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Long-haul Air Service 

Introduction 

The emergence of low-cost carriers (LCCs) has transformed the aviation industry, 

which has made air travel more accessible to a wider range of people. LCCs typically offer 

budget air travel with low fares and reduced services, operating point-to-point flights directly 

between two destinations without connecting flights or transit stops. This has allowed LCCs 

to offer lower fares than full-service network carriers (FSNCs) that fly into primary airports, 

which has made air travel more affordable, and created competition, forcing FSNCs to cut 

costs and introduce new services to compete with the lower fares of LCCs. 

Full-service network carriers (FSNCs) face several challenges in the modern aviation 

industry. One of the biggest challenges is the intense competition from low-cost carriers 

(LCCs), disrupting the industry with their lower fares and simplified business models. This 

has forced FSNCs to reduce costs and find ways to compete with the low fares offered by 

LCCs, which can be difficult given the additional services and amenities that FSNCs 

typically offer. Another challenge for FSNCs is the rising cost of fuel, which can significantly 

impact their bottom line. Additionally, FSNCs must deal with a complex regulatory 

environment that can vary significantly from country to country, making it difficult to operate 

consistently and efficiently. FSNCs must also adapt to changing consumer preferences, which 

are increasingly focused on sustainability and social responsibility. FSNCs are also grappling 

with the impact of the COVID-19 pandemic, which has severely impacted the aviation 

industry as a whole. 

In recent years, some LCCs have also started to offer long-haul air service. However, 

it remains to be seen whether LCCs can have the same impact on the long-haul market as 

they have had on the short and medium-haul market. This essay explores whether LCCs can 

successfully disrupt the long-haul market in the same way they have the short and 
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medium-haul markets. The essay starts by examining how FSNCs operate long-haul air 

service. It then discusses the features of LCCs, including how they achieve lower fares by 

reducing costs, before examining the challenges they face in breaking into the long-haul 

market. While LCCs have successfully disrupted the short to medium-haul market, the 

long-haul market is typically more complex, requiring greater investment in aircraft, 

infrastructure, and support services. Additionally, the long-haul market is often dominated by 

FSNCs that have established a strong reputation for providing high-quality service and a 

range of amenities to passengers. Ultimately, the demand for long-haul air service is typically 

more price-inelastic than that of short to medium-haul routes, making it more difficult for 

LCCs to compete solely on price. 

Research Objectives 

●​ To evaluate the impact of LCCs on the short/medium-haul air service market. 

●​ Identify the key differences between the short/medium-haul and long-haul air service 

markets. 

●​ To analyze the recent trends and developments in the long-haul air service market. 

●​ To assess the potential for LCCs to enter the long-haul air service market. 

●​ To examine the challenges and opportunities that LCCs may face in the long-haul air 

service market. 

Research Questions 

●​ What are the characteristics and business models of FSNCs and LCCs in the 

long-haul air service market? 

●​ What are the impacts of LCCs on the short/medium-haul market, and how did they 

achieve their success? 

●​ What are the potential barriers for LCCs to enter the long-haul market, and how can 

they overcome them? 
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●​ What are the customer preferences and perceptions towards LCCs and FSNCs in the 

long-haul air service market? 

Literature Review 

Major Themes 

History of long-haul air transport and Full Service Network Carriers (FSNCs) 

The history of the long-haul air travel market can be traced back to the early 20th 

century when British Airways operated the first commercial flight in 1919. In the following 

decades, air travel became increasingly popular, and the demand for long-haul flights grew 

with global trade and tourism expansion. However, long-haul air travel was limited by the 

range of the aircraft and the lack of infrastructure, such as airports and air traffic control 

systems. In the 1950s and 1960s, technological advances in aviation led to the development 

of larger and more efficient aircraft, such as the Boeing 707 and the Douglas DC-8, which 

had the range and capacity to operate long-haul flights. This led to the emergence of Full 

Service Network Carriers (FSNCs). These large airlines offered comprehensive services, such 

as in-flight entertainment, meals, and amenities, to passengers traveling on long-haul routes. 

In the 1970s and 1980s, the FSNCs dominated the long-haul air travel market, as they 

had the resources and expertise to operate large aircraft fleets and establish global routes and 

destination networks. They also benefited from government regulation and protection, which 

limited competition and allowed them to charge premium prices. 

However, in the 1990s and 2000s, the long-haul air travel market underwent 

significant changes with the emergence of Low-Cost Carriers (LCCs) and the liberalization of 

the aviation industry. LCCs such as Ryanair and EasyJet disrupted the traditional FSNC 

business model by offering low fares and no-frills services on short-haul routes. This forced 

FSNCs to adapt by reducing costs, improving efficiency, and developing new revenue 

streams, such as ancillary services and loyalty programs. 
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FSNCs continue to play a significant role in the long-haul air travel market, as they 

offer premium services and global networks of routes and destinations. However, they face 

increased competition from LCCs and new market entrants, such as Gulf carriers and Chinese 

airlines, which are expanding rapidly and challenging their dominance. To remain 

competitive, FSNCs must continue to innovate and adapt to changing market conditions and 

customer preferences. 

Low-Cost Carriers (LCCs) and the Short/medium-haul Market 

Low-Cost Carriers (LCCs) have revolutionized the aviation industry over the past few 

decades, particularly in the short and medium-haul markets. LCCs have emerged as a 

significant players in the aviation industry, with their business model focusing on low-priced 

air travel, streamlined operations, and a no-frills approach to services. The growth of LCCs 

has fundamentally transformed how people travel and the dynamics of the aviation industry. 

The rise of LCCs can be attributed to several factors, including the deregulation of the 

aviation industry, advances in technology, and changing consumer preferences. LCCs have 

taken advantage of the deregulated environment by offering lower fares, cutting back on 

non-essential services, and operating with a smaller workforce. These factors have allowed 

LCCs to offer tickets at a lower price point than traditional airlines, making air travel more 

affordable and accessible to a wider audience. 

The impact of LCCs on the short and medium-haul market has been significant. LCCs 

have brought in a new demographic of travelers who may not have previously considered air 

travel due to cost constraints. They have also enabled travelers to take more frequent trips, 

especially for leisure travel. LCCs have expanded air connectivity, making travel easier and 

more affordable to previously under-served or remote locations. LCCs have also influenced 

the operations of traditional airlines, which have been forced to adapt to remain competitive. 

Traditional airlines have introduced new fare structures and cut costs, eliminating some 
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in-flight amenities to compete with the low-cost carriers. As a result, the cost of air travel has 

come down, and travelers can now choose from a range of options based on their preferences 

and budget. 

Impact of LCCs on the long-haul market  

The potential impact of LCCs on the long-haul market is significant, as they could 

bring greater competition, lower fares, and new destinations to long-haul travel. However, 

several factors could enable or hinder their success in this market. One of the main factors 

that could enable LCCs' success in the long-haul market is the development of new aircraft 

technology. Many LCCs are waiting for the arrival of the new generation of long-range, 

fuel-efficient aircraft, such as the Airbus A321XLR and the Boeing 787 Dreamliner, which 

will enable them to operate long-haul routes more efficiently and cost-effectively. These 

aircraft will help reduce operating costs, making it easier for LCCs to offer lower fares to 

passengers. Another factor that could enable LCCs' success in the long-haul market is the rise 

of ancillary revenue. LCCs have traditionally relied on ancillary revenue, such as baggage 

fees and in-flight meals, to supplement their low fares. In the long-haul market, LCCs could 

offer additional services and amenities, such as premium seating, Wi-Fi, and in-flight 

entertainment, to generate more revenue and increase their profitability. 

Several factors could hinder LCCs' success in the long-haul market. One of the main 

challenges is the longer flight times and the need for additional resources, such as crew 

members and maintenance facilities. These factors could increase operating costs, making it 

difficult for LCCs to offer low fares and remain profitable. Another challenge for LCCs in the 

long-haul market is building brand recognition and loyalty among passengers. Long-haul 

travelers are often more loyal to traditional airlines, which have established brands, frequent 

flyer programs, and other amenities that LCCs may not be able to offer. Building a brand and 
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establishing customer loyalty takes time and requires significant investment, which could be 

a barrier for LCCs entering the long-haul market. 

Business models and strategies employed by LCCs and FSNCs 

Low-Cost Carriers (LCCs) and Full-Service Network Carriers (FSNCs) have different 

business models and strategies for operating in the long-haul market. LCCs typically operate 

on a low-cost, no-frills model, aiming to keep their operating costs low by offering a basic 

service and charging passengers for additional services or amenities. This business model 

typically involves flying point-to-point, avoiding costly hub-and-spoke networks, and using 

secondary airports with lower landing fees. In the long-haul market, LCCs typically operate 

narrow-body aircraft, such as the Airbus A321LR or the Boeing 787, and focus on connecting 

underserved or low-demand markets. 

On the other hand, FSNCs offer passengers a full range of services, including in-flight 

entertainment, meals, drinks, and other amenities. They typically operate on a hub-and-spoke 

network, where passengers are funneled through a central hub and connected to other flights. 

This allows FSNCs to offer a wider range of destinations and connections and to take 

advantage of economies of scale by using larger aircraft. In the long-haul market, FSNCs 

typically operate wide-body aircraft, such as the Boeing 777 or Airbus A380, which offer 

more passenger capacity and longer range. 

Regarding strategy, LCCs in the long-haul market typically focus on leisure travelers, 

offering low fares to destinations such as beach resorts while avoiding direct competition 

with FSNCs on business routes. They also typically use dynamic pricing to adjust fares based 

on demand and time of booking and may offer add-on services such as baggage allowances 

or seat selection for an additional fee. FSNCs, on the other hand, typically offer a wider range 

of classes of service, including premium cabins such as first class or business class, and may 

focus on business and leisure travelers. They also typically use loyalty programs to 



8 
 

incentivize frequent flying and offer ancillary services such as airport lounges, priority 

boarding, and baggage handling. 

Technological advancements 

Technological advancements have significantly impacted the long-haul air travel 

market in recent years. These advancements have led to increased efficiency, improved 

passenger comfort, and the emergence of new competitors in the market. One major 

technological advancement in the long-haul air travel market has been the development of 

more fuel-efficient aircraft. Another important development is the use of technology to 

improve the passenger experience. Airlines have invested in in-flight entertainment systems, 

Wi-Fi, and other amenities to make long-haul flights more comfortable and enjoyable for 

passengers. 

 In response to these changes, low-cost carriers (LCCs) and full-service network 

carriers (FSNCs) have had to adapt their strategies to remain competitive. LCCs have 

traditionally focused on short-haul flights, but some are now expanding into the long-haul 

market. For example, Norwegian Air and WOW Air have launched low-cost long-haul 

services, offering cheaper fares than traditional FSNCs. These airlines often operate on a 

point-to-point model to keep costs low, using smaller airports and offering fewer in-flight 

amenities. On the other hand, FSNCs are responding to the changing market by investing in 

newer, more fuel-efficient aircraft and upgrading their in-flight amenities. They are also 

expanding their networks and forming partnerships with other airlines to offer more 

connecting options for passengers. Some airlines, such as Emirates and Etihad, have also 

invested heavily in their hub airports to provide passengers with a seamless travel experience. 

In addition, both LCCs and FSNCs are investing in technology to improve the passenger 

experience. For example, airlines are using data analytics to improve their revenue 
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management and personalized marketing efforts. They are also using mobile apps to make it 

easier for passengers to book and manage their flights. 

Impact of market liberalization and open skies agreements 

Market liberalization and open skies agreements have profoundly impacted the 

long-haul air travel market, leading to increased competition, lower fares, and expanded 

services for low-cost carriers (LCCs) and full-service network carriers (FSNCs). 

 For LCCs, market liberalization and open skies agreements have presented 

opportunities to expand into new long-haul markets previously dominated by FSNCs. This 

has allowed LCCs to compete on a more level playing field with FSNCs by offering low 

fares, which can attract budget-conscious customers. Additionally, LCCs have leveraged new 

technologies and alternative distribution channels to reduce costs and improve customer 

service. For FSNCs, market liberalization and open skies agreements have led to increased 

competition and pressure to adapt to changing market conditions. This has required FSNCs to 

adjust their business models to remain competitive by offering new products and services, 

adopting new technologies, and streamlining operations. 

Customer preferences and behavior 

Customer preferences and behavior can significantly impact the long-haul air travel 

market, as these factors influence the demand for air travel and the types of services and 

amenities that customers expect from airlines. In recent years, there has been a shift in 

customer preferences towards low-cost carriers (LCCs) and full-service network carriers 

(FSNCs) responding by offering more personalized services and amenities. 

LCCs are responding to changing customer needs and preferences by offering lower 

fares and unbundled services, which allow customers to only pay for the services they want 

or need. This approach is particularly attractive to cost-conscious travelers who prioritize 

price over amenities such as in-flight meals and entertainment. FSNCs, on the other hand, are 
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responding to changing customer needs and preferences by offering more personalized 

services and amenities. Many FSNCs have introduced premium economy and business class 

cabins, which offer enhanced comfort and amenities compared to traditional economy class. 

In-flight entertainment and meal options have also been upgraded to cater to customers' 

changing needs and preferences. Some FSNCs have also introduced loyalty programs and 

partnerships with hotels and car rental companies to provide customers with a seamless travel 

experience. 

LCCs and FSNCs are also responding to the increasing importance of sustainability in 

the air travel industry. Many airlines are investing in more fuel-efficient aircraft and 

exploring using sustainable aviation fuels to reduce their carbon footprint. Some airlines have 

also introduced carbon offsetting programs, which allow customers to offset the carbon 

emissions generated by their flights. 

The financial performance and sustainability of LCCs 

Low-cost carriers (LCCs) have traditionally focused on short-haul routes, but in 

recent years many have expanded into the long-haul market. While this expansion has opened 

up new opportunities for LCCs, it has also presented financial performance and sustainability 

challenges. LCCs have lower operating costs than full-service carriers, which allows them to 

offer lower fares and remain competitive. However, the cost structure of long-haul operations 

differs from that of short-haul operations, with higher fuel, maintenance, and crew expenses. 

This has led to some LCCs struggling to maintain profitability in the long-haul market as they 

struggle to keep their costs under control while offering low fares. Also, long-haul routes tend 

to have lower frequencies and higher seasonality, making it difficult to achieve high load 

factors and optimize aircraft utilization. 

The sustainability of LCCs in the long-haul market also depends on their ability to 

maintain customer loyalty and satisfaction. While low fares are a key selling point for LCCs, 
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customers also have high expectations for the quality of the in-flight experience, which can 

be difficult to maintain while keeping costs low. Additionally, long-haul flights require a 

different level of service than short-haul flights. To meet customer expectations, LCCs must 

invest in amenities such as lie-flat seats, in-flight entertainment, and meals. 

The impact of the COVID-19 pandemic on the long-haul air travel market 

The COVID-19 pandemic has significantly impacted the long-haul air travel market, 

with both low-cost carriers (LCCs) and full-service network carriers (FSNCs) facing 

unprecedented challenges. One of the pandemic's most immediate and severe impacts has 

been the sharp decline in demand for air travel, particularly on long-haul routes. 

Governments worldwide have imposed travel restrictions and quarantine requirements to 

control the spread of the virus, which has resulted in a significant reduction in the number of 

people traveling by air. This decline in demand has led to the cancellation of many long-haul 

routes by both LCCs and FSNCs, and a reduction in the frequency of flights on those routes 

that remain. 

LCCs and FSNCs have responded to the decline in demand in different ways. LCCs, 

which typically rely on low fares and high passenger volumes to generate revenue, have been 

particularly hard hit by the pandemic. Many LCCs have had to reduce their capacity and cut 

costs to survive. This has led to the cancellation of long-haul routes and a reduction in the 

number of aircraft in their fleets. Some LCCs have also explored new business models, such 

as cargo-only flights, to generate revenue. FSNCs, on the other hand, have typically been 

better able to weather the impact of the pandemic. These carriers generally operate with 

higher fares and lower passenger volumes, which has helped cushion the decline in demand. 

Many FSNCs have also taken steps to cut costs and increase efficiency, such as retiring older 

aircraft and renegotiating contracts with suppliers. However, even FSNCs have had to reduce 
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their capacity on long-haul routes, and many have suspended or canceled service to certain 

destinations. 

In addition to the decline in demand, the pandemic has significantly impacted the 

operations of both LCCs and FSNCs. Airlines have implemented new health and safety 

protocols to protect passengers and employees, requiring masks and social distancing on 

board aircraft. Many airlines have also introduced new cleaning and sanitation procedures to 

reduce the risk of infection. These measures have added to the cost of operating flights and 

have required airlines to adjust their schedules and staffing to accommodate the new 

procedures. 

The future outlook for the long-haul air travel market 

The long-haul air travel market is expected to grow in the coming years, driven by 

increasing globalization, rising incomes in developing countries, and the growing popularity 

of international tourism. However, the impact of the COVID-19 pandemic on the travel 

industry has caused significant disruptions to this growth trajectory, and it may take some 

time for the market to recover fully. 

In terms of the competition between low-cost carriers (LCCs) and full-service 

network carriers (FSNCs), LCCs have already disrupted the short-haul air travel market and 

have started to make inroads into the long-haul market. LCCs typically offer lower fares than 

FSNCs by unbundling their services and charging for things like baggage, seat selection, and 

meals. In the long-haul market, LCCs face several challenges that are not present in the 

short-haul market. For example, they need to have aircraft with a longer range and larger 

capacity, which can be more expensive to purchase and maintain. Despite these challenges, 

some LCCs have already started to enter the long-haul market, such as Norwegian Air Shuttle 

and AirAsia X. These airlines have been able to offer lower fares than FSNCs by using new, 

fuel-efficient aircraft and flying to secondary airports that have lower fees. However, the 
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COVID-19 pandemic has caused significant challenges for many airlines, including LCCs. It 

remains to be seen how this will impact their ability to compete in the long-haul market. 

Theoretical Frameworks 

Porter's Five Forces 

The threat of New Entrants 

The threat of new entrants is a significant factor in analyzing the competitive 

environment of an industry. In the case of the long-haul airline industry, the threat of new 

entrants is relatively low due to the high barriers to entry. These barriers include the high cost 

of aircraft, maintenance, fuel, and other operational costs. The high cost of entry makes it 

difficult for new airlines to enter the market and compete with established airlines. The cost 

of acquiring and maintaining aircraft is one of the significant barriers to entry in the long-haul 

airline industry. Purchasing wide-body aircraft, such as the Boeing 787 or the Airbus A380, 

can reach hundreds of millions of dollars. The cost of maintaining these aircraft is also high, 

with regular maintenance checks and repairs required to ensure they are safe to operate. 

Fuel costs are another significant barrier to entry into the long-haul airline industry. 

Fuel is a high operating cost for airlines and is affected by fluctuations in the global oil 

markets. This makes it difficult for new entrants to compete with established airlines with 

established fuel procurement and hedging strategies. Other operational costs, such as 

marketing, labor, and airport fees, also add to the barriers to entry in the long-haul airline 

industry. These costs can be high, and it is difficult for new airlines to match the scale and 

efficiency of established airlines. 

Bargaining Power of Suppliers 

The bargaining power of suppliers refers to the ability of suppliers to exert influence 

on the prices and quality of inputs they provide to companies. In the case of the long-haul 

airline industry, the suppliers of aircraft, fuel, and other equipment have significant 
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bargaining power over airlines. This is because the number of suppliers is limited, and the 

costs associated with switching suppliers are high. For example, the number of aircraft 

manufacturers is relatively small, with only a few companies, such as Airbus and Boeing 

dominating the market. This gives these manufacturers significant leverage in negotiations 

with airlines. Similarly, the global oil and gas industry is controlled by a handful of large 

companies with significant pricing power over the airlines. 

Furthermore, the long-haul airline industry highly depends on complex and 

sophisticated equipment, such as aircraft engines, avionics, and landing gear. The 

manufacturers of this equipment have a high degree of control over the supply chain, making 

it difficult for airlines to find alternative suppliers. Due to the high cost of these inputs, 

airlines often have to negotiate long-term contracts with suppliers to secure stable and 

predictable prices. This can reduce their ability to respond quickly to changes in the market, 

as they may be locked into contracts that limit their flexibility. Overall, suppliers' high 

bargaining power can significantly affect airlines' profitability and competitiveness in the 

long-haul market. 

Bargaining power of buyers 

The bargaining power of buyers in the long-haul airline industry is significant due to 

the large number of airlines operating in the market and the availability of alternative modes 

of transportation. Customers can access multiple options to reach their destination, including 

other airlines, trains, buses, and even private transportation services. In addition, many travel 

agencies and online platforms offer price comparison tools that enable customers to compare 

prices and services across different airlines easily. As a result, customers have the power to 

influence prices, the quality of services, and the overall competitiveness of the market. To 

stay competitive, airlines must invest in customer service and experience, such as offering 

loyalty programs, in-flight entertainment, comfortable seating, and premium services. 
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Airlines may also seek to differentiate themselves by offering unique routes, schedules, or 

services that cater to specific customer needs or market niches. Additionally, airlines may 

enter into partnerships with other airlines or travel agencies to expand their reach and 

customer base and gain access to new markets or routes. 

Threat of Substitutes 

The threat of substitutes is a crucial factor in analyzing the competitive forces in the 

long-haul airline industry. In this case, alternative modes of transportation for long-distance 

travel, such as trains and ships, are limited. Trains and ships can be competitive substitutes 

for air travel for some long-distance routes, such as within a continent or between 

neighboring countries. However, for intercontinental travel, air travel remains the most viable 

and efficient mode of transportation, given its speed and convenience. Additionally, while 

new technologies such as video conferencing and virtual meetings have reduced the need for 

some business travel, they cannot fully substitute the need for face-to-face meetings or travel 

for leisure purposes. Thus, the limited availability of alternatives for long-distance travel 

means that the threat of substitutes for long-haul air travel is relatively low. However, it is 

essential to note that this can vary based on specific routes and market segments. 

Rivalry Among Existing Competitors 

The competition among existing airlines in the long-haul airline industry is intense. 

Full-Service Network Carriers (FSNCs) compete on service quality, network coverage, and 

loyalty programs, while Low-Cost Carriers (LCCs) compete on low prices. The rivalry 

among FSNCs is usually less intense, as they tend to differentiate themselves based on their 

quality of service, brand reputation, and global alliances. However, LCCs can potentially 

disrupt the market and intensify competition if they offer low prices on long-haul routes. The 

main challenge for LCCs is that long-haul routes have higher operational costs, such as fuel, 

maintenance, and airport fees, than short-haul routes. This can limit their ability to offer 



16 
 

significantly lower prices than FSNCs. Overall, the intense rivalry among existing 

competitors in the industry can make it challenging for LCCs to gain a foothold in the 

long-haul market. 

Marketing 4Ps 

Product 

The product, in this case, is the long-haul air travel service provided by both Full 

Service Network Carriers (FSNCs) and Low-Cost Carriers (LCCs). FSNCs typically offer 

in-flight meals, entertainment, and frequent flyer programs, while LCCs typically offer 

no-frills service with no in-flight meals and other amenities. For LCCs to successfully enter 

the long-haul market, they may need to modify their product offerings to include some 

services expected by long-haul travelers. For example, they may need to offer in-flight meals 

or the ability to purchase meals and in-flight entertainment. Additionally, LCCs may need to 

consider the type of aircraft they use for long-haul routes, as they may need to provide more 

comfortable seating and amenities to attract and retain customers. 

Price 

Pricing is a critical factor in the success of LCCs in the airline industry. LCCs could 

compete effectively in the short/medium-haul market by offering lower fares than FSNCs. 

However, in the long-haul market, it may be more difficult for LCCs to offer lower fares, as 

the cost of operating long-haul flights is higher due to fuel costs and other operational 

expenses. Additionally, long-haul travelers are generally more price-insensitive than 

short/medium-haul travelers and may be willing to pay a premium for additional services and 

amenities. LCCs will need to carefully consider their pricing strategy to ensure that they are 

competitive while generating sufficient revenue to cover their costs and profit. 

Place 
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The place element of the marketing mix refers to the distribution channels used by 

airlines to sell their services. FSNCs typically have established relationships with travel 

agents and other distribution partners. In contrast, LCCs have relied heavily on online 

distribution channels such as their websites and third-party booking sites. LCCs may need to 

establish relationships with travel agents and other distribution partners in the long-haul 

market to reach their target market effectively. Additionally, LCCs may need to consider the 

airports they operate from, as long-haul travelers may prefer to fly from larger airports that 

offer more amenities and services. 

Promotion 

Promotion refers to the various marketing and advertising activities that airlines use to 

promote their services. FSNCs typically use extensive marketing and advertising campaigns 

to promote their brand and services, while LCCs have relied on low-cost marketing and 

social media campaigns. In the long-haul market, LCCs may need to engage in more 

extensive marketing and advertising campaigns to promote their services and establish their 

brand. Additionally, LCCs may need to consider the type of promotions they offer, as 

long-haul travelers may be more interested in promotions that offer additional services or 

amenities rather than just lower fares. 

Critical Reflection 

From the analysis of available research, Porter's Five Forces, and the Marketing 4 P's 

on the long-haul air service markets, several factors dictate whether LCCs will be able to 

penetrate and cause an impact on long-haul service markets. These include market structure, 

pricing strategies, service quality, and operational efficiency. In terms of practice, the findings 

suggest that LCCs need to carefully evaluate their market entry strategies and positioning in 

the long-haul market. While the low-cost model has been successful in the short-haul market, 

the higher operational costs associated with long-haul flights require careful management of 
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costs and pricing strategies. The findings also suggest that FSNCs need to differentiate 

themselves based on service quality and network coverage, as LCCs are likely to focus on 

low prices as their primary competitive advantage. Moreover, airlines must work with 

suppliers to ensure reliable supply chains and manage their relationships with travel agents 

and customers to maintain their market share. 

In terms of policy, the findings suggest that regulators need to maintain a level 

playing field in the market by enforcing safety, security, and consumer protection regulations. 

Regulators should also consider providing support for start-up LCCs to encourage 

competition in the market. Additionally, governments should work to improve infrastructure, 

such as airports and transportation networks, to support the growth of the aviation industry. 

The findings also suggest a need for further research on the long-term sustainability of LCCs 

in the long-haul market. This research should focus on the strategic positioning of LCCs, 

their pricing strategies, and the role of service quality and network coverage in the long-haul 

market. Additionally, research on the impact of government policies and regulations on the 

long-haul market would also be useful. 

The implications also suggest that there are some challenging but relevant outcomes. 

For instance, while the low-cost model has been successful in the short-haul market, the 

higher operational costs associated with long-haul flights present significant challenges. 

LCCs must carefully manage their pricing strategies and cost structures to ensure 

profitability. Moreover, the challenge of differentiating service quality and network coverage 

for FSNCs in the long-haul market could lead to intense price competition, resulting in lower 

profitability for airlines. However, if LCCs can successfully implement their low-cost model 

in the long-haul market, this could lead to more affordable air travel for consumers. 

Conclusion 
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In conclusion, the aviation industry has undergone significant transformations with 

the emergence of low-cost carriers (LCCs) that have challenged the traditional business 

model of full-service network carriers (FSNCs) in terms of cost and services. LCCs have 

been successful in the short and medium-haul markets, but their impact on the long-haul 

market remains uncertain due to the nature of the market. The COVID-19 pandemic has 

further impacted the aviation industry, and airlines, both LCCs and FSNCs, have had to adapt 

to changing consumer preferences, behavior, and expectations. FSNCs have had to cut costs, 

introduce new services, and improve efficiency to compete with the lower fares of LCCs. 

LCCs have revolutionized the industry by offering lower fares, making air travel more 

affordable, and expanding air connectivity. However, they face several challenges in the 

long-haul market, including higher operating costs and the need to build brand recognition 

and loyalty among passengers. The impact of LCCs on the long-haul market remains to be 

seen, but it could bring greater competition, lower fares, and new destinations to long-haul 

travel. LCCs and FSNCs are investing in technology to improve the passenger experience, 

and customer preferences and behavior are also changing, which can impact airline strategies 

and operations. Overall, the aviation industry is undergoing significant changes, and LCCs 

and FSNCs will need to continue to adapt to remain competitive and meet the evolving needs 

of consumers.  
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