A Service of

[ ) [ J
(] [ )
J ﬂ Leibniz-Informationszentrum
° Wirtschaft
o Leibniz Information Centre
h for Economics

Make Your Publications Visible.

Stanistaw Szopinski, Tomasz; Nowacki, Robert

Article

Plane Ticket Price Dispersion in the Online Selling System

in Poland

Contemporary Economics

Provided in Cooperation with:
VIZJA University, Warsaw

Suggested Citation: Stanistaw Szopinski, Tomasz; Nowacki, Robert (2014) : Plane Ticket Price
Dispersion in the Online Selling System in Poland, Contemporary Economics, ISSN 2084-0845, Vizja

Press & IT, Warsaw, Vol. 8, Iss. 2, pp. 207-218,
https://doi.org/10.5709/ce.1897-9254.141

This Version is available at:
https://hdl.handle.net/10419/105429

Standard-Nutzungsbedingungen:

Die Dokumente auf EconStor durfen zu eigenen wissenschaftlichen
Zwecken und zum Privatgebrauch gespeichert und kopiert werden.

Sie dirfen die Dokumente nicht fiir 6ffentliche oder kommerzielle
Zwecke vervielféltigen, 6ffentlich ausstellen, 6ffentlich zugénglich
machen, vertreiben oder anderweitig nutzen.

Sofern die Verfasser die Dokumente unter Open-Content-Lizenzen
(insbesondere CC-Lizenzen) zur Verfiigung gestellt haben sollten,
gelten abweichend von diesen Nutzungsbedingungen die in der dort
genannten Lizenz gewahrten Nutzungsrechte.

WWW.ECONSTOR.EU

Terms of use:

Documents in EconStor may be saved and copied for your personal
and scholarly purposes.

You are not to copy documents for public or commercial purposes, to
exhibit the documents publicly, to make them publicly available on the
internet, or to distribute or otherwise use the documents in public.

If the documents have been made available under an Open Content
Licence (especially Creative Commons Licences), you may exercise
further usage rights as specified in the indicated licence.

Mitglied der

Leibniz-Gemeinschaft ;


https://www.econstor.eu/
https://www.zbw.eu/
http://www.zbw.eu/
https://doi.org/10.5709/ce.1897-9254.141%0A
https://hdl.handle.net/10419/105429
https://www.econstor.eu/
https://www.leibniz-gemeinschaft.de/

0L 1N
1040y

Primary submission: 28.02.2014 | Final acceptance: 19.05.2014

Plane Ticket Price Dispersion in the
Online Selling System in Poland

Tomasz Stanistaw Szopinski', Robert Nowacki'

ABSTRACT Many authors have studied the influence exerted by tourism on the economy. Today, Information
and Communication Technologies (ICT) are an important factor influencing competitiveness in
the tourism sector and consumers’ decision-making concerning tourism purchases. Along with
the expansion of the European Union, the revolution in passenger air transportation has spread
over new member states in Central and Eastern Europe, including Poland. The authors of this study
analyzed ticket prices on Internet websites that aggregate offers from different carriers and on the
websites managed by the carriers themselves, specifically studying offers for the most popular
flight connections from F. Chopin airport in Warsaw to London, Frankfurt, Munich, and Paris. For
each connection, the study examined flights operated by the Polish carrier, i.e,, LOT Polish Airlines,
and by a carrier originating from a destination country. The analysis of the particular coefficients
illustrating the price dispersion for each flight operated by a foreign carrier in comparison to the
offer from LOT Polish Airlines points to the conclusion that the tickets offered by the latter were
marked by a much narrower price dispersion in contrast to the connections offered by foreign
carriers on the same route.

KEY WORDS: e-tourism; ICT; airline ticket price; price dispersion; price discrimination; price competitiveness

JEL Classification: D120; F120; L81

"University of Finance and Management in Warsaw, Poland

Changes on the World Market for
Passenger Air Transportation

Air transportation was one of the most tightly regu-
lated sectors of the economy for many years. In effect,
the so-called national carriers established a monopo-
listic position in most countries, which resulted in high
prices for air journeys and consequently, little interest
in them from average consumers (Pijet-Migon, 2012,
p. 7). Nonetheless, technical progress and new tech-
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nological solutions adopted in air transport, as well
as legal and organizational changes, have contributed
to the increased popularity of air travel (Pijet-Migon,
2012, p. 7). Moreover, the development of the Internet
and e-business has facilitated changes in the function-
ing of the air travel market (Grotte, 2013). The lib-
eralization of this market also brought about change
(Grotte, 2013; Pijet-Migon, 2012, p. 33), a process that
was initiated in the United States. Market liberalization
in Europe was carried out on the basis of the American
deregulation experience, although the two processes
were ultimately considerably different. The provisions
of the law created by the European Community were
intended to prevent the negative consequences of de-
regulation experienced in America, chiefly the dev-
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astating competition (Pijet-Migon, 2012, p. 33). The
first observable difference between these liberalization
processes in the air travel market was that in Europe,
the process was carried out over more than a dozen
years. Another difference lies in the scope of deregula-
tion. In the US, it chiefly encompassed the market for
domestic travel and only partially touched the activity
of foreign carriers operating in the American market.
In Europe, the international market was more fully
liberalized, and it can be argued that the deregulation
process went even further in that it allowed for cabo-
tage (air connections operated by a foreign carrier on
the domestic market), which remains prohibited in the
United States (Pijet-Migon, 2012, p. 33).

In addition to the expansion of the European
Union, the revolution in passenger air transporta-
tion has spread to new member states in Central and
Eastern Europe, including Poland. Its most easily ob-
servable manifestation was the emergence of low-cost
carriers on the Polish market. After 2004, the number
of passengers travelling by air increased considerably.
Moreover, the number of international routes depart-
ing from both Warsaw and regional ports also grew.
This dynamic development made it necessary to ex-
pand the airline infrastructure. As in Western Europe,
air travel in Poland ceased to be reserved for the elite.
This phenomenon was even referred to as the “democ-

ratization” of air transport (Pijet-Migon, 2012, p. 8).

The Influence of ICT on the Tourism
Sector

The development of Information and Communication
Technologies (ICTs) constitutes the source of a tech-
nological shock that has shaken the foundations of
the basic models of the production of information,
knowledge, and culture, and has marked the begin-
ning of a new period of socio-economic transforma-
tion (Benkler, 2008, p. 399). Furthermore, the expan-
sion of modern technologies is gradually changing the
manner of conducting business activities due to its in-
fluence over the relationships among companies, sup-
pliers, and clients, as well as over production processes,
cooperation with other companies, and financial ac-
tivities (Castells, 2003, p. 77). The leading role among
ICTs is occupied by the Internet, which offers unique
possibilities in terms of information management. The

Internet is a highly useful tool that facilitates the de-
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velopment and proper functioning of the economy. No
distances, borders, socio-economic or cultural differ-
ences exist on the Internet. Both personal and techni-
cal interactions are equally available, and the role of
the latter is constantly increasing. The development of
the Internet has contributed to the emergence of a con-
siderable number of new services comprising the man-
agement of information, for instance, services that al-
low shoppers to compare the prices and parameters of
selected products in different online stores (Szopinski,
2008). Furthermore, the development of the Internet
has changed the rules of the game for many companies
operating in various market sectors, including tour-
ism. Modern ICTs have provided new marketing and
management tools for tourism (Buhalis, Law, 2008, pp.
609-623). The digitization of all processes and value
chains in the tourism, travel, hospitality, and cater-
ing industries is called “e-tourism” (Buhalis, 2003, p.
76). E-tourism bundles together three distinctive dis-
ciplines, namely business management, information
systems and management, and tourism (Buhalis, 2003,
p. 77). According to Kabassi, e-tourism services may
refer to services for selecting a destination, tourist at-
tractions, accommodations, restaurants, routes, or all
of the above, for the purpose of planning an entire trip
(Kabassi, 2010).

The development of new information technolo-
gies, especially the Internet, has facilitated the forma-
tion of a new and better informed tourist who seeks
offers that are exceptionally advantageous in terms of
both time and money. Travel experiences may mo-
tivate consumers to personalize tourism services.
Experienced travelers are more sophisticated in their
searches and more often seek information on exotic
destinations (Gaworecki, 2007, pp. 280-281). The
Internet has exerted a considerable influence on the
tourism sector and has contributed to bringing many
new services to the market (Kabassi, 2010). Accord-
ing to Wang and Law (2007), the use of ICT generates
additional time for out-of-home recreation activities
and travel and increases consumers’ trip-making pro-
pensities. Individuals who are younger or who have
a higher household income are more likely to be ICT
users. Wang and Law’s (2007) findings further evi-
dence of the complementarity effects of ICT on travel,
suggesting that the broad application of ICT likely

leads to more, not less, travel.
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Price is the most important determining factor
in whether a client who is interested in purchasing
a tourism service will decide to make a reservation
traditionally or via the Internet (Elhaj, 2012). Accord-
ing to research carried out on Polish consumers, the
socio-economic factors determining the purchase
of tourism services via the Internet are sex, income,
job position, and the size of a respondent’s place of
residence (Szopinski, 2012, pp. 76-77). Consumers
who employed the Internet for the purpose of seek-
ing information on tourism services most frequently
searched for price offers for such services (Szopinski,
2012, pp. 75-76).

Another phenomenon influencing the travel and
tourism industry is the popularization of social me-
dia (Sotiriadis, van Zyl, 2013). Tourists use social
networking websites to share experiences regarding
tourism services (Fotis, Buhalis, & Rossides, 2011),
and social media are thus becoming an increasingly
important source of information for travelers (Xiang,
Gretzel, 2010). Travelers place more trust in content
produced by users than in content published on travel
agencies’ websites or mass media advertisements (Fotis
et al,, 2011). Consumers’ opinions directly affect how
markets operate. According to Freebairn, due to lower
prices, the chief beneficiaries of the development of
e-commerce are the end-users (Freebairn, 2001);
however, this finding is not obvious in the context of
Benkler’s statement that the Internet has equipped
both buyers and sellers with new tools that allow them
to exert a mutual influence on each other (Benkler,
2008, p. 399). Consumers have been given the ability
to share and seek information and opinions on goods
and services through social networking websites, such
as blogs, topical forums, websites that collect opin-
ions on goods and services, and online auction sites,
among others; in turn, sellers have obtained new abili-
ties to monitor Internet users’ behavior. Consequently,
sellers are able to use dynamic prices (i.e., prices that
vary according to the profile of the client interested
in a product or service, with identification dependent
on previous purchases, place of residence, or interest
in a product or service measured by monitoring the
time that a person devotes to viewing a page describing
a product or service.

Paradoxically, the massive amount of information

on goods and services available in an information so-
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ciety causes difficulties for consumers, who are often
unable to make conscious choices. Price comparison
websites may contribute to solving this problem by
providing offer comparisons and comprehensive rec-
ommendations; however, these websites have not been
completely effective. Consumers do not necessarily
trust them because the owners of these websites re-
ceive sales commissions as remuneration for render-
ing services. Furthermore, price comparison websites
often provide no more than a fraction of the offers
available on the market and thus do not present the
entire range of offers, chiefly because price comparison
websites only aggregate data on selected suppliers with
whom they conclude agreements. Moreover, different
search engines are based on distinct mechanisms for
searching the offers available on the market. In order
for comparison websites to be successful, they must
compare non-price factors, such as product qual-
ity and post-purchase services (Gamper, 2012). Using
comparison websites may be even more effective if ser-
vices undergo comparison. Services may not be stored.
By using the Internet, companies that offer transport
services, for example, may more effectively reduce this
problem due to the use of dynamic prices. Brynjolfs-
son, Dick, and Smith (2010) claim that, contrary to the
common assumption, search intensity is not correlated
with greater price sensitivity. Instead, consumers who
search multiple screens put relatively more weight on

non-price factors, such as brand.

Price Policies of Carriers and
Middlemen in the Plane Ticket

Trade: Literature Review

One form of price discrimination is “temporal” price
dispersion. This form of price discrimination consists
of the seller offering distinct prices depending on the
period in which the consumer buys a given com-
modity or service (Varian, 1980). Price dispersion is
present in both on- and offline stores. The factor that
has a substantial influence on price dispersion is the
number of reviews posted by clients (Petrescu, 2011).
Nelson’s results obtained using cross-sectional data
indicate that the level of price dispersion is positively
related to the price of the product and the number of
sellers and is lower for goods that typically would be
purchased several times a year (Nelson, Cohen, & Ras-

mussen, 2007). In the case of information overload or
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conflicting information on the electronic market, price
dispersion intensifies (Grover, Lim, & Ayyagari, 2006).

Air carriers adopt various price strategies. The
closer the departure date, the higher the ticket prices
on a given route (Bilotkach, Gorodnichenko, & Tala-
vera, 2010). Carriers may change plane ticket prices
according to the number of days between departure
and return (Alderighi, Cento, & Piga, 2011), one way
that airlines can differentiate between clients in terms
of their price elasticity.

One of the factors allowing for price differentiation
is the seller’s market power, which makes it possible to
categorize clients according to their price elasticity of
demand. Consequently, clients who wish to purchase
a plane ticket shortly before take-off are perceived as
being characterized by a lower price elasticity of de-
mand. The seller, who is aware of the lack of a product
substitutes resulting from a high monopolization of
the market, offers the client making the late purchase
a higher price than that offered to a client buying
a ticket in advance (Gaggero & Piga, 2011). Accord-
ing to Lott and Roberts (1991), apart from the client’s
varied price elasticity of demand, the differences in
prices for plane tickets may be explained by the cost
of preserving a particular number of tickets in order to
ensure their availability.

Research carried out by Brunger and Perelli (2009)
has shown that the primary motive leading to the de-
cision to use the Internet to find plane ticket offers
was not price; rather, purchasing plane tickets online
was perceived as an experience in itself. Internet users
gained control due to the possibility of making a deci-
sion at the time of purchase: “If you don't like the price,
wait a couple of days and go back on,” or “Start look-
ing early. I keep looking until I absolutely can’t wait
any longer” (Brunger & Perelli, 2009). Paradoxically,
for some respondents, the ‘impersonal’ Internet search
process has enabled, facilitated and/or reinforced
a rich set of social interactions centered on the travel
decision (Brunger & Perelli, 2009). Respondents iden-
tified four categories of differences between searching
for plane tickets online and traditionally: increased
control, greater search breadth, improved efficiency
of communication and improved search involvement.
Search breadth and control were the primary reasons
for adopting the Internet. Both improve the range of

the search across multiple websites and across time
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and the thoroughness with which the search can be
carried out. Communications efficiency includes both
the switch from an oral to a visual medium and the
convenience of shopping from one’s home or office on
one’s own schedule. Both attributes improve the effi-
ciency of the search. Furthermore, search involvement
encourages diligence and thoroughness. Consequent-
ly, Internet searches are deeper and more extensive
(Brunger & Perelli, 2009).

In fact, clients making ticket purchases via online
travel agencies (OTAs) pay lower fares for similar jour-
neys than those who buy tickets through traditional
travel agencies, although the fees and range of services
offered by airlines are the same across all distribution
channels. This is caused by the Internet Price Effect
(IPE). This phenomenon may emerge due to differenc-
es in the characteristics of clients who make purchases
on the Internet versus in traditional travel agencies.
For instance, clients using traditional travel agencies
are more often members of a Frequent Flyer Program
and buy tickets that do not involve additional fees for
making changes, such as altering the departure date
(Brunger, 2010). Bachis and Piga (2011) have analyzed
the price strategies of low cost carriers and presented
evidence of differing prices being posted by the same
e-seller on the same website at the same time for ex-
actly the same product.

Global distribution systems (GDSs) and OTAs have
been providing critical intermediation services for the
air travel services industry. Technological develop-
ments have facilitated price comparisons for consum-
ers, and consequently, service providers have suffered
losses. In order to protect themselves from further
reductions in profit, they attempt to differentiate their
offers by means of adding or eliminating certain ele-
ments of the offer (Granados et al., 2012a; Granados
etal., 2012b).

The characteristic feature of services rendered by
airlines is the commoditization of an offer. Carriers
must undertake action in order to differentiate an
offer (Rothkopf, Wald, 2011). The demand for plane
tickets purchased for the purpose of a business trip
is less elastic than the demand for plane tickets pur-
chased for the purpose of leisure travelling (Brons, et
al., 2002). Business travelers are willing to pay more
for a plane ticket because it is important for them

to be able to change their travel plans (Brons, et al.,
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2002). Moreover, the further the client purchasing
a plane tickets travels, the weaker their price elastic-
ity due to the lack of alternative means of transport
on longer routes (Brons, et al., 2002).

Low-cost carriers have become essential actors
supplying nationwide and continental air services,
and currently represent 31% of intra-European air-
line seats (Dobruszkes, 2013). The introduction of low-
cost carriers (LCCs) to the market has given a boost to
incoming tourism by air. The case of Norway is readily
available as an example (Lian & Denstadli, 2010).

Kim, Xu, and Gupta (2012) showed that perceived
trust exerted a greater influence than perceived price
on the purchase intentions of both potential and
regular customers of an online store. The study also
showed that perceived price influenced purchase
decisions by regular clients more significantly than
prospective customers. Perceived trust, on the other
hand, was more influential in the purchase decisions
of potential clients.

Research on the relationships between plane tickets’
price dispersion and the competitiveness of the market
for air transport allows room for various conclusions.
According to a study conducted by Borenstein and
Rose (1994), price dispersion occurs on routes marked
by greater competitiveness or lower flight density. On
routes serviced by more than one carrier, the average
price dispersion between companies is smaller than the
average difference in prices paid by various customers
on the same route to one carrier. If the number of car-
riers increases but the total number of connections on
a given route remains unchanged, the price dispersion
widens. However, an increased frequency of flights on
a given route narrows the price dispersion (Borenstein
& Rose, 1994). In contrast, Gerardi and Shapiro (2009)
claimed that an increase in competition on a route re-
duces price dispersion considerably in a market with
a diverse structure of business clients and leisure travel-
ers. Furthermore, Obermeyer, Evangelinos, and Piischel
(2013) presented research results revealing a non-
monotonic relationship between price dispersion and
competitiveness. Analyzing the European market, they
discovered an inverse U-shaped relationship between
the degree of competition and the magnitude of price
dispersion for economy-class flights.

Sengupta and Wiggins (2012) studied this issue in

order to compare price dispersion by way of analyzing
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transactions concerning the purchase of plane tickets
made online and offline. They revealed that price dis-
persion is lower in the online market than in the of-
fline one. Another study indicates that various online
travel agents offering plane tickets set different prices
for identical tickets (Lin, Chen, & Song, 2009).

Airlines with a large number of loyal clients are not
willing to use OTAs such as Expedia or Travelocity.
Some carriers, like Southwest Airlines and Ryanair, do
not use OTAs because, among other things, they may
control prices offered to loyal clients on their own web-
sites (Koo, Mantin, & O’Connor, 2011).

An airline’s reputation may also influence the choice
of an offer. Consumers are willing to pay more if a cor-
poration’s reputation is better (Graham & Bansal,
2007) or if the manner of presenting ticket prices is
superior (Palmer & Boissy, 2009). Research conducted
in Spain showed that the main predictors of the inten-
tion to purchase plane tickets online are, in order of
relevance: habit, price saving, performance expectan-
cy, and facilitating conditions (Escobar-Rodriguez &
Carvajal-Trujillo, 2013).

Sam and Tahir (2009) provided valuable insight on
the direct impact of website quality factors towards the
online purchase intention of plane tickets. To improve
consumers online purchase intentions, service provid-
ers should provide service with empathy and enhance

customers’ trust.

Research Methodology

In order to analyze the level of price dispersion in the
case of plane tickets in Poland, the prices of tickets
posted on websites aggregating offers from various
carriers (namely, the following seven price comparison
websites: www.airfly.pl, www.lotnicze-bilety.pl, www.
skyscanner.pl, www.biletti.pl, www.lataj.pl, www.aero.
pl, and www.centrumlotow.pl) and on websites owned
by the carriers themselves were analyzed. The most
popular flight connections from E Chopin airport
in Warsaw to London, Frankfurt, Munich, and Paris
were included in the study. In 2012, these were the
most popular international destinations for Polish air
travelers (Urzad Lotnictwa Cywilnego, 2013). For each
connection, plane tickets from Warsaw’s E. Chopin air-
port were sought on 7 April 2014 with a return date
of 14 April 2014. Only point-to-point flights with no

changes were taken into account. Moreover, only the
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Table 1. Comparison of plane ticket price dispersion on the most popular routes

Warsaw-London- Warsaw-Frankfurt- Warsaw-Munich-

Warsaw-Paris-Warsaw

Indicator Warsaw Warsaw Warsaw
WAW-LHR-WAW WAW-FRA-WAW WAW-MUC-WAW WAW-CDG-WAW
POLISH CARRIER LOT
minimum price 639.00 470.00 472.00 671.00
maximum price 777.00 598.00 600.00 760.00
range 138.00 128.00 128.00 89.00
mean price 708.62 523.87 52575 694.29
standard deviation 4546 4214 4243 39.09
coefficient of variation 642 804 807 563
skewness 0213 1.00 1.01 1.304
kurtosis -0633 0.256 021 -0.373
CARRIER FROM
DESTINATION COUNTRY BRITISH AIRWAYS LUFTHANSA LUFTHANSA AIR FRANCE
minimum price 691.00 472.00 552.00 573.00
maximum price 1274.00 579.00 762.00 877.00
range 583.00 107.00 210.00 304.00
mean price 859.38 52329 678.58 658.62
standard deviation 175.05 403 67.39 94.11
coefficient of variation 203 7.70 9.93 14.28
skewness 2.336 0.704 -09 219
kurtosis 6.199 -0.729 1.895 5314

cheapest tickets offered by carriers for point-to-point

flights on the routes mentioned above were included

in the study.

For each connection, the study covered flights op-
erated by the Polish carrier, i.e., LOT Polish Airlines,
and by a carrier originating from a destination coun-
try, namely British Airways for London, Lufthansa for
Frankfurt and Munich, and Air France for Paris. In
order for the results to remain comparable, the same
comparison websites were used and all data were col-
lected on 13 January 2014. The analysis sought to an-
swer the following research questions:

«  What is the extent of price dispersion between
the Polish carrier and the carriers from other
countries?

« How high is the level of the coefficient of price
variation for each destination under analysis from
the point of view of the comparison of carriers and

of the direction assumed on a given route?

CONTEMPORARY ECONOMICS

Basic indicators allowing for the appraisal of the level
of price dispersion were employed in the analysis of
the results, namely, the minimum and maximum val-
ues, the range, arithmetic mean, standard deviation,

coefficient of variation, skewness, and kurtosis.

Research Results
The analysis of the results presented in Table 1 points
to the existence of a relatively high price dispersion for
plane tickets, despite the fact that the highest possible
comparability of offers was preserved. In particular, the
biggest differences are observable between price offers
submitted by the middlemen, which sometimes differ
considerably from the prices set directly by the carri-
ers. One of the factors explaining this phenomenon
may be the fact that they employ different price lists
for fees referred to as transaction- or service-related.
A comparison of flight prices offered by LOT Pol-
ish Airlines on the routes under analysis reveals that

DOI: 10.5709/ce.1897-9254.141
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a journey to London is the most expensive, which
holds true both for prices offered directly by the Pol-
ish carrier (738.00 PLN) and the average prices offered
by the middlemen (708.62 PLN). Flights to Germany,
on the other hand, are considerably cheaper - the dif-
ference in price for a flight to Frankfurt and Munich
in comparison to a flight to London amounted to ap-
proximately 200 PLN, with the prices for both German
destinations being comparable.

The value range was the highest for the flights to
London (138.00 PLN), while the ticket prices for
flights to Paris were much less dispersed, with a range
of only 89.00 PLN. The difference between the par-
ticular price offers and the mean was approximately
40 PLN. The lowest standard deviation (39.09 PLN)
was observed for the flight to Paris, and the highest
(45.46 PLN) for the flight to London. The greatest
variance in prices was found for the connection to
Munich, where the coefficient of variance reached
8.07%. A comparable level was also observed for
Frankfurt (the difference was merely 0.03 of a per-
centage point). The coefficient was substantially lower
for London (6.42%) and Paris (5.63%).

Analyzing the degree of price concentration with
the use of kurtosis, one may notice that in the case of
connections with London and Paris, the concentration
of price offers is relatively low. The negative value of
kurtosis testifies to this, especially in the case of Lon-
don. This means that the offered prices go from one
extreme to another and the price deviates from the
mean considerably. In the case of connections to Ger-
many, kurtosis assumed positive values, which denotes
a strong concentration of price offers and a small num-
ber of offers deviating from the mean price.

As far as foreign airlines are concerned, sharp fluc-
tuations in prices are observable, first and foremost, in
the offers from British Airways: the range amounted
to 583 PLN, with the maximum price being as much
as 184% of the minimum price. The prices offered
by the particular Internet middlemen differ from the
mean price by an average of 175.05 PLN or 20.3%. The
area of transvariation for typical offers ranged between
684.33 and 1034.43 PLN. The coeflicient of skewness
indicates that there is a clear right-skewed asymmetry
of price distribution, and a high positive value of kur-
tosis points to a great concentration of offers around

the mean price.

www.ce.vizja.pl

Ticket prices for flights operated by Air France
to Paris are marked by lower dispersion. The range
amounted to 304 PLN, and with a standard deviation
of 94.11 PLN, which allowed us to identify the area of
transvariation for typical offers ranging from 564.51
to 752.73 PLN. The distribution was also character-
ized by a strong right-skewed asymmetry and high
kurtosis, denoting a high concentration of offers
around the mean.

As far as the connections to Germany operated by
Lufthansa are concerned, indicators revealed much
lower levels of dispersion. This is particularly true
for the connection to Frankfurt, characterized by the
lowest range (107 PLN), standard deviation (40.30
PLN), and coeflicient of variance (7.70%). The distri-
bution in this case is right skewed and kurtosis as-
sumed a value close to zero, which is characteristic
for a normal distribution (-0.729) with a small num-
ber of offers significantly deviating from the mean
price. It is the only foreign connection for which kur-
tosis was found to be negative.

Dispersion is slightly higher in the case of ticket
prices for flights to Munich, as revealed by the coef-
ficients. The range is almost twice as great (210 PLN),
and the standard deviation indicates that typical offers
deviate from the mean price by 67.39 PLN on average,
or 9.93%. Kurtosis is positive and its value is fairly low
(which points to a slightly greater concentration of
offers than in the case of a normal distribution). The
distinctive characteristic of the distribution of ticket
prices on this route is left-skewed asymmetry.

Having analyzed the prices for flights operated by
LOT Polish Airlines and the selected foreign carriers
(on the basis of direct offers from the airlines), it is easy
to see the great differences between the coefficients ob-
tained for the different carriers, although they are not
stable tendencies. An analysis of the mean prices re-
veals that the offer from LOT Polish Airlines is:

o cheaper in comparison to London (91% of the
price offered by the British Airways) and Munich
(76%);

o the same in the case of Frankfurt (100%); and

o more expensive for Paris (105%).
If, however, mean prices for particular flights are

taken into account (i.e., both the offer of the airlines

and the middlemen are included in the study), the re-
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lationship between ticket prices for flights operated

by LOT Polish Airlines and the foreign carriers has

the following features:

« London - 82% (it is the only significant difference
in comparison to the prices offered directly by the
carriers);

o Frankfurt — 100%;

e Munich - 77%; and

« Paris - 105%

An analysis of the coefficients presenting the variety
of price offers for the particular flights operated by
foreign carriers in comparison to the offer from LOT
Polish Airlines shows that, apart from mean prices, the
greatest discrepancies are observable in the values of
kurtosis and the coefficient of variance. Prices from
the Polish carrier are marked by a much higher con-
centration around the mean (the maximum difference
between the values of kurtosis is 0.889 for the ticket
prices offered by LOT Polish Airlines and, for the
sake of comparison, 6.928 for the ticket prices offered
by British Airways, Air France, and Lufthansa) and
a much lower differentiation of the area of transvaria-
tion for the typical values (for instance, a maximum
difference between the values taken by the standard
deviation is only 6.37 PLN, while it is 134.75 PLN for
the foreign carriers; the range between the coefficients
of variance amounts to —1.65%, compared to 12.40%

for foreign carriers).

Discussion and Limitations
The results of this research reveal significant price
dispersion occurring with respect to plane tickets for
the most popular flight connections offered between
Poland and four European cities via the Internet. It is
difficult to draw a single conclusion for the reasons be-
hind such a huge differentiation. The transparency of
the market for plane tickets is limited because in addi-
tion to airlines’ direct distribution channels, Internet
middlemen (offering plane tickets), who may make
use of different options for construing an offer (by, de
facto, adding additional services), also operate on the
market. Because the buyer cannot access the full pic-
ture of offer comparability, possibilities for using prac-
tices connected with price dispersion arise.

Price is becoming an important tool for shaping

a competitive advantage and it is exploited in a very
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flexible manner, which is typical of the Polish service
sector as a whole. Research shows that over 60% of
service companies in Poland consider price to be one
of the three key factors determining competitiveness
(Nowacki, 2012, p. 54). The price policy- along with
introducing new brands to the market and improv-
ing a product’s usefulness - is also the marketing area
where companies often adopt innovative solutions
(Nowacki, 2010, p. 64-65). After advertising, price
management is also considered companies’ most im-
portant instrument for promotional action, regardless
of companies’ size or the sector in which they operate
(Struzycki, 2011, p. 65).

Research concerning marketing strategies adopted
in the market for passenger air transport in Europe is
lacking. Studies of the American and Asian markets
prevail, while the European market is different. For
instance, productivity is dissimilar. An analysis of re-
search results regarding the European and American
market between 2001 and 2008 showed that Euro-
pean airlines had been more effective. The results of
productivity growth between individual years also
indicated that for most years, European airlines per-
formed slightly better than other airlines (Assaf, Josia-
ssen, 2012). Thus the following question arises: when
is price dispersion lowest and when is the highest? In
order to provide an answer to this question, future re-
search might focus on a comparative analysis of week-
days, certain months, and significant holidays such as
Christmas or Easter. Another question is: if the period
between purchasing a ticket and the departure date is
shortening, is the dispersion of prices for plane tickets

growing narrower or wider?

Conclusions and Recommendations
Older consumers are currently a large and growing
group in the European Union, which creates business
opportunities for many entrepreneurs, including those
offering tourism services via the Internet (Gonzalez,
Paliwoda, 2006). Nevertheless, online tourism service
providers continue to ignore them. As European in-
tegration continues (by way of the reduction of bar-
riers to the free movement of persons and residents’
growing affluence) and the Internet becomes more and
more widespread (facilitating business or private rela-
tions), the frequency of the use of e-tourism services

by persons active on the labor market, students, and
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pensioners may become even greater. Research carried
out by Law, Leung, and Wong (2004) points to a con-
clusion that both web-based and traditional distribu-
tion channels for tourism services face a bright future.
According to Lee and Lin (2005), in order for online
stores to enhance customers’ purchase intentions, they
should develop marketing strategies that will more
correctly address the trustworthiness, reliability, and
responsiveness of web-based services.

It would be interesting to conduct research on the
dispersion of prices for plane tickets over a longer pe-
riod of time. Furthermore, changes in the dispersion
of prices for the most popular flights occurring in
tandem with the shortening of the period between the
moment of price registration and the departure date
could undergo analysis according to the carrier that
operates each flight. Price dispersion between carriers
with respect to the most popular routes and particular
months or weekdays could also be studied, assuming
that the period between the moment of price registra-

tion and the departure date is inflexible.
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