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* The price that consumers are willing to pay; and

* The carrier' s marketing practices in ternis of which segments of the market

they choose to serve.

Airlines have abandoned simple uniform pricing policies in favour of complex pricing

schemes such as seat management. Seat management involves managing the number of

seats available at différent prices anid the <ieptb of discounts which are offéred.

* Seat management systems have maximizing flight revenues as their

objective. They achieve $liis by reserviiig only as many seats as necessary

toaccmmoatefullfr paying b sspassengers, and selling remaining

seats at a discount to leisure travellers.

0 As thedate ofMthe flight apprahs the airlne is able to more accurately

peitthe nube f sa Whc will be required for fuil-fare passengers.

Thiii the. 2irline m2v inereame or decrease the nubrof discount seats


