because of the music they used in the advertisement? 

42. Are there any famous people you don’t like? 

43. How would you feel if this would be part of an airline? 

44. Which music do you not like? 

45. (Play an airline advertisement with music.) What does this mean for you? 

46. Would you still fly with this airline? 

47. (Taboo topic used in advertisement) What is your feeling towards that? 

48. Think about the last message gotten from an airline advertisement on TV. 

49. What do you think about online communication of airline brands? 

50. Did you ever see a communication of a friend online with an airline brand? 
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Appendix 2 

Individual Interview 
 

Good day, I will first introduce myself. I’m Niels de Munck, and I study international marketing 

in Jonkoping, I want to thank you all for taking the time to join this focus group. Do you mind 

if I record this conversation? Furthermore, this conversation is anonymous and confidential, so 

we will not tell third parties what you said to us. If we will use something out of this interview 

for the report, it is always anonymous and not linked to you. Of course, no question is required 

to be answered, and you have the right to read the transcript. We are going to talk about brand 

avoidance of Generation Y consumers in the airline industry, focussing on medium-haul flights. 

 

Introduction questions 

Background/lifestyle questions: 

1. How is it going? 

2. What did you think about the last focus group? 

3. Did you travel since the last time we spoke? 

 

Start with explaining brand avoidance. 

Then tell the respondents what brand avoidance is not:  

When unavailable  

When inaccessible  

When too expensive  

 

In these cases, you are all millionaires and can fly with any airline company you want that offers 

flights between three to six hours. (This is something we will repeat during every time we enter 

a new category.) 

 

4. Is there any airline you would not fly with that you thought of since the last time we saw 

other? 

5. If yes, what are the reasons for that? 

 

Experience: 
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6. Did you experience ever a difference in quality you expected of the airline and the service of 

the airline and what the airline delivered? (If yes, what did you think about that?) 

7. Did you ever have a time you thought the price you paid for airline service and then what 

you got for that price was incorrect? 

 

When this is not the case, ask follow-up questions (pricing, core service failures, service 

encounter failures, employee responses to service failures, ethical problems, and attraction). 

 

8. What is the most important service for you?  

9. When would you consider an airline service for a three- to six-hour flight as being? 

10. What is this service worth for you? 

11. Could this service present a reason to not fly with an airline? 

12. When I say “the airline environment,” what do you think about?  

13. What is important for the airline environment?  

14. Ask a follow-up question: Would that be a reason to avoid? 

15. How do you look at the staff? Are they an important part of the service experience? 

16. Is the service always the same in your experience? 

17. What do you think about the online purchasing service of airline brands? 

 

Identity questions: 

18. Are there airlines you identify yourself with?  

19. Are there any airlines from certain countries you prefer not to fly with that offer three- to 

six-hour flights?  

20. Is there an airline you avoid because your family disapproves of them? 

21. Do you avoid any airline because you think friends will dislike them? 

22. Would you not fly with a mainstream airline?  

23. How do you look at airline brands from your country? 

24. What do you think about other passengers of airlines? Are they always the same? 

 

Moral questions: 

25. Are there airline brands (and again, you have all the money in the world) that you would 

avoid from an ethical perspective? 

26. Is there any airline brand you would like to avoid from a perspective of the dominating 

branch? 
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27. Would you avoid an airline brand because they are not from your country of origin? 

28. Would you support or dis-support an airline from any country? 

 

Deflect-value questions: 

29. Would you easily try a new airline brand? If not, what are the reason you would not try a 

new airline brand that easily? 

30. What do you think about food in the airline industry? 

31. Did you ever have food on an airline that was different than another industry? 

32. Which one was better? 

33. How important is that for you on a three- to six-hour flight? 

34. With brands do you consider authentic? 

35. Are there airline brands you think of that are now or were the past authentic? 

 

Communication avoidance: 

36. Did you ever not fly with an airline because of the content they used in their advertisements? 

37. Did you ever not fly with an airline because of the celebrity they used for their 

advertisements? 

38. Did you ever not fly with an airline because of the music they used in their advertisements? 

39. Are there any famous people you don’t like? 

40. How would you feel if this would be part of an airline? 

41. Which music do you not like? 

42. (Play an airline advertisement with music.) What does this mean for you? 

43. Would you still fly with this airline? 

44. (Taboo topic used in advertisement) What is your feeling towards that? 

45. Think about the last message gotten from an airline advertisement on TV. 

46. What do you think about online communication of airline brands? 

47. Did you ever see communication of friend online with an airline brand? 

 

Airline-specific questions: 

48. People talked about not flying with an airline brand because they think they are less safe, 

correct? What did you think about that? 

49. In some focus groups, it came forward that people could fly for less if they booked an 

airline ticket at another moment. What is your experience with that? 



lxix 
 

Appendix 3 
 

Transcripts of focus groups available upon request. 
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Appendix 4 
 

Transcripts of interviews available upon request. 

 


