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Abstract 
 

Background:  Consumers tend to purchase brands for what they are portraying, brands that 

can bring positive aspects to their lives. Past research was able to demonstrate 

this statement of consumers building their self-concept through purchasing 

certain brands (Aaker, 1999; Belk, 1988; Dolich, 1969; Grubb & Grathwohl, 

1967; Hogg, Cox, & Keeling, 2000; Levy, 1959; McCracken, 1989; Sirgy, 

1982; Solomon, 1983). However, the interplay between brand and consumers, 

sometimes, may result in negative aspects such as brand apathy, rejection, hate, 

and avoidance (Cromie & Ewing, 2009; Kucuk, 2008; Fournier & Alvarez, 

2013; Romani, Grappi, Zarantonello & Bagozzi, 2015; Wolter, Brach, Cronin 

& Bonn, 2016). Exploring brand avoidance topic is as important as exploring 

brand loyalty and brand love as enable marketers to gain insight on consumers’ 

needs and cover those which lead to business flourishment and higher returns 

(Knittel, Beurer & Berndt, 2016). 

 

Purpose:  The purpose of this study is to explore which factors may lead individuals 

among generation X to avoid certain airlines brands within the full-service 

industry. 

Method:  Due to the scarce literature in brand avoidance, an exploratory research 

deemed appropriate along with a qualitative and abductive approach. Data 

collection was based on semi-structured interviews. A total of 15 interviews 



 
 

were conducted in order to bring insights, meet the research purpose, and 

answer the research questions. 

 

Conclusion:  The results of this thesis demonstrate that many factors can lead to brand 

avoidance within the full-service carriers. As a result, an extended framework 

of brand avoidance was developed with new specific themes regarding the 

airline industry, and new categories for the already existing types of avoidance. 

Therefore, the extended framework contributes to adding more knowledge 

within the field of brand avoidance for academics, as well as marketing 

managers within the airline industry. 
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1. Introduction 

 

In this section the author explains the topic of brand avoidance among generation X within 

the airline industry. Therefore, motivation & problem, and key terms are introduced in order 

to provide a clear understanding of the topic. 

 

1.1. Background 

 

The American Marketing Association defined a brand as “a name, term, sign, or design, or a 

combination of them, intended to identify the goods of one seller or group of sellers and to 

differentiate them of those of competition” (De Charnatony and Riley 1997, p.90). Branding 

involves the construction of a unique image of the product in the consumer’s mind. Due to 

the fierce competition existing in the marketplace, branding has become more relevant than 

ever to attract and retain customers (Goodson, 2012). Beyond looking into product 

functionality, customers use brands and symbols to build their self-identity (Elliott & 

Wattanasuwan, 1998). Within the airline industry, branding is becoming more critical due to 

the similarity in the service provided by the airline companies (Dyes, 2008).  

The airline sector is composed of legacy, regional, and low-cost airlines. This paper will focus 

on the legacy airlines, sometimes, referred to as network airlines, or full-service airlines. 

These companies include within the ticket price, comfort, in-flight entertainment, luggage 

handling, meal service, in-flight amenities, and a selection of first, business or economy class 

(Baker, 2013). Legacy airlines were developed before the deregulation of the airline industry 

(Hecker, 2009). The deregulation of airlines implied the liberalization of the industry and, 

thus, the removal of the control over the industry by the government (Law, 2018). The 

deregulation impacted the industry significantly, and the entry of competitors increased, 

mostly the low-cost carriers. Legacy airlines are companies such as American Airlines, Delta 

Airlines, Air France, Iberia, British Airways, Lufthansa, TAP Air Portugal, and many other 

who emerged prior deregulation period (Lawton, Rajwani & O’kane, 2011). Moreover, they 

have been once the dominant segment within the airline business model but now they found 

themselves in a weaker place due to the high competition in the sector and the threat of low-

cost airlines (O’Connell, 2007). 
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Many legacy carriers are failing to differentiate themselves and meet customer needs, which 

leads customers to choose other alternatives (Taneja, 2014). Therefore, branding is crucial in 

this sector as it enables carriers to stand out from the competition and go beyond the expected 

primary fulfilment to transport passengers from one point to another (Dyes, 2008). Moreover, 

a strong airline brand projects safety and trust among its passengers; thus, passengers feel 

more confident when selecting a specific airline brand to fly with (Lin & Ryan, 2016). 

However, many airlines companies failing in evaluating and measuring consumers 

perceptions, which can lead to brand avoidance. Brand avoidance is when consumers 

deliberately avoid certain brands, despite the financial means to purchase these products and 

the brand being easily accessible in the market (Lee et al., 2009a). Thus, it is essential for 

airlines services to understand what their customers want and do not want (Chen and Chang, 

2005). According to a study, 35% of passengers select an airline brand based on punctuality, 

whereas the 30% identified price as a priority. The remaining 35% of the customers based 

their decision on other criteria, in which branding is included (Dyes, 2008).  

One such customer group is generation X.  Generation X, also called Gen Xers, are those 

individuals born early 1961-to late 1981 (Jackson, 2010). A study, carried out by Virtuoso, 

revealed that Gen Xers are more likely to travel to celebrate special occasions such as 

anniversaries, birthdays or any other life occasion (Goldberg, 2016). Gen Xers are willing to 

offer these affordable trips to enjoy themselves or for family trips to disconnect from their 

routine. It has been argued that Gen Xers spend over $1500 more on trips than any other 

generations (May, 2017). Moreover, Gen Xers has been shown to be a demanding cohort 

group to pursue, ranking hotel and airlines lower than any other travellers (May, 2017).  

Travel companies are urged to put more focus on this segment due to their likelihood to pay 

higher prices for leisure and travel. Gen Xers has been left apart and overlooked for many 

years. As Gen Xers demonstrate unique behaviour and travel taste, it is vital for airline 

industries to attract and retain loyalty from this group (May, 2017).  

1.2. Motivation and Problem Discussion 

 
According to International Air Transport Association (IATA) the number of passengers is 

estimated to reach 8.2 billion in 2037 (IATA, 2018). These expectations are a promise for the 

growing industry despite many drawbacks encountered by this sector. The airline industry is 

the most important sector in the economic progress for a country (Namukasa, 2013). Its 
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importance relies in transporting goods and people from places, domestically and 

international scale (Namukasa, 2013). Due to strong competition in the airline industry, the 

quality provided highlights the core competitiveness of an airline and ensured the customer 

retention and loyalty (Archana & Subha, 2012).  

 

The loyalty of Gen Xers has been ignored for long-time by marketers as well as service 

providers, however, the cohort group are willing to pay for premium prices due to their 

purchase power and financial status (Kow, 2018). According to data provided by Environics 

Analytics, the average annual income of Gen Xers is $102.000 in comparison to $71.000 for 

millennials and $98.000 for baby boomers (Harris, 2016). A survey undertaken by Millward 

Brown group, survey of China, Germany, and US, shows that 68% of Gen Xers are the main 

cohort to spend more money in travel and leisure and 83% are workers and benefit from a 

financial position that allow them to spend in travel (Kow, 2018). Due to the ignoring of this 

group, brand avoidance can become the research focus. As brand avoidance is a type of anti-

consumption being defined as when consumers intentionally reject a brand (Lee, Motion & 

Conroy, 2009b), even if the brand is affordable, accessible, and available (Knittel et al., 2016). 

Gen Xers spend more money on travel and thus they are more likely to make an active choice, 

meaning brand avoidance has increase chance to take place within this cohort group. 

 

On the other hand, research in branding did not explore in -depth other negative aspect of 

branding, as part of the interplay between brand and consumers, can sometimes result in brand 

apathy, rejection, hate, and avoidance (Cromie & Ewing, 2009; Kucuk, 2008; Fournier & 

Alvarez, 2013; Romani et al., 2015; Wolter et al., 2016). Exploring brand avoidance topic is 

as important as exploring brand loyalty and brand love as enable marketers to gain insight on 

consumers’ needs and cover those which lead to business flourishment and higher returns 

(Knittel et al., 2016). Moreover, brand avoidance is a type of anti-consumption being defined 

as when consumers intentionally reject a brand (Lee, Motion & Conroy, 2009b), even if the 

brand is affordable, accessible, and available (Knittel et al., 2016). In this sense, a framework 

has been proposed by Lee, Motion and Conroy (2009c), which is referred as four types of 

brand avoidance based on four main groups: deficit-value, experiential, identity, and moral 

avoidance. Moreover, a fifth category have been added by Knittel et al (2016), labelled as 

advertising avoidance.  
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Past research on brand avoidance within airline company is still to be explored (Lee et al., 

2009a; White et al., 2012), and little is known on brand avoidance within airline industry and 

more specifically legacy airlines. One article was found, (Yang, Tjiptono & Poon, 2018), who 

explored brand avoidance within airlines after accidents. Yet, the gap still to be filled by 

exploring other factors that may lead to Gen Xers to avoid certain airlines. As, Gen Xers have 

the means to engage in making active choices regarding airlines services and therefore brand 

avoidance is more likely to take place within this cohort group. 

 

1.3. Purpose and research questions 

The purpose of this study is to explore brand avoidance in the airlines industry. Moreover, 

this study is focus on generation X, individuals aged between 37-57 years old, and taking on 

average three leisure and/or six business trips per year (U.S. Travel Association, 2011), 

therefore research questions:  

RQ: Which factors may lead to brand avoidance among Generation X within the full-service 

airlines industry? 

1.4. Key Terms  

• Airline industry: an industry is composed by several firms that producing similar goods 

or offering similar services. In this sense, the airline industry is part of a broader division 

in the airline industry. Airline industry consist of a broad chain that connect cities 

throughout countries and the world. Over this operational chain, several airlines carry 

passengers and goods in a scheduled flight (Wells & Wensveen, 2006). 

• Anti-consumption: Anti-consumption is defined as a negative attitude towards 

consumption, consequently individual who adapt this attitude stay away from goods and 

services (Cherrier, 2009). This social movement aims to promote a different lifestyle 

away from excessive consumption. 

• Brand: According to the American Marketing Association a brand is ‘’ a name, term, 

sign, or design, or a combination of them, intended to identify the goods of one seller or 

group of sellers and to differentiate them of those of competition (De Charnatony and 

Riley 1997, p.90). 
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• Brand avoidance: Brand avoidance refers to when consumers deliberately avoid certain 

brands, despite the financial means to purchase these products and the brand being easily 

accessible in the market (Lee et al., 2009a). 

• Generation X: Gen Xers, are those individuals born early 1961-to late 1981 (Jackson, 

2010). Gen X grew up by witnessing social, economic changes. Consequently, they grew 

up expecting and demanding change (Morton, 2003). The generation are said to be media 

savvy, they are aware of the media potential, and they tend to watch advertising that is 

informative rather than persuasive. 

• Legacy airlines: Legacy airlines also known as full-service carriers were formed before 

the airlines regulation period occurred during the 80’s (Rieple & Helm, 2008). Legacy 

airlines are companies such as American Airlines, Delta Airlines, Air France, Iberia, 

British Airways, Lufthansa, TAP Air Portugal, Virgin and many other who emerged prior 

deregulation period (Lawton et al., 2011). 
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2. Literature Review 

 
The purpose of this chapter, theoretical framework, is to provide more knowledge about brand 

avoidance. Thus, researcher find it useful to present the readers of the thesis with relevant 

notion and topic before fully emerging to the core topic, brand avoidance. Hence, the structure 

of this chapter starts by providing an overview of the airline industry, then presenting the anti-

consumption topic, exploring the various types of brand avoidance and finally description 

about generation X.  

 

2.1. Service and the Service Brand 

Strong brands allow consumers to gain knowledge of the intangible aspect of the service, 

intangibility refers to something that cannot be touched physically but can be experienced, 

intangibility is something valuable for a firm, such a brand name, or business reputation 

(Verma, 2012). Strong brands allow customers to feel reassure in investing in that service, not 

only the financial aspect but also social and safety risk (Berry, 2000). As stated by Richards 

(1998), a powerful brand is “a safe place for customers”. 

Services differ from goods as goods are normally defined as an “item”, whereas a service is a 

“deed” or “performance” (Berry, 1980;  Chernatony & McDonald, 1998). Unlike a product, 

where the product is the primary brand, within services the firm is the primary brand (Berry, 

2000). Services account with attributes such as intangibility, heterogeneity, inseparability 

regarding production and consumption, and perishability (Gro¨nroos, 1978; Rathmell, 1966; 

Shostack, 1977). From all, intangibility is viewed as the most important factor as intangible 

services such as airlines, have few cues for passengers to assess the overall experience and 

this makes it a high-risk purchase service (Murray & Schlacter, 1990; Zeithaml, 1981). Thus, 

within airlines the service delivery takes places during several interactions between 

passengers and staff (Kimpakorn & Tocquer, 2010). During these interactions’ passengers 

perceive the service brand (Bitner, Booms, and Mohr, 1994) and allow the passengers to draw 

conclusions about the service and build opinion about the service encountered (Bitner, 1990; 

Berry, 2000). 
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Service brand is composed by aspects such as: the presented brand, brand awareness, 

external brand communications, brand meaning, customer experience, and brand equity 

(Berry, 2000). Therefore, a strong service brand is a guarantee of satisfaction (Berry, 2000). 

It is a combination of how the company presents the brand, what others say, and finally how 

the company manages service, all that from a customer perspective. 

 

Figure 1: A service brand model 

 

 

 

 

 Figure 1 is revised in depth by explaining each of its components: 

 

• The presented brand refers to the firm’s-controlled communication through 

advertising, service facilities, and employees. The name and its characteristics feature 

such as logo, combined with advertising content build the presented brand. The brand 

presentation leads to brand awareness (Berry, 2000). Brand awareness is the capacity 

for a customer to recall the brand (Franzen & Bouwman, 2001; Hoyer and Brown, 

1990). A brand with strong recall can influence customer to select a certain service 

(Kimpakorn & Tocquer, 2010). 

• External brand communication is the information that customer can easily access such 

as word of mouth communication or publicity (Berry, 2000). This type of 

communication facilitates consumer to gain awareness about the brand and build owns 

perception about the brand (Berry, 2000). 
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• Brand meaning is the customer’s impression of the brand. Brand meaning refers to the 

first though from consumer’s when hearing the brand name (Berry, 2000). The 

presented brand and external communications have a great influence on brand 

meaning, however the main influence come from customer previous experience with 

a company. If customers encounter an incongruence between the advertising content 

and their own experience, customers will rely on their experience for next purchase 

decision (Berry, 2000). 

• Finally, brand awareness and brand meaning form brand equity, and this can be either 

positive or negative. Positive brand equity is when brand have more advantage 

comparing to other brands. Negative brand equity is disadvantages presented within a 

brand (Berry, 2000). 

Past studies demonstrate that air accidents reduce the value of the airline brand, besides the 

monetary loss of aircraft, and passengers switching airlines service with the competitors of 

the affected airlines (Ho, Qiu & Tang, 2013). Thus, brand avoidance can result in negative 

brand equity, as for instance the case ValuJet that had to renamed itself as Air Tran Airlines 

after suffering an air crash which lead to bad reviews from external parties (Berry, 2000). 

Airline accidents impact on the airline brand image, trust, and passengers’ approach to avoid 

certain airlines (Yang et al., 2018). 

2.2. The Airline Service Industry 

An industry is composed by several firms that produce similar goods or offering similar 

services (Wells & Wensveen, 2006). Airline industry consists of a broad chain that connect 

cities throughout countries and the world. Over this operational chain, a broad number of 

airlines carry passengers and goods in a scheduled flight (Wells & Wensveen, 2006). The 

main product offered by airlines is to transport passengers from one destination to another. 

The marketability of the product relies on punctuality, reliability, accuracy, quality, and price 

of the service (Yu, 1998).  

In Europe, two main factors have been identified to enable the airline evolution:  the 

deregulation of the industry and the establishment of low-cost services. This impacted the 

market and competition became fierce (Centonze, 2009). Following first the deregulation of 

the U.S. companies, in the 70’s, and European companies in 90’s ,both governments removed 
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the control over the industry and allowed to be privatized by private firms (Law, 2018). 

Therefore, airlines become liberalize and strong competition was created. 

 

During the early 20th century, people did not feel confident to travel by plane due to many 

accidents, so people would always opt for trains or boat trips (Law, 2018). In time, customer 

needs and expectation about airlines have changed. At first, the expectation was based solely 

in safety. Once airlines proved to be the safest transportation, customers start to be more 

demanding and expecting more from such airlines such as comfort and premium services 

(Law, 2018).  

 

Figure 2. Need pyramid for the airlines service industry 

 

 

 

 

 

 

 

 

 

 

Source: Law (2018). 

 

The above figure is explained in detail below. 

 

Aviation safety 

Airline accidents are in general due to controllable and uncontrollable circumstances (Yang 

et al., 2018). Within controllable conditions factors such human mistakes or negligence, on 

the other hand uncontrollable factors such as terrorism and weather conditions (Yang et al., 

2018). Recently, five serious airline incidents have been registered within the Asian continent 

(March 8, 2014, July 23, 2014, December 28, 2014, February 4, 2015, and August 16, 2015) 

and at least 546 fatalities registered (Aviation Safety Network, 2018). Consequently, these 

registered incidents created worries in passengers leading them to avoid certain airlines brands 

Safety 

Facilities 

Personal service 

Loyalty 

Status 



10 
 

(Yang et al., 2018). Due to their impact on society and the media, service collapses negatively 

impact customer willingness to purchase from that service again (Hess, Ganesan, & Klein, 

2003; McCollough, Berry, & Yadav, 2000). Furthermore, is has been proved within the airline 

industry, that service failures negatively impact passengers trust and recommendation to 

others to fly with that airline (Bejou & Palmer, 1998). Reconstructing the airline brand image 

after an accident is challenging due to the grievance of the event, and the human loss, which 

leads to distrust among consumers to fly with the affected airline (Yang et al.,2018).These 

accidents highlighted that airline accidents influence consumer to avoid the affected airline 

(Lee, 2005; Oyewole, Sankaran, & Choudhury, 2007). 

Facilities 

Prior traveling, consumers will review which kind of services are offered by airlines, in order 

to secure a positive environment within their journey (Law, 2018). Before travel, facilities are 

provided in order to ease passenger trip, such as a self-service checking for passengers to 

manage their own registration and avoid waiting too long at the airport (Grönfeldt & Strother, 

2006). Passengers expect that online registration as well as ticket booking are easy to manage. 

Thus, user-friendly website is also a critical part that can affect passenger prior their flight 

with a certain airline (Faiyetole & Yusuf, 2018). Also, airline lounges play an important role 

in delivering an ideal retreat for passengers while waiting their flights (Han, Ham, Yang & 

Baek, 2012). Moreover, airline directors, admitted that outstanding lounge is important to get 

customers to pay premium prices, and airline companies are striving to upgrade their facilities 

and accommodate passengers. 

 

During the flight, consumers expect food to be delivered within their trip, facilities that 

entertain them and staff that may help them during their journey (Law, 2018). So, passengers 

evaluate the surroundings such as the space, seats, comfort for the legroom, appropriate 

lighting, colours, air conditioning, among others (Faiyetole & Yusuf, 2018). In-flight 

entertainment is also considered one of the important factors that passenger may appreciate 

flying with that airline. Video and audio are usually distributed among passengers, personal 

television, as well as large tv screen displayed at the cabin section (Faiyetole & Yusuf, 2018).  

 

Finally, post-flight facilities include luggage retrieval. Passengers who previously had bad 

experience regarding loss or damage of luggage will consider different airlines for their next 

trip (Faiyetole & Yusuf, 2018). Also, time to deliver the luggage is a key factor, passengers 
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expect that luggage will be delivered in time and they do not have to wait too long in order to 

collect their belongings. As this will be the last encounter with the airline service, it is a highly 

important factor, that may help customers to draw a conclusion about the overall journey 

(Namukasa, 2013).  

 

Personal service 

Certain airlines are implementing services to cover individual passenger needs at the airport 

as well as on board. Implementing personal service is the opportunity for airlines to gain 

competitive advantage, mostly now, that airlines are becoming more commodities and 

passengers are feeling that all companies are the same. Thus, providing a personal service is 

an opportunity for an airline to differentiate from the rest of competition (Shaw, 2007). 

Among the personal services provided by the airlines, a wide range of entertainment is offered 

to customize passenger taste (Lamb, Hair & McDaniel, 2007). Regarding in-flight cabin crew, 

passengers expect courtesy and politeness. Cabin crew can play a role in delivering this 

attention that help to create this personal service, by ensuring costumers comfortability and 

assistance. Passenger service also includes not only the delivery of meal within the time slots 

established by the companies but also upon request from passengers (Lamb et al., 2007). 

 

Loyalty 

Some passengers decide to fly with same airlines each time they need to travel, this is regarded 

as loyalty (Law, 2018). The decision to fly with same airlines are based merely on satisfaction 

level that those customers might feel with that specific airline (Law, 2018). Despite that other 

airlines may offer cheaper prices for same destination; customers are still willing to pay this 

extra price as the airlines have met their expectation and they are comfortable to fly with it.  

Frequent flyer programme (FFPS) are aimed to retain passengers and their loyalty 

(Klemperer, 1995). A customer loyalty programme is a membership aimed to reward those 

loyal customers in order to nurture a strong relationship (Gómez, Arranz & Cillán, 2006; 

Lacey & Sneath 2006). Hence, firms engage in providing this service to repeat purchases and 

retain passenger (Lewis 2004). FFP includes rewards such class upgrades in business or first 

class, free trip or any other services within the airline offer. Passengers need only to collect 

points in order to obtain those benefits. The idea with the benefit package is to foster customer 
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loyalty, by encouraging customer to still flying with the same airline and motivate them to 

collect points and maximize the service benefits (Lewis 2004).  

Some airlines made their loyalty programme more restrict due to the quick collection of point 

and the unrecovered mileage (Budd & Ison, 2017). As a result, since early 2000 airlines are 

providing benefits based on how much passenger is paying for the ticket rather of how far a 

passenger may flies. This shift led many passengers dissatisfied and resulted negative 

publicity. Besides from ranking low the airlines and negative word of mouth, some passengers 

may switch to other carrier due this restrictive change in the airline loyalty programme (Budd 

& Ison, 2017). 

Status 

Factor such as socio-economic can influence passengers to select certain airline to fly with 

(Yaylali, Çelik & Dilek, 2016). First-class travellers are motivated to pay more to boost their 

self-esteem and expect to receive a top-notch service (Hwang & Hyun, 2014). Most airlines 

now are delivering those services to first class passengers. However, for some of these 

passengers these services are not enough and are expecting more. First class air travellers 

expect to be distinguished by other common passengers; they want to feel that they are unique. 

Therefore, airlines are expected to tailor even more personalized services in order to attain 

these passengers’ expectations (Hwang & Hyun, 2014). 

2.3. Legacy Airlines 

Legacy airlines sometimes referred as network airlines or full-service airlines are those 

airlines developed prior the deregulation of the airline industry (Hecker, 2009). Legacy 

airlines are companies such as American Airlines, Delta Airlines, Air France, Iberia, British 

Airways, Lufthansa, TAP Air Portugal, and many other who emerged prior deregulation 

period (Lawton et al., 2011). These airlines objective is to bring passenger from ‘’anywhere’’ 

to everywhere’’. In order to follow that concept, the legacy airlines support large and complex 

hub and network with hundreds of aircrafts and thousands of employees (Hecker, 2009). To 

protect revenues and not incurring in higher cost, some legacy airlines have merged with other 

legacy airlines such as the case of Air France and KLM or Iberia and British Airways. 

Prior to deregulation, legacy airlines were known for delivering top-notch service and benefit 

from government protection which enable them to flourish and overcome competition (Oliver, 

Romm-Livermore & Sudweeks, 2009). 
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The implementation of airlines deregulation in US in 1978 followed by UK (1987), Canada 

(1988), Australia (1990), Europe (1992) and Japan (2000), involved that legacy airlines need 

to redesign their operational strategies (Oliver et al., 2009). Following the regulation in the 

aviation industry and the entrance of the low-cost carriers, legacy airlines had some challenges 

to redesign their structure and brand which impacts on their operating margins (O’Connell, 

2007). Therefore, legacy airlines are urged to review their services in order to address these 

drawbacks. Many experts in the industry field and academics such as Tretheway, (2004) and 

Taneja, (2004), have pointed out that legacy airlines strategy is on jeopardy and need a 

renovative procedures to overcome these difficulties in order to be successful. Harrington, 

Lawton & Rajwani (2005) emphasized that legacy airlines had to evolve or either fear 

extinction from the market. 

 

2.4. Anti-consumption 

Anti-consumption is defined as a negative attitude towards consumption, consequently 

individuals who adapt this attitude stay away from goods and services (Cherrier, 2009). This 

social movement aims to promote a different lifestyle away from excessive consumption. 

Thus, anti-consumption can be defined as a movement undertaken by individuals who 

cultivate a lifestyle of not consuming (Walther & Sandlin, 2011). These individuals are 

looking for simpler lifestyles and motivated by ethical concerns, green consumption, and 

sustainability, among others (Oates, McDonald, Alevizou, Hwang, Young & McMorland, 

2008). Currently consumers faced a vast number of products which entails an inducement to 

consume (Choi, 2011). This inducement has been enhanced by the progress in technology 

which persuade consumer to consume. Nevertheless, consumers are becoming more aware of 

their purchasing behaviour and are adopting a refusal attitude to consume (Choi, 2011). 

Anti-consumption as its name implies is a movement or tendency against consumption 

(Zavestoski, 2002; Lee, Motion & Conroy, 2009c). Anti-consumption can be explained 

by three factors: reject, restrict, and reclaim (Lee, Roux, Cherrier & Cova, 2011). Within 

rejection, consumer purposely and meaningfully give up some products. Restriction is 

encouraged by reducing some resources that cannot be completely rejected such as 

water, electricity usage.  Reclaim is more focuses on the new tendency of acquisition, 

use, and dispossession of goods (Lee et al., 2011). For instance, voluntary simplifiers 

reclaim their integrity by producing their own goods rather to purchase it. In contrast of 

this movement, consumer resistance is centred on the idea consumer escape a dominant 
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control induced by some organizations and technologies (Roux, 2007). Consumers 

resist this exerted control to weaken company objectives as consumers have power over 

firms and these are dependent on their contribution. In general, consumer resistance is 

viewed as an anti-consumption act, directed against a big firm, resulting in boycotting 

their products (Lee et al., 2011). 

 

Brand avoidance can be viewed as rejection. Since brand avoidance is when consumers 

deliberately avoid certain brands, despite the financial means to purchase these products and 

the brand being easily accessible in the market (Lee et al., 2009a). 

The anti-constellation model built by Hogg (1998), is a key concept in understanding brand 

avoidance. Anti-constellation is built upon two categories of anti-consumption movement, 

‘’non-choice and anti-choice’’. The non-choice category is represented by affordability, 

availability and accessibility. A non-choice situation can be viewed when consumers do not 

buy a brand due to unavailability, inaccessibility, and unable to afford it. Oppositely, ‘’anti-

choice’’ is when consumers do not purchase the brand despite the means, access, and 

availability of the product or service. The anti-choice category is represented by aversion, 

abandonment, and avoidance (Hogg & Banister, 2001). 

 

Figure 3. Consumption Anti-Constellation 

 

 

Source: Hogg (1998). 

 

Iyer and Muncy (2009) developed a categorization of four distinct group types of anti-

consumption: 
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1. Global impact consumers: consumers who are lowering their consumption for the 

society wellbeing 

2. Simplifiers: consumers trying to pursue a simple lifestyle by consuming less 

(Zavestoski, 2002). 

3. Market activists: Those consumers who avoid purchasing and use certain product or 

brand as it can be related to societal issues. 

4. Anti-loyalists: consumers who avoid rebuying a brand or product due to experience or 

they perceived it as low quality (Lee et al.,2009) 

 

 

Applying this view to airlines, it can be stated that global impact consumer, is those consumers 

who are lowering their consumption for the society wellbeing. They do so by avoiding aircraft 

and instead opt by environmentally friendly transport such as train. This scenario is already 

happening in Sweden where some consumers are showing their care of the environment and 

opt for train. 

 

 

 

Figure 4. Framework of consumption wave and anti-consumption motivation and types 

 

 

Source: Kaufmann, (2014) 

 

 



16 
 

2.5. Service Brand avoidance 

 

Brand avoidance is when consumers consciously choose to ignore or reject a brand (Lee et 

al., 2009b). This behaviour occurs in scenarios when consumers deliberately avoid certain 

brands, despite the financial means to purchase these products and the brand being easily 

accessible in the market (Lee et al., 2009a). However, when brands are not accessible, 

available or consumers are unable to afford them, is not viewed as brand avoidance but rather 

a non-choice, as consumer cannot decide and do not have the opportunity to choose among 

various types of brands (Hogg & Banister, 2001). 

 

Within the brand avoidance topic, it’s important to highlight that brand avoidance differs from 

other consumer rejection to consumption such as brand hate or even boycotts (Odoom, 

Kosiba, Djamgbah & Narh, 2019). For instance, boycotts are part of the anti- consumption, 

but they occur at social or group level and avoidance occurs mostly at individual level 

(Albrecht, Campbell, Heinrich & Lammel, 2013).On the other hand, brand hate differs from 

brand avoidance as consumers express intense animosity towards the brand (Odoom et al., 

2019). Contrarily, within brand avoidance consumers avoid a brand due to values and 

principles without hate or animosity feeling towards the brand (Odoom et al., 2019). 

2.5.1. Types of Service Brand Avoidance 

There are four reasons why brand avoidance occurs (Lee et al., 2009b): experiential, identity, 

moral, and deficit-value avoidance. Moreover, Knitel et al., (2016), added another fifth 

category, ‘’communication avoidance’’ has been proven to play major role in brand avoidance 

(See figure 5). It is important to highlight that in order to experiential avoidance to take place, 

an individual need to have previous interactions with that service, whereas is not necessary 

for the other types of brand avoidances (Berndt, Petzer & Mostert, 2019). 

 

Figure 5. Framework of the Brand Avoidance Types 
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Source: Knittel et al. (2019) 

 

 

2.5.1.1. Experiential avoidance 

 

Experiential avoidance means that a consumer experienced an unsatisfactory situation with 

the service, or the experience did not fulfil the consumer expectations (Knittel et al.,2016). 

Unmet expectations are the most common reason that lead to experiential avoidance (Abrashi 

& Beurer, 2013). This can be explained due that consumer have the feeling that the brand did 

not accomplish its promises perceived through the brand image (Abrashi & Beurer, 2013).   

Within the airline industry, delivering quality service has become major requirement due to 

competitiveness in the field (Ostrowski, O’Brien & Gordon, 1993). Airline passengers 

encounter many experiences with front-line staff and in-flight attendants, which is referred as 

‘’moment of truth’’ (Namukasa, 2013). Therefore, there is a necessity to evaluate the impact 

of airline service on passenger satisfaction with the experience delivered. 

Experiential avoidance takes place when a product is perceived as low performer, uneasiness 

to get that product, hard to reach, and a hostile store environment (Lee et al., 2009b).Passenger 
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experience is critical for airlines, the on-board experience hold great importance for 

passengers, if passengers experience is negative, they will reconsider to fly with that specific 

airline (Archana & Subha, 2012). Previous studies pointed out that factors such as flight 

cancellations, delays, reservation issues, strikes, are the main causes of service failures 

(Bamford & Xystouri, 2005). The service failures experienced by passengers can be costly 

for airlines, resulting in customers switching to other airlines after facing such experience 

(Chou, 2015). Furthermore, within legacy airlines the experience is even more critical than 

other service companies as legacy airlines passengers expect top-notch services, such as in-

flight entertainment and meal (Lawton, 2002). Moreover, airline meal is a cue factor that lead 

passengers to decide about the airline preferences. Research in the past, pointed out that 

quality perceived in the in-flight meal can be a critical factor for some passengers (Messner, 

2016). 

Hassle or inconvenience factor to avoid a company, occurs when unsatisfied consumers in 

addition to the poor performance or product failure experienced, encounter inconvenience in 

dealing with service failure and further complaints which lead to avoidance of that service 

(Lee et al., 2009b). A complaint is aimed to express dissatisfaction to an organization 

regarding its services or products (Fornell & Wernerfelt, 1988). Research demonstrates that 

firms with an effective complaint management system benefit from high level of customer 

loyalty (Metwally, 2013). Handling customer complaints is one the major factor that can 

impact on customer satisfaction within an organization. For even the best airlines in the 

market, do suffer from time to time of service failures, such as overbooking, delayed flights, 

luggage loss and so on (Chang & Chang, 2010). These failures can be more costly and lead 

to customers switching to other air carriers, if airlines are not handling effectively these 

complaints (Dinnen & Hassanien, 2011). 

Hostile store environment is driven by non-interpersonal elements within the shopping 

experience (Arnold, Reynolds, Ponder & Lueg, 2005; Lee et al., 2009b). Non-interpersonal 

aspects are ambience, stimuli and social factors (D’Astous, 2000; Arnold et al., 2005). For 

instance, shopping in a store poorly maintained can lead to avoidance of that store (Knittel et 

al., 2016). Applying this concept to the airline environment, many studies focus on the 

importance of employees in order to enhance service environment (Aurand, Gorchels & 

Bishop, 2005; Burmann & Zeplin, 2005; Burmann, Zeplin & Riley, 2009; Gapp & Merrilees, 

2006; Papasolomou & Vrontis, 2006; Punjaisri & Wilson, 2007). The reason is that a brand 
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is treated as a promise for services (Ambler & Styles, 1996; Berry, 2000), and services 

branding are supported through employees to deliver that promise (Chernatony & Segal-Horn, 

2001). In the airline industry, the importance of employees to provide a positive environment 

is even critical (Appelbaum & Fewster, 2002). As airlines industry is one of the most 

intangible service, thus, employee’s role is an important factor to be considered. Passengers 

expect the fulfilment of brand promise through airline employees at each service encountered 

(Thomson, Chernatony, Arganbright & Khan, 1999). Passengers will revaluate each 

interaction experienced with employees at different touch points, and this will lead passenger 

to create their first impression about the airline (Berry & Lampo, 2004). As, pointed out by 

Frost and Kumar (2001) that airline employees can negatively or positively impact passengers 

in creating that image. 

Servicescape is a term coined by Bitner (1992) to define a physical environment where 

services take place (Holloway, 2001). This term not only refers to the physical layout but also 

the equipment and atmosphere around the service. Within the airline, servicescape is an 

important factor that contribute to the passenger overall experience (Holloway, 2001). 

Consumers tend to rely on intangible service cues through sensory, olfactory, auditory or 

visual. These cues are important in the context of airlines due that many passengers seek 

comfort within their travel experience (Han, 2013).   Hence, in the travel industry, sensory 

and space elements are salient cues that can impact positively or negatively passenger’s 

decision-making process (Mikulic & Prebezac, 2011; Saha & Theingi, 2009).Air travellers 

seek comfort seat, which constitute an important aspect of atmospherics airplanes mainly 

when passengers are travelling within a long-haul flight (Han, 2013). 

Also, online servicescape forms an important factor to consider as constitute the overall aspect 

present in online environment (Harris & Goode, 2010; Hopkins, Grove, Raymond & LaForge, 

2009). These elements are present in the businesses website and comprehend visual appeal, 

layout, important information, security of payment and interactivity (Kühn, Spies & Petzer, 

2019). Also, websites are used as a platform to interact with consumer or facilitate consumer 

information, hence it is critical that websites convey trust among consumers (Chen, Hsu & 

Lin, 2010; Kim, Ferrin & Rao, 2008). To establish trust among their passengers, airlines focus 

on website design and performance (Cebi, 2013; Kassim & Abdullah, 2010; Flavián, Guinalíu 

& Gurrea, 2006), which form the online servicescape (Harris & Goode, 2010). 
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Finally, within experiential avoidance, service recovery is viewed as an opportunity to restore 

customer loyalty (e.g. Andreassen, 2001; Tax & Brown, 2000). Service recovery means that 

a firm can take responsibility and respond to unexpected situations (Gro¨nroos, 1990; 

Johnston & Mehra, 2002). In the context of airlines, recovery its even crucial, as its precisely 

how airlines face or respond to a service failure that can gain a competitive advantage. Once 

airlines respond to a service failure, they might either repair customer satisfaction and 

reinforce their loyalty or provoke a situation where the customer switch to other carriers 

(Mostert, De Meyer & Van Rensburg, 2009). For instance, some Airlines used different 

remuneration systems as coupons for a next free flight as a gesture to recover from failure 

(Grewal, Roggeveen, & Tsiros 2008). 

 

2.5.1.2. Identity Avoidance 

Identity avoidance occurs due to the incapability to meet consumer’s self-concept image (Lee 

et al., 2009). As explained by Belk, (1988), consumers generally buy items and goods that 

reinforce or enhance their perceived image and simultaneously avoid a brand that damage or 

reflect this image. Consumers generally avoid certain brands when representing values that 

consumers might not agree with or offer something that is not on harmony with consumer 

core beliefs and self-image or simply the brand relates to negative reference groups (Lee et 

al.,2009). Theory on disidentification proposed that individuals cultivate their self-identity by 

disidentifying with firms regarded as incompatible with their beliefs (Bhattacharya & 

Elsbach, 2002).  

Consumers may avoid a brand as conveys an undesirable self-concept or is linked with a 

negative reference group (Lee et al., 2009a). Individuals tend to avoid brands that relate to 

negative reference group and hence represent incongruency with consumer own values 

(Englis & Solomon, 1995; Lee et al., 2009a). It is important to highlight that although these 

two notions of identity avoidance can be similar, a distinction exists between them (Knittel et 

al., 2016). The notion of consumer’s undesired self is well-established and defined, while the 

negative reference group concept is less clear and more based in cliché (Elsbach & 

Bhattacharya, 2001). 
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A lack in authenticity (Lee et al., 2009a) can encourage consumer to avoid certain brand. Once 

the brand reaches its popularity and become dominant in the market, lead to a loss of 

authenticity (Holt, 2002; Beverland, 2006). Therefore, avoidance may take place as the brand 

is viewed by its formal loyal consumer as inauthentic (Lee et al., 2009a). The loss of 

authenticity may cause deindividuation as consumer want to protect their individuality and 

uniqueness and avoid being part of a large consumer segment. Some brand failed to add values 

to consumer lives and instead threat the consumer individuality and may provoke consumer’s 

loss of identity (Lee et al., 2009a). This tendency can be viewed in the airlines too. For 

instance, passenger’s tendency for first-class flights is to get a distinctive treatment and feel 

unique (An & Noh, 2009). Therefore, first-class passengers are seeking more than just mere 

consumption, they are looking to feel unique within the service encountered. Due to that, first 

class passengers intentionally pay premium prices to get this unique service (Hwang & Hyun, 

2016). 

2.5.1.3. Moral avoidance  

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

product, can be related to political or socio-economic situations (Lee et al., 2009). One 

specific scenario to express moral avoidance, is when consumers avoid certain brands that are 

linked with political parties and consumers are in opposition with that ideological party 

(Sandıkcı & Ekici, 2009). Another reason for moral avoidance that may happen is the 

inequality of power between a firm and a consumer, consumers can feel that they do not have 

a choice, and instead of resilience, they adopt the boycott attitude and avoidance, thus 

resulting in moral avoidance (Cromie & Ewing, 2009). This type of avoidance is also linked 

to the Country Of Origin (COO) of the brand. Some consumers may refuse to purchase 

product coming from a specific country, due to some issues in this specific country, social, 

economic war or simply consumer defend their vision to purchase and consume just local 

goods, produced within the consumer living area (Lee et at., 2009). In this way, moral 

avoidance can be divided as ‘’country issues’’ and ‘’anti-hegemony’’.  

Regarding country issues, a country can represent anything for certain individuals, which lead 

indirectly to a country of origin products perceptions. Consumer becomes more selective on 

which products to consume influenced by country of origin (Bloemer, Brijs & Kasper, 2009; 

Knittel et al.2016). For instance, products made in China are perceived by many consumers 

as low in quality and trust, which lead to a negative image in consumers mind (Ahmed, 
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Johnson, Xia & Chen, 2004). Regarding airlines, Pecotich, Pressley, & Roth (1996) suggested 

that service quality judgement depends on the COO, and the economic development of that 

country (Berentzen, Backhaus, Michaelis, Blut & Ahlert, 2008). As part of a consumer 

assessment of airlines, COO was rated second after price (Bruning, 1997), as respondents may 

favour national airlines rather than foreign ones (Berentzen et al., 2008). Hence, this may lead 

to brand avoidance due to COO effect, as these passengers prefer to seek loyalty within their 

country products rather to fly with foreign brands. For instance, Asian have a strong 

preference for travelling with flag carrier (Ferguson, Rothschild & Ferguson, 1993). 

On the other hand, anti-hegemony brand avoidance when consumers boycott products from 

multinationals controlling the monopoly of the market, due that consumer will link those 

corporations with a damage toward the environment and society (Rindell, Strandvik & Wilén, 

2014). For this reason, airline industry has been held responsible over global warming as 

major consumer of fuels and emit carbon dioxide (Lee & Park, 2009). Airlines have been 

pressured to reduce those environmental damages by reviewing their operational strategy such 

as implementing fuel efficient aircraft. In this sense, some legacy airlines such as British 

Airways, SAS group, Cathay Pacific, and Dragonair started to implement those programs as 

part of their operational strategy (Lee & Park, 2009). Moreover, a new movement is growing 

in Sweden, known as ‘’flygskam’’ literally meaning shame of flying (Dunkl, 2018). The 

precursor of this movement was the celebrity athlete Bjorn Ferry who advised his followers 

in a social media platform to take train instead of aircraft in order to preserve the environment. 

His movement against airlines had a major impact in Sweden who expand the trend through 

social media (Dunkl, 2018). 

2.5.1.4. Deficit value avoidance 

Deficit value avoidance occurs when consumers perceive that a brand lack of quality and this 

will create deficiency in value (Lee et al., 2009).  Deficit-value avoidance is also influenced 

by unfamiliarity, a new product on the shelves, or new company offering services may lead 

consumers perceiving the new brands as low quality, due to unknown background about these 

products and the risk to purchase it. In general, consumers prefer more familiar product and 

stick with what they know rather taking a risk to buy something never seen, experience or 

taste before (Lee et al., 2009).  

Services offered by airlines are categorized into ground services and in-flight services (Atalık, 

Bakır & Akan, 2019). Ground services comprehend services to passengers at the airport 
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whereas in flight services comprehend onboard catering, entertainment, physical layout, and 

the cabin staff (Koklic, Kukar-Kinney & Vegelj, 2017). In-flight services are major cue for 

passengers to assess the value obtained within the ticket price (Li, Hu, Pei, Zhao & Tian, 

2017). Thus, in-flight service plays a major role to evaluate the value from passenger’s 

perspective. As service industries such airlines do not count on tangible product to display, 

however they do count on crew members who are perceived as the service driven by 

passengers (Solomon, 1985; Tansik, 1990). Thus, customers will refer to airline employees 

as tangible cue to measure the service quality (Zeithaml, Berry & Parasuraman, 1993 

; Crane & Clarke, 1988). Service dress code are the main implicit cues that lead to customer 

perception about the quality and value (Kaiser, 1996), as the dress code is the part of the 

‘’packaging’’ within the price (Solomon, 1987). As highlighted by Solomon (1985), dress 

code is the strong medium to communicate service quality.  

Brand deficit value can be mixed or linked to the experiential brand avoidance, due to some 

similarities. Unlike, experiential brand avoidance, deficit value does not require previous 

experience, consumers will avoid brands without the need to have experience with them, 

mainly due to unfamiliarity (Knittel et al., 2016). 

2.5.1.5. Marketing Communication avoidance 

In the context of service, marketing communication can be controlled or uncontrolled. 

Controlled communication are sources that are used by the firms, thus is controlled directly 

by the firms. It consists of advertising, promotions, and sales campaigns (Grönroos,1988). 

Uncontrolled communication is not directly controlled by the firms, as most of the 

uncontrolled is created by external parties such as the large public (Grönroos,1988).  

Advertising has been viewed as an opportunity factor by which service providers can 

communicate their service attributes (Grace & O'Cass, 2005). Advertising is influenced by 

factors such as content avoidance, celebrity avoidance and response avoidance (Knittel et 

al.,2016). Within content avoidance, each advertisement has a storyline and message that 

conveys a brand concept. When consumers do not agree with the message and the storyline 

will lead to consumer avoiding the brand. Moreover, music and the use of celebrity endorsers, 

can also lead to brand avoidance, as may represent incongruency with consumer taste (Knittel 

et al.,2016). Response to the advertisement, has been also included as part of the advertising 

avoidance, as it refers to subjective interpretation of the receiver of the message. One 

consumer can translate the message completely different from another consumer (Knittel et 
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al.,2016). In the context of airlines, advertising may create issues to this sector as often there 

is a gap between what the company is advertising and the moment of truth experienced by 

passengers (Curtis, Rhoades & Waguespack, 2012). Hence, this will create inconsistency 

between travellers’ expectations and the actual experience (Chen & Chang 2005; Hunter, 

2006). 

 In the airline industry, setting price is a strategy aimed to maximize profits by tailoring 

different prices to different segments such as business travellers, or leisure travellers 

(Thaichon, Poddar, Balaraj & Jaiswal, 2016). Usually, price-sensitive passengers are driven 

by the ticket price and discounts as a factor to choose between many carriers (Dolnicar, 

Grabler, Grün, & Kulnig, 2011; Espino, Martin, & Román, 2008).Due to many risks incurred 

when purchasing services, it’s important to control and convey messages to ease consumption 

apprehension (Grove, Pickett & Stafford, 1997). Due to that, full-service airlines use higher 

cost in order to build a strong brand equity and impact on consumer perception to mitigate the 

risks (Anselmsson, Johansson & Persson, 2007; Kayaman & Arasli, 2007; Kim et al., 2008; 

Krishnan & Hartline, 2001).  

Within uncontrolled communication, it has been argued that WOM can be crucial to influence 

consumer to create a positive attitude towards the brand resulting in the purchase of the service 

(Swanson & Kelley, 2001). Due to the rapid growth of internet, traditional Word of mouth as 

a communication base has been increased by electronic word of mouth (eWOM). Moreover, 

platforms such as social media provide consumer with quick information that may help them 

to decide prior their purchase (Beneke, Mill, Naidoo & Wickham, 2015). Furthermore, 

consumers share complains, and experiences regarding services and products. Social media 

platforms ease the information for travellers, which provide facts regarding service failure 

within airlines, which can help passengers to make decision before engaging with the airline 

(Sreenivasan, Lee & Goh, 2012). Airline businesses are viewed as a high purchase 

involvement, which motivate customers to rely on recommendations from others who have 

more experience or knowledge about certain airlines business and may influence their final 

purchase (Xiang & Gretzel, 2009). 

Past research has been focused on traditional means of communications such as advertising, 

promotions and WOM, contemporary research highlights that brand name is as much as 

important as the traditional means of communication (e.g. Janiszewski & van Osselaer, 2000). 

Brand names are viewed as carrier of vital information, as within services its often difficult 
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to accentuate services attributes, many marketers rely on the brand name to attract consumers 

(Turley & Moore, 1995). Moreover, brand name is even more critical when there is not 

information available beforehand, and thus the brand name becomes the only mean that 

consumers can rely on (Degeratu, Rangaswamy & Wu, 2000). 

 

2.6. Generation X consumers 

 Generation X also called the ‘’baby bust’’ generation due to a drop in the baby rate comparing 

to the previous generation baby boomers. Researchers still not agree with the exact age frame, 

but sources tend to define Gen Xers as those individuals born early 1961-to late 1981 

(Jackson, 2010). These individuals have experienced a culturally and socio-economic 

environment different to their predecessor ‘’baby boomers’’ and the following cohort group 

Gen Y. Gen Xers carried out some values from previous generation such as engagement to 

gender equality, self-sacrifice, hard-work mentality, and loyalty (Jackson, 2010). Gen Xers 

grew up by witnessing social, economic changes. Consequently, they grew up expecting and 

demanding change (Morton, 2003). The generation are said to be media savvy, they are aware 

of the media potential, and they tend to watch advertising that is informative rather than 

persuasive (Morton, 2003). Generation X has been the forgotten cohort group for many years 

by marketers. Due to that fact, they are referred to as “The slicker generation” or the “forgotten 

middle child” (Woo, 2018). Even though, this segment is represented by a small number of 

populations, compared to other generations, they are spending more than their peers. 

Moreover, they have more influence than any other generation due that majority of them are 

supporting both a parent and a child, which makes them the decision maker in the household 

(Woo, 2018). 

 One of the relevant aspects of Gen Xers is their inclination to be loyal to brands (Lamb, 

n.d.). More than any other generation, Gen Xers develop feeling to brands they trust and 

do not hesitate to pay extra to get products or services that are connected to (Lamb, n.d.). 

Hence, this cohort group would not be willing to try new brand or services comparing to 

other generations.  

A study, carried out by Virtuoso, revealed that Gen X are more likely to travel to celebrate 

special occasions (Goldberg, 2016). Travelling to celebrate anniversaries, birthdays or any 

other life occasion. Many individuals within Gen Xers have kids and an approximately a third 

of them bring their kids with them along on trips (May, 2017). Thus, travelling in family 
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means higher spending in tickets and other aspect related to the trips. It has been argued that 

Gen X spend over $1500 more on trips than any other generations. Moreover, Gen X has been 

proven to be a difficult cohort group to pursue, ranking hotel and airlines lower than any other 

travellers (May, 2017). Travel companies are urged to put more focus on this segment due to 

their likelihood to pay higher prices for leisure and travel. Gen X has been left apart and 

overlooked for many years. As Gen X demonstrate unique behaviour and travel taste, its vital 

for airline industries to attract and retain loyalty from this group. 
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3. Methodology  

 
This chapter aims to present the methodological background of the thesis. First an 

introduction will focus on the research approach and design followed by qualitative data 

collection methods. Additionally, the 1-step data collection consisting of semi-structured 

interviews is presented. Finally, review regarding trustworthiness and credibility of method 

and data collection process are discussed. 

 

3.1. Research Philosophy 

Research Philosophy is that part of research concerned with a set of beliefs and assumptions in 

the establishment of knowledge (Saunders, Lewis, Thornhill & Bristow, 2015). Research 

philosophy is the development and emergence of a new knowledge (Saunders et al., 2015). 

Moreover, understanding research philosophy help researchers to define the research design 

such as which kind of data will be collected and how will be interpreted (Fox, Gouthro, 

Morakabati & Brackstone, 2014). 

 

 

Figure 6. Developing your research philosophy: a reflexive process 

 

 

  

 

 

 

 
 
 
 
 
 
 
 
 
 
 

 

Source: adapted from Saunders, 2015 
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There are five types of research philosophies: positivism, critical realism, interpretivism, 

pragmatism and postmodernism (Saunders et al., 2015). The philosophy that best suit this 

research will be interpretivism due to its subjectivity and its qualitative approach (Fox et al., 

2014). Interpretivism is the knowledge perceived by people, this approach acknowledges that 

understanding a phenomenon, researcher must investigate how others experience that 

phenomena, then knowledge is created through stories that individuals share with the 

researcher (Levy, 2006). Thus, interpretivist goal is to understand and explore a phenomenon 

within a specific context. 

Moreover, undertaking a study about a phenomenon such as avoiding certain airlines among 

Gen Xers may be complex and this entails more than one way to understand it (Fox et al., 

2014). By using interpretivism as philosophical approach, researcher can interpret the data by 

the support of multiple realities, different participants perspectives, the researcher 

involvement, and considering the context of the phenomena under study (Carson, Gilmore, 

Perry & Gronhaug, 2001). 

 

3.2. Research approach 

 
Researchers of science differentiate three types of inference that forge the logical basis of 

researcher’s study: deduction, induction, and abduction (Woo, O'Boyle & Spector, 2017). 

Inductive and deductive approaches differ in that a deductive approach aims to verify a theory 

and inductive approach is involved to bring about a new theory evolving from the data set 

(Gabriel, 2013). Alike deductive and inductive, the abductive approach leads to a logical 

reasoning as researcher recognizes the phenomenon as interconnected to other observations in 

the sense that the phenomenon under study is alike other existing phenomena, already 

experienced, or in the sense of bringing up new insights (Timmermans & Tavory, 2012). This 

thesis is conducted by undertaking an abductive approach as it enable researcher to move back 

and forth from existing theory and emerging data (Suddaby 2006). Author of this thesis can 

gain more insight by interviewees experiences and opinions about the topic, which lead to an 

extended frame of reference. Furthermore, brand avoidance in the context of airlines and Gen 
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Xers is scarce, which lead adapting an abductive approach enabling researcher to modify the 

existing theory (Saunders et al., 2015). 

3.3. Research strategy 

The selection of a research strategy should be based on covering the research problem 

(Kumar, Aaker & Day, 2002). Exploratory research is more suitable when there is a problem 

that is not well-defined yet or little research in undertaken the phenomena (Babin & Zikmund, 

2015). The goal of this thesis is to bring new insight on factors that drives Gen Xers to avoid 

certain airline brands. Considering that brand avoidance topic is not deep analysed to that 

point and a full comprehension of the research problem is not yet established, researcher of 

the thesis will rely on explorative research.  

3.4. Research Method 

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

qualitative method (Bryman, 2012). Qualitative data is data that is explained without relying 

on numerical measurement.  Regarding this research, data is collected through semi-structured 

interviews, where questions must lead understanding the purpose or under what circumstances 

a person made a choice (Bryman, 2012) to avoid certain airlines brands.  

Hence, by using qualitative data collection, provide the opportunity to go more in-depth in the 

data collection process. The objective when taking a qualitative research approach is to gain an 

in-depth knowledge of the interviewees, that will enable researcher to interpret it, by analysing 

their experiences and insights (Ritchie & Lewis, 2003). As stated by Dörnyei (2007), 

qualitative data is commonly gathered through interviews as they provide a strong narrative 

data that enable researcher to explore interviewees perspectives in depth (Kvale, 1996; 2003). 

3.5. Data Collection 

3.5.1. Secondary data 

Secondary data are data generally gathered by other researchers through primary research for 

other purposes than the current studies (Collins, 2010). Researcher of this study relied on 

secondary data as provided meaningful background to understand the problematization and 

trends under this case study. Moreover, also enable the researcher to generate ideas for the 

planning and design of instruments gathered for primary data (Wrenn, Stevens & Loudon, 
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2007). Thus, using secondary data facilitate the research in the sense that is already available, 

and does not incurred in any cost. However, there are also drawbacks related to that method 

such as whether secondary data fits well with the current research problem, quality of the data, 

and the age of the article (Wrenn et al., 2007). In order to correct these issues related with 

secondary data, author of the thesis undertook a cross-check approach meaning that different 

sources have been compared to ensure reliability and quality of the work as well the timing 

context of the data collected (Babin & Zikmund, 2015). The main keyword used for the 

literature purpose are: brand avoidance, anti-consumption, aviation industry, full-service 

airlines, Generation X. Secondary sources have been retrieved through Jonkoping Library 

online system Primo, Google online books, and Google Scholar. 

3.5.2. Primary Data 

Primary data is data collected directly by the researcher. Hence, can enable the researcher to 

decide the research design, sampling techniques, and research method among others (David 

& Sutton, 2009). Regarding this thesis, primary data has been gathered through semi-

structured interviews. Semi-structured interviews were chosen as the means for primary data 

collection as are appropriate to explore interviewees perceptions and opinions about the topic 

(Barriball & While, 1994). Thus, the experience and stories of interviewees related to that 

topic entails the use of semi-structured interviews (the interview guide is available in 

Appendix 1). 

3.5.2.1. Semi-structured Interviews 

                                                                       
A semi-structured interview is a recommended research method as provides flexibility and 

able to reveal relevant and hidden facets of participants (Qu & Dumay, 2011). It is often the 

most fruitful and convenient way of collecting information (Kvale & Brinkmann, 2009).  

By using a semi-structured interview, the researcher uses a guide where questions and topics 

need to be covered (Harrell & Bradley, 2009). The interviewer has some flexibility regarding 

the order that questions are asked. Semi structured interviews are used generally when 

researcher is motivated to go deeper into a topic and completely understand the answers 

provided (Harrell & Bradley, 2009). Apart from gathering information on the topic of interest, 

the role of the interviewer is to carry the interview in a comfortable way by putting at ease the 

participant, developing affinity while preserving control of the conversation (Brewerton & 

Millward, 2001). 



31 
 

 

3.5.3. Execution of Interviews 

 
The execution of semi structured interviews was conducted by reaching to 15 participants 

through telephone (see table 1), more precisely through the application “WhatsApp”. As 

participants belonged to different countries, author found that was an easier way to 

communicate by this method. Prior to interviews, interview questionnaire was sent to all 

respondents by email in order to prepare them about the topic and gain full understanding of 

it. The interviewer asked all participants for permission to record the interview for transcript 

purposes and so proceed with the interviewee’s approval. Moreover, in order to obtain reliable 

responses, interviewer informed participants that they have the right to no answer all questions 

if they did not feel like or if they did not experience specific situation. 

 

Interviewer started by explaining the purpose of the research and thus proceed with general 

questions and then more specific one related to the core of the research.  Interviewer ensured 

that participants were free from distractions and are at location that enable to conduct the 

interview. For that reason, interviewer was flexible with respondent’s schedule and adapt to 

suitable time for respondents. As many participants have family and/or are working. 

 

When conducting interviews, data saturation is an important key criterion as it evaluates if 

the theory-based interview has reached an appropriate sample to meet validity (Francis, 

Johnston, Robertson, Glidewell, Entwistle, Eccles & Grimshaw, 2010). The researcher 

counted 12 participants a priori, then gained extra three participants due to snowball sampling. 

So, 12 participants were the initial number established by the interviewer. Thus, the stopping 

criterion was met after attaining interview 12. After the interview 13, no new data emerged, 

but researcher still carried the last two interviews just in case of appearance of new data. 

3.5.4. Methodological criticism 

 

For this study, author relied on semi-structured interviews as a tool to gather information due 

to the novelty of the topic (Carson et al., 2001), brand avoidance. The data is collected by the 

collection of 15 phone calls. Telephone interviews provide some flexibility than face to face, 

by selecting a schedule time that is suitable to the participants (Cachia & Millward, 2011). 



32 
 

Also, advantages rely that does not incur in any cost and a faster method to gather information, 

and access to a broad population since location is not a problem (Shuy, 2002). 

 

However, there are various disadvantages related to this collection of data. Disadvantages 

such as lack of physical cues from participants that may enable researcher to read between 

lines or interpret their emotions at that precise moment (Novick, 2008). Also, the distraction 

that participants may encounter during interview, related to another tasks within participants 

environment (Novick, 2008). Researcher of this thesis, tried to narrow these disadvantages by 

asking more questions, in order to get deep feeling from participants and ensure that 

participants are in a quite area without any distraction or interaction from others. 

 

3.6. Pretesting 

        
 Pretesting is a recommended technique within qualitative data, in order to meet validity and 

efficiency (Bowden, Fox-Rushby, Nyandieka, & Wanjau, 2002; Brown, Lindenberger, & 

Bryant, 2008; Collins, 2003; Drennan, 2003; Foddy, 1998). Pretesting enable researcher to 

spot some mistakes related to questionnaire, such as language bias (Hurst, Arulogun, 

Owolabi, Akinyemi, Uvere, Warth & Ovbiagele, 2015). Language bias is the way the 

information is presented within the questions by using some vocabulary that can mislead the 

participants. The author undertook a pre-test in order to assess the clarity of the questions and 

ensuring that time length is appropriate for the semi-structured interviews. During the pre-

test, some questions have been rephrased in order to correct bias, and some other questions 

have been deleted due to repetition. 

 

3.7. Sampling Population 

 
As stated by Morse and Niehaus (2009), whether selecting qualitative or quantitative method, 

sampling is aimed to reach efficiency and validity. Sampling must be compatible with the 

deep-rooted assumptions in the use of these methods. As in this case, qualitative method has 

been chosen, the aim of the samplings chosen by the author, are in align of its purpose, to 

attain a deep understanding of the phenomena under study (Patton 2002). 

    

https://www.ncbi.nlm.nih.gov/pmc/articles/PMC4393011/#R1
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For sampling semi-structured interviews, judgment and snowball sampling were used in order 

to gain participants. Snowball sampling is a non-probability sampling and is applied when 

potential participants cannot be reach directly, researcher in this scenario ask other 

participants to refer to other members that they may know and met the characteristics for the 

sample (Babbie, 2007). Snowballs can be viewed a process of amassing, as participants are 

recruiting or contacting other members to participate in the interview (Babbie, 2007). 

Previously, the researcher for this study, counted on 12 participants who were willing to take 

part of the interview and who met the interview requirement. Researcher then, asked two other 

participants to provide contact to other potential participants with same profile. Thus 15 

participants in total, where 3 have been recommended by two initial participants. 

 

Likewise snowball sampling, purposive sampling, also called judgment sampling, is also a 

form of non-probability sampling and is practical when trying to find participants with some 

characteristics and with some expertise in the phenomenon under study (Tongco, 2007). 

Moreover, this type of sampling enhances the quality of the data gathered, as researcher is 

focusing on enhancing reliability of the data by selecting members who have some type of 

knowledge in the area. The author decided to set characteristics and find people among Gen 

Xers, who are willing to share their experience regarding airlines and more precisely within 

legacy sector (Tongco, 2007). The criteria were set as follows: individuals born within the 

years 1981-1961 and taking on average three leisure and/or six business trips per year. Besides 

knowledge and experience, availability is fundamental criteria when selecting this technique. 

Availability of participants was ensured to take part of the interview process, and the skill or 

capability to share those experiences (Bernard 2002; Spradley 1979). 

3.8. Data Analysis 

3.8.1. Coding 

 

Qualitative data analysis is a process aiming to find meaning in the data gathered through 

interviews, observations, or any other method within qualitative research and then display 

what the data reveal (Wholey, Hatry & Newcomer, 2004). Codes are simple designations or 

labels aiming to provide a meaning in the data (Wholey et al., 2004). This step when 

undertaking data analysis, is converting the ‘’spoken’’ data from text to a written form 

(Stuckey, 2014). The first step consists in identifying participants text, translate it if needed, 

due to some interviews have been conducted in different languages and transcribe them.  The 
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interviews were conducted in English, French, and Spanish. The author of the thesis ensured 

accuracy in transcription by ensuring that participants answers were congruent with the 

research question. Once transcripts have been done, researcher can start with the coding. 

 

The author of the thesis will proceed with the coding by following three stages as proposed 

by Sargeant, (2012): 

 

a) Deconstruction:  Narrowing data into block parts in order to get a big picture or 

meaningful structure. That was done by reading and going back and forth with 

transcripts to break down it into codes, which enable the description of the content. 

b) Interpretation: This step was ensured that a meaningful data was emerging. Thus, 

requires comparing data codes and categories within each transcript and exploring 

theory, which reinforce that this study is taking an abductive approach, due to constant 

comparison with the framework model proposed within this study. 

c) Reconstruction: this step was done by regrouping the codes and themes in a way that 

ensured a relationship and understanding during the interpretation stage and further 

reinforce their meaning through theoretical perspective. 

 

3.9. Trustworthiness 

 

To asses quality within qualitative research, one must assess carefully the rigour linked with 

this research (Houghton, Casey, Shaw & Murphy, 2013). Hence, Lincoln and Guba (1985), 

proposed measures such as credibility, dependability, confirmability and transferability in 

order to evaluate the criteria:  

• Credibility 

Credibility is about the value and trustworthy of the findings (Lincoln & Guba 1985, 

Leininger 1994, Polit & Tatano 2006) and entails two methods: presenting the research in a 

trustworthy manner and ability to demonstrate credibility (Houghton et al., 2013). Author of 

this thesis ensured credibility by allowing interviewees to access the transcripts to ensure that 

the relevant information or answers have been correctly registered (Sandelowski 1993, 

Altheide & Johnson 1994, Koch 1994, Cormack 2000, McDonnell, Lloyd & Read 2000, Stake 

2006). 
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• Dependability 

Dependability aims to facilitate readers of the study to establish an in-depth understanding of 

the methods chosen (Shenton, 2004). By this way, this study includes description of design 

as well as detailed description of the data collected (Shenton, 2004). 

• Confirmability 

Confirmability brings up about neutrality and accuracy of the findings (Tobin & Begley 

2004). Hence, the researcher must keep the research objective by ensuring that findings result 

from experiences and opinions of the interviewees rather than the underlying assumptions of 

the researcher (Shenton, 2004). 

• Transferability 

Transferability is whether findings can be extended to another scenario or context and 

simultaneously reserve the meanings and conclusion from the original report study (Leininger 

1994). Within the positivist approach, the findings are easily applied to a broader population 

(Shenton, 2004). However, qualitative research usually relies on the use of small sample of 

individuals and scenarios therefore findings cannot represent a wider population or situations 

(Shenton, 2004). For this occasion, author of the thesis provided enough description of the 

phenomenon enabling reader to understand it and get enough information to assure 

transferability. 
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4. Empirical Findings 

 

This chapter presents the empirical findings from the semi-structured interviews regarding 

brand avoidance within full-service airlines brands from Gen Xers perspective. Opinions and 

quotes from the participants will be used to support the findings.  

4.1. Interviewees 

 
The following table displays participants who took part in the interview process. The table 

displays, number of participants, age, occupation, country of residence, as well as the duration 

for each participant. 

 

Table 1 Participants of the interviews 

 

Name Gender Year 

of 

Birth 

Occupation Country of 

residence 

Duration 

P1 Female 1981 Event planner Spain 47:02 

P2 Male 1980 Business owner Ireland 24:23 

P3 Female 1977 Teacher Ireland 26:45 

P4 Female 1981 Accountant Spain 34:40 

P5 Male 1980 Engineer Ireland 54:53 

P6 Female 1980 Bank advisor Spain 19:36 

P7 Male 1978 IT Business analyst England 26:17 

P8 Male 1963 Lawyer Spain 47:28 

P9 Female 1981 Administrative Spain 18:47 

P10 Female 1981 Engineer Spain 26:14 

P11 Male 1979 Business owner France 28:11 

P12 Female 1980 Unemployed Denmark 22:16 

P13 Male 1979 Technical advisor Ireland 29:10 

P14 Female 1974 Nurse France 39:04 

P15 Male 1971 Business Owner Ireland 36:12 
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4.2. Experiential avoidance 

Many participants have had a previous bad experience with an airline. These experiences have 

been linked to poor performance, hassle/inconvenience, service environment, and 

servicescape. 

• Poor performance experience 

Some participants had experienced a poor service before their actual trip. 

“With Lufthansa, it started bad before to get even to plane. once I get to Frankfurt for my 

connection flight, boarding was really bad, it was a mess with a bunch of people all over 

trying to get at the same time to the plane, no queues, no priority boarding, I was really lost 

with that coordination” (P2). 

“I went to check-in with KLM to fly from Sao Paolo to Ireland, they tried to register me for 

other flight. Like it was 13 hours flight, I could not wait again for extra 4 hours at the airport, 

just because they overbook, so they try to make me to take next flight but  I went to the 

complaint desk at the airport so they put me in my flight that I supposed to be but I know other 

people behind me in the queue ended up going to different flight. And they were fifteen people 

that they overbook which was a large number. That was one extra factor among many others 

that make me to avoid them when I travel again” (P5). 

For P5, the way the airline tried to fix their own mistake, and overbooking issue led him to 

reconsider flying with them again, as he explained the airline should coordinate this in a more 

professional way. 

“SAS, connection flight from Denmark to Estonia, and I had to connect flight in Sweden, and 

the flight came late, and nobody inform, no communication at all, whether or not I can make 

my connection as per my ticket, so I was really worry, and was running, and I almost missed 

that flight, I was so stressed and afraid as I was unsure if I missed where to stay, so I had very 

bad image, like very unprofessional, so sometimes I still fly with them, but not as much as 

before when coming to connection flight. I would go with EasyJet or others” (P12). 
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Within the in-flight experience, some participants, acknowledged that the quality of food has 

been decreased and thus it’s a critical factor for them mostly if is a long-haul flight: 

“The food in Cathay pacific is exceptional, being Asian they know how to cater good Asian 

food, and in the other hand British Airways food the food is bland and not attractive. 

Something to take into consideration when flying long haul” (P2). 

For P2, also the meal is important when taking long haul flight, and his last long-haul trip 

made him to avoid the airline due to the bad quality of food served. 

“Air France was good, and the worst is with British Airways. With Air France, was quality 

food, I could go anytime to get food, we did not have to wait the staff bring food, we could go 

and help ourselves when we feel like snacks or drinks. But with British Airways, we could not 

go and help ourselves and get food whenever we feel like. Just water. The food was Asian 

selection, very bad quality, like fast food type. I did not like it all and it was a long flight, the 

flight was from London to Hong Kong” (P4). 

“It’s currently a problem that are facing all companies. Since the deregulation of aviation 

sector, and with the low-cost carriers’ arrival, I can feel that big companies decreased the 

quality in order to compete with low cost and save money. Before for instance With Air 

France, food was excellent, but now its mediocre. And that a big mistake what big companies 

are doing.  that can put at risk the loyalty from certain passengers as myself. As I remember 

it was a time where big airlines offered nice meal” (P8). 

For P8, the quality has decreased overall, but there is a specific airline, Air France, that he is 

not satisfied with the food when flying for long and explained that reason also impact to 

choose other carriers. 

For P14, the avoidance of full-service airlines is when taking long haul due to entertainment. 

“China Airlines is less comfortable during Long haul. And, the selection of movies is mainly 

in Chinese, there is not choice for another language. It was mainly Mandarin, so imagine 

many hours and just watching Chinese movies. No thanks” (P14) 

For P14, the uncomfortable seat of China Air, was not the only issue, but the entertainment 

on board. The lack of service for long haul flight was crucial to avoid this kind of airline. 
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Some participants also shared their experience post-flight, which mainly was due to luggage 

loss. 

“Air France they are sneaky they never give you the right information. They lost my luggage 

two times, so it was very frustrating to explain and make them to understand, they are snob 

and not well educated. I am not flying with them, also due to many strikes these last years and 

treatment, I even fly with small one’s sometimes” (P6). 

For P6, the situation experienced left her to switch to other carriers, like low cost carriers. The 

service provided did not met her standard neither how the staff handled the loss of her luggage, 

which made her to avoid them. 

• Hassle/inconvenience 

Hassle or inconvenience is when besides service failures due to technical or staff treatment, 

it’s how the airline handle the further complaint. Consumers then can avoid that airline if they 

encounter hassles to carry out the complaint (Lee et al., 2009b). 

Hassle has been mentioned by one participant when dealing with KLM to proceed for a 

refund: 

“I did complaint at airport desk as KLM after losing my luggage, they delivered four days 

later and was all damage and they did not refund me. As I live four hours from airport, I did 

not bother to drive to airport to complain.... and I did not proceed again to call desk at airport, 

as they can just help you at certain level like reimbursement they cannot help, it’s always by 

email they contact, so it’s something I did not like it at all” (P5) 

P5 Explained that they are many factors that led him to avoid KLM, but this one was a big 

reason as of the inconvenience found to proceed to get reimbursement and airline did not take 

any responsibility for the damaged luggage which led P5 to avoid KLM. 

• Service environment 

The airline industry is one of the most intangible industry within all the services. Due to that, 

it is crucial for this industry to provide a positive environment through staff, as many 

passengers will evaluate the overall experience through each interaction they had with 

member of staff. 
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 “With CSA Czech Airlines, we had to pay 200 euros more for the luggage, and one thing I do 

not like it when you have a problem, no one has the responsibility, no one really care, so for 

me it’s awful, so of course I try to avoid it…and nobody wants to help, so for me it was super 

frustrating to deal with that issues, so these companies are deleted in my list of companies, so 

I can say that the treatment is crucial, even the help desk at the airport did not try to help me” 

(P1). 

“Last time I flew with Air France, I had  my hand luggage and  for the return flight also with 

same company, and I came with them again with same luggage, same size, and they told me 

this time that I am not allowed to bring that to plane, and I try to explain, that I had flight 

with them  weeks ago and no problem to bring that luggage to plane, and they said that I was 

lying, so very bad experience, and nobody deserve to go to a flight for 13 hours angry with 

anxiety because staff called you liar. And each time was like that, so I decided that never 

again I will take a flight with them, even if they are the cheapest” (P5). 

For P8 the worst was the staff attitude and no information, or any update provided regarding 

punctuality. 

“My bad experience is With Air Algerie when the flight was late, and I had to stay in a room 

without anyone coming to inform us. So basically, was waiting for the plane for that long and 

no one was able to face this situation, which made me to avoid it at all costs, as each time it 

same. For important aspect like that they are careless, but for other stuff like staff dress they 

spend money in wearing uniforms made by Balenciaga. It’s ridiculous” (P8). 

So, we can state that for P8 the staff and environment encountered weighted as negative 

experience which make the participant to avoid that airline brand. 

For the participant 10, the experience was negative due to the crew member as they were not 

paying attention and not helping her to fix the issue encountered with the air conditioner, and 

which made the situation to be avoided by switching to other carriers. 

 

“One flight with Iberia was horrible, the flight lasts 11 hours, it was too hot inside and no 

drinks and air conditioner was not working, so I had to call the steward and took her at least 

an hour and half to come, and many people were getting upset with the service that they did 

not bother to come, so now I made my decision about them, I am avoiding them” (P10). 
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• Servicescape 

This term not only refers to the physical layout but also the equipment and atmosphere around 

the service.  Servicescape provides details to passengers in order to assess the quality of the 

service provided within the airline.  

For some participants, the physical characteristics of the plane are a decisive factor to fly or 

avoid certain airlines. A participant mentioned the storage place as an inconvenience. 

“I avoid some companies that have small planes like regional ones, small and no that much 

place for storage and its awful” (P1). 

The comfort, such as the quality of seat is important within the servicescape as contribute an 

important aspect of the overall airplane ambience. 

“If I go international flight, like long distance, like going to Ireland -Hong Kong, I tried to 

not fly with Lufthansa, because I noticed that their plane tends to be small and no space, so 

very uncomfortable.  I did not enjoy the flight at all” (P2). 

“I avoid Iberia for many reasons, one of them is due to the comfort of seats, very tight space, 

and I have long legs, very uncomfortable for the long journey” (P5). 

“Aer Lingus, it’s getting like Ryanair in many aspects, for instance the seats are getting less 

and less comfortable , I am not flying with them when travelling alone, but if we travel in 

family, it’s difficult, as I am a price sensitive and we are a family of six, then I try to avoid 

them but sometimes its cheapest in market”(P13). 

For P2 and P5, one of the most important aspect was the comfort of the seat, which form also 

a cue for passengers to assess their overall experience with the airline. P5 avoids Iberia for 

many reasons, including the seat comfort and for P2 Lufthansa is not in his plans if he had to 

take long haul flights. However, for P13, acknowledges that he avoids Aer Lingus carrier due 

to seat but just if he had to fly by himself, but when flying with a big family, its inconvenient 

to switch to another carrier, as mostly are expensive. 

P4 also mentioned an important aspect of servicescape that led her to avoid an airline, which 

in this case was more due to the scent on the plane. 
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“I remember that I took one big south American carrier to fly from Mexico City to San Diego, 

actually the plane smelled, I remember that I did not enjoy my trip and I could not wait to 

land, it was smell like a mix of  sweat and the lack of cleaning the plane  … so that impact 

me” (P4). 

Some participants also brought up about the online servicescape, even though it did not 

influence them to avoid, but some of them see it as inconvenient and therefore prefer to buy 

the ticket through third parties or external platform. 

“Some airlines website is boring, slow, like Lufthansa website when trying to purchase tickets 

its open many tabs, and sometimes takes its time to process the information entered. It’s 

annoying” (P3). 

“I don’t like checking online, I prefer to do it at the airport with staff. I tried to make check-

in online for one member of my family, the check-in information was different online as when 

I got information from staff.  It was a different information about the allowed weight to bring 

in the plane, different information from different sources. I know that they try to be paperless 

and do everything online, but I don’t think it’s a good idea to do a fully service online, I 

believe it must be 50/50. But airlines need more information in website and more reliable” 

(P5). 

One participant mentioned about the application of full-service airlines, which also constitute 

an online servicescape: 

“I found that website and application is something very important, for instance a low cost as 

a Ryanair has easily got the best app in the market for flight management. Ease of use and 

convenient. New airlines, they put more design, more consideration. However, full-service 

airlines it’s not good, their apps its average, like British Airways, Cathay Pacific, dull 

design’’ (P7) 

For P7, some full-service airlines are lacking some effort and design in developing 

application, P7, prefers low cost applications due to efficiency and design to use them. 

 

Unrecovered service/Unrepaired damages 

A new theme has been added to experiential avoidance subcategories, which is ‘’unrecovered 

service’’/’’Unrepaired damages. This new code has been added as was mentioned by some 
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participants, as part of the unrecovered damaged experienced with certain airlines, and due to 

that they avoid these airlines. 

“Last trip I had bad experience with KLM as they lost my luggage. It took four days for them 

to send my luggage and even when luggage arrived it was damaged… The locker of the 

luggage was even broken, and they did not even reimburse me for this damage., so when I 

went to complain they said they cannot do anything because it was not them and they blame 

on the other connection flight company, which was Ryanair. But I knew it was them, KLM as 

they left my luggage in Brazil and took it to another flight” (P5). 

“When I was waiting too long due to the flight delay with Air Algerie I was expecting besides 

some information, something to make the time pass more quickly as waiting in a VIP area 

with some refreshments and access to food at least to try to make the waiting less desperate” 

(P8). 

“With Turkish Airlines, I flied several times, last time was in Christmas, , they lost two 

expensive bags of mine, I just received one bag, the other was not there, so I approached the 

staff, they were just looking at me, suspiciously, and they did not provide me within any 

clarification or help where is my other bag. I was expecting that they will handle better this 

situation, and of course pay the damages as was expensive luggage” (P15) 

P5 and P15 both acknowledges that many reasons led them to avoid KLM and Turkish airlines 

respectively, but the most critical part is when losing their luggage and there is any 

compensation offered. For P8, the delay was not the problem per se but how the company did 

not find a solution to recover this situation.  

4.3. Identity avoidance 

Identity has been also brought during the interviews, some participants brought about negative 

reference groups, inauthenticity, and deindividuation 

“... with Iberia, I think also one reason I don’t fly with them, they treat you bad depending 

where you fly from. When I flied from Dublin to Brazil no issues at all, because maybe I was 

coming from Europe, but when I came back from Brazil and I did the connection in Madrid, 

I felt being treated differently, because of the flight coming from” (P5) 
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With Iberia, P5 had a bad experience regarding his self-image and self-esteem. He explained 

that he felt treated differently due to country where he was flying from, he perceived a 

different quality of treatment then he preferred to avoid that airline as damage its self-concept 

as being himself Brazilian did not feel good with that treatment. 

• Negative reference group 

For P3 &P7 negative reference group is a key motivator to avoid certain airlines 

“I do not fly with Aer Lingus, because low standard, even passengers are not educated it ... 

it’s becoming as Ryanair” (P3). 

P3 explained that she is no longer travelling with Aer Lingus as it is getting low cost such 

Ryanair, passengers behaviour and education is not what is expected for a big company. 

“I do not fly with China Airlines, […] mostly due to passengers they are culturally different” 

(P7) 

For P7, China Air is mostly linked with bad quality, he explained that passengers are not 

really educated, so he avoids the airline influenced by this factor too.  

• Inauthenticity 

“Airlines, like Qatar, emirates, their country and politics, and mainly the artificiality does 

not attract me, even if everyone is saying that are the best. I would not fly with them” (P3). 

For P3, besides the political aspect (which constitute moral avoidance) one important aspect 

is the inauthenticity of these airlines mentioned, as its project artificiality and not authentic 

service as explained by the participant. 

 

• Deindividuation 

 

Deindividuation is also part of identity avoidance, that is when consumer avoid brands or 

services as did not cover their uniqueness and individual treatment. 

 
One participant mentioned the fact that uniqueness is also important when choosing airlines.  

 

“When I paid my ticket for Lufthansa Business, it was to get extra service and be comfortable 

with other type of passengers. I just wanted more comfort and enjoy my trip. I know that not 
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all business class are the same, for instance Aer Lingus is not that comfortable. The service I 

was looking was care, attention, nice meal, something that you cannot find in economy or not 

that obvious” (P3). 

 

P3, acknowledges that among many full-service carriers, some of them she avoids such as 

Aer Lingus as she cannot find the uniqueness and retirement from common passengers. 

 

4.4. Moral avoidance 

 
Moral avoidance has been also mentioned by few participants, some participants provided 

reason to avoid certain airlines due to the COO, and mostly linked them to political instability 

or safety reasons. 

 

One participant stated that he won’t fly with Delta Airlines as against to some practices within 

that company: 

“I would not fly with Delta Airlines. Delta airlines the way they treat their passengers, I will 

avoid it, as human right perspective. I saw a lot of what they are doing and friends of mine 

also experienced this situation. So, I know from that point I would not fly within an airline 

treating humans like animals” (P2) 

 

For P2, his motivations to avoid Delta Airlines is from moral standpoint as he is against the 

lack of humanity of employee in how they treat passengers. 

 

• Country Effects 

Some participants brought up about country of origin and their motivation to avoid certain 

airlines coming from some places: 

“I would avoid airlines that are immerged in conflicts, for instance the conflict areas in north 

Korea or even some Muslim countries like Syria” (P5). 

“I would avoid airlines from countries where there is not freedom, dictatorial regimes. I 

would not like to invest in those regimes, so I totally disapprove what they are doing” (P8). 
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“I would avoid airlines from South America like right now Venezuela, as the government is 

treating people bad, and corrupted, this kind of political instability I avoid” (P11). 

4.5. Deficit value avoidance 

 
Within deficit value, participants have talked mainly about aesthetic insufficiency and one 

participant has brought up about unfamiliarity. 

 
“With Air Canada I was disappointed as I bought business expensive ticket for my own 

comfort and get away from crowd, but the quality of food was not great. So, then I would 

prefer Iberia or SAS meal as I did not find this extra service in the price within Air Canada” 

(P8). 

 

For P8, the dissatisfaction is when he did not find the price and the quality in the service, 

specifically within the airline meal, which lead to switch to other carriers. 

 

• Aesthetic Insufficiency 

“For instance, with Air Algerie, one of the reasons I do not fly with them is the presentation 

of the staff. Some stewards wear differently the shirt, some stewards they fold up their sleeves 

and some no, incongruent image. So, it’s just given a poor image, which add one reason to 

no fly with” (P8). 

“Iberia I stop flying with them for 6-7 years now, because also aesthetically talking did not 

put that much effort on it, the colours red and yellow, I used to travel with them and usually 

was night flight, and this kind of colour red and yellow, and the carpet, it does not look nice 

at all. Maybe if it was something more subtle colours or darker it will be better. For instance, 

I love British Airways colours, it works well inside the plane, it makes you feel good and 

relax” (P5). 

P5 also felt to add opinion about the on-board environment in the avoided airplanes: 

“they could made much effort, sometimes I feel that I am still in 80’s or 90’s, because of the 

décor, some airlines do not make much effort about it, and is for that many passengers prefer 

to avoid them , Emirates is a good example of high end equipment, everyone prefer to fly with 
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them as they make effort in attracting people. It’s very important thing, that airlines need to 

consider it” (P5). 

P7 also brought up about aesthetic insufficiency regarding an airline company: 

“China airlines, even the planes and colours are not really appealing to be honest, it’s not 

something that will convince me to fly with that airline in the future” (P7). 

• Unfamiliarity 

Some participants as P3 and P6 brings about unfamiliarity of airlines, participants were asked 

if willing to try a new airline brand or if they did in the past 

“Yes of course, but also depends where it come from, if its within Europe yes, because I know 

European its strict in terms of aviation safety, also American market. But others I am not too 

sure what to expect” (P3). 

“Last time, I did long haul I avoided EgyptAir as I never flew with them and I am not too 

sure how is their service and food, so I prefer no take risk and I flew with Qatar airlines’’ 

(P6). 

 

4.6. Marketing Communication avoidance 

 

Communication avoidance can be driven due to advertising, content used by companies to 

promote their services. Also, the word of mouth and eWOM. Moreover, brand name also can 

be the factor that turn consumers to avoid certain type of brand. 

• Advertising 

One participant admitted that she recalls one advertising from Turkish Airlines and that did 

not influence her to purchase from them. Moreover, she explained that due also of the content 

she was not really satisfied or motivated enough to travel with them. 

“I remember once where the main characters where Messi and Kobe Bryant, and they were 

trying to compete by going to places and taking pictures, it was funny, but I did not really like 
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it, as I do not like football. So, it did not appeal me to go with Turkish Airlines to be honest”. 

(P1). 

Two participants, (P8&P11), recognized that content advertising can be a factor for which 

they will avoid an airline. 

“If message it is saying one thing and my experience was bad, then there is a big gap, so it’s 

not trusty and I would try other reliable companies” (P11). 

For P8, the advertising does not impact on his purchase unless if misleading and is not 

following as per its content 

“A good advertising content can positively impact me if it comes along other factors such as 

good service, staff, reliability and punctuality and in top of that there is a nice advertising, 

that will be a nice packaging. But a nice publicity or content, does not affect me, it will be just 

that just a content. But can be a double-edge sword, meaning that if service is bad and then 

advertising is good then no way. I remember one  with Air France “France is in the air”, but 

it just makes more aware of what they are doing. Before they were one of the top but now, 

they are using advertising to promote something that does not exist anymore” (P8). 

Participant explained that an advertising promoting something that it’s not true can be 

dangerous for the company as it will lose customers, or as the participants put in his own 

words, ‘’double-edge sword’’, and acknowledges that a company offering misleading 

advertising can be factor for him to avoid that company. 

• Promotion 

One passenger gave her insights about the promotional tool used by airlines, in the case of 

emailing. 

“I found this kind of email advertising annoying, sometimes it’s can be entertaining, and 

sometimes its misleading, I saw a spam from Aer Lingus, Dublin / Amsterdam just for 12 

euros. The final price was like 80 euro. Its misleading. So, I prefer to avoid this kind of offer 

from Air Lingus and the company. Which give a bad image by the way” (P3). 

• Brand name 
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Two other participants, P2 & P14 provided their insight about their unwillingness to travel 

with some airlines, due to the name. 

“I would not travel with Malaysian because that remind me of the accidents they had in the 

past” (P2). 

“I would avoid airlines brand names that I know already and are on my head yes, but because 

they are linked with unsafety such as Malaysian” (P15). 

Both participants were unwilling to take same airline brand, even though they never purchase 

services from them in the past, but as they automatically linked the name to the safety issues 

that the airline experienced in the past. 

• eWOM/WOM 

Within the context of eWOM / WOM, P4 acknowledges that already experienced that: 

“Actually, is what happening to me for the Indonesian airlines, I did not know them, so before 

travelling I checked in Internet, I see that they were one of the airlines brands that is 

blacklisted, so I did not take any flight with them” (P4). 

Some participants acknowledge that would consider if any close member would recommend 

avoiding certain airlines 

“If people I know and trust have good recommendations, yes, I would trust them and avoid 

that airline. For instance, I heard good stuff for Virgin Airways, so it’s for that I get to fly 

with them’’ (P6) 

“China Airlines I also avoid it, because some people I know talk always bad about them, then 

I prefer not to fly as I heard many stories” (P7) 

“If people I know had bad experience, so I take into consideration before purchasing my 

flight. As I want to be sure that I won’t have any problems” (P12). 

• Price  

Price was not mentioned by many, some participants such as P13 stated the following: 
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“Although I am not fun of Aer Lingus, I fly with them as price is good. we are family of six so 

regarding price its works great for us… I would not fly with British or other carriers when 

flying with family as are expensive for a ticket for 6 persons” (P13). 

For P13 avoiding certain carriers is due to price, as most of the time is travelling with family 

and price is a factor to consider choosing among the airlines. 

4.7. Specific factors Legacy Airline avoidance 

 

Some new themes have emerged during the interviews which are considered specific factor 

for airlines and therefore cannot be included within the previous five types of brand 

avoidance. Specifically, two new themes were identified: Risk related to safety and alliances. 

• Risk (Safety) 

For some participants, safety come first when choosing between carriers. Some participants 

avoid airlines due to safety reasons. 

‘’I also avoid China Airlines, due to the stories portraying poor safety’’ (P7) 

“I avoid certain airlines such as African for safety and, the type of plane they are using, the 

reliability of machine, Airbus and Boeing are reliable. The others that I do not know I avoid 

them. For instance, Russian planes are not reliable” (P8). 

“I avoid Aero Mexico, in 2014, when landing off, the plane touched the sea, and we heard a 

very disturbing noise, which made me feel unsafe, so I avoid it for sure since then. Indonesia 

Airasia, they are blacklisted for safety, they have twenty accidents per year. So, I preferred to 

take a train for 14 hours rather than this backlisted Indonesian airlines” (P4). 

“With Air Lingus I stopped flying because of the service, and the quality of the plane. Their 

plane looks cheap and unsafe” (P5). 

• Alliance 

Participants P5& P11 are aware that some airlines operate under the same rules, like alliance, 

but they have different names. Participants prefer not flying with both due that one bad 

experience is transferred to the other company. 
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“I decided I will never fly again with Air France and KLM as they are in the same business 

level, bad and rude with passengers, they are not helpful at all. I really hate Air France as 

they are problematic, like losing three times my luggage, many strikes, refund coming late 

and unpolite staff so then I prefer to stop flying with them and KLM” (P 11). 

The participant was linking his bad experience with Air France with its sister company KLM. 

Participant wanted to take revenge by not flying with any of them. Although, participant 

explained that with KLM, even though he had some past bad experiences but not to the extent 

to avoid them.  

“So, I don’t think I will travel with KLM, so my next flight to brazil I am thinking to travel 

with British Airways and maybe Lufthansa. Even though I like KLM and their connection but 

the last trip that I did it did not meet my standards. Since Air France signed partnership with 

KLM the quality went low from the staff to the quality of the food. Knowing that KLM and Air 

France are together make me to wonder more about the service” (P5). 
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5. Analysis 

 
In this chapter, the empirical findings will be analysed and connected to the brand 

avoidance framework in Chapter 2. The full-service airlines factors will be analysed to add 

new knowledge within the notion of brand avoidance. The analysis will be categorized in 

sections based on the Lee et al. (2009a), framework and then the full-service airlines factors 

will be added (Figure 7). 

 
 

As stated by Knittel et al. (2016), there might be other factors besides, the five that have been 

already developed, of why individuals avoid certain brands. The last framework, advertising 

framework, has been renamed marketing communication, and expanded new codes such as 

brand name, eWOM and WOM, promotions and price. This is due to the nature of the airline’s 

services, which is influenced by internal as well as external communication. Also, two new 

themes (safety and airline alliances) which pertains to full-service airlines specific factors, 

will be analysed in this chapter. Additionally, brand avoidance linked to the original 

framework such as experiential, identity, moral, deficit value and advertising, will be also 

analysed since it was mentioned by some participants. 

5.1. Experiential avoidance 

 

Experiential avoidance may occur due to poor performance encountered during service 

consumption. Inconvenience and service environment are also part of experiential avoidance. 

Some participants have experienced all the mentioned above. Many participants manifested 

that due to many past experiences, are avoiding some airlines brands. This thesis was able to 

find that poor performance, hassle and inconvenience to resolve the issue, service 

environment, and as well as servicescape have been the main reasons why participants are 

avoiding certain airlines. Majority of participants felt unsatisfied with the level of service 

offered by certain airlines, such as staff. Unhelpful staff was the most repetitive quotes during 

all the interviews, also regarding the in-flight atmosphere, space and food, which is critical. 

Many participants had something to say about the meal, for some it’s a big reason to switch 

to other carrier, mainly for long haul flight. Therefore, its crucial for airlines to approach this 

issue and act in order to not loose these customers. In addition, a category has been added, 

‘’unrepaired damages’’. The author finds it useful to create this new category, as per the data 
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emerged. Some participants acknowledge that were hopping a refund in case of luggage loss 

or any gesture from the airline. Moreover, participants recognized that if airline had this 

recovery gesture, he would probably still be using its services. 

5.2. Identity avoidance 

 

Identity avoidance is when consumers avoid certain brand due to lack of authenticity, 

references from negative group, that is when consumer link the brand with some type of 

group. Also, deindividuation plays a role in identity avoidance, that when consumer avoid 

certain brand as they attract many consumers and thus, they cannot express their individuality 

on that brand. This type of avoidance has not been mentioned by too many participants, but 

some participants are avoiding airlines due to negative reference group. Mainly due to type 

of passengers, whom participants prefer not to fly with, due to some cultural shock or 

perceived low education. Authenticity has been identified one participant, as well as 

deindividuation. 

 

5.3. Moral avoidance 

 

Within moral avoidance we can find COO as a factor for some consumers who avoid 

purchasing some brands from certain countries. Also, within moral avoidance, some 

consumers may avoid certain brands as their constant presence in the market resulting in 

monopoly. Besides, we can find also some consumers unwilling to purchase brand due to 

environmental concern or ethical concern, or just a way to show disagreement with some 

business practices. Regarding country issues, a country can represent anything for certain 

individuals, which lead indirectly to a country of origin products perceptions. Consumer 

becomes more selective on which products to consume influenced by country of origin 

(Bloemer, Brijs & Kasper, 2009; Knittel et al.2016). During the interviews, some data 

emerged from consumers regarding country of origin , majority due to political influence and 

other due to safety but this will be categorized within specific factor for full service avoidance 

later on within this chapter. 
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5.4. Deficit value avoidance 

 

Deficit value avoidance takes place when consumers feel that the service or brand is lacking 

some attributes. Also, unfamiliarity can be a factor for some people to feel deficit value 

avoidance. Unfamiliarity regarding new brands or unknown ones. Aesthetic insufficiency has 

been the main concern for some participants, such as the plane colours and the staff uniform. 

One participant pointed out that the décor of many aircraft is not evolving, and participant 

compared to 80’s or 90’s style. For some participants, the colours that represent airlines 

denotes some deficiency, some linked to cheap airline. Some participants, have brought up 

the staff uniform and how incongruency in the way staff wear the uniform, is viewed as deficit 

value, and does not give a value to the brand. 

5.5. Marketing communication 

 

As explained above, marketing communication has replaced advertising avoidance 

framework developed by Knittel et al. (2016), due to the nature of a service such as airlines 

that apart from advertising, relies on external communication, that cannot be ignored. 

Within marketing communication some participants, brought up some insights about eWOM, 

brand name, as well as promotions. Some participants explained that will consider flying with 

certain airlines if they got strong reason from close friends or family. Regarding Price, it was 

only mentioned by one participant, as he explained price is a factor as normally, they travel 

big family and travelling with other carriers can be more expensive and that they could not 

travel that often then. Other participants gave more importance about punctuality, safety 

rather than price, that can be explained as most of them are full time workers and usually they 

can afford to travel with any carrier. 

Promotion also has been brought just by one participant, regarding email promotions. Other 

participants stated that they block this kind of promotions as its annoying, and they are not 

bothered that much from it as they can easily block it.  

Within advertising, we can find content, response, celebrity endorsement, and music. Content 

has been mentioned by few, and few participants recalled certain airlines advertising, some 

of them positively and few participants acknowledges that content made them to avoid certain 

airlines. Mostly, due to the gap between reality and what the airlines tries to sell. 
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However, response, celebrity endorsement, and music, were not mentioned by any as most of 

the participants agreed that it’s a marketing tool from airlines and that will not affect them in 

the choice of the service. 

5.6. Full-service airline specific factors influencing brand avoidance 

 

Figure 7. The Brand Avoidance Framework for full-service airlines  

 

New categories 

Non-emerging categories 

 
Source: Developed by the author, based on existing theory Lee et al., 2009a (2019). 
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5.6.1. Risk avoidance 

 

Among many other factors mentioned by the participants during the interviews, the main 

concern shared was safety. The general concern among passengers is that accidents constitute 

a horrible event and every airline has the responsibility to ensure and anticipate hazards,  

manage and recover any possible incidents An existing worry is the safety aspect in people 

minds which leads to passengers actively avoiding specific airlines (Yang et al., 2018). 

Airlines accidents caught the attention of the public and the media, developing a fear of flying 

in passengers.  Reassemble the airline image after fatalities is hard thing to do for airlines 

managers as consumer do not trust anymore these airlines. As posited by Keiningham et al. 

(2014) passengers who do not trust a certain carrier would avoid flying with that specific 

carrier. 

Some participants, as P4, already had a previous safety issue regarding one airline, and 

explained that since then she is avoiding that airline, due to the fear lived in those moments, 

and therefore she cannot trust anymore these specific airlines. For other participants, avoid 

certain airlines from certain countries, which they heard some accidents in the past and cannot 

trust anymore these airlines. Thus, trust is something hard to rebuild for those participants as 

they do not feel secure enough. For other participants such as P8, safety is about the type of 

aircraft used by the airlines. Thus, as explained by this participants, Russian aircraft are not 

safe due to the type of aircraft they use. Each participant had his/her reason to believe that 

certain carriers are safer than other. More obvious were participants who still remembering 

the fatal accident occurred in Malaysia and thus are not considering flying with that airline, 

as they linked the brand with the safety issues they had in the past. 

 

 
5.6.2 Alliance avoidance 

Strategic alliance is “a type of interorganisational relationship in which the partners make 

substantial investments in developing a long-term collaborative effort and common 

orientation toward their individual and mutual goals” (Spekman & Sawhney 1990, p. 90). The 

perceived risk after the air attacks September 11th, 2001, the deregulation and liberalisation 

of the industry, and the entry to low-cost carriers have forced some full-service airline to 

combine their expertise and thus form an alliance (He & Balmer, 2004).  
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Sultan and Simpson (2000) have stressed whether airline partnerships are worthy for the 

carriers as an approach to enter international destinations, if partners are not offering the same 

level of quality service, could lead  to a damage in the reputation, brand equity, as well as 

profitability of the airline brands. They also highlight that before engaging in any alliances, 

airline partnerships should assess the level of service quality of the envisioned partner airline 

and ensure that quality will be maintain for the long-term alliance relationship.  

The thoughts of P5 and P11 about KLM and Air France as partners, reinforced the statement 

above, which highlight the fact that engaging in an alliance is very risky for an airline. Due 

that if one airline is providing a bad service quality automatically the client is going to stay 

away from the connected airline, as a way of punishment or protection to ensure that will not 

revive the same bad experience, experienced with one of them. Therefore, alliances within 

the airline context necessitate to agree upon shared values and adopt a high level of 

consistency between them. 

It has been suggested that the main motivations for the formation for airline alliances is to 

provide passengers some benefits such facilitate the travel experience, service support, and 

an opportunity to increase air miles (Coltman, 1999). However, the main beneficiary of this 

partnerships it’s the airline themselves since they access to large economies of scale, 

advantages for landing slots and enlarge their operations to foreign markets (Park & Zhang 

2000, Kraats 2000). 
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6. Discussion and conclusions 

 
In this chapter, the empirical findings will be analysed and connected to the brand avoidance 

framework in Chapter 2. The full-service airlines factors will be analysed to add new 

knowledge within the notion of brand avoidance. The analysis will be categorized in sections 

based on the Lee et al. (2009a), framework and then the full-service airlines factors will be 

added (Figure 7). 

 

6.1. Purpose and research questions 

This thesis aimed to investigate which factors lead to individuals, within Gen Xers to avoid 

certain airlines brands within the full-service industry. 

RQ: Which factors lead to brand avoidance among Generation X within the full-service 

airlines industry? 

The outcomes of the study show that among Gen Xers, factors that lead to avoid certain 

airlines are experience, identity, moral, deficit-value, and marketing communication. 

Moreover, two other factors have been identified during this study: alliance and safety, both 

entails that some participants avoid the airlines. 

6.2. Implications 

The brand avoidance topic is scarce and still underexplored (Lee et al., 2009a), which means 

that still important aspects to emerged to fully understand this trend. This paper discovered 

new factors for brand avoidance within full-service airline specific factors. Also, new themes 

have been added to the already existing types of brand avoidance, specifically within 

experience. Therefore, the findings lead to a new theory development that contribute to the 

brand avoidance literature. 

The results of this study, shown that previous experience, specifically treatment from staff 

was the main factor, among others, that lead most of the participants to avoid certain airlines. 

Knowing which factor can lead to brand avoidance can help managers to act and enhance the 

features that are perceived being more critical to switch to other carriers.  
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In terms of experience, and staff treatment, managers should pay close attention to this factor 

as its deemed to be the most obvious from all the data gathered. Nearly all participants have 

been feeling disappointed with the treatment received by the airline representative and this 

made them to avoid the airline. Moreover, even the best airlines do present some failures 

sometimes, but from the data gathered a quick recovery is crucial in order to clean the image 

of the company and leave the passenger with a good impression despite these failures. 

In the case of loss luggage, the situation is particularly critical as this will not only affect 

passenger economically but also emotionally, since personal belongings maybe contained in 

the suitcase. However, not all companies cover these unexpected events, which results 

unsatisfied customer and thus may lead to customer avoid that airline brand. Therefore, 

management should be more proactive and provide a quick recovery or compensation of 

damages to avoid passengers to switch to other carriers. 

Also an important aspect to address is the aesthetic part and the décor of aircraft. This study 

shows that for many participants the aesthetic part also plays a major role in order to provide 

a relax trip and feel that the money and value are met. 

 

 

6.3. Limitations 

Brand avoidance topic is a new theme emerged recently which gave limited literature to 

undertake the research. Moreover, the main target group for this study was individuals among 

Generation X, within Europe, who are avoiding certain full-service airlines. Thus, the main 

difficult task was to select individuals among Generation X who are avoiding a full-service 

airline. The respondents were from different parts of Europe, due to financial and time 

constraints, telephone interviews have been deemed appropriate, to meet the thesis deadline. 

Telephone interviews are less efficient than face-to-face interviews. Within telephone 

interviews, less interaction is created with interviewees and thus interviewees are less open to 

share more information. Telephone interviews offer less cues than face to face interviews, 

where interviewer can gather extra data such as facial and corporal language. Within face to 



60 
 

face interviews, participants will be more likely keen to share more information and thus 

create a perfect atmosphere where they can explain themselves better. 

The findings of this study provide a theoretical contribution for the understanding of brand 

avoidance in the context of the airline industry and therefore data are not meant be 

generalizable to other industries. 

 

6.4. Further research 

This is one of the first study to explore brand avoidance in the context of the airline industry, 

most specifically full-airline service among Generation X. The author undertook a qualitative 

approach in order to gather the data. Thus, the author would recommend a quantitative method 

in order to confirm the findings in and check if they are broadly representative. 

Moreover, this thesis, was targeting Generation X and full-service airlines, maybe future 

research can target a different cohort group or within a different geographical area in order to 

see if any differences are presented within these generational group or cultural groups. 
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Appendix  

Appendix 1. Interview guide for semi structured interviews 

First, introduce the purpose of the interview. Discussed in detail the questions and explained 

that the focus will be just on full-carrier service and explain what full carrier service is and 

give several examples. Ask interviewees their consent to record the conversation and explain 

that the objective of this will be for the further transcript. 

 

Background questions/lifestyles: 

 

1. When was the last time you used an airline service?  

2. How often do you fly per year? 

3. For which purposes do you usually fly? 

4. Is there any airline you would not fly with? 

If yes, which one, and what are the reason for that?  

If yes, you still flying with these airlines even though you not like them 

5. Even though you do not like this fact, why are you still using their services? 

  

 Experience: 

  

6. Did you ever experience any uncomfortable situation within any airlines and that’s 

made you to avoid this specific airline? (e.g. Lost or damage luggage, seats, dealing 

with staff, refunds, FFP, buying the ticket, boarding passes…). 

7. Did you ever pay for a premium price and the service provided was not met your 

expectations? (quality of the food, board service, comfort, personal care, …) 

8. What is the most relevant aspect within a service airline for you? (punctuality, 

comfort, assistance, safety, food, space, entertainment, …) 

9. Did you ever use, or do you use FFP, frequent flyer programme bonus?  

 

Online booking: 

10. What do you think about the online booking of certain airlines? There is something 

remarkable that you want to share. (e.g. easiness, navigation, information provided, 

payment methods). 

Identity questions: 
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11. Did you ever purchase a premium ticket, to get extra service and treatment from other 

common passengers? (Uniqueness) if yes, how was the experience? 

12. Did you ever stop flying within an airline due as did not meet this uniqueness? 

 

Moral question: 

  

13. Is there any airline brand that you avoid from an ethical perspective? (sustainability, 

airline supporting some situations that you are against, conflicts…) 

14. Would you avoid an airline brand because they are not from your country of origin? 

 

Deficit value questions: 

 

Novelty/Loyalty: 

15. Would you try easily a new airline brand?  If, no what are the reason you would not 

try a new Airline brand that easily? 

16. Is there any airline that does not attract you to fly with them? (Without necessarily 

having flying experience with them) 

 

On board environment: 

17. Do you think in general, that the equipment is appropriate or meet your standards? 

(e.g. quality and comfortability of seats, aisles, space between seats, toilets). 

Staff:  

18. How important is for you the dress code from airline staff?  

19. Treatment or attention from the cabin crew and airport desk. 

 
Marketing communication avoidance: 

  

20. Do you remember any advertising campaign made by an airline? And if yes what did 

you think about it? Did influence you to fly with them? 

21. Would you stop flying with an airline because of the content or celebrities/music they 

used in their advertisement? 

22. What Do you think about the digital adverts? (emails, spam, email publicity) 

23. Did you ever be influenced by your social network or online reviews to no travel with 

an airline? 
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24.  Is there any airline brand name that you never fly with and just by the name you avoid 

flying it? 

25. To conclude, would you like to add any other additional factor preventing you from 

using an airline? 

 

 

 

 

 

 

 

 

 

 

 

  

 


