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INTRODUCTION

Topicality of the research

As the dynamic business world has evolved over the forty years, companies have come face to
face with numerous challenges deriving from multiple factors deregulation, globalization, high
local and international competition, changes in manufacturing processes, advances in information
technology, and service industry growth. In this context, strategic management accounting
(hereinafter SMA) arose to meet the demands of companies for new information. SMA provides
information which is strategically oriented, with an interdisciplinary approach that integrates
developments from management accounting (hereinafter MA) involving strategy, strategic
management, marketing, production, and finance. This branch of accounting provides information

that supports strategic decision-making and strategic management.

SMA generates essential changes in how accounting is perceived in organizations helping to
shape organizational strategy, how decisions are taken, and the behavior of senior managers and
decision-makers. However, its more visible contributions to businesses are related to the strategic
information obtained from the application of a set of strategically oriented techniques. Since 1981,
for over forty years, this topic has been studied and researched in great depth seeking to establish
its assistance in the strategic management processes; with a particular focus on the financial
performance of companies. Despite the lack of consolidation and implementation of SMA, its
progress continues, and its impacts seem to depend on specific factors faced by a range of

diverse industries.

This research focuses on the airline industry: a dynamic sphere where several business models
-full-service airlines, low-cost airlines, hybrid airlines, regional airlines, and charter airlines-
compose a competitive business environment characterized by high fixed costs, low levels of
profitability, and operational areas with high levels of complexity. To compete in this context,
airlines deploy several strategies to maximize efficiency - labour productivity, high usage of the
aircrafts, higher occupation rates- and minimize cost -long-term agreements for the supply of fuel,
operation in secondary airports, personnel outsourcing-. The low-cost airlines (hereinafter LCAS)
have reached the market, and managed to position themselves in the different places where they
operate. Due to the business model that characterizes them, questions arise about the distinct
factors of this compared to classical airlines (the Full Services Airlines hereinafter FSA). Thus,

it’s essential to ask about the strategical factors of these companies to be successful.
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Research question, thesis, hypotheses, object, and subject

Main research question:

What is the effect that Strategic Management Accounting has on the financial performance of low-

cost airlines?

This main question is complemented by three auxiliary questions:

1. What is the current status of the implementation of Strategic Management Accounting

practices in low-cost airlines?

2. What have been the main strategies of low-cost airlines with successful financial

performance?

3. At which level does Strategic Management Accounting improve the decision-making and

the decision-implementation processes of low-cost airlines?

Main Theses for the defense:

1. Strategic Management Accounting contributes crucial information to support decision-making
processes by senior managers, which ultimately affects financial performance.

2. The existence of a management accountant providing external, non-financial, and forward-
looking information is a mediator variable which influence the effect that strategic management
accounting has on the financial performance of low-cost airlines.

3. Strategic Decision-Making as an essential part of Strategic Management Accounting directly

impacts the financial performance of low-cost airlines.

Hypotheses: The doctoral dissertation analyzed the following hypotheses aiming at answering

the research question:

H1: Strategic Management Accounting directly impacts the financial performance of low-cost
airlines; its impact can be measured and the direction of impact can be identified.
H1a: Strategic Management Accounting related to Costing directly impacts the financial
performance of low-cost airlines.
H1b: Strategic Management Accounting related to Planning, Control, and Performance
Measurement directly impacts the financial performance of low-cost airlines.
H1c: Strategic Management Accounting related to Strategic Decision-Making directly

impacts the financial performance of low-cost airlines.




H1d: Strategic Management Accounting related to Competitor Accounting directly
impacts the financial performance of low-cost airlines.
H1e: Strategic Management Accounting related to Customer Accounting directly impacts

the financial performance of low-cost airlines.

H2: The effect of Strategic Management Accounting on the financial performance of low-cost
airlines is mediated by the roles of a management accountant providing external, non-financial,

and forward-looking information.

The research object: Low-cost airlines.

The research subject: Strategic Management Accounting impacts on financial performance.

Main arguments of the dissertation

SMA is an interdisciplinary concept that represents the last stage of the development of MA and
contributes crucial information to support decision-making and strategic management. This
information is long-term, financial, non-financial, external, and forward-looking, directly
connecting companies with their business context. Moreover, also integrating MA with strategic
management and decision-making processes. In this dissertation, the impact of SMA on the
financial performance of the analyzed LCAs can be measured through the identification of
Strategic Management Accounting Techniques (SMATS) implemented by these companies.

Six theories have been identified as providers of ideas to understand how SMA works and its
contributions to better decision-making processes: i) strategy-strategic management, ii)
contingency, iii) contestable markets, iv) grounded, v) upper-echelons, and vi) behavioral
management accounting. The first five are classical theories to investigate this topic; the last is

proposed and characterized to support future research on SMA.

One of the most identified gaps in the literature review is the lack of empirical studies related to
SMA, especially those incorporating a wide range of techniques. Based on that information, it was
identified that previous studies have focused on hotels, hospitals, manufacturing companies,
universities, banks, and agriculture. However, there is a lack of studies on the airline industry.
This dissertation contributes to that regard with some empirical findings and conclusions,

specifically in LCAs.

The low-cost airlines business model (hereinafter LCABM) is characterized by maximizing
efficiency and minimizing cost, through the deployment of a set of practices and strategies that

permit them to gain competitive advantages against the competition by FSAs; these practices are




identified and collected in this dissertation. The airline industry is characterized by high levels of
competition, assets intensive, and several non-controllable factors such as the weather, financial
crisis, political instability, pandemic, changes in passengers’ expectations, and the cost of fuel.
All these generate many critical factors to be managed by senior managers. In that sense, the
main decisions by LCAs are identified -i.e., prices, routes, airports in which operate, and others-,

and it is proposed how they could be supported by information obtained from the diverse SMATS.

It was found that from the set of sixteen SMATSs analyzed, thirteen have a mean score of current
application in the studied LCAs over the average. In addition, the ones more used for the
examined LCAs are strategic pricing, benchmarking, and the ones related to competitor
accounting -competitor performance appraisal, and competitor performance monitoring-. This is
because this industry is characterized by high levels of competition that require best practices to
be followed. On the other hand, the techniques related to customer accounting -customer
profitability analysis, lifetime customer profitability analysis, and valuation of customers as assets-
are the least relevant in respect of the analyzed LCAs; especially for the existence of a single
class, many of whom lack loyalty plans. On occasion airlines deploy some investments in
customer service that are not easily perceived by passengers. Furthermore, the findings also
disclose that in the next five years, all sixteen SMATSs will be used by these LCAs more than the
average, including the ones related to customer accounting. In that vein, SMA will continue to be

important for the analyzed LCAs for the foreseeable future.

This research found that the existence of management accountants providing external, non-
financial, long-term, and forward-looking information are key players in the adoption,
implementation, and use of SMA by the analyzed LCAs, but they are not significant regarding the
impacts that SMA has on the financial performance of the analyzed LCAs. Nevertheless,
interviewees recognized that this role is essential to create the link between the business

environment and the strategic factors of LCAs.

Finally, considering that some previous studies confirmed that SMA positively contributes to the
financial performance of companies, along with respondents’ point of view, and results of
inferential statistics, triangulation permits corroborating that SMA contributes to better financial

performance in the studied LCAs.

Research goal
The research goal is to determine the effect that strategic management accounting has on the
financial performance of low-cost airlines, seeking to encourage its adoption, implementation, and

use for these types of companies.
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This goal is supported by four secondary ones:

1. Characterize the concept of Strategic Management Accounting and determinants of the
adoption of Strategic Management Accounting Techniques to facilitate its understanding and
promote future studies on the subject.

2. Delineate the main features of the low-cost airline business model and the key strategies
followed by low-cost airlines to understand how they work, and their accounting information needs
to support their successful operation.

3. Contrast the theoretical findings with the development of a multiple case study in low-cost
European and American airlines to identify the effect of Strategic Management Accounting on the
financial performance of the studied low-cost airlines.

4. Establish the roles played by management accountants in low-cost airlines as providers of
external, non-financial, and forward-looking information supporting strategic decision-making and

strategic management.

Main tasks related to the first secondary goal:

1. A characterization of the concept of strategic management accounting is presented.

2. The main theories to research strategic management accounting are identified and described.
3. The ideas of one additional theory which could contribute to the study and research on strategic
management accounting are included.

4. A recompilation of the main set of strategic management accounting techniques was made.

Main tasks related to the second secondary goal:

1. A description of how the airline industry works is established.

2. A characterization of the low-cost airline business model is developed.

3. The competitive and success factors for low-cost airlines are recognized.

4. The main strategic decisions of low-cost airlines are given.

5. Some trends in the airline industry regarding sustainability, artificial intelligence, machine

learning, determinants of oil prices, and code-sharing are described.

Main tasks related to the third secondary goal:

1. The impacts and direction that strategic management accounting h
as on the financial performance of low-cost airlines were identified.
2. The contributions that decision-making and decision-implementation processes have on the

financial performance of low-cost airlines are established.

—



Main tasks related to the fourth secondary goal:
1. The roles that management accountants play as providers of information, which is external,
non-financial, and forward-looking to support the decision-making processes are recognized.

Research Methods

For the mixed research -qualitative and quantitative- of the doctoral dissertation, the literature
review was made through the search for papers on SMA by title, in the databases of Science
Direct and Scopus, obtaining 82 papers for the period 1981-2023, of which 72 are included. They
were complemented with 21 articles and books on MA. In addition, the information on the low-
cost airlines business model and the airline industry was obtained from books, industrial reports,
and some scientific articles published in the same databases, for a total of 73 references. 45
articles and books were used to characterize the main theories to study SMA. Lastly, 25 articles
and books regarding research methodology, qualitative and quantitative research were also
referenced. The total references were 236 along with diverse financial reports of the analyzed
LCAs. Besides, to confirm findings, five semi-structured interviews were developed with
representatives of the industry -in some relevant positions such as non-executive director, chief

revenue management, chief accounting officer, strategic planning, and financial planning-.

For the quantitative research of the doctoral dissertation, 24 low-cost airlines were identified
following Skytrax awards 2019: 10 in Europe, 10 in North America, and 4 in Latin America, and
finally fifteen were included in the analysis. Financial information -operating revenue, net profit
after taxes, total assets, shareholders equity, liabilities, profitability, return on assets, return on
equity- was obtained from several sources like the airline’s annual reports, their corporate
website, Statista, and the Education Management Information System (EMIS). Financial data
were obtained in several currencies like American dollars, euros, pounds, and Mexican pesos,
among others. They were converted to USD at the exchange rates in effect as of January 31,
2023.

Moreover, it was applied a questionnaire to senior managers of the airline industry, in the areas
of finance, accounting, planning, strategy, and budgeting, among others. It sought to identify their
perceptions and points of view on the levels of implementation of SMATS, their contributions to
the decision-making processes, the strategic management, and the roles played by management
accountants in that regard. The instrument used a seven-point Likert scale -1=not used at all, 7=
extremely used-. A total of 34 responses were collected. The questionnaire was composed of 82

guestions classified into nine sections and its internal reliability and consistency were validated




through Cronbach alpha. Besides, this instrument was also validated by two researchers -one in
Spanish and one in English-, two Chief Financial Officers, and two native speakers in English -
one American and one British-. Then, Python language was used to carry out descriptive and
inferential statistics through several figures along with the use of structural equation modeling with
SmartPLS.

Limitations of the research

This research, its findings and results are limited to the analyzed LCAs and SMATs and theories
included in the study, such as is explained by Sekaran (2003) and Cohen et al. (2007), when the
non-probabilistic sample is used. Besides, it is not appropriate to generalize the obtained
conclusions because of the contingency theory which is the most used in research on MA, and it
highlights that there is not a universal solution for all the problems in all companies. On the
contrary, solutions, analysis, findings, and results depend on specific factors that characterized
each company, in this case, particularities of the studied LCAs. Besides, some particularities in
the operation of LCAs that were identified through the interviews. Likewise, Scapens (1992)
affirmed that it is not appropriate to generalize findings and conclusions obtained from case
studies.

Furthermore, of the 24 LCAs under study, eleven of them were excluded from the study for the
following reasons: two of them failed in bankrupt during the research period (Interjet, Wow Air),
lack of financial information by individual companies of three who are part of Airlines Groups
(Eurowings, Pobeda, and Air Canada Rouge), six do not publish financial information for external
users (Sky Airlines, JetSmart, Viva Air, EasyFly, Frontier Airlines, and Sun Country), and finally,
a one that accumulated financial losses during the period 2011-2019 (GOL). However, during the
last phase of the research, financial information was obtained for JetBlue and Pegasus Airlines.
Besides, this research also analyzed the relationships between SMA and the financial
performance of LCAs when it is measured by profitability, return on assets, and return on equity.
To increase the number of LCAs, an attempt was made to include information from Level -Europe-
JetSmart and Wingo -Latin America-, but it was not possible to obtain it. Level belongs to an
Airline Group without individual information, JetSmart does not publish financial information, and
Wingo also belongs to an Airline Group which also reveals consolidated but not individual

information.

]
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Main constraints during the research process

The main constraints of this research were related to the collection of data from senior managers
of the studied LCAs. At the beginning of the research, the intention was to apply a questionnaire
to CEOs, CFOs, and directors of strategy, accounting, and planning of the twenty-four LCAs
chosen. After sending several emails to senior managers and the contact of the airline,
complemented with follow-up calls requesting participation in this study, they did not provide any
interest in participating in the study. Interviewees considered this situation as normal due to the
high number of senior managers in LCAs facing several concerns related to the effects produced
by Covid-19 that strongly reduced their willingness and availability to participate in any academic
research. Complemented with it was the access to financial information of the diverse LCAs
included in this research. As a result of the research process, it was identified that many LCAs in
Europe and North America have a lot of available financial information on their websites. On the
other hand, LCAs in Latin America do not disclose basic financial information or reports such as
financial statements or management reports. This is the reason why some of the studied airlines
were excluded from the data analysis in this study.

Research Period

The literature review includes analyzed articles on SMA from 1981 to 2023. This period begins
with the year the first paper on this topic, by Kenneth Simmonds, was published. In addition, the
theories to research this topic cover a period from 1977 to 2022.

Concerning the airline industry and the LCABM, this research incorporates academic literature
and references from 1998 to 2023. The financial information of the LCAs covers the period
2011-2019, which corresponds to the nine years of greatest continuous growth on the different
financial indicators of the airline industry during the XXI century; the last three years (2020-2022)
were excluded because the COVID-19 pandemic that generated several negative financial effects

in the numbers of the LCAs. In that regard, they were excluded to avoid distortion of the data.

Scientific significance and novelty of the research

This doctoral dissertation expands the theoretical and organizational contributions of SMA to
companies. From a disciplinary perspective, the scientific significance of this research relies
upon the identification and collection of dispersed ideas related to the crucial concepts, theories,
contributions, limitations, determinants of its adoption, techniques, interdisciplinary factors, and

research gaps in the study of SMA. From a methodological approach, this research is significant

]
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because it combines primary and secondary data in the analysis. The qualitative information was
collected through the application of a questionnaire in English and Spanish, which is a
recommended research method when respondents are situated in numerous geographical areas.
Most of the questions included applied a Likert scale of seven options to maintain some control
over the responses, avoiding too wide range of responses. Before its application, it was validated
by a Spanish and an English researchers; two financial directors, one native American English
speaker, and one native British English speaker. Its internal reliability was validated using
Cronbach Alpha. Moreover, data was processed and analyzed using Python and Structural
Equation Modeling through SmartPLS. Likewise, this dissertation extended the limited empirical
research on SMA and financial performance as was suggested by the doctoral theses of Ojra
(2014) and Quon (2020).

This instrument asked about the current usage of SMATSs by LCAs and the level of importance of
these SMATs. However, based on the literature review, the novelty is that this is the first one
asking for their future usage in the next five years. Additionally, it was permitted to collect
information about the main strategic decisions by LCAs, and the roles that decision-making and
decision-implementation processes play in the adoption, implementation, use, and contributions
to the financial performance of the analyzed LCAs. Furthermore, structural equation modeling
(SEM) and partial least square (PLS) were used to identify the relationships between SMA and
the financial performance of the studied LCAs, like Hadid and Al-Sayed (2021) and suggested by
the doctoral thesis of Abdelmonein (2010). The results obtained were analyzed through the
interpretation of R-squared, coefficients, their p-values and t-values, and also validated by five

representatives of the airline industry.

The novelty of this dissertation relies on the identification of the level of implementation of SMA
and its positive and significant contributions to the financial performance of the studied LCAs. This
is because, by the literature review on SMA, there were no identified previous studies about the
topic in the airline industry, with a particular focus on LCAs. The doctoral thesis by Quon (2020)
asked for research on SMA in the service industry. From an academic perspective, some
publications and conferences on SMA have been done with a Latin American slant, to encourage
the study of it in this region as most of the literature on SMA has been developed in Europe and
Asia; there is a scarcity of studies in developing countries, the Latin context, by Latin authors, and
in the Spanish language. In that regard, this dissertation provides a framework for the academic
study and development of SMA in that region. This research identified the current level of usage

of SMATSs by LCAs, calculating means scores and ranking them. This information is compared
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with results of previous studies like the ones by Guilding et al. (2000), Cravens and Guilding
(2001), Cadez and Guilding (2007), Cinquini and Tenucci (2007, 2010), Nuhu et al. (2017), and
Cescon et al. (2019). From a theoretical perspective, this research includes one additional
theory with relevant ideas that could be considered in future studies on the topic; behavioral

management accounting.

Practical significance of the research

The practical significance of this research is based on the information collected on the roles played
by management accountants as key players in the provision of external, non-financial, and
forward-looking information, which is essential to connect companies with their business
environment and to support strategic decision-making. This may be a driver for incorporating the
study of SMA in business schools and its applications in several sectors, different from the airline
industry, or even in LCAs in other continents, such as Asia and Africa. In addition, there are some
chances to increase the business consulting on the topic, to contribute strategic information which
supports decision-making and strategic management in companies. This is an essential point in

a globalized world characterized by huge levels of internal and external competition.

This study with a special focus on the use of SMA by LCAs and its contributions to decision-
making and financial performance, provides quantitative evidence of the degree in which SMA is
adopted by LCAs and its effects on the financial performance. Due to LCA are shaping the airline
industry with its practices to be successful, it can be used as a reference to study the topic in
other industries, such as oil, mining, petrochemical, automotive, and other means of transport like
train, that is highly used and popular in Europe. Moreover, this study contributes ideas for a better
understanding of how the airline industry works, with a particular approach on LCABM, LCAs, and
their main strategies, key decisions, and information needs. This information could not be more
relevant for leaders in the industry like the American Southwest or the European Ryanair and
EasyJet. Nevertheless, for the Latin context, where most of the LCAs are still emergent
companies, this dissertation provides strong ideas to try to project how these will operate in the

future and the strategies to be deployed to remain competitive.
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1. Theoretical framework of Strategic Management Accounting

The ideas presented in this chapter rely on a literature review of SMA made in Science Direct and
Scopus for the period 1981-2023. Based on the obtained papers about SMA, it has been identified
that this is still an emergent topic in the process of maturation, even though their contributions to
the strategic management of companies and its strengths identified and proposed by several
authors; that is why it is so important to continue researching about it. Information about theories

to research on SMA were identified in the articles described above.

1.1. Theories to research on Strategic Management Accounting

The first theory to research SMA is related to Strategy. It can be understood as the set of actions
taken by managers in organizations to gain a sustainable competitive advantage to compete in
the market. It is linked with objectives, goals, and resources needed to achieve them. The
literature review shows that ideas about the competitive strategies by Michael Porter have been
commonly used in SMA (Bromwich, 1990; Dixon & Smith, 1993; Lord, 1996; Roslender & Hart,
2002; Mclellan, 2012; Nixon & Burns, 2012; Pavlatos, 2015; Manyaeva et al., 2016; Turner, et al.,
2017), together with those of Henry Mintzberg (Nixon & Burns, 2012). Porter (1987) defined
competitive strategy as ways to create competitive advantage in the different business units, that
must add value to be successful. Porter (1985) presented three generic strategies to get a
competitive advantage: i) cost leadership —focused on cost control-, ii) differentiation —attention
to the attributes of products and services-, and iii) focus —centered on a particular segment of the

market-.

In brief, ideas on strategy are essential to study SMA because its understanding determines
competitiveness and strategic decisions. Both demand strategic information about competitors,
the market, trends in products and services, production technology, and the expectations of
external stakeholders to identify how companies can compete in a particular industry. Moreover,
the identification of the strategic decisions taken in a company must be the starting point to
establish relationships between strategy and SMA. In the same vein, SMA contributes information
that is external, financial, and non-financial, long-term, and forward-looking which is an essential
source for creating and monitoring plans and future ways of competing and achieving
organizational objectives. Lord (1996), Roslender and Hart (2002), and Nixon and Burns (2012)

are examples of studies on SMA that have used ideas on strategy.
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One of the modern approaches that strategy has taken is related to strategic management.
Because of the change caused by empirical validation in strategy, academicians and researchers
moved from “business policy” to “strategic management” as a more integral and empirical
discipline (Schendel & Hofer, 1979, cited by Bindra et al., 2019). Then, the concept of strategic
management arose, and it is understood as a social process that demands sense-making which
is a shared understanding of the situation and consensus over what actions to take (Weick et al.,
2005, cited by Grant & Baden, 2018, p. 330). In that context, affective knowledge characterized
by the ability to deal with personal feelings, emotions, values, motivations, and attitudes is
essential to all stages of the strategy-making process (Grant & Baden, 2018). In that vein, human

and social factors affect, and determine strategic management.

From the new integrated view by Dhir and Dhir (2018, cited by Bindra et al., 2019) and Farjoun
(2018, cited by Bindra et al., 2019), strategic management is "...a process of managing the
changes taking place in the external business environment”. In this regard "...firms create through
learning procedures in intangible resources, including business culture, creativity, skills, and
knowledge™ (Bindra et al., 2019, p. 473). In the literature analysis on SMA, it is a surprise that
there are just a few studies including ideas from strategic management, such as the ones by
Dixon (1998), Brouthers and Roozen (1999), and Tayles et al. (2002).

The paper by Guven (2020) gathered some definitions of strategic management. It is defined as
a management technique that enables the determination of goals and targets for the future in all
organizations operating in the public, private, and non-profit sectors, and the activities to be
performed to reach these targets. It requires specific planning, budgeting, implementation, control,
and supervision mechanisms (Aktan, 1999, p. 6, cited by Guven, 2020, pp. 230-231). According
to Thompson and Strickland (1987, pp. 18-19, cited by Guven, 2020, p. 231), strategic
management is the process by which managers can i) form a long-range course, ii) set
performance goals, iii) develop strategies to achieve these goals in all relevant domestic
circumstances, and iv) implement selected action plans. Central activities regarding strategic
management are: i) improving product and service efficiency, ii) creating new products, and iii)
finding new markets. Besides, the essence of the strategic management process is determined
by both creativity and innovation (Bonsu, 2019, p. 22). In short, strategic management focused
on the appropriate management of organizations’ resources, seeking to achieve the objectives
and performance goals through the implementation of specific strategies to compete in the

business environment. In that regard, decision-making is essential and SMA has an objective the
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provision of information to support this process and the monitoring of the diverse strategies
deployed.

The second one is the Contingency Theory (CT). It was introduced to study MA by Otley (1980),
whose main premise is that there is not a universally appropriate accounting system to be applied
in all organizations in all circumstances, that is, there are no universal solutions to all the problems
in companies. In other words, situational factors of an accounting system will depend on specific
circumstances or contingent variables: i) technology, ii) organizational structure, and iii)
environment (Otley, 1980). Additionally, Otley (2016) stated that the CT arose during the 70s to
explain the diversity of MA practices. In that way, all research in MA is fundamentally contingent
because it seeks to identify when it is appropriate to apply determined practices in particular

conditions faced by organizations.

In summary, the CT is appropriate to study SMA because its implementation and contributions
vary by industry and company, where the existence of factors such as uncertainty and
competitiveness, determine the set of practices that best fit. Furthermore, it puts in evidence the
need of carrying out studies in diverse sectors to identify what SMATs are suitable in which
circumstances and contexts, and what are their main contributions for strategic decision-making
and strategic targeting. This theory has been used in research on SMA by Cadez and Guilding
(2008, 2012) and Nejad, Nezhad, and Abdul (2017).

The third one is the Contestable Markets Theory (CMT). It is studied by Baumol (1982) who
established that contestable markets have free entry and costless exit, they have no sunk costs
and the vulnerability to hit-and-run entry might enforce better behavior; they are welfare attributes
with no inefficiency in production. Heinrich (2012) considers that in contestable markets, there are
both free entry and exit, and the permanent presence of potential competitors looking for profit
opportunities. There are some factors determining contestability: i) profit in any industry is zero,
S0 positive profits attract competition, ii) there is not any inefficiency because it is deleted with
positive short-run profit, iii) no product can be sold at a lower price than the marginal cost of
obtaining it, iv) it is not possible to establish predatory pricing because prices over marginal cost

will attract new entrants in the market, and v) prices are always equal to marginal cost.

Briefly, the use of the premises of CMT to research SMA is fundamental to understanding how
the markets work and why different actors participate in a particular market. In that sense, it is

expected that SMA provides information to face competitors, allowing them to achieve a
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competitive advantage and endure over time. Bromwich (1990), Dixon and Smith (1993), and
Roslender and Hart (2003) have applied ideas of CMT in their research on SMA.

The fourth one is Grounded Theory (GT). It considers that meanings, definitions, and
interpretations regarding social phenomenon are derived from the studied objects and are not
predetermined (Lawrence & Tar, 2013; Mills & Birks, 2014). In that regard, the GT sustains that
theories are discovered, developed, and derived from the systematic data collection and analysis
of data, concerning a particular phenomenon (Strauss & Corbin, 1990) along with the coding
rationale, integration of categories, and abstraction from the data. In the same vein, the GT seeks
a theory that is closely tied to the evidence, and consistent with empirical data (Orlikowski 1993;
Eisenhardt 1989, cited by Lawrence & Tar, 2013). GT results are suitable to study SMA because
this approach permits the identification of the reasons for the existence and implementation of
practices by companies, arguments supporting decisions taken, ideas on specific contingent
factors impacting organizations, and inferences derived from the data analysis. These ideas have
been applied to research on SMA by Tillmann and Goddard (2008) and Hutaibat et al. (2011).

The fifth one is Upper-echelons theory (UET). It is developed by Hambrick and Mason (1984) who
established that organizational outcomes such as strategy and effectiveness reflect the values of
senior managers ®. In that context, organizational performance is determined by the strategic
decisions of top managers (Hiebl, 2014). Carpenter et al. (2004) consider that characteristics of
top management teams are mechanisms and processes by which firm outcomes are shaped. In
that vein, three are the main intentions of this theory: i) it can predict organizational outcomes, ii)
it provides some information about the selection and development of upper-level executives, and
iii) it helps to predict the behavior of competitors -moves and countermoves- (Hambrick & Mason,
1984). However, Carpenter et al. (2004) also proposed three central assumptions of this theory:
i) strategic choices made in firms are reflections of the values and cognitive bases of powerful
actors, ii) the values and cognitive bases of such actors are a function of their observable
characteristics like education or work experience, and iii) significant organizational outcomes will

be associated with the observable characteristics of those actors.

The use of UET in the studies on SMA permits the identification and characterization of the values
of senior managers affecting their decision-making, the sources of information supporting them,
how decisions are taken, and the identification of how accounting information is used to support

decisions. Besides, UET permits us to establish reasons why senior managers adopt or exclude

! They refer them as powerful agents in organizations.
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some innovative practices such as those of the SMA. Nejad et al. (2017) are examples of the

usage of UET ideas in studies related to SMA.

The five described theories are the classical ones used in researching SMA. To promote the study
of SMA from an interdisciplinary perspective, this dissertation proposes one theory to support the

research and studies on SMA: Behavioral management accounting which is characterized below.

Behavioral theory is interested in the study of behavioral factors determining decisions, decision-
makers’ actions, individual behavior, motivations for desirable decisions, decision quality, and
behavioral considerations in the use of certain practices (Nnanna, 2015). In that context, the
provision of accounting information affects and determines the type of decisions and their
direction. The accounting factors impacting a decision maker’s performance are i) the level of
data aggregation, ii) the number of periods, iii) report form, and iv) the level of accuracy of the
information. Angay (2017) considers that it is a branch of accounting associated with behavior
and accounting knowledge, focused on the attitude and behavior of people facing accounting
phenomena during decision-making processes, through the combination of ideas from accounting

and behavioral sciences.

The main topics related to behavioral management accounting have been i) how accounting
information impacts human behavior, ii) managerial control -budget participation, non-financial
measures, leadership, and Balanced Scorecard-, iii) auditing -auditor-client negotiations, auditors’
judgments, and decision-making-, and iv) ethics -ethical decision-making, ethical orientation, and
rationalization on unethical behavior- (Angay, 2017, p. 191). The main contributions of SMA are
related to the provision of some ideas to understand the decision context, the judgments,
perceptions, and feelings by decision-makers affecting their decision processes, and how

accounting information, practices, and regulation determine and shape these decisions.

1.2. Background, concept, and techniques of Strategic Management Accounting

This section seeks to highlight the main factors that determined the emergence of SMA, along
with some definitions of the topic and a revision of the main techniques related to the concept.
The study of SMA is associated with components of organizations that must be characterized by
constantly changing in the environment, and the presence of a set of forces affecting them -

globalization, local and global competition, technological developments, and the existence of
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Multinational Enterprises?- (Mcwatters, et al, 2001, cited by AlMaryani & Sadik, 2012). In this
scenario, the use of methods and techniques of strategic cost accounting and SMA has become
an urgent necessity for all organizations, and of various kinds to survive and grow in the light of
the complex and changing environment (AlMaryani & Sadik, 2012).

The development and evolution from MA to SMA have been affected by many critics such as the
lack of information to support the organization’s strategic processes, and to respond to the
emerging challenges derivative of technology (Johnson & Kaplan, 1987), some problems in
assessing the strategic aspects of the organization’s management (Atrill & Mc Laney, 2009), and
the need to incorporate the strategy in the organizational analysis (Langdfield, 2008). As an answer
to that context, SMA emerged characterized by the following key features: i) environmental
orientation, ii) focus on competitors, iii) long-term information, and iv) forward-looking orientation
(Guilding et al.,, 2000). SMA finally bridged the gap that existed between MA and strategic
management, moving MA from monetary concerns to a more multi-dimensional approach (Ward,
1992; Roslender & Hart, 2002, 2003; AlMaryani & Sadik, 2012; Inghirami, 2014; Manyaeva et al.,
2016).

In the literature, there is a consensus to acknowledge Kenneth Simmonds as the father of the
SMA concept, especially since he was the first author to mention it. He delineated SMA as the
provision and analysis of MA data related to a business and its competitors, to be used in the
development and monitoring of the business strategy (Simmonds, 1981). Bromwich and Bhimani
(1989) refer to SMA as financial information analysis about i) company product markets, ii) rivals’
expenses, iii) expense structures and tracking of an enterprise strategy, and iv) a rival strategy in
these markets within several reporting periods. Bromwich (1990) presented SMA associated with
the provision of information related to i) the firm’s product markets, ii) competitor’s costs, iii) cost
structures, and iv) the monitoring of the enterprise’s strategies and those of its competitors in

these markets, for several periods.

According to the previous definitions, SMA is related to the provision and analysis of information
about diverse internal and external variables which are considered strategic®>. Some additional
definitions that highlight similar factors are Ward (1993), Innes (1998, cited by Roslender & Hart,
2002), Agasisti et al. (2008), Cinquini and Tenucci (2010), AIMaryani and Sadik (2012), Lachmann
et al. (2013), Noordin et al. (2015), Manyaeva et al. (2016), Alborov et al. (2017), Dmitrovi¢ and

2 Note by the author of this dissertation.
3 Market trends, market prices, market share, competitors cost structure, products and services, profitability margins,
strategy, competitiveness.
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Suljovi¢ (2017), ICAN (2010b, cited by Obohn & Ajibolade, 2017). Dermer (1990, cited by Lord,
1996), stated that accounting plays three roles in shaping the strategy in the companies: i) as a
language of discourse, ii) as an authority establishing and maintaining credibility, and iii) as a
provider of a historical context for strategy.

In some recent papers, SMA is understood as the connection of MA with strategic positioning
(Alamri, 2019), and as a source of information on the competitive advantage and performance of
the firms (Phornlaphatrachakorn, 2019). Furthermore, as a type of organizational system that
delivers information to support strategic decision-making processes, integrating accounting and
strategy (Cescon et al., 2019). SMA implies a multidisciplinary view that integrates ideas from
accounting, management, and strategic management (Dugi, 2021). It is a branch of accounting
linked with enterprises’ strategic management that supports senior leaders in the formulation of
competitive strategies and the implementation of strategic planning to promote the continuous
development of companies (Shi, 2021).

SMA reconfigures the roles of both accounting and accountants in companies and contributes to
strategic management through the incorporation of external information which affects how
companies are managed and how decisions are taken in a global and competitive business
environment. These demands expand the information contributed by accounting to the decision-
making processes and increase the roles of accountants as providers of strategic information to
support strategic management. In addition, SMA contributes information to support the definition,
implementation, and monitoring of the business strategy, affecting the financial performance.

Figure 1 represents the main factors related to the concept of SMA.

Figure 1: Main factors related to the concept of Strategic Management Accounting
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SMA is deployed by companies through the implementation and use of a set of SMATs (Figure
2). They imply the presence of interdisciplinary contributions, with some techniques taken from
management, such as benchmarking and integrated performance measurement. Cadez and
Guilding (2008) encountered that SMA has positive effects on performance because it amplifies
the frame of information. Cadez and Guilding (2012) confirmed a high usage of SMA if
accountants are involved in the strategic processes of the companies. Nejad et al. (2015) found
that highly educated and experienced CEOs are more likely to adopt SMA techniques. McLellan
(2011) found that companies that employ only conventional MA practices tend to follow a low-
cost strategy, whereas companies that also employ advanced MA practices -for instance SMA-
tend to follow a differentiation strategy. Cuganesan et al. (2012) found that SMA has positive

effects on performance, like Abdullah and Said (2015).

Figure 2: Techniques of Strategic Management Accounting
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Collier and Gregory (1995) proposed two main roles to SMA: i) the provision of information to
assist in the development of strategic plans, and ii) monitoring the market, competitors’ price
structures, and competitors’ cost structure. Alborov et al. (2017) concluded that it is necessary to
continue developing SMA to improve the methodology, methods, techniques, organization, and

practices of MA. Also, special attention shall be paid to the professional training of accounting




personnel, particularly updating their professional knowledge and formation of a modern science-
based organization.

Despite the ideas presented so far, SMA is a marked topic in some controversies. Cadez and
Guilding (2008) pointed out that there is limited consensus about SMA meaning. Despite its novel
introduction, not much has been done to promote its practical application in firms (Obohn &
Ajibolade, 2017). There are different denominations to this concept, for instance, SMA is used as
strategic accounting by Ryan (1995), and Brouthers and Roozen (1999); accounting for strategic
management (Dixon, 1998); accounting for strategic positioning (Roslender, 1995), and strategic
cost management (Shank and Govindarajan, 1993). The existing literature in the field is both
disparate and disjointed. Last, SMA could be a figment of academic imagination due to the

techniques and elements of SMA may in many cases already be found in firms (Coad, 1996).

Concerning the roles of accountants -Strategic Management Accountants-, according to Yi and
Tyles (2009, cited by Cadez and Guilding, 2012), they should be active participants in the strategic
management processes. SMA requires accountants with different relationships with companies
to understand the whole activities of the company, especially those related to manufacturing, the
provision of services, and strategic management. After presenting a characterization of diverse
factors related to SMA, the next chapter will be centred on the study of the airline industry and
LCAs.
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2. The Airline Industry and Low-cost airlines

Based on some papers on Science Direct, Scopus, books, and airline reports, this chapter seeks
to describe how the airline industry works, presenting some basic ideas to contribute to a better
understanding of this sector and its financial performance. The focus is on LCAs as the main

study object in this research.

2.1. Broad ideas to understand the airline industry

The airline industry is of interest from a business approach, due to the diverse complex factors
affecting this sector and its cyclical nature. Air transport has often become the preferred mode of
transport for international travel. In the 80s and 90s last century, many trips were taken by surface
modes such as road, water, or rail. However, 48% of tourists traveled by air in the mid-2000s,
reaching 54% in 2016, and the forecasts indicate that it will climb to 62% by 2036 when there will
be above 2.4 billion international arrivals worldwide (UNWTO, 2017; Leahy, 2017, cited by
O’Connell, 2019). The Air Transport Action Group (ATAG, 2014) determined some contextual
aspects affecting the growth of air transport in the last decades: i) increase in Gross Domestic
Product, available incomes, and standards of living, ii) contraction of airfares due to improvements
in efficiency and high competition, iii) globalization of the industry along with the increment of long-
haul travel offers, better infrastructure and equipped aircraft, and iv) deregulation in the sector
which permitted the entrance of new airlines in the industry, such as LCAs. Figure 3 shows data
about the net profit of commercial airlines during the period 2006-2022, including the period of
Covid-19.

Figure 3: Net profit of commercial airlines worldwide from 2006 to 2022
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Four are the main actors in the airline industry: i) authorities, ii) airports, iii) airlines, and iv)
passengers (Francis, 2006, cited by Cento, 2009). Moreover, air transport is an industry with high
fixed costs, where prices are a relevant constraint for many people, and the liberalization® in the
industry permitted the creation of both new services and new airlines (Dobruszkes, 2006; Taneja,
2008). The airline industry has had a significant impact on society affecting three main factors: i)
how people connect, ii) cultures, and iii) business across continents. This business achieved 1
billion passengers in the period 1930-1987, 2 billion during the period 1988—-2005, and 3 billion
passengers between 2006 and 2013 (O’Connell, 2019). Strategies in the airline industry are
another relevant aspect whose most relevant factors are gathered in below Figure 4. The
objective regarding costs is to have control and try to reduce them as far as possible, in search

of maintaining a competitive advantage (Wensveen & Leick, 2009).

Figure 4: Factors determining strategies and competitiveness in the airline industry
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Concerning Porter’s five competitive forces (2008), they can be analyzed in this sector. Table 1
synthesizes the main ideas related to each. On the one hand, there are some economic agents
in this industry with high power such as travel agencies and aircraft manufacturers. On the other

hand, consumers and business account holders are the ones with low power.

5 This process started in the United States in the later 70’s last century.
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Table 1: The five competitive forces in the airline industry

Competitive Force Analysis for Airlines Levels of power
Buyers Con;umers Low power
Business account holders Low power
Travel Agencies High power
. Aircraft manufacturers High power
Suppliers —— - :
Fuel sold by major oil companies Medium power
Catering Medium power
New entrants The amount of capital required High power
The low levels of profitability High power
Substitutes Depending on the route (train, bus, ferry) Medium power
There is no alternative for long distances Low power
Rivalry Service quality Medium power
Punctuality Low power
Fares High power

Source: Author owns elaboration based on Marketline (2018) and Porter (2008).

2.2. Low-Cost Airlines Business Model and its effects in the airline industry

Fjeldstad and Snow (2018), stated that a business model is outlined by the following five
elements: i) customers, ii) value propositions, iii) product/service offerings, iv) value creation
mechanisms, and v) value appropriation mechanisms. Teece (2010) pointed out that a business
model has as its essence to define ways in which enterprises fulfil three goals: i) deliver value to
customers, ii) entice customers to pay for value, and iii) get profits from these payments,
influencing entrepreneurship, innovation, and business performance. In the airline industry, it is
possible to identify five business models: i) Full-service airlines (FSAs)®, ii) low-cost airlines

(LCAs)’, iii) hybrid model®, iv) regional airlines®, and v) charter airlines.

This dissertation focuses on LCAs and analyses the regions of North America -Mexico, The
United States, and Canada-, Latin America -Central and South America-, and Europe -West,
Central, and East-. As reported by Fageda and Fillol (2012) the United States (US) and the
European Union (EU) airline markets are different because the US market is more mature, as it
has consolidated notably with a small number of airlines operating. On the other hand, the
European market is more divided and unstable with many airlines which operate in several
countries. Likewise, the average distance of the route is much greater in the US than it is in the
EU, even though the first operates especially with domestic routes meanwhile the last is strong in

international flights. In Latin American countries, LCAs have been arriving recently.

6 For instance, British Airlines, Lufthansa, Air France in Europe.

7 For instance, Ryanair, EasyJet, WizzAir in Europe.

8 For instance, Air Baltic, Avianca, and Latam in Europe and Latin America.
9 For instance, Air Malta, and Air Serbia in Europe.

10 For instance, European Air Charter in Europe. ( 1
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As backgrounds of LCAs!?, there are diverse origins of them. One case is an offshoot of an FSA,
such as what happened with Lufthansa and the creation of Germanwings and Eurowings in
Germany (Dobruszkes, 2006). Another was an offshoot of a charter airline, for instance, Monarch
Scheduled in the UK. In addition, tour operators, for example Hapag Lloyd Express-TUI in
Germany. Another possibility is a traditional airline that became in LCA, such as happened with
Ryanair. Moreover, regional operators that became in LCA, for instance, Flybe!? in the UK. Finally,
airlines that were created originally as LCAs, for example EasyJet in the UK. O’'Connell (2019)
highlights deregulation in the airline industry through the adoption of Open Skies agreements®®
as one of the factors permitting the emergence of LCAs. According to Francis (2006, cited by
Cento, 2009), some extra factors that have permitted the development of LCAs along with
deregulation are: i) entrepreneurs, ii) population and wealth, iii) airport availability, iv) capacity,
and v) internet diffusion. LCAs represent a business model innovation that introduces new
practices in the airline industry (Fageda & Fillol, 2012). Figure 5 represents the main strategies of
LCAs for success.

Figure 5: Main Low-cost airlines’ strategies for success
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The most important effects derived from the arrival of LCAs as disruptors and new players in the

airline industry are related to i) costs and fares, ii) volume of passengers, iii) competition, iv) new

11 L ow-cost Airlines are also known as low-cost carriers or budget carriers.

12 This LCA dropped out operation on March 5, 2020. This is the first airline that collapsed due to Covid-19.

13 However, Marketline’s reports (2017a, 2017b, 2017c) consider that air transport is a highly regulated industry
regarding to i) safety, ii) security, iii) staff training, and_iv) aircrafx'procedures.
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routes and markets, v) levels of profitability, and vi) strategy. Besides, LCAs have giving life to
airports that are not sufficiently known and sparsely populated, expanding the networks of
connection, and giving passengers very low prices. The LCAs have been adding capacity at
remarkably high rates; for instance, according to OAG analysis!4, Ryanair added 5.000 more
flights in the 12 months from April 2016 to April 2017. Furthermore, LCAs have captured 43% of
the Western Europe market, 32% of North America, and 36% of Latin America (O’Connell, 2019).
Figure 6 represents how LCAs has grown their market share from 2006 to 2020.

Figure 6: Low-cost carriers’ worldwide market share from 2006 to 2020
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Source: Statistal®

Dobruszkes (2013) studied the geography of European LCAs networks and identified some of the
effects that they have had in Europe: i) market share of 31% of Intra-European airline seats,
especially in Western Europe, ii) they operate in large cities and tourist destinations with many
short-haul flights, iii) they have been launching new routes to connect different destinations, that
usually are not served by FSAs, iv) they have changed how people travel, v) affecting the
geography of air services, vi) intensifying competition between airlines, vii) heightening
competition among several cities and regions, and viii) connecting Western with Central and
Eastern Europe, permitting the growth in the traffic in secondary and regional airports. Besides,
LCAs have contributed to the expansion of the European airline network through the expansion
of space coverage: total routes in 1995 were 2.070 while in 2012 they were 3.254 of which 1.777
-around 55%- were launched by LCAs; 61% of the routes in Europe in 2012 were monopolies

attended only by one airline.

14 www.oag.com
15 hitps://www.statista.com/markets/419/topic/490/aviation/#statistic3
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2.3. Cost and possibilities of applications of Strategic Management Accounting in the

airline industry

In the literature, it is possible to identify some findings regarding cost and MA information in the
airlines. According to Virtanen (1998) regarding Finnair —the flag airline from Finland- the previous
cost calculations in this airline were truly detailed giving information about the following four
variables: i) traffic costs —fuel, landing rate, handling-, ii) technical costs —line maintenance,
revisions, and spare parts-, iii) operating costs —cabin, cabin service, service cost on board-, and
iv) commercial costs —sales office abroad, and marketing department costs-. This information is
appropriate to understand the cost structure of this airline and a great reference to identify the
cost structure of the airline industry, particularly in LCAs. Table 2 illustrates the cost structure of

some airlines.

Table 2: Cost structure in an Airline

Components of Cost Structure Finnair'® | Ryanair'’ | Spirit® | GOL!®
Fuel X X X X
Traffic cost | Landing rate X
Handling X X
Airport charges X X X X
Technical Line maintenance X X X X
cost Revision X X X X
Spare parts X X X X
Operating | Service cost on board X
cost Cabin service X
Cabin crew X
Commercial Marketing & X X X X
Cost distribution costs
Sales office abroad X
Staff cost X X X
Depreciation X X X
Other Aircraft rentals X X X
Route charges X X
Passenger cost X
Services provided X

Source: Author owns elaboration based on Virtanen (1998), Ryanair annual report (2019), Gol annual report
(2019), and Southwest Airlines annual report (2019).

There are various ways for LCAs to compensate incomes from low ticket fares, through revenues
obtained from ancillary services: i) catering, ii) priority boarding, iii) seat reservation, and iv)

luggage. Besides, there are some ways to maintain a competitive advantage in the sector: i)

16 ESA in Europe from Finland.

7 LCA in Europe from UK.

18 Ultra LCA (ULCA) in North America from the US.
1% LCA in Latin America from Brazil.

——

]
31|



cutting the cost down continuously, ii) expanding, and iii) revenue maximization efficiency (Badicu
& State, 2016). Another interesting aspect regarding LCAs is prices; this is the main competitive
factor for companies that develop a cost leadership strategy. They rest especially on internal
factors like airlines’ decisions, revenue management, some operational factors -fuel booking
online, aircraft maintenance, and flight schedules-, and external factors -the market structure and
demand-. Costs and prices are also affected by the rate exchange, creating risks of currency
fluctuation. The International Air Transport Association (IATA, 2015) highlights that for airlines,
the main currency is the dollar due to numerous components of the cost such as fuel,
maintenance, revision, payments of new aircraft, and leasing, which are carried out in this
currency. Besides, the exchange rate affects passengers’ decisions, airlines’ decisions -
especially regarding investments and offers-, profitability, and balance sheet. Table 3 presents

some SMATSs contributing with key strategic decisions by LCAs.

Table 3: Strategic decisions by Low-cost airlines and contributions of Strategic Management Accounting

Strategic Decision

Techniques of SMA

Prices/fares Attribute costing, quality costing, strategic pricing, customer profitability analysis,
target costing, value chain costing, benchmarking, and brand valuation.

Routes Competitor cost analysis, life-cycle costing, strategic pricing, benchmarking,
integrated performance measurement, and customer profitability analysis.

Fuel Target costing, benchmarking.

Capacity Life-cycle costing, target costing, competitor cost analysis, and customer
profitability analysis.

Staff Quality costing, target costing, benchmarking, integrated performance

measurement, strategic costing.

Frequencies

Life-cycle costing, benchmarking, brand valuation, competitor cost assessment,
competitive position monitoring, and customer profitability analysis.

Airports to operate

Attribute costing, life-cycle costing, target costing, strategic costing, benchmarking.

Handling

Attribute costing, quality costing, target costing, strategic costing, benchmarking,
integrated performance measurement, and competitor cost analysis.

Costs control

Target costing, value chain costing, strategic costing, competitor cost analysis, and
customer profitability analysis.

Marketing

Attributes costing, integrated performance measurement, and brand valuation.

Outsourcing

Quality costing, target costing, value chain costing, benchmarking, integrated
performance measurement, and brand valuation.

Source: Author owns elaboration.

The expansion of LCAs in Europe has happened during the current century, principally by the
rapid growth of Ryanair and EasyJet. In the summer of 2002, around 8,5% of seats in domestic
and international air routes between European Union members were offered at low cost, whereas
three years later its market share had increased by around 25%, while outside the UK it was
surrounding 41% (Doganis, 2006). Figure 7 shows the number of European LCAs and FSAs for
the period 2004-2022. Especially from 2014 LCAs have augmented, and FSAs have decreased.
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Figure 7: Number of European Low-cost airlines and Full-service airlines 2004-2022
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Source: IATA (2022).

2.4. Trends and Challenges in the Airline Industry

Gu (2022) introduces machine learning-based pricing and used decision trees and random forests
to research the airline market segmentation and dynamic price discrimination problems. It is used
as a dataset related to the U.S. airline industry. Samunderu et al. (2023) consider the airline
industry as a cyclical one with fluctuation in revenues and profits over time. Also, it commonly has
a low margin compared with other businesses. To face costs, airlines are buying more efficient
aircraft, trying to increase their load factor, and entering fuel hedging. Dempere and Modugu
(2022) highlight how the Travel and Tourism Competitiveness Index has influenced the increasing
significance in the consideration of environmental, social, and governance performance (ESG) by
airlines. Environmental factors are related to resource use, emissions, and innovation metrics.
Social ones are associated with human rights, workforce, community, and product responsibility

metrics.

Parast and Golmohammadi (2022) analyzed the impact that firm size and business strategy have
on responses to service disruptions, such as cancellations and delays in the airline industry, in
FSAs and LCAs. Disruption can be provoked by operational problems -airport capacity,
maintenance, safety, equipment malfunction- or by the weather and strikes. Attention to these
disruptions is essential because they negatively affect the quality of service, increasing customer
dissatisfaction. Cui et al. (2022) analyzed the topic of Carbon emissions, identifying that the airline
industry has important effects on the environment because passengers continue growing year by
year and at the same time, the volume of its emissions into the environment. To manage that

situation, in 2016 the Carbon Neutral Growth strategy was the first market mechanism around the




world for emission reduction in particular industries, including some levies, emission trading

systems, and carbon offsets.

Amankwah (2020) analyzed the adoption and implementation of environmental sustainability
policies in the airline industry resulting from Covid-19. Some of the identified initiatives that have
been adopted by airlines are related to i) the upgrade to environmentally friendly aircraft and the
compensation of the emissions footprint, ii) the European Union Emissions Trading System, and
ii) the Carbon Reduction and Compensation Plan for Aviation. Zieba and Johansson (2022)
studied sustainability reporting for airlines. It is considered that this kind of report provides
transparent accounts of non-financial impacts, allowing organizations to communicate their non-

financial impacts to stakeholders -social, environmental, and economic responsibilities-.

Liu and Wu (2023) put attention to the information on airlines’ websites. These authors recognized
that in the coming decade, airlines’ websites will become the major channel for flight booking -
alternatives are airline mobile applications, travel agencies, and online travel agencies-. In this
context where the websites are the main revenue generators, they are crucial for attracting
customers and maintaining profitability (Dominic and Khan, 2014; Powell, 2016, cited by Liu and
Wu, 2023). They also permit strengthening customer relationships, creating loyalty, and building
trust (Elkhani et al., 2014; Oyefolahan et al., 2018, cited by Liu and Wu, 2023). Kiyiklk et al.
(2022) and Heiets et al. (2022) researched on digital transformation. In the airline industry, it can
be defined as a process that refers to all efforts aiming to change the flow of operations and
decision-making mechanisms, especially those directly linked with airline passenger experience,

using digital technologies, and accordingly harmonizing internal processes (Kiyiklik et al., 2022,
p. 2).

Summarizing, the airline industry faces several challenges, especially related to the protection of
the environment, like Carbon emissions, environmental efficiency, the adoption of environmental
sustainability policies and green business practices, and the generation of sustainability reports
to disclose information about the implemented measures. Moreover, from an operational
perspective, slot displacements, available information on airlines’ websites, and digital
transformation are going to operate as revenue drivers which determine competitive advantages

and how airlines will attend to their customer’s expectations.

]
4|

—



3. Methodological framework

This dissertation sought to apply a multiple case study in 24 LCAs that were chosen from Skytrax
World Airline Awards 2019. Nevertheless, only 15 were included in the study. Besides, a
guestionnaire was applied to senior managers in the airline industry. It is self-administered using
google forms, with two versions: one in English and another in Spanish. It was validated by two
researchers -one in English and another in Spanish- and two Chief Financial Officers (CFO). In
addition, the validity of good English in the questionnaire was developed by two natives in English,
one American and another one from the UK. After that, a link to it was sent by email or LinkedIn
chat. It used a seven-point Likert scale for most of the questions related to SMA; it is extensively
used in organizational research (Sekaran, 2003; Hernandez et al., 2017; Sreejesh et al., 2014).
According to the literature review, for data collection on research studies about MA, SMA, and
performance, the seven-point Likert scale is commonly used (Guilding et al. 2000; Cravens &
Guilding, 2001; Cadez and Guilding 2007, 2008; Nuhu et al., 2017, and others).

The most used reliability measure for questionnaires is Cronbach Alpha. It is frequently employed
to measure validity and reliability in psychology and the social sciences. It seeks to verify if the
construct measures what it is supposed to measure. It takes a value between 0 and 1, and in
research studies in the social sciences, data is reliable if Cronbach's Alpha value is 0.60 or higher
(Loewenthal 2004, cited by Apak & ve Duman, 2020). The questionnaire used in this doctoral
dissertation resulted in a Cronbach Alpha of 0.937 > 0.6, confirming that it has good internal
consistency, and the answers collected are reliable for the study. Table 4 presents the main

sections of the questionnaire.

Table 4: Structure of Questionnaire Applied

Section Name Number of Questions
1. General information on respondents Six (6)
2. Level of satisfaction with the current accounting information Three (3)
3. Level of implementation of SMA techniques Sixteen (16) *
4. How appropriate is the use of the SMA techniques Sixteen (16) *
5. Level of importance of the use of SMA techniques for the next five years | Sixteen (16) *
6. The five areas of strategic decisions in the airline One (1)
7. Impacts of the SMA on the financial performance Nine (9)
8. Determinants of the impact of SMA on the financial performance Five (5)
9. Implementation of SMA and roles of management accountants Ten (10)

TOTAL | Eighty-two (82)

Source: Author owns elaboration
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From May 2022 to January 2023, a total of 34 responses were received of which 18 were in
Spanish and 16 were in English®. Considering that a total of 62 questionnaires were sent to
experts interested in attending it, the answer rate was 54.8%. Cohen et al. (2007) affirmed that
some researchers consider thirty to be the minimum number for sample size when looking to
perform some type of statistical analysis on their data. In addition, they recognized that some
constraints are affecting the sample size: i) cost in terms of time, ii) cost in terms of money, iii)
cost in terms of stress, iv) cost in terms of administrative support, v) the number of researchers,
and vi) the available resources. It is also essential to consider that in some sensitive areas,
potential sample participants -i.e., senior managers- may refuse to participate in the study
because they are distressed about their work or because they do not want to argue with a
researcher. This is aligned with the ideas of some interviewees when they were asked about
some reasons for the low response rate to the questionnaire. They said that derived of Covid-19,
senior managers of LCAs have been focused on the identification of strategies for a speedy

financial recovery and even the survival of the airlines.

Furthermore, contrary to probabilistic samples, non-probabilistic are an alternative when the
researcher intentionally selects a specific part of the population to include in the sample. In this
case, the researcher focuses on a particular group such as is the case of convenience sampling
that according to Sekaran (2003) is appropriate for exploratory research. It implies choosing the
closest people, the ones of easy access who have a particular characteristic or the conveniently
available to fill out the questionnaire. This process will continue until the required sample size is
obtained of those who are available and accessible at that moment. In this kind of sampling,

findings cannot be generalized to the population (Sekaran, 2003; Cohen et al., 2007).

Finally, the obtained responses were all merged into the English version?!, and finally, the
resulting database was analyzed. Data analysis of the collected information was carried out using
Python language (Sekaran, 2003), descriptive and inferential statistics, and Structural Equation
models. Then, triangulation was essential to contrast and corroborate research findings relying
on the diverse sources of information (Saunders et al., 2009) seeking to improve the validity of
findings (Green et al., 1989, cited by Ragab & Arisha, 2018).

* One for each SMAT.

2 To increase the number of answers, some of the steps suggested by Ragab and Arisha (2018, p. 5) were deployed:
i) sending follow-up emails, ii) informing the respondents about the questionnaire, and iii) presenting an introductory
letter or paragraph. They also recommend a small monetary incentive; it was not considered in this research.
Nevertheless, it was offered an executive report with the main conclusions and findings of the study.
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The research model in Figure 8 illustrates the main independent, mediator, and dependent
variables. In addition, it shows the three main hypotheses that were tested during the data
analysis which are explained below. Previous studies on the contributions of SMA to financial
performance are controversial. Chenhall and Langfield (1998) identified significant relationships
between SMA and financial performance; Cadez and Guilding (2008) found weak relationships
between them, and Sener and Dirlik (2012) obtained a medium association.

Figure 8: Research Model
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3.1. Hypotheses development

Impacts of Strategic Management Accounting on the financial performance of low-cost

airlines
One of the key variables to be studied in business is performance. In the airline industry, it can
be measured by financial -profitability, revenues, return on assets, return on equity, and others-.
For any industry, other factors affecting financial performance are technology, degree of
centralization, type of control, or style of leadership (Mclellan, 2012), and costs, assets, and
revenues (Abdelmonein & Jones, 2014). Financial performance is affected by the appropriate
decisions taken by senior managers and the information they employ to support them. In that
regard, it is not clear how accounting information supports decision-making processes and what
kind of information is more adjusted for these objectives. Moreover, SMA seeks to provide
strategic accounting information for supporting decision-making which could improve financial

performance.




In the same vein, Khan et al. (2021) pointed out that several studies like Khan et al. (2020) and
Ma and Tayles (2009) have found that SMA generates information for strategic decision-making
but there are few explanations for its effect on the financial performance for the services industry.
Other determinants of financial performance are a competitive advantage (Cantele and Zardini,
2018, cited by Khan et al., 2021), intellectual capital (Ekwe, 2012, cited by Khan et al., 2021), and
customer satisfaction (Chi and Gursoy, 2009, cited by Khan et al, 2021). Furthermore, SMA can
support the type of strategies to improve company performance (Puyo et al, 2022). MA practices
that offer vast information are positively related to company performance (Kalkhouran et al.,
2015), such as the case of SMA which permits the improvement of the financial performance of
companies that operate in high-complexity environments (Santini, 2013, cited by Khan et al.,
2021). Based on the previous ideas, in the study about the airline industry, in particular the impact
and direction in which SMA is a determinant of the financial performance of LCAs, it is appropriate

to raise the following hypothesis:

H1: Strategic Management Accounting has a direct impact on the financial performance of low-
cost airlines, this impact can be measured, and the direction of the impact can be identified.

Roles of management accountants in the implementation of Strategic Management

Accounting
SMA is a branch of accounting whose contributions to organizations could be supported by the
accountant’s activities. This is an essential challenge for them because some studies like Coad
(1996), Lord (1996), and Langfield (2008) have found that SMA has been implemented by
companies but without the presence of accountants. There is a scarcity of studies considering the
roles played by management accountants in the implementation of SMA by companies, in
particular the provision of external, non-financial, and forward-looking information. Dixon (1993)
established the main tasks of strategic management accountants, related to the collection of data
from the areas of i) marketing, ii) production, iii) accounting, and iv) finance. In that context, SMA
generates structural, behavioral, and motivational changes in firms. At the same time, SMA
requires accountants to understand diverse strategy concepts that are not usually studied in

universities.

Abdelmonein and Jones (2014) identified that the implementation of a strategic model demands
a management accountant working hand in hand with several areas such as marketing,
operations management, product development, and general management employees. Abernethy

and Bouwens (2005, cited by Arunruangsirilert & Chonglerttham, 2017) consider that greater
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involvement in strategic decision-making by accountants can be expected to inculcate
accountants with an appreciation of information needed by strategic management. The success
of SMA practices can be reflected in actions taken by the top management or management
accountants to improve performance, and they can be linked to constructs and measures involved
in business strategies, critical success factors, and product and process design (Abdullah & Said
(2015). Based on the previous ideas, in the study about LCASs, in particular, the roles that
management accountants play as providers of external, non-financial, and forward-looking

information, it is appropriate to raise the following hypothesis:

H2: The effect of Strategic Management Accounting on the financial performance of low-cost
airlines is mediated by the roles of a management accountant providing external, non-financial,

and forward-looking information.

3.2. Hypotheses testing

To test the hypotheses of this dissertation, some Structural Equation Models (SEM) were
proposed. SEM permits to model and estimate relationships among numerous variables -
dependent and independent-. In this case, partial least square (PLS) were used for model
estimation; it integrates techniques from ordinary least square (OLS), principal components
analysis, and path analysis, allowing several equations to be analyzed all together. This method
is not widely used in accounting because of a lack of understanding of its benefits and applicability
(Lee et al.,, 2011).

PLS-SEM commonly works with unobservable variables that are measured indirectly through
diverse indicators; it is appropriate when the sample size is small -common situation in business-
to-business research-, when latent variables are measured with single and multi-item measures.
It works with complex models composed of several model relationships, it is flexible permitting to
create diverse models unrestricted in terms of structure, indicators, variables, and relationships.
Besides, it is applicable when analyzing financial ratios and secondary data (Hair et al., 2022; Lee
et al., 2011; Nitzl, 2016).

The use of PLS-SEM in management accounting has increased during the last years for two main
reasons: i) a small sample, and ii) a non-normal distribution of data. They are complemented by
the estimation of multiple and interrelated dependent relationships between variables

simultaneously, the use of latent constructs, and exploratory objectives (Nitzl, 2016). Soriano and
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Mejia (2022) found that SEM models have increased their presence in publications on Scopus
during the current century, especially in social science, psychology, and business management.

The explanatory power of each model was assessed using R-square, the coefficients, P-values,
and T-values. Validity and reliability were tested using composite reliability, average variance
extracted, and Cronbach’s alpha. There are some previous studies that have identified the main
financial performance indicators in the airline industry. Throughout their paper, Fardnia et al.
(2021) highlighted the following financial ratios to assess airlines’ performance: i) current ratio
(CR) -used to measure a companies’ ability to pay its short-term debts obligations using its short-
term assets-, ii) debt ratio (DR) -it represents the fraction of assets which are financed with debt
and investors-, iii) total assets turnover (TAT) -it measures the level of efficiency and
effectiveness with which a firm uses its assets-, iv) net profit margin (NPM) -it measures the
residual profit once the operational expenses, interests, and taxes have been paid-, v) return on
assets (ROA) -measures the percentage return generated by the use of the total resources of a
company-, vi) return on equity (ROE) -measures the amount of profit a company makes relative

to the total capital contributed by shareholders-.

Furthermore, Demydyuk (2011) applied some additional indicators in the airline industry, in
particular: i) Profit before tax per seat, ii) Revenue per seat, iii) Cost per seat, and iv) Cost per
seat excluding fuel. They are aligned with the ones by Zhu (2011) who included in his study i)
cost per available seat mile, ii) salaries, iii) wages, iv) benefits per available seat mile, v) fuel
expenses per available seat mile, vi) fuel cost, and vii) gallon used. The paper by Prissia and
Mardawiyah (2019) included ROE, CR, TAT, and also incorporated return on investment (ROI),
cash ratio (CAR), collections period (CP), inventory turnover (IT), and total equity to the total
assets (TETA).

Renolda et al. (2019) considered total operating cost (TOC), total operating revenue (TOR), net
profit/loss, and net profit margin (NPM). Kang (2017) used CR, IT, NPM, along with quick ratio
(QR), accounts receivable turnover ratio, net profit growth, net profit margin of assets, net growth
rate of net assets, the ratio of main business income growth, debt-to-equity ratio, and assets

liability ratio.

3.3. Validation of models’ assumptions

Shapiro-Wilk is a statistical normality test. In this case, the Shapiro-Wilk test generated a statistic

of 0.8660 and a p-value of 1.9265e-08 > 0,05. This revealed significance results, therefore we
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reject the null hypothesis of normality since its p-value is less than 0.05. Nevertheless, this is not
conclusive proof since Figure 9 indicates that there is robust normality. The problem of
significance in the test is the existence of an outlier that makes the test for normality significant
since this test is based on the Skewness and Kurtosis of the data. In that way, the outlier affected

both asymmetry and kurtosis of data.

This can be verified in Figure 9A Data distribution, which looks like a symmetrical bell-shaped
density plateauing along the x-axis. Besides, in Figure 9B Q-Q plot, almost all the data are aligned
guantile by quantile, since the theoretical quantiles of the normal and the observed quantiles are

aligned on the ideal red line.

Figure 9: Normal results
9A: Data distribution 9B: Q-QPlot
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Breusch Pagan is a test of Homoscedasticity. It focuses on the constant variance of the errors. In
this case, the Breusch Pagan test generated a statistic of 1.6648 and a p-value of 0.0766 > 0,05.
It implies that this Homoscedasticity test turned out to be not significant, therefore, we do not
reject the null hypothesis of homoscedasticity, since its p-value is less than 0.05, but the value
obtained is very close to significance. This may be because the existence of exogenous values

that affect the target variable over time, that are not contemplated in the current model.

Finally, Durbin-Watson is an error autocorrelation test. It takes a value between 0 and 4. Values
close to 2 indicate that there is no correlation. On the one hand, values from zero to close to 2
indicate the existence of a positive correlation. On the other hand, values from above 2 to 4
indicates a negative correlation. In this case, the Durbin-Watson test generated a statistic of 1.58.
It turned out to be in the range between 1.5 and 2.5, therefore, there does not exist a significant

autocorrelation of errors affecting the current model.




4. Findings and results

This chapter analyses the data obtained from the thirty (30) respondents derived from the thirty-
four (34)?? collected -sixteen in English and eighteen in Spanish-, and the financial information -
profitability, return on assets, return on equity- collected from fifteen LCAs: i) Ryanair, ii) EasyJet,
iif) Norwegian Air, iv) Wizz Air, v) Jet2.com, vi) Air Baltic, vii) Vueling, viii) Pegasus Airlines, ix)
Southwest Airlines, X) Spirit Airlines, xi) Allegiant Air, xii) JetBlue, xiii) WestJet, xiv) Volaris, and

xv) Viva Aerobus.

From the demographic analysis of participants who attended the questionnaire, it is evidenced
that most of the respondents (24) have a seniority of over 10 years. In addition, most of them
have positions as Chief Financial Officer (7), Planning and Budget managers (3), Accountant (3),
and Controller (3), with the participation of one CEO?%, and one CSO?*. Master is the maximum
and most common level of formation (27), and the principal areas of formation are Accounting
(16), Engineering (5), and Business (4). Responses are representative of the diverse business
models that composes this industry, especially LCAs (26), FSAs (3), and hybrid model (2). This
is a strength of this study because of their experience and professional trajectory in the airline

industry, along with their participation in diverse business models.

Furthermore, concerning the areas in which respondents would like to receive additional
information to support decision-making, the top three were for SMA (21), strategy (17), and
forecasting (14). This situation puts in evidence the importance of developing studies on SMA
and strategies to promote its implementation by companies, in this case, LCAs. This is due to
these topics can provide additional information to support strategic decision-making and strategic
management, and information on strategy which is essential in this industry characterized by

prominent levels of competition.

In reference to the current use of the sixteen SMATs by Cadez and Guilding (2008), SMATSs with
high importance for the analyzed LCAs by the mean score are i) strategic pricing (5,7), ii)
benchmarking, competitive position monitoring, and competitor performance appraisal (5,6), and
iii) integrated performance measurement and strategic costing (5,3). These results are aligned
with the ideas of Brueckner and Singer (2010), Shut and Waring (2010), Badicu and State (2016),

Southwest Airlines annual report (2019), Spirit Airlines annual report (2019) in chapter 2, where

22 After matching the answers with the respective airlines.
2 Chief Executive Officer.
24 Chief Strategy Officer.
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these authors and LCA pointed out that the airline industry is highly competitive. Likewise, these
results are also aligned with previous studies. Guilding et al. (2000) found that SMATS related to
competitor accounting and strategic pricing were the most used SMATS in the United States, UK,
and New Zealand. The same results were obtained by Tillmann and Goddard (2008). Cadez and
Guilding (2007) found that SMATSs related to competitor accounting were the most used in
Slovenia and Australia.

On the other hand, the four SMATs with low importance are i) Lifetime customer profitability
analysis (3,7), ii) valuation of customers as assets (3,8), iii) customer profitability analysis, and
brand valuation (3,9). Regarding brand valuation, during the literature review and company
reports, it was not identified any strategy related to brand strengthening in airlines. In addition,
the three SMA techniques related to customer accounting are not important for airlines. In LCAs,
it could be due to the non-existence in many cases of loyalty programs to retain customers and

the absence of high-level customer service.

Finally, concerning the most important SMATSs to be used in the next five years by the studied
LCAs, results allow us to infer that they are i) Strategic pricing (6,3), ii) Competitive position
monitoring (6,1), and iii) Benchmarking, competitor cost analysis and competitor performance
appraisal (5,9). On the other side, the less important SMATS to be used in the next five years are
i) Valuation of customers as assets (4,1), ii) Lifetime customer profitability analysis (4,2), iii)
customer profitability analysis (4,6), and iv) Brand valuation (4,6). In addition, it is crucial to
highlight that all the SMATSs in the next five years will have a mean score over the average of 4.0.
In that vein, the expectation is to increase its usage in the studied LCAs.

Figure 10: Strategic decisions made by airlines

Strategic decisions made by the airline
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Routes to operate
Cost control
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Source: Author owns elaboration

One of the main contributions of this dissertation is related to the identification of the strategic

decisions made by LCAs. This should be the essential point before establishing the contributions

]
43 |

—



of SMA to the decision-making and financial performance of companies, identifying links between
key decisions and information supporting them. They are presented in Figure 10.

4.1. Hypotheses and Models Testing

With reference to the significance of the model, the classic statistical regression metrics -R?,
coefficients, p-values, and t-values - were applied to analyze the fit of the models (Bruce et al.,
2020). Firstly, the SEM were tested using R2. It is a coefficient of multiple determination which
takes a value between 0 and 1; it is commonly used as a measure of the model which explains
data variation (Draper & Smith, 1998). It can also be understood as a coefficient of determination
that represents the proportion of variation in the dependent variable (Y) explained by the

independent ones (X); when it is close to 1 or -1, the model explains most of the variability of Y.

On the contrary, when R2 value is close to zero, the model is poorly specified; in these cases, it
could be improved by the addition of some supplementary independent variables (Montgomery
et al., 2012). In other words, a good prediction generates a high value of R2; a high R2 means a
high quality of predictions. The higher R2, the better predictions the model makes (Forsyth, 2018).
An Rz of 0,75 is considered substantial, 0,50 moderate, and 0,25 weak (Hair et al., 2022).

The coefficients establish the relationship existing between two variables. This is also called
coefficient of determination (Greener, 2008). In accord to Montgomery et al. (2012), a particular
coefficient (B) reveals the level of change in Y when Xi changes in one unit, remaining the others
Xj constants. It can take three forms: i) positive -larger X values imply larger Y values; smaller X
values imply smaller Y values -, ii) zero -no relationship-, and iii) negative -larger X values imply
smaller Y values-. When testing an individual coefficient, if Xi = 0, it must be removed from the

model because the lack of contributions to explain changes in Y.

Third, p-values are understood as an indicator of the level of significance; they express the
probability of obtaining results as unusual or extreme as the observed results (Bruce et al., 2020,
p. 103). In that vein, "A small p-value denotes that very few samples would display more extreme
behavior than what we saw, if the null hypothesis is true. More formally, the p-value that we
compute is described as an assessment of the significance of the evidence against the null
hypothesis. The p-value is smaller when the evidence against the null hypothesis is stronger”
(Forsyth, 2018, p. 164).

It is common to define that a maximum level of 0.05 is acceptable (p<0.05); that means we have

95% certainty that the relationship between variables is correct. When the p-value>0.05, it is
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necessary to increase the sample size -including additional data- to boost the significance. In the
same vein, small samples below 30, are more likely to generate an unacceptable p level (Greener,
2008).

Fourth, T-values related to indicator weights; its analysis allows us to determine if coefficients are
significantly different from zero. In that regard, for a significance level of 10%, the t-value must be
at least 1,645; for a level of 5%, the t-value must be above 1,96, and for 1%, the t-value must be
superior to 2,576 (Hair et al., 2022).

With that in mind, the information to test models was obtained through the application of 34
guestionnaires to senior managers of the studied LCAs. Besides, information on the financial
performance of 15 LCAs was included in the analysis. These data were expressed in several
currencies -USD, Euros €, Pounds £, Norwegian Kroner, Mexican pesos-. Initially, it was
necessary to eliminate the airlines that did not have enough available data, such as the Russian
Pobeda. After that, financial information was converted to USD using the tool investing.co,

considering the exchange rate on January 31, 2023.

Then, information for the diverse financial indicators was included in the analysis, for 15 LCAs,
and a period of two years, 2018 and 2019, the years closer to the time in which the questionnaire
was applied (2022). It was because financial information was collected for the period 2011-2019,
but the obtained results were not significant, especially for the huge variance of the data. In the
diverse models, indicators to measure the financial performance -profitability, ROA, ROE- were

the dependent variables, and the level of implementation of SMATs was the independent variable.

To test hypothesis H1, SEM establishes relationships between the use of SMATSs and the financial
performance of the studied LCAs; in this case, last is measure using Profitability, Return on Assets
(ROA), and Return on Equity (ROE). They are the indicators of financial performance that were
possible to calculate from the information obtained in companies’ annual reports, Statista and
EMIS. To test hypothesis H2, the mediator effect of the information provided by management
accountants -external, non-financial, and forward-looking- was incorporated. The models to test

hypotheses were run using the available free version of the software SmartPLS.
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Figure 11: Initial model before adjustment
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Testing the outer model

The outer model -measurement model- included one endogenous construct: performance; it is
measured through Profitability (Prof), Return on Assets (ROA), and Returno on Equity (ROE).
Furthermore, it includes five exogenous constructs: i) cost (SMATSs related to Costing), ii) pcp
(SMATS related to Planning, control, and performance measurement), iii) str (SMATSs related to
Strategic decision-making), iv) com (SMATSs related to Competitor accounting), and v) alpha
(SMATSs related to Customer accounting).

According to Ludviga and Kalvina (2016) the outer model explains the level in which each
construct is measured or how each set of indicators is related to their latent variable. To evaluate
the model the following factors must be examined: outer loadings (size and significance),
composite reliability, average variance extracted (AVE) or convergent validity, and discriminant

validity.




Table 5: Factors to evaluate the model

. . Average
,_ | Composite | Composite .
R-square | Cronbach’s e s variance
R-square . reliability | reliability
adjusted alpha (rho_c) (rho_a) extracted
- - AVE
0,590 0,505 0,790 0,871 0,977 0,709

Source: Author owns elaboration

This model exhibits a composite reliability that is considered satisfactory confirming good
construct reliability (rho_a = 0,977 > 0,7; rho_c = 0,871 > 0,7); it is supported by the Cronbach’s
alpha (0,790 > 0,7) also satisfactory. Furthermore, the average variance extract confirms the
discriminant validity of the measurement model (AVE = 0,709 > 0,5) (Hair et al., 2022; Lee et al.,
2011).

Finally, indicators cost3 -quality costing- and cost4 -target costing- have negative outer loadings,

and therefore must be deleted to fix the outer model.

Figure 12: Recalculated model
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After removing cost3 -quality costing- and cost4 -target costing-, factor loadings were obtained;

they range from 0,318 to 0,971, and all are positive as shown in Table 6.

Table 6: Factor loadings

cust com cost pcp performance str
Prof 0.971
ROA 0.971
ROE 0.485
coml 0.928
com?2 0.747
com3 0.794
costl 0.885
cost2 0.483
cost5 0.354
cus2 0.579
custl 0.676
cust3 0.999
pcpl 0.82

pcp2 0.791
strl 0.381
str2 0.318

str3 0.956
Source: Author owns elaboration

Construct reliability and validity

Following the ideas by Ludviga and Kalvina (2016), the convergent validity of the reflective
constructs is examined with average communality or AVE. This indicator should be at least higher
than 50%. In the model, AVE scores are depicted in Table 7. By the scores, com -competitor
accounting-, cust -customer accounting-, and performance are well above 0.5 and thus are

acceptable.

Table 7: Cronbach's alpha and AVE scores

Cronbach's Average variance extracted

alpha (AVE)
com 0.769 0.684
cost 0.169 0.381
cust 0.858 0.597
pcp 0.459 0.649
performance 0.790 0.707
str 0.378 0.387

Source: Author owns elaboration




Discriminant Validity embodies the extent in which measures of a given construct differ from
measures of other constructs in the same model. It can be measured by the ratio of correlations
Heterotrait-Monotrait (HTMT). HTMT is a ratio of the within-construct correlations to the between
construct correlations. All HTMT values should be lower than 0.85 for conceptually distinct
constructs and lower than 0.9 for similar constructs. According to the Table 8, the HTMT values
ranged from 0.221 to 1.106; for the values lower than 0.85 the validity is confirmed. Thus, the
discriminant validity is demonstrated by the HTMT method (Ludviga & Kalvina, 2016).

Nevertheless, from the HTMT ratio, discriminant validity problems according to the HTMTg.ss
criterions. This implied that the HTMT criterion detect the collinearity problems among the latent

constructs (multicollinearity) (Ab Hamid et al., 2017).

Table 8: HTMT ratio

HTMT com | cost cust pcp | performance
com

cost 0.757

cust 0.267 | 0.513

pcp 1.101 | 0.670 | 0.398

performance | 0.320 | 1.033 | 0.221 | 0.345

str 0.652 | 1.397 | 0.909 | 0.973 1.106

Source: Author owns elaboration

Shrestha (2020) defined the Variance Inflation Factor (VIF) as a measure of the level in which the
variance of the estimated regression coefficient is inflated in case that the independent variables
are correlated. A value of VIF =1 signifies that the independent variables are not correlated to
each other. When the value of VIF is 1< VIF < 5, it indicates that the variables are moderately

correlated to each other. The VIF are presented in the Table 9:

Table 9: Collinearity statistics (VIF)

VIF
Prof 5.633
ROA 5.738
ROE 1.183

coml 2.320
com2 1.695
com3 1.557
costl 1.033
cost2 1.030




cost5 1.007
cus2 2.312
custl 3.052
cust3 1.932

pcpl 1.097
pcp2 1.097
strl 1.103
str2 1.066
str3 1.039

Source: Author owns elaboration

Based on the previous results, although there are some deviations from the threshold quality
criteria, the model is ready for analysis. Based on the Bootstrapping analysis, some indicators are
not statistically significant: cost2, cost5, strl. Str2, cust2 (p-value > 0,1). Since the sample size is
small, it was decided to set the significance level at 90% (p-value < 0,1). In that regard, additional
adjustment of the model was done.

Figure 13: Final model
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Table 10: factors to evaluate the final model

R-square | Cronbach’s Corppt?s.lte Cortmpc.as_lte Avgrage

R-square adiusted aloha reliability | reliability variance
) P (rho_c) (rho_a) extracted AVE
0,600 0,517 0,790 0,876 0,948 0,714 \

Source: Author owns elaboration

The final model is used to make conclusions about hypotheses. The primary evaluation criteria
for SEM are R? results. R? values 0.75, 0.50 and 0.25 for endogenous latent variables indicate
substantial, moderate or weak predicting capacity. As seen from the previous Table, R? = 0,600
and; R? adjusted = 0.517, thus the model has moderate predicting capacity for engagement
(Ludviga & Kalvina, 2016).

As seen from the Figure 13 of the final model, it has a little better first-order model predicting
capacity for loyalty. The relationships between SMATSs related to Costing and Strategic decision-
making are positive and significant. In that vein, they positively and significantly affect the financial

performance of the studied low-cost airlines.

Table 11: Quality criteria of the final model

Cronbach's | Average variance

alpha extracted (AVE)
com 0.769 0.683
cust 0.818 0.707
pcp 0.459 0.649
performance 0.790 0.714

Source: Author owns elaboration

The convergent validity of the reflective constructs is examined again with average communality
or AVE. This indicator should be at least higher than 50%. In the model, AVE scores are depicted
in Table 11. By the scores, all of them are well above 0.5 and thus are acceptable, with the
exception of Cronbach’s alpha for pcp which is a little bit below 0.5. (Ludviga and Kalvina, 2016).

All HTMT values should be lower than 0.85 for conceptually distinct constructs and compensation,
and lower than 0.9 for similar constructs. According to the Table 12, the HTMT values ranged
from 0.32 to 1.101; for the values lower than 0.85 the validity is confirmed. Thus, the discriminant
validity is demonstrated by the HTMT method (Ludviga & Kalvina, 2016). However, from the
HTMT ratio, discriminant validity problems according to the HTMTggs criterions only applied for
the relationship com-pcp. This implied that for the majority of HTMT criterion does not detect the

collinearity problems among the latent constructs (multicollinearity) (Ab Hamid et al., 2017).
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Table 12: HTMT

com cost cust pcp | performance
com
cost 0.069
cust 0.288 | 0.106
pcp 1.101 | 0.064 | 0.34
performance 0.32 0.47 | 0.275 | 0.345
str 0.221 | 0.216 | 0.505 | 0.376 0.739

Source: Author owns elaboration

The VIF for this model are presented in the Table 13:

Table 13: Collinearity statistics VIF

VIF
Prof 5.633
ROA 5.738
ROE 1.183
coml 2.320
com?2 1.695
com3 1.557
costl 1.000
custl 1.919
cust3 1.919
pcpl 1.097
pcp2 1.097
str3 1.000

Source: Author owns elaboration

Results shows that Prof -profitability- and ROA -return on assets- are collinear, but this could be

explained by the nature of indicators.

Table 14: Inner model results: Path coefficients and P-values

Paths coefficient Standard P values | Decision on Hypothesis
Sample mean (M) | deviation (STDEV)
com -> performance 0.195 0.229 0.470 H1d rejected
cost -> performance 0.327 0.137 0.017 H1la supported
cust -> performance 0.032 0.200 0.981 Hle rejected
pcp -> performance 0.009 0.237 0.910 H1b rejected
str -> performance 0.529 0.18 0.001 Hlc supported

Source: Author owns elaboration

Based on the previous results, H1 is supported when the financial performance of the analysed
LCAs is explained by the implementation of SMATSs related to costing (H1a) and strategic

decision-making (H1c). On the other hand, H1 is rejected when the financial performance of the
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analysed LCAs is explained by the implementation of SMATSs related to competitor accounting
(com, H1d), customer accounting (cust, Hlc), and planning, control, and performance
measurement (pcp, H1b).

The model for testing H2 was run to identify the particular effect and its significance that the
existence of a management accountant as a provider of external, non-financial, long-term, and
forward-looking information has a mediator variable, on the financial performance of LCAs. The

initial model is depicted in the Figure 14.

Figure 14: Initial model for testing H2
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This model exhibits a composite reliability that is considered satisfactory confirming good
construct reliability (rho_a = 0,977 > 0,7; rho_c = 0,872 > 0,7); it is supported by the Cronbach’s
alpha (0,790 > 0,7) also satisfactory. Furthermore, the average variance extract confirms the
discriminant validity of the measurement model (AVE = 0,709 > 0,5) (Hair et al., 2022; Lee et al.,
2011). Indicators Quality costing and Target costing have negative outer loadings, and therefore
must be deleted to fix the outer model. Besides, some indicators must be removed from the model
because their outer loading are < 0,4, they are: Life-cycle costing, Value chain costing, Strategic
costing, and Strategic pricing. As a result of adjustments, the final model for testing H2 is

presented in the Figure 15.




Figure 15: Final model for testing H2
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This improved model shows a composite reliability that is considered satisfactory confirming good
construct reliability (rho_a = 0,944 > 0,7; rho_c = 0,876 > 0,7); it is supported by the Cronbach’s
alpha (0,790 > 0,7) also satisfactory. Furthermore, the average variance extract confirms the
discriminant validity of the measurement model (AVE = 0,714 > 0,5) (Hair et al., 2022; Lee et al.,
2011).

Concerning the structural model in the Figure 15, it presents an R? of 0,614, evidencing that
changes in the financial performance of the analysed LCAs are explained in 61,4% by the model.
Nevertheless, it also reveals that the mediator effect that the information provided by management
accountants is positive but not statistically significant (=0,132; p-value = 0,424 > 0,05). In that

vein, H2 is non-supported.

Plausible reasons for that result could be that the adoption of SMA by LCAs does not require the
presence of accountants. Maybe they are not aware of the business environment, they do not
understand the information needs of production and sales managers, and they do not identify the
right and useful practices to provide valuable information for decision-making (Hadid & Al Sayed,
2021).




Moreover, SMA must be understood as the responsibility of a team, not only of an accountant
(Abdullah et al., 2022). This is supported by Tillmann and Goddard (2008) when they stated that
the presence of other organisational players is crucial in the implementation of SMA. In previous
studies by Coad (1996), Lord (1996), Roslender and Hart (2003), Langfield (2008), they found

that SMA has been applied by companies without the presence of accountants.

Lastly, respondents were asked about several reasons for implementing innovative
management accounting practices like SMA in the LCAs they were working for. Results
show that the top three reasons are: i) improve performance (31 = 91.2%), ii) better
decision-making (29 = 85.3%), iii) improve strategic management (23 = 67.6%),
supporting that performance and decision-making are crucial factors related to the

adoption and implementation of SMA.

4.2. Validation of findings and results

One common way of validating results is triangulation. It relies upon the use of two or more
methods of data collection in the study of some aspects of human behavior, continuing with a
contrast between the information obtained from each of them. In the social sciences, they try to
map or explain in a more complete way, the richness and complexity of human behavior by
studying it from more than one point of view, making use of both quantitative and qualitative data.
In addition, a greater contrast between methods allows for greater confidence on the researchers’
part (Cohen et al., 2007). Validation results through triangulation of the information have been
applied in studies on SMA by Agasisti et al. (2008), Tillmann and Goddard (2008), and Hutaibat
et al. (2015).

The obtained results in this research illustrate that all the studied SMATs are applied by the
analyzed LCAs, with a focus on strategic pricing and the techniques that compose competitor
accounting. It is aligned with characteristics of SMA such as a focus on external information, and
one determinant of its usage which is a highly competitive environment. These results can be
compared with the ones of previous studies researching the relationships between SMA and
financial performance. Moreover, they also confirm results when respondents considered that
they would like to receive additional information on SMA, strategy, and forecasting to support

decision-making processes.
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Based on the literature review, studies that have identified strong and positive relationships
between SMA and financial performance are Chenhall and Langfield-Smith (1998, cited by Nejad
et al., 2017), Baines and Langfield-Smith (2003, cited by Nejad et al., 2017), Cadez and Guilding
(2008), Cinquini and Tenucci (2010), Cuganesan et al. (2012), Abdelmonein and Jones (2014),
Noordin et al. (2015), Zenita et al. (2015), Dmitrovi¢ and Suljovi¢ (2017), Nejad et al. (2017),
Turner et al. (2017), Apak and ve Duman (2020), Huyen et al. (2020),.Fahrizal et al. (2021),
Susilawati and Faisal (2021), Puyo et al. (2022), Saleh and Al-Nimer (2022), and Varzaru et al.
(2022). Results of this dissertation confirm that the same situation happens for the studied LCAs.

On the contrary, some studies have identified weak, contradictory, or not relationships between
SMA and financial performance, such as Nixon and Burns (2012), Lachmann et al. (2013), Ah
Lay and Jusoh (2017, cited by Puyo et al., 2022), Ahmad and Leftesi (2014, cited by Puyo et al.,
2022), Pitcher (2015, cited by Puyo et al., 2022), Fitria (2021), and Khan (2021).

After obtaining the results of the study, they were validated through some semi-structured
interviews with representatives of the airline industry, and one researcher with experience in
guantitative research. In that sense, Cadez and Guilding (2008) applied some interviews to
validate the results; Tillmann and Goddard (2008) developed some interviews to validate points
of view of respondents, and Lachmann et al. (2013) validated their results with an expert in the

hospital industry.

Interviewees are identified and characterized in the following way: l:: Chief Accounting Officer in
an FSA in Latin America, with more than 10 years of experience in the industry (He responded to
the questionnaire); I.: Revenue Management Chief in a LCA in Latin America. With more than 10
years of experience in the industry (He responded to the questionnaire); ls: Non-executive
director, with more than 30 years of experience as high director in the airline industry (He did not
respond to the questionnaire); l.: Head of Strategic Planning in a LCA in Asia. With more than 10
years of experience in the industry (He responded to the questionnaire); Is: Financial Planning in
a FSA in Latin America, with 3 years of experience in the industry (He did not respond to the

guestionnaire).

Interviews lasted between 20 and 40 minutes; they were developed online through a remote
connection. At the moment of the interviews, the interviewer was in Colombia, and the
interviewees were in Colombia, Mexico, Chile, Ireland, and Sri Lanka. To maintain the
interviewees anonymity, as suggested by Ma et al. (2022) and Mihaylova and Papazov (2022),

the interviews were not recorded, only the key points were noted. On the one hand, this creates
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the risk of losing some of the shared information. On the other hand, it encourages participation

and provides peace of mind to the interviewees.

First, a brief introduction about the objective of the study was presented. Then, results were
exposed and explained, and four questions were asked to receive their opinions about the
following factors: i) the most used and less used SMA techniques, ii) the criteria to measure
financial performance in airlines, iii) the roles of management accountants as providers of
strategic information, and iv) the reasons why, even though this industry has such low levels of

profitability, there are still investors interested in investing in them.

According to respondents, the most applied SMATSs currently in the studied LCAs by mean score
were Strategic pricing (5.7), Benchmarking (5.6), Competitive position monitoring (5.6), and
Competitor performance appraisal (5.6). On the other hand, SMATs related to customer
accounting were the least applied (all three below the average score of 4.0).

I1 confirmed these results and stated that the most crucial factor for LCAs is price because there
are few differentiations in service between FSAs and LCAs; in that regard, the price is a
determinant factor in decisions. Likewise, |, states that this is true because prices are a
controllable variable for LCAs through promotions and the design of fee structures, while costs
are important but not easy to manipulate in the short-term. Moreover, |4 confirmed it because
prices are commonly a strategic factor in any industry, and LCAs use additional charges i.e.,

luggage, to control passengers’ behavior and to facilitate operational efficiencies.

For 1, the airline industry is extremely competitive and focused on strategic pricing; thus,
sometimes LCAs offer low prices for increasing the use of capacity, because the key factor of
strategic planning is a good usage of aircrafts, measured with the load factor. Besides, ls considers

prices as an essential factor that dominates the industry.

In respect of Benchmarking and SMAs techniques related to competitor accounting, |1 points out
that this is true because airlines aggressively compete for a small margin, and they must target
every segment. I, contemplates that competence is essential because LCAs have been new
players in the market over the last 20 years. Therefore, if a LCA is in a market where it is new as
a disruptor, as the one breaking out paradigms, people could think that LCAs are unsafe, so you
always must take competitors as a reference, either a LCA or an FSA. |3 says that Benchmarking
could be close to Competitor position monitoring because their objectives are similar. However,

there are some peculiarities, for instance, Ryanair is the main LCA in Europe and it does not need
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Benchmarking; it is applied to small LCAs because they need to compare, while the largest ones

do not.

Concerning the low score of SMATS related to customer accounting, |1 considers that customer
service is a huge problem, even though airlines deployed crucial investments in this variable, but
customers usually do not identify them. I» confirms results because it is complex to know what
added value is perceived by passengers; if you are thinking in an LCA, your business model does
not consider analyzing customers. ls acknowledges that it is not surprising that customer
accounting has low scores; LCA is not the not the proper etiquette for low-fare airlines, where

ancillary services are crucial to generate revenues.

Is see that customers are not important enough because LCAs seek for economies of scale,
massifying the provided service despite low quality in it. Customers part of a base which is the
cheapest fare, although it does not include any additional service, so the objective for LCAs is to
obtain the highest load factor. The existence of specific and profitable customers is more difficult

than a general population of passengers.

Regarding the financial performance of LCAs and the best measurements to assess it, along with
some reasons of investors for continuing investing in companies of the airline industry which offers
low levels of profitability, I. declares that there are some particularities in the industry that
determine investment in it; the profitability is low -1%, 2%, 3%- and cost efficiency is a strategy
for getting higher profitability. It requires huge investments but generates small measures of
financial performance with Profitability, ROA, and ROE. |, asserts that profitability must be
fundamental for LCAs because it is a business which plays disruptive roles in the industry; market
share is crucial and businesses during their first years are not going to be profitable; they need a
maturation period, so indicators could support them, and the business model will determine the

profitability to be achieved.

I5 clarified that ROE depends on debt, high or low, and the shareholders' expectations. Besides,
ROA could be controversial because assets in a LCA are very expensive. In his opinion, the best
index to measure profitability in LCAs must be Cash Balance. This variable has a huge fluctuation
in the industry and LCAs must pay obligations in cash. In relation to ROA, ROI, and profitability,
I, see that all are needed even though they are small. Moreover, the airline industry is

characterized by low margin in percentage but in money it could be a huge amount.

Is stated that transport is a public good and many people need to transport for several reasons; in

addition, they can enter deals with travel agencies to sell charter flights. Key Performance
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Indicators are crucial for measure financial and operational performance -number of passengers,
the efficiency of fixed costs, and operational efficiency-, because they have a direct impact on
financial performance -less overhead, less fuel, less logistic costs, suitable number of transported

passengers to decrease unit fixed cost; it generates more profit.

Concerning roles played by management accountants encouraging the implementation of SMA
by LCAs, through the provision of external, non-financial, and forward-looking information, I,
commented that the compilation of information is not a duty of accountants, and they must
understand revenue by kilometer and costs of funding. I» highlights that it is true because
consulting is highly valued and is very well paid, reasons why it is very expensive for airlines;
LCAs do not hire a lot of consultancies because it is remarkably expensive, so receiving this
valuable information is especially useful, but at the right price. If you have more information, you
can transform it into knowledge of your market, into external values, and in the end that translates

into better management.

l4 perceives accountants as experts in this information -external, non-financial, forward-looking-,
and they validate information and transform data to become more comprehensible. Finally, Is
considers that a management accountant is both essential and not because the main added value
is provided by the data, especially about external info -cost per gallon, cost structure by
passenger-, and that could be the appropriate information to explain the numbers. It is crucial for
management accountants to understand how the industry works, how to obtain savings, and
determine financial strategies to manage with accounting information and know their impact on

profit and losses.

Finally, the results of this research with previous studies such as Guilding et al. (2000), Cravens
and Guilding (2001), Cadez and Guilding (2007), Cinquini and Tenucci (2007, 2010), Cescon et
al. (2019) and others were compared, permitting to identify that most of the SMATs are more used

now than at the time in which they were developed.




Conclusions

This doctoral dissertation aims to determine the effect that Strategic Management Accounting has
on the financial performance of Low-Cost Airlines, seeking to encourage its adoption,
implementation, and use for that kind of companies. Thus becoming the first empirical study in
the airline industry. First, SMA can be understood as the last stage in the development of MA,
seeking to provide information, which is external, financial, and non-financial, long-term, and
forward-looking. It should support decision-making and strategic management. Besides, it is an
interdisciplinary concept that integrates developments from MA, strategy, strategic management,

finance, marketing, and production, trying to face diverse critics and weaknesses of MA.

Second, the way in which SMA is deployed in organizations is through the implementation of a
set of techniques that have a strategic orientation. The most used collection of them is the one by
Cadez and Guilding (2008) which is composed for sixteen techniques divided in five groups: i)
costing, ii) planning, control, and performance measurement, iii) strategic decision-making, iv)
competitor accounting, and v) customer accounting. The adoption of these techniques could affect
financial performance and improve the decision-making processes, due to the provision of

strategic information supporting decisions and how companies are managed.

Third, from a theoretical perspective, it was found that over time, some theories have been used
to research on SMA. The most common are strategy -cost leadership, differentiation, and
focusing- and strategic management -to manage the changes and trends in the business
environment- the contingency theory -solutions to problems depend on particular factors that
characterized business context-, the contestable markets theory -markets are commonly
competitive and there are companies interested in being part of any market with positive
profitability rates-, the grounded theory -concepts and categories to study a topic could emerge
during the research process and the field study-, and the upper-echelons theory -organizations
reflect the values and personal characteristics of senior managers-. Nevertheless, there are
possibilities to contribute with other ideas continuing researching and deepening the study of this
topic by one additional theory: behavioral management accounting -accounting information

affects mentality and how senior managers make decisions and allocate resources-.

Fourth, from a methodological point of view, it was found that previous studies used linear
regression models and structural equations models to research the relationships between the use
of SMATs and the financial performance of companies. Moreover, they collected information

through questionnaires using a Likert-scale of five or seven points, along with some interviews to
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collect information and validate results. For the current research, structural equation models were
used to establish the relationships between SMATs and the financial performance of the studied
LCAs, generating significant results and showing its usefulness for data analysis in studies of this
type. The information used in the analysis was collected from LCAs’ financial reports, and the

application of a questionnaire using a seven points Likert-scale.

Fifth, regarding the practical implication of this doctoral dissertation that aims to identify the
impacts of SMA on the financial performance of the studied LCAs, results reveal that SMA
positively and significantly impacts the financial performance of the analyzed companies, in
particular for the techniques related to Costing and Strategic decision-making, supporting Hla
and Hlc. On the other hand, techniques associated with planning, control, and performance
measurement, competitor accounting, and customer accounting do not impact financial
performance (Hlb, H1d, and Hle). Correspondingly, and considering that previous studies
identified positive, weak, or no relationships among these variables, this study provides support

for both cases in regard to the analyzed LCAs.

Sixth, dealing with the first auxiliary question about the current status of the implementation of
SMATSs by LCAs, it was found that all the sixteen analysed have been applied, with higher scores
for strategic pricing, benchmarking, competitive position monitoring, and competitor performance
appraisal. Strategic pricing because this is a controllable variable for most LCAs; Benchmarking
in search of identifying the better practices of leading LCAs in the industry; Competitor position
monitoring determines possibilities to increase performance and efficiency, and Competitor
performance appraisal to identify financial strategies to be applied. On the contrary, the three
least suitable were brand valuation, customer profitability analysis, and valuation of customers as
assets. In fact, no interest was identified by the studied LCAs to increase awareness about the
brand. Profitability by customers is not applicable because of the lack of classes in their business

model, PLUS quality is not a key point for LCAs.

Seventh, a crucial contribution of this dissertation is respecting the most important SMATS to be
used in the next five years by the selected LCAs. Therefore, the top four identified are composed
of strategic pricing, competitive position monitoring, integrated performance measurement, and
competitor performance appraisal. By these answers, respondents recognize that both
competitors’ and own performance are relevant for their competitiveness and strategic
management. On the other hand, customer profitability analysis, brand valuation, and attribute

costing will be the least important, but their level of use will still increase.
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Eight, concerning the airline industry, it is centered on the air transport of passengers and cargo.
Itis also characterised by the presence of several airlines’ business models, such as FSAs, LCAs,
ULCAs, hybrid, regional, and charter. LCAs arose in the 1960s with Southwest Airlines in the
United States. Southwest Airlines was also the reference to extend the model in other regions
such as Ryanair in Europe, and Air Asia in the Asian market. Additionally, more recent
developments in Latin America have led to the emergence of other LCAs for instance, Gol Airlines
in Brazil, VivaAerobus and Volaris in Mexico, Viva Air in Colombia, and JetSmart and Sky Airlines
in Chile.

Ninth, in relation to the second auxiliary question associated with the main strategies of LCAs with
successful financial performance, it was identified that the LCABM seeks to generate benefits and
profitability by maximizing efficiencies and minimizing costs. Some crucial strategies for
maximizing efficiency are i) high aircraft utilization, ii) fast turnarounds, and iii) better occupation
rates. On the other hand, the essential strategies for minimize cost are i) direct book via website

or telephone, i) absence of unions, and iii) new generation of aircrafts that require less fuel.

Tenth, following on, it was observed that the cost structure of an airline depends on several
factors, including i) traffic -fuel, landing rates, handling, and airport charges-, ii) technical cost -
maintenance and spare parts-, iii) operating cost -service cost on board, cabin service-, iv)
commercial costs -marketing and distribution, sales offices abroad-, and v) other costs -staff cost,
depreciation, aircraft rentals, route charges, passenger cost and services provided-. Within this
set of LCAs cost components, the two most crucial within their cost structure are fuel and labor

cost.

The previous factors are complemented by punctuality, secondary and less congested airports,
high seat density, only one class, point-to-point network structure, less time around, and
generating revenues from all the ancillary services, including catering, seat assignation, luggage,
check-in at the airport, priority boarding, and offering plans, hotels, insurances, rent a car, among
others. Furthermore, some additional variables were identified as determinants of LCAs success,
in particular simplified fleet, strong pressure on labor productivity, direct book via website or
telephone, high aircraft utilization, absence of unions, short sector lengths, no-frills, new
generation aircrafts, reduced in-flight service, functional flexibility in staffing, lots of publicity,
minimum cabin crew, no connections, better occupation rates, similar treatment for all
passengers, no business lounges at airports, no luggage handling, no printed tickets, not

alliances, and no loyalty programs.




Eleventh, another essential contribution of this dissertation is the identification of the main
decisions made by an airline which are associated with prices/fares, routes, airports to operate,
capacity, frequencies, cost control, and to a lesser extent, fuel, handling, marketing, staff planning,
and outsourcing. Their identification should be the starting point of establishing relationships
between decision-making and SMA, solidifying the techniques that most contribute with
information to support each of them, to encourage their adoption and implementation by

companies, in this case, LCAs.

Twelftth, regarding the five competitive forces -buyers, suppliers, new entrants, substitutes, and
rivalry- by Michael Porter, LCAs must come up against the high power by travel agencies, aircraft
manufacturers, the amount of capital required, low levels of profitability, and fares. On the other
hand, they have a huge power related to customers, business account holders, alternative travel
options for long distances, especially overseas, and punctuality. This is an essential point that

also contributes to identifying the possibilities of SMA to support how LCAs managed them.

Thirteenth, in regard to the third auxiliary question, it was identified that respondents recognize
that SMA is very influential improving both decision-making and decision-implementation
processes. At the same time, these processes are highly influential on the financial performance

of the analysed LCAs.

Fourteenth, the mediator role played by a management accountant, as a provider of external,
financial and non-financial, long-term, and forward-looking information, was not significant and
thus H2 is unproven. In that sense, management accountants are perceived as important but not
necessarily key players in strategic management. Furthermore, SMA has been implemented by

companies without the presence of accountants.

Fifteenth, it was found that LCAs depend on environmental factors. On the one hand, LCAs in
Europe especially operate international flights attending the continents’ western, central, and
eastern geographical areas. Besides, they also make intercontinental flights connecting Europe
with North Africa, Asia, and America. Finally, they carry out operations in several currencies, such
as Euros, Pounds Sterling, Norwegian Kroner and Russian Rubles among others leading to
exchange rate risks. On the other hand, LCAs in the United States principally attend domestic
destinations. In addition, a small part of them connects North America with some destinations in
Latin America and the Caribbean. Lastly, most of their operations are carried out in American
USD.




Sixteenth, from the field study, which included fifteen LCAs from Europe, North America, and
Latin America, and responses from 34 representatives and senior managers in the airline industry,
it was established that to support decision-making, they would like to receive information on SMA,
strategy, and forecasting. This could be as a result of the prominent levels of competition that
characterise the airline industry. Moreover, respondents recognize the possibilities of SMA
helping that key function in LCAs.

The latter idea is confirmed by the fact that the three most used SMATSs by the analyzed LCAs
are strategic pricing, competitive position monitoring, and competitor performance appraisal. In
that sense, it is essential in the airline industry to pay attention to the strategies and actions
deployed by other competing airlines. On the other hand, the three least used are lifetime
customer profitability analysis, valuation of customers as assets, and customer profitability
analysis. This evidence confirms that for the analysed LCAs, customer service and the attributes

of the offered services are not important within their essential strategies.

Finally, there are some constraints in the roles played by accountants as providers of information
to support strategic decision-making and strategic management, that is provided by SMA. They
are associated with their lack of knowledge regarding strategy and the business environment,

limiting their possibilities to be key actors in strategic direction of companies.

Recommendations

Some recommendations are derived from this research. First, from a theoretical perspective, it
is crucial for academics and researchers to continue studying and researching SMA. This is
especially the case for developing countries because it provides essential information to support
decision-making by companies, decreasing the uncertainty of the business context, which
ultimately could result in more positive financial performance. Nevertheless, as stated by
contingency theory, the analysis in MA depends on specific factors that characterise every
industry and even company. In that vein, universities and business schools have certain
challenges related to the study and research on the topic. In addition, there is a lack of information
about the implementation of SMATSs by small and medium enterprises. Evidently, this could be a
research gap to address in the future. Certainly, there is a lack of research on several industries,
such as automotive, pharmaceutical, supermarkets, start-ups, among others, that could be

studied in the future to identify which SMATSs best fit their information needs.
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Second, it is also possible to develop research on SMA considering additional theories such as
behavioral management accounting. They could be complemented by fresh theories in data
science, blockchain, artificial intelligence, information technology, cloud computing, among
others. Furthermore, the information disclosure process -financial statements, annual reports,
management reports- is better in Europe and the United States than in Latin America. In that

regard, there are some constraints when the topic is studied in specific geographical regions.

Third, from a methodological perspective, for researchers, the study of SMA has been done
mainly from a functionalism perspective, trying to identify ways in which it contributes to solve
problems faced by companies. This is appropriate for the first stage of studies on a topic, but over
time, it is essential to carry out critical studies, seeking additional ideas to understand it from non-
classical theories. Moreover, research that applies an interpretative and critical approach could
be also interesting to identify other factors around the concept of SMA, such as tensions during
its implementation, the way in which it affects how information users and decision makers relate,
and reasons for failure of its adoption in processes (Larrinaga, 1999; Ryan et al., 2002), and SMA

as mechanisms of neoliberalism (Alawattage, 2024).

Fourth, based on the literature review, social and environmental factors have not been studied by
SMA until now; considering that at the present, they are analysed day by day, it is crucial to
identify reasons why these elements are not strategic for companies. Additionally, it is relevant to
study the controversies during implementation processes, i.e., its costs, actors involved, and skills
required, reasons for successful and unsuccessful processes of adoption. Likewise, this research
assessed financial performance of LCAs; future studies could study non-financial performance,
using some indicators like on-time performance, capacity utilization, available seat kilometer,

customer satisfaction, and product quality.

Fifth, the most common set of SMATSs used in empirical studies have been the ones by Guilding
et al. (2000), and Cadez and Guilding (2008). It is crucial for future studies to assess these
techniques, identifying if they are still providing strategic information, and trying to identify new
techniques with strategical orientation that could support strategic decision and strategic

management, to incorporate recent developments regarding them.

Sixth, structural equation models seem appropriate to study the financial performance of
companies and its determinants. In this vein, little is known about this type of tool, that according
to the literature reviewed on SMA, has intensified its use, and may shed some light to analyse the

relationships between financial and non-financial performance and its predictors. In this case,
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results were positive and significant for the analysed LCAs. However, its future application for
analysing data in other industries is pending. It could be complemented with studies on the main

challenges during the process of implementation of SMA.

Seventh, results of this doctoral dissertation cannot be generalized for the airline industry,
because of certain constraints collecting information entailed the application of non-probabilistic
sample rather than probabilistic one. In that regard, over the coming years, considering that airline
industry is recovering their operational and financial levels before the Covid-19, senior managers
may have more willingness to assist studies like this, contributing with crucial information to extent

the scope of results.

Eighth, from a practical perspective, it is crucial to research the integration of SMA with other
management functions like finance, planning, controlling, and marketing since they are involved
in strategic management. It can be argued that it is fundamental to continue inquiring on the
development of new SMATSs and tools supporting strategic decision-making. Moreover, there are
possibilities to study the application of SMA in non-profit organizations, and the impact of

technology and cultural differences on SMA practices.

Ninth, for accountants, the training processes on SMA are essential to create awareness and to
encourage the adoption and implementation of SMA by companies, processes that could be led
by accountants. According to interviewees, it is critical for management accountants to
understand how the business environment works and to analyse and interpret accounting
information in a broader context, without having to be defer to financial accounting. These training
processes by accountants could increase their participation in the decision-making processes,
and as key actors in the strategic spheres. Based on the experience of the author of this

dissertation, there is a lack of training on SMA in Latin American countries.

The previous ideas are aligned with Coad (1996) who collected some excuses by accountants for
discouraging SMA: i) they were not educated in strategy, ii) they don’t have played a major role
in strategy formation, iii) they avoid the challenge of unfamiliar work, and iv) SMA makes difficult
demands for information. In that sense, it is essential for future accountants to assume

challenging tasks, display intelligence, ingenuity, flexibility, and persistence.

Tenth, from an industrial perspective, for senior managers of LCAs, based on the results, it is
evident that they have applied a lot of SMATs to support strategic management, positively
affecting their financial performance. However, it seems that better customer service could be a

differential factor and a driver of competitive advantages for LCAs in the future. Therefore, it is
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expected that LCAs will use more SMATS related to customer accounting, such as customer
profitability analysis, valuation of customers as assets, and lifetime customer profitability analysis.
This information could support future customer focused strategies such as loyalty programs.
Besides, strategic pricing and competitor accounting will continue to be important for the analysed
LCAs, and perhaps others, because the airline industry will continue to be characterized by high
levels of competition and uncertainty.
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IEVADS

Pétijuma aktualitate

Dinamiskajai biznesa pasaulei Cetrdesmit gadu laika attistoties, uznémumi saskaras ar dazadam
problemam, kas izriet no globalizacijas, ekonomikas deregulacijas tendencém, spécigas vietéjas
un starptautiskds konkurences, razoSanas procesu izmainam, informacijas tehnologiju
sasniegumiem un pakalpojumu sektora izaugsmes. Saja konteksta ir radusies stratégiska
vadibas gramatvediba (turpmak SVG), lai apmierindtu uznémumu prasibas péc jaunas
informacijas. Uznémumiem ir nepiecieSama stratégiski orientéta informacija ar starpdisciplinaru
pieeju, kas apvieno vadibas gramatvedibu (turpmak VG), stratégiju, stratégisko vadibu,
marketingu, razoanu un finanses. ST gramatvedibas nozare sniedz informaciju, kas palidz

stratégisku Iemumu pienems$ana un atbalsta stratégisko vadibu.

SVG rada batiskas izmainas gramatvedibas uztveré organizacijas, palidzot veidot organizacijas
stratégiju, Iemumu pienemsanu un augstaka limena vaditaju un Iémumu pienéméju uzvedibu.
Tomér tas redzamakais ieguldijums uznémumu darbiba ir saistits ar stratégisku informaciju, kas
iegdta, izmantojot stratégiski orientétu metozu kopumu. Kop$ 1981. gada, nu jau vairak neka
cetrdesmit gadus, ST téma tiek padzilinati pétita, cenSoties stiprinat tas atbalstu stratégiskas
vadibas procesos, TpaSu uzmanibu pievérSot uznémumu finansu raditajiem. Neskatoties uz
nepilntbam SVG konsolidéSana un ievieSana, tas progress turpinas, un tas ietekme ir atkariga no

konkrétiem faktoriem, ar kuriem saskaras dazadas industrijas.

Sis pétijums ir veltits aviokompaniju industriijai: dinamisku sféru, kura dazadi biznesa modeli —
pilna servisa aviokompanijas, zemo izmaksu aviokompanijas, hibrida aviokompanijas, regionalas
aviokompanijas un carterreisu aviokompanijas — veido konkurences piesatinatu uznémeéjdarbibas
vidi, kuru raksturo augstas fiksétas izmaksas, zems rentabilitdtes Tmenis un sarezgitas operativo
darbibu jomas. Lai konkurétu $ada industrija, aviokompanijas izmanto vairakas stratégijas, lai
palielinatu efektivitati — darba raZzigumu, intensivu lidmasinu izmantoSanu, augstu noslogojumu
un samazinatu izmaksas. To nodroSina ilgtermina ligumi par degvielas piegadi, darbiba
sekundarajas lidostas, personala arpakalpojumi. Zemo izmaksu aviokompanijas (turpmak ZIA) ir
ienakusas tirgl un spéjusas pozicionéties dazadas vietas, kur tas darbojas. Analizéjot tam
raksturigo biznesa modeli, rodas jautajums, kas ir ta atskirigie faktori salidzinajuma ar klasiskajam
aviokompanijam (pilna servisa aviokompanijas - turpmak teksta PSA). Tapéc ir svarigi noskaidrot

8o uznémumu stratégiskos faktorus, kas padara tos veiksmigus.
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Pétijuma jautajumi, tézes, hipotézes, objekts un priekSmets

Galvenais pétijuma jautajums:

Kada ir stratégiskas vadibas gramatvedibas ietekme uz zemo izmaksu aviokompaniju finansu

rezultatus?

Galveno pétijuma jautajumu papildina tris papildu jautajumi:

1. Kads Sobrid ir stratégiskas vadibas gramatvedibas prakses ievieSanas stavoklis zemo izmaksu
aviokompanijas?

2. Kadas ir bijusas galvenas zemo izmaksu aviokompaniju stratégijas, kuram izdevies sasniegt
veiksmigus finansu raditajus?

3. Kura limeni stratégiska vadibas gramatvediba uzlabo zemo izmaksu aviokompaniju lémumu

pienemS$anu un lémumu istenoSanas procesus?

Galvenas tézes:

1. Stratégiska vadibas gramatvediba sniedz batisku informaciju, kas uzlabo augstaka limena
vaditaju [emumu pienem8anas procesu, ka rezultata tiek pozitivi ietekméti finansu rezultatus.

2. Vadibas gramatveza esamiba, kurs sniedz aréju, nefinansialu un uz nakotni vérstu informaciju,
ir mediators, kas ietekmé stratégiskas vadibas gramatvedibas ietekmi uz zemo izmaksu
aviokompaniju finansu rezultatiem.

3. Stratégisku Ilémumu pienemsSana ka butiska stratégiskas vadibas gramatvedibas sastavdala

tieSi ietekmé zemo izmaksu aviokompaniju finansu rezultatus.

Hipotézes: Lai atbildétu uz pétijuma jautajumu, promocijas darba analizétas sekojo3as

hipotézes:

H1: Stratégiska vadibas gramatvediba tieSi ietekmé zemo izmaksu aviokompaniju finansialos
rezultatus, ir iesp&jams izmeérit tas ietekmi un noteikt ietekmes virzienu.
H1la: Stratégiska vadibas gramatvediba, kas saistita ar izmaksu noteik$anu, tiesi ietekmé
zemo izmaksu aviokompaniju finansu rezultatus.
H1b: Stratégiska vadibas gramatvediba, kas saistita ar plano$anu, kontroli un snieguma
mérisanu, tieSi ietekmé zemo izmaksu aviokompaniju finansu rezultatus.
Hilc: Stratégiska vadibas gramatvediba, kas saistita ar stratégisku lemumu pienemsanu,
tieSi ietekmé zemo izmaksu aviokompaniju finanSu rezultatus.
H1d: Stratégiska vadibas gramatvediba, kas saistita ar konkurentu gramatvedibu, tieSi

ietekmé zemo izmaksu aviokompaniju finandu rezultatus.
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Hle: Stratégiska vadibas gramatvediba, kas saistita ar klientu uzskaiti, tiesi ietekmé zemo

izmaksu aviokompaniju finansu rezultatus.

H2: Vadibas gramatvedim, kas sniedz aréju, nefinansialu un uz nakotni vérstu informaciju, ir
mediatora loma stratégiskas vadibas gramatvedibas ietekmé uz zemo izmaksu aviokompaniju

finanSu rezultatiem.

Pétijuma objekts: zemo izmaksu aviokompanijas.

Pétijuma priekSmets: Stratégiskas vadibas gramatvedibas ietekme uz finansu rezultatiem.

Svarigakie argumenti promocijas darba

SVG ir starpdisciplinars jédziens, kas atspogulo VG attistibas pédéjo posmu un sniedz butisku
informaciju, lai atbalstitu IEmumu pienemsanu un stratégisko vadibu. ST informacija ir ilgtermina,
finansiala, nefinansiala, aréja un uz nakotni vérsta, tiesi savienojot uznémumus ar to biznesa
kontekstu, turklat VG integrégjot ar stratégiskas vadibas un Iémumu pienem3anas procesiem. Saja
promocijas darba SVG ietekmi uz analizéto ZIA finanSu rezultatiem var izmérit, identificejot o
uznémumu ieviestas stratégiskas vadibas gramatvedibas metodes (SVGM).

Darba ir identificétas seSas teorijas kas palidz izprast to, k& SVG darbojas, un kads ir tas
ieguldijums labaku Iemumu pienemsSanas procesos: i) Stratégiskas vadibas teorija, ii) situacijas
vadibas teorija, iii) iekarojamu tirgu teorija (no anglu val. contestable markets theory), iv) pamatota
teorija, v) augstako eSelonu teorija, un vi) uzvedibas vadibas gramatvedibas teorija. Pirmas
piecas no minétajam ir klasiskas teorijas Sis témas izpétei, bet pédéjo autors piedava
apldkoSanai un raksturoSanai, lai veicinatu turpmakos pétijumus par SVG.

Viena no visbiezak identificétajam pétijumu nepilntbam literatiras apskata ir empirisku pétijumu
trikums saistiba ar SVG, jo TpaSi tadu, kas ietver plaSu metozu klastu. Pamatojoties uz So izpéti,
tika konstatéts, ka [1dzSingjie pétijumi ir bijusi vérsti uz viesnicam, slimnicam, raZoSanas
uznémumiem, universitadtém, bankdm un lauksaimniecibu. Tomér trokst pétijumu par
aviokompaniju industriju. Saja disertacija ir atrodami vairaki empiriski atklajumi un secinajumi
attieciba uz ZIA.

Zemo izmaksu aviokompaniju biznesa modeli (turpmak ZIABM) raksturo efektivitates
palielinaSana un izmaksu samazinasana, izmantojot virkni metoZu un stratégiju, kas lauj tam iegat
konkurences prieksrocibas salidzindjuma ar PSA. ST prakse ir apzinatas un apkopota $aja
disertacija. Aviokompaniju industriju raksturo augsts konkurences limenis, intensiva [idzek|u

izmantoSana un jutigums pret nekontroléjamiem faktoriem, pieméram, laikapstakliem, finanSu
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krizi, politisku nestabilitati, pandémiju, izmainam pasazieru gaidas un degvielas izmaksam. Tas
rada daudzus kritiskus faktorus, kas japarvalda augstakajiem vaditdjiem industrija. Sados
apstaklos tiek veidoti galvenie ZIA Iémumi, t.i., attiecib& uz cenam, marsrutiem, lidostam, kuras
darboties, un citi, un tiek analizéts, ka tos varétu pamatot ar informaciju, kas iegita no dazadam
SVGM.

Darba konstatéts, ka pétitajas ZIA no seSpadsmit analizéto SVGM kopas trispadsmit parsniedz
pasreizéja pielietojuma vidéjo raditaju. Turklat pétitajas ZIA vairak tiek izmantotas stratégiskas
cenas, etalonuzdevumi un tie, kas saistiti ar konkurentu uzskaiti — konkurentu darbibas
novértéjums un konkurentu darbibas uzraudziba. Tas ir saistits ar to, ka $o industriju raksturo
augsts konkurences [Tmenis, kas prasa ievéerot labako praksi. No otras puses, ar klientu uzskaiti
saistitas metodes - klientu rentabilitates analize, klientu rentabilitates analize sadarbibas laika un
klientu k& aktivu vértésana - ir vismazak nozimigas analizétajas ZIA. Tpasi tas attiecas uz analizi
tam kompanijam, kuru lidojumos ir tikai viena klase, un kuras daudziem trikst lojalitates
programmas. Tapat arT Sados gadijumos aviokompanijas veic atseviskus ieguldijumus klientu
apkalpo$ana, ko pasazieriem nav viegli nevertét. Darba arT atklats, ka nakamajos piecos gados
visas seSpadsmit SVGM Sajas ZIA tiks izmantotas vairak neka vidéji, ieskaitot tas metodes, kas
saistitas ar klientu uzskaiti. Tadejadi SVG arT turpmak parskatama nakotné bls svariga

analizétajam ZIA.

Pétljums atklaj, ka vadibas gramatvezi, kas sniedz aréju, nefinansialu un uz nakotni vérstu
informaciju, ir galvenie dalibnieki SVG |émumu pienem8ana, ievieSana un izmantoSana
analizétajas ZIA, taCu vinu darbiba nav nozimiga attieciba uz SVG ietekmi uz uznémuma finansu
rezultatiem. Tomer intervétie eksperti atzina, ka 31 loma ir batiska, lai izveidotu saikni starp
uznémeéjdarbibas vidi un ZIA stratégiskajiem faktoriem.

Visbeidzot, nemot véra to, ka dazi iepriekSejie pétijumi apstiprinaja, ka SVG pozitivi ietekmé
uznémumu finansialos raditajus, ka art respondentu viedoklis, secinoSas statistikas rezultati,

triangulacija |lauj apstiprinat, ka SVG veicina labakus finansu raditajus pétitajas ZIA.

Pétijuma meérkis

Pétljuma meérkis ir noteikt stratégiskas vadibas gramatvedibas ietekmi uz zemo izmaksu
aviokompaniju finansu raditajiem, cen3oties veicinat tas ievieSanu un izmantoSanu Sada veida
uznémumos.

Sim mérkim ir pakartoti &etri sekundari mérki:
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1. Raksturot stratégiskas vadibas gramatvedibas jédzienu un stratégiskas vadibas
gramatvedibas metozu izvéli noteicoSos faktorus, lai atvieglotu tas izpratni un veicinatu
turpmakos pétijumus Saja téma.

2. Aprakstit zemo izmaksu aviokompaniju biznesa modela galvenas iezimes un stratégijas, kuras
pielieto zemo izmaksu aviokompanijas, lai saprastu, ka tas darbojas, un kada gramatvedibas
informacija ir nepiecieSama to veiksmigas darbibas atbalstam.

3. Salidzinat teoréetiskos secinajumus ar vairaku gadijumu izpéti par zemo izmaksu Eiropas un
Amerikas aviokompanijam, lai noteiktu stratégiskas vadibas gramatvedibas ietekmi uz pétito
zemo izmaksu aviokompaniju finanSu raditajiem.

4. Noteikt vadibas gramatveZu lomu zemo izmaksu aviokompanijas ka aréjas, nefinansialas un
uz nakotni vérstas informacijas sniedzéjiem, kas atbalsta stratégisku Iémumu pienemSanu un

stratégisko vadibu.

Galvenie uzdevumi 1.sekundara mérka sasniegSanai:

1. Sniegt stratégiskas vadibas gramatvedibas jédziena raksturojumu.

2. Apzinat un aprakstit galvenas teorijas stratégiskas vadibas gramatvedibas izpétei.

3. leklaut vienas papildu teorijas idejas, kas varétu sniegt ieguldijumu stratégiskas vadibas
gramatvedibas pétnieciba.

4. Veikt izmainas galveno stratégiskas vadibas gramatvedibas metozu kopuma kompektacija.

Galvenie uzdevumi 2.sekundara mérka sasniegSanai:

1. Izveidots aprakstu par to, ka darbojas aviokompaniju industrija.

2. Izstradat zemo izmaksu aviokompaniju biznesa modela raksturojumu.

3. Atklat zemo izmaksu aviokompaniju konkurences un veiksmes faktorus.

4. Identificét svarigakos zemo izmaksu aviokompaniju stratégiskos [émumus.

5. Aprakstit atseviSkas tendences aviokompaniju industrija attieciba uz ilgtspéjibu, maksligo
intelektu, masinmacisanos, naftas cenu noteicoSajiem faktoriem un kodu koplietoSanu.
Galvenie uzdevumi 3. sekundara mérka sasniegSanai:

1. Apzinat stratégiskas vadibas gramatvedibas ietekmi uz zemo izmaksu aviokompaniju finansu
rezultatiem.

2. Izpétit lemumu pienem$8anas un Iémumu TstenoSanas procesu ietekmi uz zemo izmaksu

aviokompaniju finansu radrtajiem.

]
5|

—



Galvenie uzdevumi 4.sekundara meérka sasniegsanai:
1. Noskaidrot, kadas ir vadibas gramatveZu lomas, kuri sniedz informaciju, kas ir aré&ja,

nefinansiala un uz nakotni vérsta, lai atbalstitu IEmumu pienemsSanas procesus.

Pétijuma metodes

Promocijas darba jauktaja pétijjuma (kvalitativaja un kvantitativaja) tika veikts literattras
apskats, péc nosaukumiem meklgjot publikacijas par SVG Science Direct un Scopus datubazes,
iegustot 82 vienibas laika posma no 1981.-2023.gadam, no kuriem analizé ieklauti 72. Tie tika
papildinati ar 21 rakstu un gramatu par VG. Informacija par zemo izmaksu aviokompaniju biznesa
modeli un aviokompaniju industriju tika iegita no gramatam, industrijas zinojumiem un daziem
zinatniskiem rakstiem, kas publicéti tajas pasas datu bazeés, kopa izmantojot 73 atsauces.
Galveno teoriju SVG izpété raksturoSanai izmantotas 45 publikacijas un gramatas. Visbeidzot,
tika izmantotas arT 25 publikacijas un gramatas par pétijumu metodologiju, kvalitativajiem un
kvantitativajiem pétijumiem. Kopéjais atsaucu skaits ir 236, ka arT ir ieklauti dazadi analizéto ZIA
finanSu parskati. Bez tam, lai apstiprinatu atklajumus, tika izstradatas piecas dalégji strukturétas
intervijas ar industrijas parstavjiem atbildigos amatos - aréjo direktoru, atbildigo par ienémumu
vadibu, galveno gramatvedi, stratégiskas planosanas un finansu planosanas parstavjiem.
Promocijas darba kvantitativajam pétijjumam sakotnéji tika izvéletas 24 zemo izmaksu
aviokompanijas, balstoties uz Skytrax 2019 apbalvoSanas rezultatiem - no tam 10 Eiropa, 10
Ziemelamerika un 4 Latinamerika. Precizakas atlases rezultata analize tika ieklautas piecpadsmit
ZIA. Finan8u informacija — ienémumi no pamatdarbibas, tira pelpa péc nodoklu nomaksas,
kopéjie akltivi, pasu kapitals, saistibas, rentabilitate, aktivu atdeve, pasu kapitala atdeve — tika
ieguta no vairakiem avotiem, pieméram, aviokompaniju gada parskatiem, korporativo timeklu
vietném, Statista majas lapas un lzglitibas vadibas informacijas sistémas (EMIS). Finansu dati
tika iegati vairakas valltas, pieméram, ASV dolaros, eiro, Lielbritanijas sterlinu marcinas un
Meksikas peso. Tas tika konvertétas ASV dolaros péc valutas mainas kursa, kas bija spéka
2023. gada 31. janvart..

Tapat art tika izmantota anketéSana, aptaujajot aviokompaniju industrijas augstaka limena
vaditajus finanSu, gramatvedibas, planoSanas, stratégijas un budzeta veidoSanas jomas. Ar tas
palidzibu tika analizéta vinu uztvere un viedoklis par VGT ievieSanas [imeniem, vinu ieguldijumu
lémumu pienemSanas procesos, stratégisko vadibu un vadibas gramatvezu lomu $ajos
jautajumos. AnketéSanaa tika izmantota septinu punktu Likerta skala - 1= neizmantots vispar, 7=
loti izmantots. Kopa tika iegitas 34 atbildes. Anketu veidoja 82 jautajumi, kas klasificéti devinas

sadalas, un tas iekSéja uzticamiba un konsekvence tika apstiprinata, izmantojot Cronbach alfa.
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Anketu apstiprinaja art divi pétnieki - viens spanu un viens anglu valoda, divi finansu direktori un
divi anglu valoda runajosSie - viens amerikanis un viens brits. Péc tam tika izmantota Python
valoda, lai veiktu aprakstoSo un secinajumu statistiku, izmantojot dazadus raditajus, ka ari

strukturalo vienadojumu modelédanu ar SmartPLS palidzibu.

Pétijuma ierobezojumi

Sis pétijums, ta atklajumi un rezultati aprobezojas ar analizétajiem ZIA, SVGM un teorijam, kas
ieklautas pétijuma ta, ka to skaidro Sekarans (2003) un Kohens u.c. (2007), kad tiek izmantota
nevarbutiga izlase. Turklat iegutos secinajumus nav lietderigi visparinat, jo VG pétijumos
visvairak tiek izmantota situacijas vadibas teorija, kas uzsver, ka nav universala risinajuma visam
problémam visos uznémumos. Gluzi pretéji, risinajumi, analize, secinajumi un rezultati ir atkarigi
no konkrétiem faktoriem, kas raksturo katru uznémumu, 3aja gadijuma pétito ZIA Tpatnibas.
Turklat intervijas tika konstatétas vairakas pétito ZIA darbibas Tpatnibas. Skapens (1992) norada,
ka nav pareizi visparinat gadijumu izpété iegitus atklajumus un secinajumus.

Turklat no 24 ZIA, kas tika pétitas, 12 tika izslégtas no pétijuma dazadu iemeslu dél: divas no tam
pétijuma perioda bankrotéja (Interjet, Wow Air), aviokompaniju grupas Airlines Groups
uznémumiem (Eurowings, Pobeda un Air Canada Rouge) nebija pieejama finanSu informacija
sadalijuma pa atseviSkiem uznémumiem. SeSas aviokompanijas nepublicé finansu informaciju
aréjiem lietotajiem (Sky Airlines, JetSmart, Viva Air, EasyFly, Frontier Airlines un Sun Country),
un, visbeidzot, viena, kas uzkrajusi finansialos zaud&jumus laika posma no 2011. Iidz 2019.
gadam (GOL). Tomeér pedéja pétijuma posma tika ieguta finanSu informacija par JetBlue un
Pegasus Airlines. Turklat Saja pétijuma tika analizétas ari attiecibas starp SVG un ZIA finanSu
raditajiem, ja to méra ar rentabilitati, aktivu atdevi un pasu kapitala atdevi. Lai palielinatu ZIA
skaitu, tika méginats ieklaut informaciju no Level Europe JetSmart un Wingo Latin America, tacu
to nebija iesp&jams iegut. Level pieder aviokompaniju grupai bez individualas informacijas par tas
uznémumiem, JetSmart nepublicé finandu informaciju, bet Wingo pieder aviokompaniju grupai,

kas arT atklaj konsolidétu, bet ne individualu informaciju.

Galvenie sarezgijumi pétniecibas procesa

Galvenie sarezgijumi ST pétijuma procesa bija saistiti ar datu iegiSanu no pétito ZIA augstaka
Tmena vaditajiem. Pé&tljuma sakuma bija paredzéts aicinat izpildit anketu vaditajiem, finanSu

vaditajiem un stratégijas, gramatvedibas un planoSanas direktoriem no 24 izvélétajam ZIA. Péc
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vairaku e-pasta zinojumu nosatiSanas augstakajiem vaditajiem un aviokompaniju
kontaktpersonam, vélak papildinatiem ar telefona zvaniem ar ligumu piedalities $aja pétijuma,
vini neizradija nekadu interesi taja piedalities. Uzrunatas personas atteikumu uzskatija par
normalu, jo lielais ZIA augstaka limena vaditaju skaits saskaras ar dazadam bazam saistiba ar
Covid-19 raditajam sekam, kas ievérojami samazinaja vinu vélmi un gatavibu piedalities jebkados
akadémiskos pétijumos. Tapat bija jasaskaras ar ierobezojumiem piekluvé dazadu Saja pétijuma
ieklauto ZIA finanSu informacijai. Tomér izpétes procesa rezultata tika konstatéts, ka daudzu
Eiropas un Ziemelamerikas ZIA savas timekla vietnés piedava daudz finansu informacijas. No
otras puses, ZIA Latinamerika neatklaj pamata finansu informaciju vai parskatus, pieméram,
finanSu parskatus vai vadibas zinojumus. Tas ir iemesls, kdpéc dazas no pétitajam

aviokompanijam tika izsleégtas no 8i pétijuma datu analizes.

Pétijuma periods

Literatliras apskata ir ieklauti un analizéti raksti par SVG laika posma no 1981. lidz 2023. gadam.
Sis periods sakas ar bridi, kad tika publicéts pirmais Keneta Simmondsa raksts par $o tému. Ar
So tému saistitas pétadmas teorijas aptver laika posmu no 1977. lidz 2022. gadam.

Attieciba uz aviokompaniju industriju un ZIABM $Saja pétijuma ir ieklauta akadémiska literatira un
atsauces no 1998. lidz 2023. gadam. ZIA finanSu informacija aptver laika posmu no 2011. lidz
2019. gadam, kas atbilst garakajam devinu gadu nepartrauktas izaugsmes posmam dazados
finandu raditajos aviokompaniju industrija XXI gadsimta. Pédégjie tris gadi (2020.-2022.) tika
izslégti, jo Covid-19 pandémija radija dazadas negativas finansialas sekas ZIA. ST iemesla dé|

minétie gadi tika izslégti, lai izvairitos no datu sagroziSanas.

Pétijuma zinatniska nozime un novitate

Sis promocijas darbs paplasina SVG teorétisko un organizatorisko pienesumu uznémumu
vajadzibam. No disciplinaras perspektivas 3 pétijuma zinatniskd nozime ir atkariga no
izkliedetu ideju identificeSanas un apkoposanas, kas saistitas ar batiskiem jédzieniem, teorijam,
ieguldijumiem, ierobezojumiem, to pienem3anu noteicoSajiem faktoriem, metodém,
starpdisciplinariem faktoriem un pétniecibas nepilntbam SVG izpété. Metodologiskas pieejas
zina Sis pétijums ir nozimigs, jo analizé apvieno primaros un sekundaros datus. Kvalitativa
informacija tika apkopota, izmantojot anketu anglu un spanu valoda, kas ir ieteicama pétijuma
metode, ja respondenti atrodas vairakos geografiskos apgabalos. Lielakaja dala jautdjumu tika
izmantota Likerta skala ar septinam iespé&jam, lai saglabatu zinamu kontroli par atbildem,

izvairoties no parak plasda atbilZzu diapazona. Pirms anketas izmantoSanas pétijuma to apstiprinaja
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spanu un anglu pétnieki, divi finansu direktori, viens anglu valoda runajoSais amerikanis un viens
britu anglu valoda runajoss brits. Tas iek3&ja uzticamiba tika apstiprinata, izmantojot Cronbach
Alpha. Turklat dati tika apstradati un analizéti, izmantojot Python un strukturalo vienadojumu
modeléSanu, izmantojot SmartPLS. Tapat &1 disertacija paplasingja ierobeZotos empiriskos
pétijumus par SVG un finanSu rezultatiem, ka tas ticis noradits Ojta (2014) un Kuona (2020)

promocijas darbos.

AnketéSanas procesa tika jautats par to, ka ZIA paslaik izmanto SVGM un cik nozimigas ir SVGM
uznémuma. Atsaucoties uz literatiras apskatu, par novitati uzskatams tas, ka $ads pétijums ir
pirmais, kura tiek noskaidrota to paredzama izmanto$ana nakamo piecu gadu laika. Bez tam
pétljuma tika iegita informacija par galvenajiem ZIA stratégiskajiem lémumiem, un kada ir
lemumu pienemsanas un Iémumu istenoSanas procesu loma analizéto ZIA SVGM pienems$ana,
ievieSana, izmantoSana un ieguldijuma to finansialaja darbiba. Strukturdlo vienadojumu
modeléSana (SVM) un daléja mazako kvadratu (DMK) metode tika izmantota, lai noteiktu
sakaribas starp SVG un pétito ZIA finansialo sniegumu, ka to ieteikusi Hadids un Al-Sajeds (2021)
un Abdelmoneins (2010) sava promocijas darba. legitie rezultati tika analizéti, interpretéjot R-
kvadratu koeficientus, to p-vértibas un t-vértibas, tapat tos apstiprinaja art pieci aviokompaniju

industrijas parstaviji.

ST promocijas darba novitate ir atkariga no SVG ievie$anas ITmena un ta pozitivas un batiskas
ietekmes uz pétito ZIA finansialo darbibu, jo literatiras apskata par SVG netika identificéti
iepriekSéjie pétijumi par So tému aviokompaniju industrija, Tpasu uzmanibu pievérsot ZIA. Kuona
(2020) promocijas darbs norada uz pétijumu nepiecieSamibu par SVG pakalpojumu sféra.
Akademiska perspektiva dazas publikacijas un daliba konferencés par SVG ir saistitas ar
Latinameriku, kas veicina tas izpéti Saja regiona, jo lielaka dala literatliras par SVG ir izstradata
Eiropa un Azija, bet par jaunattistibas valstim Latinamerika un spanu valoda trakst $adu pétijumu.
Saja konteksta promocijas darbs nodro$ina ietvaru SVG akadémiskajai izpétei un attistibai $aja
regiona. Sis pétijums identificéja pasreizéjo SVGM lietosanas limeni ZIA, aprékinot vid&jo punktu
skaitu un sarindojot tos. ST informacija ir salidzinata ar iepriek$&jo pétijumu rezultatiem, kurus
veikusi Gildings u.c. (2000), Kreivens un Gildings (2001), Kadezs un Gildings (2007), SinkuinT un
Tenudi (2007, 2010), Nuhu u.c. (2017) un Ceskons u.c. (2019). Teorétiskaja perspektiva Sis
pétijums ietver vienu papildu teoriju ar svarigdm idejam, kuras varétu apsvert turpmakajos

pétijumos par o tému - uzvedibas vadibas gramatvedibu.
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Pétijuma praktiska nozime

ST pétijuma praktiska nozime ir saistita ar informaciju, kas iegita par vadibas gramatvezu lomu
ka galveno dalibnieku aréjas, nefinansialas un uz nakotni vérstas informacijas sniegSana, kas ir
batiska, lai palidzétu uznémumiem darboties to uznéméjdarbibas vidé un atbalstitu stratégisku
l@mumu pienemsanu. Pé&tijums var bat virzitajspéks, lai ieklautu SVG biznesa skolu programmas
un tas pielietoSanu vairakas industrijas, kas atskiras no aviokompaniju industrijas, ka art ZIA citos
kontinentos, pieméram, Azija un Afrika. Tapat rodas iespé&jas palielinat biznesa konsultacijas par
So tému, sniegt stratégisku informaciju, kas atbalsta Iemumu pienems$anu un stratégisko vadibu
uznémumos. Tas ir batisks aspekts globalizétaja pasaulé, ko raksturo milziga iek$&ja un aréja
konkurence.

Sis pétijums, kura Tpasa uzmaniba pievérsta SVG izmanto$anai ZIA un tas ieguldijumam lémumu
pienem8ana un finan8u darbibas rezultatos, sniedz kvantitativus pieradijumus par to, cik liela
méra ZIA ievieS SVG, un kada ir tas ietekme uz finanSu rezultdtiem. Ta ka ZIA parveido
aviokompaniju industriju pozitiva virziena, tas var izmantot ka atsauci, lai pétitu So pasu teému art
citds industrijas, pieméram, naftas, kalnrGpniecibas, naftas kimijas rapnieciba, automobilu
rdpnieciba un citos transporta veidos, pieméram, vilcienu satiksmé, kas tiek plasi izmantota un ir
un populara Eiropa. Turklat Sis pétijums sniedz labaku izpratni par to, ka darbojas aviokompaniju
industrija, izmantojot Tpasu pieeju ZIABM, ZIA un to galvenajam stratégijam, galvenajiem
lémumiem un informacijas vajadzibam. Sis informacijas nozimiba ir neparvértéjama tadiem
industrijas [[deriem k& American Southwest vai Eiropas Ryanair un EasyJet. Tomér Latinamerikas
konteksta, kur lielaka dala ZIA joprojam ir jauni uznémumi, 8aja promocijas darba ir sniegtas
svarigas atzinas, kas lauj prognozét, ka tas darbosies nakotné, un stratégijas, kas jaizmanto, lai

saglabatu konkurétspégju.

Galveno rezultatu prezentacija starptautiskas zinatniskas konferencées
Zinatniskas konferences:

1. Suarez, J. (2024). La necesidad del pensamiento critico en el estudio de la contabilidad
estratégica: un debate pendiente. VIII Encuentro Nacional y Il Internacionald e Profesores de
Contaduria Publica. Universidad de Antioquia. Medellin-Colombia. (August 28-29, 2024).

2. Suarez, J. (2023). Efectos de la contabilidad estratégica en el desempefio financiero: caso
industria aérea. VI Congreso Colombiano de Costos y Gestion. Universidad de Antioquia.
Medellin-Colombia. (October 25-27, 2023).

3. Suarez, J. (2023). Critical thinking and strategic management accounting: a pending debate.
Critical Perspectives on Accounting Conference CPA. Canada and Colombia (July 24-26, 2023).
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4. Bastidas, L. & Suarez, J. (2023). Strategic management accounting: a case study of a utility
company. Brazilian Business Review Conference. Brazil (July 19-21, 2023).

5. Suarez, J. (2022). Lineamientos de Gobierno Corporativo y su aplicacién en aerolineas de bajo
costo: el caso de Ryanair. IV Congreso Internacional de Ciencias Economicas y Administrativas.
UNISANGIL-Colombia (2022).

6. Suarez, J. & Lépez, D. (2022). Contabilidad estratégica y su impacto en el desempefio
financiero: estudio de caso en aerolineas de bajo costo europeas. Sexto Congreso Global en
Contabilidad y Finanzas. Universidad Nacional de Colombia (2022).

7. Suarez, J. (2021). Learnings from strategic management accounting based on research gaps
and methods: a case study at the National University of Colombia, Glasgow-Scotland (May 19-
21, 2021).

8. Rojas, Y., Pefiaranda, M. & Suarez, J. (2021). La contabilidad estratégica como alternativa de
gestion para los activos intangibles. XXV Congreso Internacional de Ciencias Administrativas,
Universidad Nacional Autonoma de México (UNAM), (Oct 6-8, 2021).

9. Suarez, J. (2021). Operational and financial consequences of COVID-19 in the European
Airline Industry: the case of low-cost airlines. 14th Annual Scientific Baltic Business Management
Conference ASBBMC 2021 ECONOMICS AND BUSINESS: FORESEEING CHALLENGES AND
OPPORTUNITIES Riga-Latvia (2021).

10. Suarez, J. (2020). ¢(Qué nos dicen las teorias mas utilizadas para investigar sobre
Contabilidad Estratégica? Quinto Congreso Global en Contabilidad y Finanzas. Universidad
Nacional de Colombia (2020).

11. Suarez, J. (2019). Possibilities of the interpretive approach for strategic management
accounting research: a case study in a health institution. Eurasia Business and Economic Society.
29th EBES Conference — Hosted by ISCTE-IUL Instituto Universitario de Lisboa. Lisbon (October
10-12, 2019).

12. Suarez, J. (2019). El rezago en el estudio de la contabilidad estratégica en Colombia. |
Congreso Internacional de Ciencias Econdmicas y Administrativas. UNISANGIL-Colombia
(2019).

13. Suarez, J. (2019). Contabilidad estratégica y modelo de bajo costo en la industria aérea
colombiana: caso Latam. Ill Congreso Internacional en Administracibn de Negocios
Internacionales. Universidad Pontificia Bolivariana Bucaramanga-Colombia (2019).

Publikacijas
Nodalas gramatas:

1. Suarez, J. (2022). Lineamientos de Gobierno Corporativo y su aplicacion en aerolineas de bajo
costo: el caso de Ryanair. Memorias del 4to Congreso Internacional de Ciencias
Econdmicas y Administrativas. UNISANGIL. In edition process.
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2. Rojas, Y., Peflaranda, M. & Suarez, J. (2021). La contabilidad estratégica como alternativa de
gestion para los activos intangibles, Memoria del XXV Congreso Internacional de Ciencias
Administrativas, Universidad Nacional Autébnoma de México (UNAM).

3. Suarez, J. (2020). El rezago en el estudio de la contabilidad estratégica en Colombia.
Memorias del ler Congreso Internacional de Ciencias EconOmicas y Administrativas.
UNISANGIL. Libro Innovando desde las Organizaciones, Cap. 11, pp. 149-158.

4. Suarez, J. (2019). Contabilidad estratégica y modelo de bajo costo en la industria aérea
colombiana: caso Latam. Memorias del 3er Congreso Internacional en Administracién de
Negocios Internacionales. Universidad Pontificia Bolivariana Bucaramanga, pp. 260-283.

Zurnali:

1. Suarez, J., Ludviga, |. & Mavlutova, |. (2024). The role of strategic management accounting
techniques in the improvement of company’s financial performance: the case of low-cost airlines.
WSEAS Transactions on Business and Economics. (Accepted, SCOPUS).

2. Suarez, J. & Mavlutova, I. (2023). The impact of strategic management accounting on the
financial performance of low-cost airlines. WSEAS Transactions on Environment and
Development 19, pp. 786-797. https://wseas.com/journals/articles.php?id=8167 ( SCOPUS)

3. Suarez, J. & Lopez, D. (2023). Contabilidad estratégica y su impacto en el desempefio
financiero: estudio de caso en aerolineas de bajo costo europeas. Revista Contabilidad y
Auditoria  No. 27, Universidad de Buenos Aires-Argentina, pp. 73-102.
https://ojs.econ.uba.ar/index.php/Contyaudit/article/view/2690/3498

4. Suarez, J. (2022). Hallmarks of Strategic Management Accounting: Seeking to Support
Decision-making Processes, RISEBA Journal of Business Management Vol. 20.
https://journals.indexcopernicus.com/api/file/viewByFileld/1648844#:~:text=SMA%20has%20four%20k
ey%20functions,Inghirami%20and%20Scribani%2C%202015

5. Suarez, J. (2022). Contabilidad estratégica y profesion contable: algunas directrices para
potenciar el rol directivo de los contadores en las organizaciones, Revista Contaduria
Universidad de Antioquia No. 80, pp. 161-185.
https://revistas.udea.edu.co/index.php/cont/article/view/349845

Promocijas darba struktiura un apjoms

Sis promocijas darbs ir patstavigs pétniecisks darbs, kas sastav no ievada, Getram galvenajam
nodalam, kuras veido piecpadsmit apakSnodalas, secindjumiem, priek$likumiem, bibliografijas
saraksta un pielikumiem. Darba kopégjais apjoms ir 205 lappuses, taja skaita 30 tabulas, 34 attéli

un 15 pielikumi.

]
82 |

—


https://wseas.com/journals/articles.php?id=8167
https://ojs.econ.uba.ar/index.php/Contyaudit/article/view/2690/3498
https://journals.indexcopernicus.com/api/file/viewByFileId/1648844#:~:text=SMA%20has%20four%20key%20functions,Inghirami%20and%20Scribani%2C%202015
https://journals.indexcopernicus.com/api/file/viewByFileId/1648844#:~:text=SMA%20has%20four%20key%20functions,Inghirami%20and%20Scribani%2C%202015
https://revistas.udea.edu.co/index.php/cont/article/view/349845

1. Stratégiskas vadibas gramatvedibas teorétiskais ietvars

Saja nodala izklastitais saturs balstas uz SVG literatiiras apskatu, kas tika izvéléta no Science
Direct un Scopus datu bazém par laika posmu no 1981. lidz 2023. gadam. Pamatojoties uz
iegutajam publikacijam par SVG, konstatéts, ka $T joprojam ir jauna téma tas cela uz briedumu,
lai gan ieguldijjumu uznémumu stratégiskaja vadiba un tas stipras puses identificéjusi un
piedavajusi vairaki autori. Tapéc izpétes turpinajums $aja téma ir loti svarigs. Teorijas, kas

saistitas ar SVG izpéti, jau tika pieminétas iepriek§ darba ievada.

1.1. Teorijas stratégiskas vadibas gramatvedibas izpétei

Pirma teorija SVG izpété ir saistita ar stratégiju un stratégisko vadisanu. To interpreté ka darbibu
kopumu, kuru vaditji veic organizacijas, lai iegatu ilgtspéjigas konkurences prieksrocibas un lai
veiksmigi konkurétu tirgh. Ta ir saistita ar mérkiem, uzdevumiem un resursiem, kas nepiecieSami
mérku sasniegSanai. Literatiras apskats liecina, ka SVG tiek pla8i izmantotas Maikla Portera
aprakstitas konkurences stratégijas (Bromwich, 1990; Dixon & Smith, 1993; Lord, 1996;
Roslender & Hart, 2002; Mclellan, 2012; Nixon & Burns, 2012; Pavlatos, 2015; Manyaeva et al.,
2016; Turner, et al., 2017), ka arT Henrija Mincberga (Nixon & Burns, 2012) atzinas stratégiskas
vadibas joma. Porters (1987) konkurences stratégiju definéja ka panémienus, ar kuru palidzibu
radit konkurences priekSrocibas dazadas organizacijas biznesa vienibas, kuras ir japievieno
vértiba pircéju uztveré. Porters (1985) iepazistindja ar trim visparigdm stratégijam, lai iegitu
konkurences priek3rocibas: i) [ideriba izmaksu joma - vadiba, kas vérsta uz izmaksu kontroli, ii)
diferenciacija - uzmanibas pievérSana produktu un pakalpojumu ipasibam, un iii) fokuss - vérsts

uz noteiktu segmentu tirga.

Stratégijas jautajumu izpéte ir batiska, lai pétitu SVG, jo tas izpratne nosaka konkurétspé&ju un
stratégiskus lémumus. Stratégisku lémumu pienemSanai un konkurétsp&jas nodrosinasanai ir
nepiecieSama stratégiska informacija par konkurentiem, tirgu, produktu un pakalpojumu
tendencém, razoSanas tehnologiju un aréjo ieintereséto pusu gaidam, lai noteiktu, ka uznémumi
var konkurét noteikta industrija. Uznémuma pienemto stratégisko [émumu identificéSanai ir jabat
sakumpunktam, lai izveidotu saikni starp stratégiju un SVG. Tapat SVG sniedz informaciju, kas ir
aréja, finansiala un nefinansiala, ilgtermina un uz nakotni vérsta, un kas ir batisks avots planu
izstradei, konkurétspéjas nodrosinaSanai ndkotné un organizatorisku mérku sasniegSanas veidu
izstradei un uzraudzibai. Lords (1996), Roslenders un Harts (2002), k& arT Niksons un Bérnss

(2012) ir pieméri, kur notikusi pétijumi par SVG, kuros izmantotas stratégijas idejas.
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Viena no stratégijas izmantotajam masdienu pieejam ir saistita ar stratégisko vadibu. Stratégijas
empiriskas validacijas izraisito parmainu dél pétnieki “uznémeéjdarbibas politikas™ vieta
musdienas vairak pievérsusies “stratégiskajai vadibu” ka integralakai un empiriskakai disciplinai
(Schendel & Hofer, 1979, citéts no Bindra et al., 2019). Rezultata radas stratégiskas vadibas
jédziens, kas tiek saprasts ka socials process, kas pieskir jégu, un kuram ir kopiga izpratne par
situaciju un vienpratiba par to, kadas darbibas javeic (Weick et al., 2005, citéts no Grant & Baden,
2018). Saja konteksta afektivas zina$anas, ko raksturo spé&ja tikt gala ar personigam jatam,
emocijam, vérttbam, motivaciju un attieksmi, ir bdtiskas visos stratégijas veidoSanas procesa
posmos (Grant & Baden, 2018). Tada veida cilvéciskie un socialie faktori ietekmé un nosaka

stratégisko vadibu.

Empiriskas validacijas izraisito parmainu dél| stratégija pétnieki "'uznéméjdarbibas politikas™ vieta
musdienas vairak pievérsusies “stratégiskajai vadibai” ka integralakai un empiriskakai disciplinai
(Schendel & Hofer, 1979, citéts no Bindra et al., 2019). Dira un Dira (2018, citéts no Bindra et al.,
2019) un Fardzuna (2018, citéts no Bindra et al., 2019) jauna integréta skatijuma stratégiska
vadiba ir ... to parmainu, kas notiek aréja uznémejdarbibas vide, vadiSanas process’. Tadéejadi
“...uznémumi, izmantojot macisanas proceddras, rada nemateridlos resursus, tostarp
uznémeéjdarbibas kultiru, radoSumu, prasmes un zinaSanas™ (Bindra et al., 2019). Veicot
literatras analizi par SVG, ir parsteidzoSi, ka ir tikai dazi pétijumi, kas sevi satur idejas no
stratégiskas vadibas, pieméram, Diksona (1998), Broutzera un Rizena (1999) un Teiles u.c.
(2002) pétijumi.

Guvena (2020) raksta ir apkopotas dazas stratégiskas vadibas definicijas. Ta tiek definéta ka
vadibas panémiens, kas lauj noteikt nakotnes mérkus un uzdevumus visas organizacijas, kas
darbojas sabiedriskaja, privataja un bezpelnas sektora, un darbibas, kas javeic So mérku
sasniegSanai. Tam nepiecieSami 1pasi planoSanas, budzeta veidoSanas, ievieSanas, kontroles un
uzraudzibas mehanismi (Aktan, 1999, citets no Guven, 2020). Tompsons un Striklends (1987,
citets no Guven, 2020) norada, ka stratégiska vadiba ir process, kura vaditaji i) nosprauz
ilgtermina kursu, ii) nosaka darbibas mérkus, iii) ) izstrada stratégijas So mérku sasniegSanai
visos attiecigajos apstaklos un iv) Tsteno izvélétos ricibas planus. Galvenas aktivitates
stratégiskas vadibas joma ir: i) produktu un pakalpojumu efektivitates uzlabo$ana, ii) jaunu
produktu radiSana un iii) jaunu tirgu atraSana. Stratégiskas vadibas procesa bitibu nosaka gan
radoSums, gan inovacijas (Bonsu, 2019). Stratégiskad vadiba koncentréjas uz atbilstoSu
organizacijas resursu parvaldibu, censoties sasniegt mérkus un izpildit uzdevumus, Tstenojot

Tpasas stratégijas, lai konkurétu uznéméjdarbibas vidé. Saja sakara lémumu pienemsana ir
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batiska, un SVG meérkis ir sniegt informaciju, lai atbalstitu So procesu, un uzraudzitu dazadas

izmantotas stratégijas.

Oftra aplukojama teorija ir situaciju vadibas teorija (SVT, autora tulkojums jédzienam “contingency
theory” anglu valoda). Studéjot VG, tai uzmanibu pievérsa Otlijs (1980), un tas galvenais
pienémums ir tads, ka nav universali piemérotas gramatvedibas sistémas, ko izmantot visas
organizacijas jebkuros apstaklos, respektivi, nav universdlu risindjumu visam uznémumu
problemam. Citiem vardiem sakot, gramatvedibas sistémas situacijas faktori ir atkarigi no
konkrétiem apstakliem vai dazadiem iesp&jamiem mainigajiem: i) tehnologijam, ii) organizacijas
struktdras un iii) vides (Otley, 1980). Turklat Otlijs (2016) noradija, ka SVT radas 20.gadsimta 70-
tajos gados, lai izskaidrotu VG prakses daudzveidibu. Lidz ar to visi pétijumi VG pamata ir
kontingenti, jo tas mérkis ir noteikt, kad ir lietderigi piemérot noteiktu praksi konkrétos apstaklos,

ar kuriem saskaras organizacijas.

Rezuméjot, SVT ir lietderigi pétit SVG konteksta, jo tas ievieSana un ieguldijums ir atkarigs no
industrijas un uznémuma, kur tadi faktori ka nenoteiktiba un konkurétspéja nosaka
vispiemérotako prakSu kopumu. Turklat tas liecina par nepiecieSamibu veikt pétijumus dazadas
industrijas, lai noteiktu, kuras SVGM ir piemérotas kados apstaklos un konteksta, un kads ir to
galvenais ieguldijums stratégisko Iémumu pienemsana un stratégisko mérka noteikSana. So
teoriju SVG pétijumos izmantojusi Kadezs un Gildings (2008, 2012) un Nejads, Nezhads un
Abduls (2017).

Ka treSo ir jaapluko iekarojamo tirgu teorija (ITT, autora tulkojums jédzienam “contestable markets
theory” anglu valoda). To ir pétijis Baumols (1982), kurS konstatgjis, ka iekarojamos tirgos ir viegli
ieiet un no tiem iziet, tajos nav neatgriezenisku izmaksu un ievainojamiba pret ieieSanu “trieciena”
varétu veicinat labaku uzvedibu, 3ajos tirgos var gut panakumus un izvairities no razoSanas
neefektivitates. Heinrihs (2012) uzskata, ka iekarojamos tirgos pastav gan briva ienakSana un
izieSana, gan pastavigs potencialo konkurentu, kuri meklé pelnas iespéjas, apdraud&jums. Ir dazi
faktori, kas nosaka iekarojamibu: i) pelna industrija ir nulle, tatad pozitiva pelna piesaista
konkurenci, ii) nav neefektivitates, jo ta tiek kompenséta ar pozitivu 1stermina pelnu, iii) nevienu
produktu nevar pardot par zemaku cenu par to, kadas ir ta iegiSanas robezizmaksas, iv) nav
iespéjams noteikt agresivu cenu, jo cenas, kas parsniedz robezizmaksas, piesaistis tirgu jaunus

dalibniekus, un v) cenas vienmér ir vienadas ar robezizmaksam.

ITT izmantoSana SVG izpété ir batiska, lai saprastu, ka darbojas tirgi, un kapéc dazadi dalibnieki

iesaistas konkréta tirgd. Saja zina ir sagaidams, ka SVG sniedz informaciju, kas ir butiska, lai
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nostatos prett konkurentiem, un |lautu nodrosinat un uzturét konkurences priekSrocibas. BromvicCs
(1990), Diksons un Smits (1993), ka art Roslenders un Harts (2003) ir izmantojusi ITT idejas

savos pétijumos par SVG.

Ka ceturta aplikojama teorija ir pamatota teorija (PT), kura balstita uzskata, ka kada sociala
fenomena nozime, definicija un interpretacija ir atvasinata no pétitajiem objektiem un nav ieprieks
noteikta (Lawrence & Tar, 2013; Mills & Birks, 2014). Tadéjadi PT norada, ka teorijas tiek atklatas,
izstradatas un iegitas sistematiskas datu vakSanas un analizes, kas attiecas uz konkrétu
paradibu, rezultata (Strauss & Corbin, 1990).Tas pats attiecas arT uz art pamatojuma izveidi,
kategoriju integraciju un abstrakciju no datiem. PT atklaj teorijas, kas ir cieSi saistitas ar
pieradijumiem un balstas empiriskos datos (Orlikowski 1993; Eisenhardt 1989, citéts no
Lawrence & Tar, 2013). PT rezultati ir pieméroti SVG pétiSanai, jo ST pieeja lauj identificét
uznémumu prakses pastavéSanas un ievieSanas iemeslus, pienemtos |émumus pamatojoSos
argumentus, idejas par konkrétiem iespéjamiem faktoriem, kas ietekmé organizacijas, un datu
analizes rezultata iegitos secinajumus. Sadu pieeju SVG pétijumos izmantojusi Tilmans un
Godars (2008) un Hutaibats u.c. (2011).

Piekta ir augséjo eSelonu teorija (AET, autora tulkojums jédzienam anglu valoda “Upper-echelons
theory”). To izstradajusi Hambriks un Meisons (1984), kuri konstatéja, ka stratégija un tadi
organizacijas rezultati ka efektivitite atspogulo augstaka limena vaditaju vértibas®®. Tapéc
organizacijas sniegumu nosaka augstaka mena vaditaju stratégiskie lémumi (Hiebl, 2014).
Karpenters u.c. (2004) uzskata, ka augstakas vadibas komandu raksturo mehanismi un procesi,
ar kuriem tiek veidoti uznémuma rezultati. Tada veida Sis teorijas galvenie noluki ir tris: i) ta var
paredzét organizacijas rezultatus, ii) sniedz informaciju par augstaka llmena vaditaju atlasi un
attistibu, un iii) palidz prognozét konkurentu uzvedibu - to manevrus un atbildes gé&jienus
(Hambrick & Mason, 1984). Tomér Karpenters u.c. (2004) art ierosinaja tris galvenos $is teorijas
pienémumus: i) organizaciju izdaritas stratégiskas izvéles atspogulo spécigu dalibnieku vértibas
un kognitivo bazi, ii) 8&du dalibnieku vértibas un kognitivas bazes ir atkarigas no to
novérojamajam Tpasibam, pieméram, izglitibas, darba pieredzes, un iii) nozimigi organizatoriskie

rezultati ir saistiti ar So dalibnieku novérojamajam Tpasibam.

AET izmantoSana pétijumos par SVG lauj identificét un raksturot augstaka limena vaditaju
vértibas, kas ietekmé vinu léemumu pienemsanu, svarigus informacijas avotus, to, ka tiek pienemti

lémumi, k& arT noteikt, ka gramatvedibas informacija tiek izmantota IEmumu pienemsana. AET
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lauj noteikt iemeslus, kapéc augstaka limena vaditaji pienem vai izslédz atseviskas inovativas
darbibas, pieméram, SVG. Nejads u.c. (2017) ir izmantojusi AET ideju pétijjumos, kas saistiti ar
SVG.

Piecas aprakstitas teorijas ir klasiski izmantotas SVG pétnieciba. Lai veicinatu SVG izpéti no
starpdisciplinaras perspektivas, $aja promocijas darba ir piedavata viena teorija SVG pétijumiem

un to atbalstam: uzvedibas vadibas gramatvediba (UVG).

Uzvedibas teorija péta uzvedibas faktorus, kas nosaka [émumus, |lémumu pienéméju ricibu,
individualo uzvedibu, vélamo |émumu motivaciju, lémumu kvalitati un uzvedibas apsvérumus
noteiktu prak8u izmanto$ana (Nnanna, 2015). Saja konteksta gramatvedibas informacijas
sniegSana ietekmé& un nosaka lémumu veidus un to virzibu. Ar gramatvedibu saistitie faktori, kas
ietekmé lIemumu pienéméja ricibu, ir i) datu apkopoSanas [imenis, ii) periodu skaits, iii) parskata
forma un iv) informacijas precizitates limenis. Angejs (2017) uzskata, ka ta ir gramatvedibas joma,
kas saistita ar uzvedibu un gramatvedibas zinaSanam, kas vérsta uz to cilvéku attieksmi un
uzvedibu, kuri lBmumu pienem8anas procesa saskaras ar gramatvedibas fenomenu, izmantojot

gramatvedibas un uzvedibas zinatnu idejas.

Galvenas ar UVG saistitie jautajumi ir i) ka gramatvedibas informacija ietekmé cilvéku uzvedibu,
ii) vadibas kontrole — lidzdaliba budZeta, nefinandu pasakumi, vadiba un lidzsvarota vadibas
karte, iii) audits — revidenta un klienta sarunas, revidentu spriedumi un lémumu pienemsana, un
iv) étika — étisku Imumu pienems3ana, étiska orientacija un neétiskas uzvedibas racionalizacija
(Angay, 2017). Galvenais SVG ieguldijums ir saistits ar dazadas informacijas nodroSinasanu, lai
izprastu IEmumu kontekstu, lemumu pienéméju spriedumus, uztveri un sajutas, kas ietekme vinu
lBmumu pienemSanas procesus, un to, k& gramatvedibas informacija, prakse un reguléjums

nosaka un veido $os [éEmumus.

1.2. Stratégiskas vadibas gramatvedibas pamati, koncepcija un metodes

Saja nodala aplakoti svarigakie faktori, kas noteikusi SVG rasanos, ka ari apskatitas ar SVG
saistitas definicijas un metodes. SVG izpéte ir saistita ar organizaciju sastavdalam, kuras
jaraksturo pastavigu parmainu vidé un to ietekméjosSo faktoru kopuma konteksta - globalizacija,
vietéja un globala konkurence, tehnolodiju attistiba un multinacionéalo korporaciju klatbatne

(Mcwatters et al., 2001, citéts no AlMaryani & Sadik, 2012). Sados apstaklos stratégiskas izmaksu
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uzskaites un SVG metozu izmantoSana ir kluvusi par akuti nepiecieSamu darbibu visam

organizacijam to izdzivo$anai un izaugsmei sarezgita un mainiga vidé (AlMaryani & Sadik, 2012).

VG evoluciju cela uz SVG ir ietekméjusi dazada veida kritika attieciba uz VG, kas saistita,
pieméram, ar informacijas trkumu, kas atbalstitu organizacijas stratégiskos procesus un reagétu
uz jaunam problémam, kas izriet no tehnologijam (Johnson & Kaplan, 1987), dazadas problémas,
novértéjot organizacijas vadibas stratégijas aspektus (Atrill & Mc Laney, 2009), un
nepiecieSamiba ieklaut stratégiju organizacijas analizé (Langdfield, 2008). Sados apstaklos ka
atbilde minétajai kritikai paradijas SVG, ko raksturo sekojo$as galvenas iezimes: i) orientacija uz
vidi, ii) koncentréSanas uz konkurentiem, iii) ilgtermina informacija un iv) orientacija uz nakotni
(Guilding et al., 2000). SVG parvaréja plaisu, kas pastavéja starp VG un stratégisko vadibu, virzot
VG no finan$u jautajumiem uz daudzdimensionalaku pieeju (Ward, 1992; Roslender & Hart, 2002,
2003; AlMaryani & Sadik, 2012; Inghirami, 2014; Manyaeva et al., 2016).

Analizgjot literatlru, ir novérojama vienpratiba, ka par SVG koncepcijas iedibinataju uzskatams
Kenets Simmondss, kur$ bija pirmais autors, kur§ to pieminéja. Vin$ definéja SVG ka ar
uznémumu un ta konkurentiem saistitu VG datu sniegSanu un analizi, kas jaizmanto biznesa
stratégijas izstradé un uzraudziba (Simmonds, 1981). Bromvi¢s un Bhimani (1989) SVG trakté
ka finanSu informacijas analizi par i) uznémuma produktu tirgiem, ii) konkurentu izdevumiem, iii)
izdevumu struktdru un uznémuma stratégijas izsekoSanu, un iv) konkurences stratégiju $ajos
tirgos vairakos parskata periodos. Bromvi€s (1990) par SVG runa saistiba ar informacijas
snieg8anu attieciba uz i) uznémuma produktu tirgiem, ii) konkurentu izmaksam, iii) izmaksu

struktdru un iv) uznémuma un ta konkurentu stratégiju uzraudzibu Sajos tirgos vairakus periodus.

Saskana ar minétajam definicijam SVG ir saistita ar informacijas sniegSanu un analizi par
dazadiem iek$&jiem un ar&jiem mainigajiem, kas tiek uzskatiti par stratégiskiem?’. AtseviSkas
citas definicijas, kas izcel Iidzigus faktorus, ir devusi Vards (1993), Inness (1998, citéts no
Roslender & Hart, 2002), Agasisti u.c. (2008), SinkvinT un Tenuci (2010), Almarjani un Sadiks
(2012), Lahmans u.c. (2013), Nordins u.c. (2015), Manjajeva u.c. (2016), Alborovs u.c. (2017),
Dmitrovi€s un Suljovi¢s (2017), ICAN (2010b, citéts no Obohn & Ajibolade, 2017). Dermers (1990,
citéts no Lord, 1996), noradija, ka gramatvedibai ir tris lomas uznémuma stratégijas veidoSana.
Ta ir : i) diskursa valoda, ii) autoritdte, kas nosaka un uztur uzticamibu, un iii) stratégijas

vésturiskais konteksta skaidrotaja.

27 Tirgus tendences, tirgus cenas, tirgus dala, konkurentu izmaksu struktdra, produkti un pakalpojumi,
rentabilitates normas, stratégija, konkurétspéja.
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AtseviSkos jaunakajos rakstos SVG tiek aprakstita ka VG saikne ar stratégisko pozicionéSanu
(Alamri, 2019), un ka informacijas avots par uznémumu konkurences priekSrocibam un sniegumu
(Phornlaphatrachakorn, 2019), ka organizacijas sisttmas dala, kas sniedz informaciju, lai
atbalstitu stratégisku I[émumu pienemsSanas procesus, integréjot gramatvedibu un stratégiju
(Cescon et al., 2019). SVG nozimé starpdisciplinaru skatijumu, kas apvieno atzinas no
gramatvedibas, visparéjas un stratégiskas vadibas (Dugi, 2021). Ta ir ar uznémumu stratégisko
vadibu saistita gramatvedibas nozare, kas atbalsta augstaka limena vaditajus konkurétspéjigas
stratégijas formuléSana un stratégiskas planoSanas Tsteno$ana, lai veicinatu nepartrauktu
uznémuma attistibu (Shi, 2021).

SVG kontekstd mainas gan gramatvedibas, gan gramatvezu loma uznémumos, ta veicina
uznémumu stratégisko parvaldibu, ieklaujot aréju informaciju, kas ietekmé& uznémumu vadibu un
lemumu pienemsSanu globala un intensivas konkurences pilnd uznéméjdarbibas vidé. Sadi
apstakli pieprasa informaciju, ko gramatvediba sniedz Iémumu pienemSanas procesos, un
palielina gramatvezu lomu ka stratégiskas informacijas sniedzéju stratégiskas vadibas atbalstam.
Turklat SVG sniedz informaciju, kas palidz uznémuma stratégijas definéSana, ievieSana un
uzraudziba, ietekméjot ta finan3du raditajus. 1. attéla redzami galvenie faktori, kas saistiti ar SVG
jédzienu.
1.attéls: Galvenie faktori, kas saistiti ar stratégiskas vadibas gramatvedibas jédzienu

Vadibas gramatvedibas dati
Bizness

Kas ta ir? Biznesa stratagija
=  Jauna metode - pieeja- toposs lauks Stratégiskais plans
= Analize un informacijas nodrosinajums s Stratgizku lEmumu sagatavesana
- Datu iegﬁé-ana 1% Konkursnti
= Atbalsta instrumenti Ig Uznémuma If'md“k“{ti"Ei
Konkursntu izdewumi
- J' — E Uzneémuma un konkurentu stratégijas
’ ’ \ E Konkurentu izmaksas
sSVG ] - £ lzmaksu struktira
. . = MNakotnes izmainas tirgd
] -1 ] g Organizacijas vide
[ . L Cenas
II{adam vajadzibam? % pardosanas apjoms
= Biznesa stratégijas izstradei un uzraudzibai L Tirgus dala
= Parakas stratégijas izstradei Maudas plisma
- Stratégisku ldmumu pienemsanas atbalstam Resursu izmantosana
= llgtspéjigas kenkurences priekirocibas nodrosinasanai Finansu un nefinansu informacija

Avots: autora veidots

Uznémumi Tsteno SVG, ievieSot un izmantojot SVGM kopumu (2.attéls). STs metodes nodrosina
starpdisciplinaru ieguldijumu ar dazam vadibas metodém, pieméram, salidzinoSo novértéSanu un
integrétu snieguma mérisanu. Kadess un Gildings (2008) konstat&jusi, ka SVG ir pozitiva ietekme
uz sniegumu, jo ta pastiprina informacijas ietvaru. Kadess un Gildings (2012) norada uz augstu

SVG izmantoSanas limeni uznémumos, ja gramatvezi ir iesaistiti uznémumu stratégiskajos
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procesos. Nejads u.c. (2015) atklajusi, ka augsti izglitotu un pieredzé&jusu vaditaju vidia SVG
metozu izmantoSana ir biezak sastopama. Maklelans (2011) norada, ka uznémumi, kas izmanto
tikai parasto VG praksi, médz 1stenot zemo izmaksu stratégiju, savukart uznémumi, kas izmanto
ar attistitu VG praksi, pieméram, SVG, médz ievérot diferencéSanas stratégiju. Kuganesans u.c.
(2012) atklajusi, ka SVG ir pozitiva ietekme uz sniegumu.

2.attéls: Stratégiskas vadibas gramatvedibas metodes

attiecinamo izmaksu noteiksana

dzives cikla izmanksu noteikSana

— izmaksu noteik$ana kvalitates izmaksu noteikSana

vértibu kédes izmaksu noteikSana

salidzinosa analize

mérka izmaksu noteiksana |
integréta snieguma mérisana |

planosana,kontrole un
snieguma mérisana

stratégiska izmaksu noteiksana |

stratégisku Ilemumu

X . stratégiska izmaksu noteikSana
pienemsana

zimola vértibas noteikSana

SVG
met9des

-I konkurentu izmaksu noteikSana

-| konkurentu snieguma novértésana

|
|
|
konkurentu gramatvediba _n-l konkurentu pozicijas uzraudziSsana |
|
|
|
|

-| klientu rentabilitates analize
— klientu gramatvediba --I klientu dzivescikla rentabilitates analize
-I klientu ka aktivu novértésana

Avots: Autora veidots, balstoties uz Cadez & Guilding (2008).

Koljérs un Gregorijs (1995) identificeé divas galvenas SVG lomas: i) informacijas sniegSanu, lai
palidzétu izstradat stratégiskos planus, un ii) tirgus, konkurentu cenu struktiras un konkurentu
izmaksu struktiras uzraudzibu. Alborovs u.c. (2017) norada, ka ir nepiecie$ams turpinat SVG
pilnveidi, lai uzlabotu VG metodologiju, metodes, organizaciju un praksi. Tapat 1pasa uzmaniba
tiek pievérsta gramatvedibas darbinieku profesionalajai apmacibai, 1pasi profesionalo zinasanu

papildinadanai un misdienigu zinatné balstitu organizaciju veido3anai.

Neraugoties uz Iidz Sim aplikotajam atzinam, joprojam ir virkne stridigu jautajumu attieciba uz
SVG. Kadess un Gildings (2008) norada, ka konsensus attieciba uz SVG nozimi ir nosacits.
Neskatoties uz SVG ievieSanu, daudzos uznémumos nav paveikts pietiekami, lai rosinatu tas
praktisko pielietojumu (Obohn & Ajibolade, 2017). Tapat SVG jédzienam ir dazadi apzimé&jumi.
Pieméram, Raiens (1995) un Brousers un Ridzens (1999) lieto jédzienu “stratégiska

gramatvediba”, lai apzimétu SVG, atrodams arT jédziens “gramatvediba stratégiskajai vadibai”

—
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(Dixon, 1998), stratégiskas pozicionéSanas gramatvediba (Roslender, 1995) un stratégiska
izmaksu vadiba (Shank and Govindarajan, 1993). Pieejamaja literatira 3aja joma ir atrodami
atskirigi traktéjumi. Visbeidzot, SVG varétu dévét par akadémiskas iztéles rezultatu, jo SVG

metodes un elementi daudzos gadijumos jau ir atrodami uznémumos (Coad, 1996).

Runajot par stratégisko vadibas gramatvezu lomu, péc Ji un Tailza domam (2009, citéts no Cadez
& Guilding, 2012), viniem ir jabat aktiviem stratégiskas vadibas procesu dalibniekiem. SVG
pieprasa, lai gramatvezi ar dazadam lomam uznémumos izprastu visu uznémuma darbibu, Tpasi
to, kas saistita ar razosanu, pakalpojumu sniegSanu un stratégisko vadibu. Péc dazadu ar SVG
saistitu aspektu raksturojuma nakama nodala darba ir vérsta uz aviokompaniju industrijas un ZIA

izpéti.

2. Aviokompaniju industrija un zemo izmaksu aviokompanijas

Balstoties uz virkni publikaciju, kuras ievietotas Science Direct vai Scopus datu bazés, gramatam
un aviokompaniju zinojumiem, $aja nodala ir aprakstits, ka darbojas aviokompaniju industrija,
sniedzot atseviSkas atzinas, kas palidz labak izprast So industriju un tas finansSu raditajus.

Uzmaniba tiek fokuséta uz ZIA ka galveno pétijuma objektu.

2.1. Plasas atzinas izpratnei par aviokompaniju industriju

Biznesa konteksta aviokompaniju industrija piesaista uzmanibu, jo 30 industriju ietekmé dazadi
sareziti faktori un tai piemit cikliskas attistibas raksturs. Gaisa transports daudzviet ir kluvis par
iecienttako starptautisko celojumu veidu. Pagajusa gadsimta 80. un 90. gados daudzi braucieni
tika veikti, izmantojot auto, Gdens vai dzelzcela transportu. Tomér 21.gadsimta pirmas
desmitgades vidu 48% taristu celoja ar gaisa transportu, 2016. gada sasniedzot 54%, un
prognozes liecina, ka Iidz 2036. gadam tas pieaugs I1dz 62%, kad visa pasaulé bus vairak neka
2,4 miljardi starptautisko taristu (UNWTO, 2017; Leahy, 2017, citéts no O'Connell, 2019). Gaisa
transporta ricibas grupa (autora tulkojums apziméjumam “Air Transport Action Group” anglu
valoda, ATAG, 2014) ir identificéjusi vairakus faktorus, kas ietekmé gaisa transporta izaugsmi
pédéjas desmitgadés: i) iekSzemes kopprodukta, pieejamo ienakumu un dzives limena
pieaugums, ii) aviobileSu cenu samazina8anas efektivitates pieauguma un sivas konkurences
rezultata, iii) industrijas globalizacija kopa ar garas distances celojumu piedavajumu pieaugumu,
labaku infrastruktdru un aprikotiem lidaparatiem, un iv) ierobeZojumu atcelSana industrija, kas

lavusi taja ienakt jaundm aviokompanijam, pieméram, ZIA. 3.attéla ir atspoguloti dati par

]
o1 |

—



komercialo aviokompaniju tiro pelnu laika posma no 2006. lidz 2022. gadam, ieskaitot Covid-19

periodu.

3.attéls: Komercialo aviokompaniju tira pelna pasaulé no 2006. [idz 2022. gadam, miljardi ASV dolaru

36 342 376

27.3 26.4 293

g.z 10.7 '3.8

Net profit in billion US. dallar

Avots: Statista?®

Cetri galvenie aviokompaniju industrijas dalibnieki ir: i) parvaldes iestades, ii) lidostas, iii)
aviokompanijas un iv) pasazieri (Francis, 2006, citéts no Cento, 2009). Gaisa transports ir
industrija ar augstam fiksétajam izmaksam, kur cenas ir budtisks ierobeZojums daudziem
cilvékiem, tacu industrijas liberalizacija® ir lavusi radit gan jaunus pakalpojumus, gan jaunas
aviokompanijas (Dobruszkes, 2006; Taneja, 2008). Aviokompaniju industrija ir batiski ietekméjusi
sabiedribu, atstajot iespaidu uz trim nozimigiem faktoriem: i) cilvéku sazinas veidu, ii) kultdram
un iii) uznémeéjdarbibu dazados kontinentos. Industrija sasniedza 1 miljardu pasaZzieru laika
posma no 1930. Iidz 1987.gadam, 2 miljardus laika posma no 1988. lidz 2005.gadam un 3
miljardus pasazieru no 2006. Ildz 2013.gadam (O’Connell, 2019). Stratégijas aviokompaniju
industrija ir vél viens butisks aspekts. Tas veido$anu svarigakie ietekméjoSie faktori ir apkopoti
4.atteéla. Mérkis attieciba uz izmaksam ir to kontrole un méginajumi tas péc iesp&jas samazinat,

lai saglabatu priekSrocibas konkurencé (Wensveen & Leick, 2009).

28 https://www.statista.com/statistics/232513/net-profit-of-commercial-airlines-worldwide/
29 §js process aizsakas Amerikas Savienotajas Valstis pagajusa gadsimta 70. gadu beigas
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4.attéls: Stratégiju un konkurétspéju noteicosie faktori aviokompaniju industrija

Finansialie

Operacionalie <

ecenas
e&dinasana
eizmaksu komponentes

N

epunktualitate

ereisu biezums
eklientu apkalposSana
elidostu izmantosana
elidmasinu veids
eilgums

ekavésanas, sastréegumi
esédvietu blivums
eklases

esédvietu pieskirsana
\_ [ *marSrutu arhitektara

Avots: Autora veidots, balstoties uz Hunter (2006) un Wensveen & Leick (2009).

Industrija iesp&jams veikt arT Portera piecu spéku (2008) analizi. 1.tabula ir apkopotas galvenas
atzinas, kas saistitas ar katru no tiem. No vienas puses, Saja industrija ir vairaki spélétaji, kuriem
piemtt liels spéks, pieméram, celojumu agentlras un lidmasinu razotaji. No otras puses,

patérétaju un korporativo klientu ka pircéju spéks ir mazs.

1.tabula: Konkurences pieci spéki aviokompaniju industrija

Konkurences spéks

Aviokompaniju konteksts

Spéka novertéjums

Degvielas piegadataji

Pircaii Patérétaji Mazs spéks
g Korporativie klienti Mazs spéks
Celojumu agentiras Liels spéks

Piegadataii LidmaSinu razotaji Liels spéks

Vidéjs spéks

Edinasanas kompanijas

Vidéjs spéks

Jaunienacéji NepiecieSamie kapitalieguldijumi Liels spéks
Zems rentabilitates Tmenis Liels spéks

Aizvietotaji Atkariba no marsruta (vilciens, autobuss, pramis) Vidéjs spéks
Garas distances celojumiem nav alternativas Mazs spéks

. Pakalpojumu kvalitate Vidéjs spéks
Konkurenti Punktualitate Mazs spéks
Cenas Liels spéks

Avots: Autora veidota, balstoties uz Marketline (2018) un Porter (2008).

2.2. Zemo izmaksu aviokompaniju biznesa modelis un ta ietekme uz aviokompaniju
industriju

Fjeldstads un Snovs (2018) norada, ka biznesa modeli raksturo $adi pieci elementi: i) klienti, ii)
vértibas piedavajumi, iii) produktu/pakalpojumu piedavajumi, iv) vértibas radiSsanas mehanismi
un v) vértibas apropriacijas mehanismi. Tiss (2010) uzsver, ka biznesa modela bdtiba ir definét

veidus, k& uznémumi sasniedz tris mérkus: i) nodrosina klientiem vértibu, ii) vilina klientus maksat
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par vertibu un iii) gust pelnu no Siem maksajumiem, ietekmé&jot uznémeéjdarbibu, inovacijas un
uznémeéjdarbibas rezultatus. Aviokompaniju industrija ir iespéjams identificét piecus biznesa
modelus: i) pilna servisa aviokompanijas® (PSA), ii) zemo izmaksu aviokompanijas3! (ZIA), iii)

hibrida modelis®?, iv) regionalas aviokompanijas®® un v) Carterreisu aviokompanijas3.

Saja promocijas darba galvena uzmaniba pievérsta ZIA un analizéts Ziemelamerikas regions -
Meksika, ASV un Kanada, Latinamerika - Centralamerika un Dienvidamerika, ka arT Eiropa -
Rietumeiropa, Centralds un Austrumeiropas regioni. K& norada Fageda un Filols (2012),
Amerikas Savienoto Valstu (ASV) un Eiropas Savienibas (ES) aviokompaniju tirgi atSkiras, jo
ASV tirgus ir nobriedis, ievérojami konsolidéjies ar nelielu darbojoSos aviokompaniju skaitu.
Turprett Eiropas tirgus ir sadrumstalotaks un nestabilaks, jo daudzas aviokompanijas darbojas
vairakas valstis. Tapat ASV marSruta vid€jais attalums ir daudz lielaks neka ES, lai gan pirmais
darbojas Tpasi iekSzemes marsrutos, savukart pédejais ir spécigs starptautiskajos lidojumos.

Latinamerikas valstis ZIA ir paradijusas nesen.

ZIA® izcelsme ir dazada. Viens no variantiem ir, ka ta izveidojusies ka PSA atzars- pieméram, ka
tas notika ar Lufthansa, izveidojot Germanwings un Eurowings Vacija (Dobruszkes, 2006). Vel
viens variants ir Carterreisu aviokompanijas atvase, pieméram, Monarch Scheduled Apvienotaja
Karaliste. Tapat tas var but saistits ar tlroperatoriem, pieméram, Hapag Lloyd Express-TUI
Vacija. Vél viena iespéja ir tradicionalas aviokompanijas partapSana par ZIA, ka tas notika ar
Ryanair. Par ZIA var k|Gt arT regionalas aviokompanijas- piemérs ir Flybe3® Apvienotaja Karalisté.
Visbeidzot, ir ZIA, kuram jau kop$ tas izveidoSanas ir izvéléts §ads biznesa modelis, pieméram,
EasyJet Apvienotaja Karalisteé. O’Konels (2019) izcel liberalizaciju aviokompaniju industrija,
pienemot Open Skies ligumus®’, ka vienu no faktoriem, kas veicindjis ZIA rasanos. Frensiss

(2006, citets no Cento, 2009) identificé atseviSkus citus faktorus, kas lavusi attistit ZIA [idz ar

30 pieméram, British Airlines, Lufthansa, Air France Eiropa

31 pieméram, Ryanair, Easylet, WizzAir Eiropa

32 pijeméram, Air Baltic, Avianca, and Latam Eiropa un Dienvidamerika

33 Pieméram, Air Malta, and Air Serbia Eiropa

34 Pieméram, European Air Charter Eiropa

35 Zemo izmaksu aviokompanijas ir pazistamas ari ka zemo izmaksu parvadataji vai budZeta aviokompanijas

36 §1s ZIA darbiba tika partraukta 2020. gada 5. marta. Siir pirma aviokompanija, kas partrauca darbibu Covid-19

37 Tomér Marketline zinojumos (2017a, 2017b, 2017c) ir noradits, ka gaisa transports ir stingri reglamentéta
industrija attieciba uz i) drosibu, ii) personala apmacibu un iii) lidaparatu proceddram.




ierobezojumu atcelSanu. Tie ir sekojoSi: i) uznémeéji, ii) iedzivotaju skaits un turiba, iii) lidostu
pieejamiba, iv) jauda un v) interneta izplatiba. ZIA ir biznesa modela inovacija, kas ievies jaunu
praksi aviokompaniju industrija (Fageda & Fillol, 2012). 5.attéla paraditas galvenas ZIA stratégijas

panakumu sasniegSana.

5.attéls: Galvenas zemo izmaksu aviokompaniju stratégijas panakumu sasnieg$ana

Efektivitates Izmaksu P
maksimizésana minimizésana pvienota

Spécigs spiediens uz darba raZigumu

Lidmasinu intensiva lieto3ana Sekundaro lidostu izmanto3ana

Arodbiedribu neesamiba

volanu neesamiba

marsruti no punkta uz punktu
Fi ionala elastiba

Liels sédvietu blivums

Minimals salona apkalpes sastavs

Tsi sektoru garumi

Jaunas paaudzes lidaparati Lidziga attieksme pret visiem pasaZieriem

Atra atgriezasanas klasu neesamiba

Samazinats pakalpojumu apjoms reisa laika Nav bagaZas apstrades

Nepieskirtas vietas

drukato bile3u neesamiba

igas nelielas pievilcig

Savienoto reisu neesamiba alian3u neesamiba

Regularo lidotaju programmu neesamiba

Augstaks reisu aizpildijums Biznesa klases atpatas telpu neesamiba lidostas

,_,_,_.,_,_.,_,_,_,_,_.,_,_,_
I JU I JU JU I JU JL JU I JU I _J

i, kas gati par pali

Avots: Autora veidots.

Batiskaka ietekme, kas izriet no ZIA ienak8anas ka jauniem spélétajiem un [ldzsvara mainitajiem
aviokompaniju industrija, ir saistita ar i) izmaksam un tarifiem, ii) pasazieru skaitu, iii) konkurenci,
iv) jauniem marSrutiem un tirgiem, v) rentabilitates lTmeni un vi) stratégiju. Turklat ZIA ir
atdzivinajusas lidostas, kuras nav bijusas pietiekami zinamas un ir mazak noslogotas, paplasinot
savienojumu tiklus un sniedzot pasazieriem |loti zemas cenas. ZIA ir pievienojusas jaudu industrija
arkartigi augstos tempos. Pieméram, saskana ar OAG analizi®, Ryanair 12 méneSos no
2016.gada aprila I1dz 2017.gada aprilim ir pievienojusi 5000 lidojumus. Turklat ZIA ir iekarojusas
43% Rietumeiropas, 32% Ziemelamerikas un 36% Latinamerikas tirgus (O'Konels, 2019). 6.attéla

paradits, ka ZIA ir palielingjusSas savu tirgus dalu no 2006. lidz 2020. gadam.
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6.attéls: Zemo izmaksu parvadataju pasaules tirgus dala no 2006. lidz 2020. gadam, %

405

share

Marke t

0%

Avots: Statista3®

Dobruskess (2013) pétijis Eiropas ZIA tiklu geografiju un identificéjis kadu ietekmi tas radijusas
Eiropa: i) tirgus dala sasniegusi 31% no Eiropas iek8€jo reisu sédvietam, ipasi Rietumeiropa, ii)
tas darbojas lielajas pilsétas un tdristu galamérkos ar daudziem isiem lidojumiem, iii) tas ir
uzsakusas jaunus marsrutus, lai savienotu dazadus galamérkus, kurus parasti neapkalpo PSA,
iv) tas ir mainijuSas veidu, ka cilvéki celo, v) ietekmé&juSas pasazieru avioparvadajumu
pakalpojumu geografiju, vi) pastiprindjusas konkurenci starp aviokompanijam, vii) palielindjusas
konkurenci starp pilsétam un regioniem un viii) savienojuSas Rietumeiropu ar Centralo un
Austrumeiropu, laujot palielinat satiksmi sekundarajas un regionalajas lidostas. Turklat ZIA ir
veicinajuSas Eiropas aviokompaniju tikla paplasinaSanos, palielinot gaisa telpas parklajumu:
1995. gada kopé€jais marsrutu skaits bija 2 070, bet 2012. gada to bija 3 254, no kuriem 1 777 jeb
55% ZIA apkalpotie. 2012. gada 61% no marsrutiem Eiropa bija monopoli, kurus apmeklgja tikai

viena aviokompanija.

2.3. 1zmaksas un stratégiskas vadibas gramatvedibas pielietojuma iespéjas aviokompaniju

industrija

Pétot literatdru ir iesp&jams identificét atseviSkas atzinas attieciba uz izmaksam un VG sniegto
informaciju aviokompanijas. Saskana ar Virtanena (1998) pétijumiem par Somijas vadoSo
sniedzot informaciju par $adiem Cetriem mainigajiem lielumiem: i) satiksmes izmaksas- degviela,
nosésanas atrums, apkalpoSana, ii) tehniskas izmaksas- Iinijas uzturéSana, parskatiS8ana un

rezerves dalas, iii) ekspluatacijas izmaksas- apkalpe, apkalpes pakalpojumi, apkalpoSanas

39 hitps://www.statista.com/markets/419/topic/490/aviation/#statistic3
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izmaksas uz kuga un iv) komercialas izmaksas — tirdzniecibas biroji arvalstis un marketinga
nodalas izmaksas. Sada informacija ir piemérota, lai izprastu aviokompanijas izmaksu struktaru,
un ta ir labs piemérs, lai noteiktu aviokompaniju industrijas izmaksu struktdru, jo Tpasi ZIA

gadijuma. 2.tabula paradita atsevisku aviokompaniju izmaksu struktara.

2.tabula: Izmaksu struktira aviokompanija

Izmaksu struktiiras komponente Finnair®® | Ryanair* | Spirit*? | GOL*®

Degviela X X X X
Satiksmes izmaksas | Nos&sanas atrums X

Apstrade X X

Lidostas nodevas X X X X

LTnijas uzturé$ana X X X X

Tehniskas izmaksas | parskati$ana X X X X

Rezerves dalas X X X X
Ekspluatacijas ApkalpoSanas izmaksas uz klaja X
izmaksas Apkalpes pakalpojumi X
Apkalpe X

Komerciilas izmaksas | Marketinga un izplatiSanas izmaksas X X X X
Tirdzniecibas biroji arvalstis X

Personala izmaksas X X X

Nolietojums X X X

Citas Lidmasinu noma X X X

MarSruta maksas X X
PasaZieru izmaksas X
Sniegtie pakalpojumi X

Avots: Autora veidota, balstoties uz Virtanen (1998), Ryanair annual report (2019), Gol annual report (2019),

un Southwest Airlines annual report (2019).

Ir dazadi veidi, ka ZIA var kompensét iendkumus no zemam bileSu cenam, izmantojot ienémumus
no papildu pakalpojumiem: i) édinaSana, ii) prioritara iekapsana, iii) sédvietu rezervéSana un iv)
bagaza. Turklat ir vairaki veidi, ka saglabat konkurences priek3rocibas industrija: i) nepartraukta
izmaksu samazinasana, ii) paplasinasanas un iii) ienémumu maksimizacijas efektivitate (Badicu
& State, 2016). Cenas ZIA gadijuma ir pasi svarigas, jo tas ir galvenais konkurétspéjas faktors
uznémumiem, kas izstrada izmaksu [ideribas stratégiju. Tas izteikti balstds uz iek$gjiem
faktoriem, pieméram, aviokompaniju lemumiem, ienémumu parvaldibu, daziem operacionaliem
faktoriem (degvielas rezervédana tieSsaisté, lidmasinu apkope un lidojumu grafiki) un aréjiem
faktoriem (tirgus struktlra un pieprasijums). Izmaksas un cenas ietekmé arT valUtas kursa
izmainas, radot valltas svarstibu riskus. Starptautiska gaisa transporta asociacija (IATA, 2015)
uzsver, ka aviokompanijam galvena valtta ir ASV dolars, jo ar to ir saistiti daudzi izmaksu

komponenti, pieméram, degviela, apkope, parskatiSana, jaunu lidmasinu iegade un lizinga

40 Somijas PSA Eiropa.

41 Apvienotas Karalistes ZIA Eiropa.
42 ASV ultra ZIA Ziemelamerika.

43 Brazilieu ZIA Latinamerika

——
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pakalpojumi. Turklat mainas kurss ietekmé pasazieru Iemumus, aviokompaniju Iémumus - Tpasi
attieciba uz investicijam un piedavajumiem, rentabilitati un bilanci. 3.tabula ir atspogulotas vairaki

SVGM, kas nodroSina galveno ZIA stratégisko IEmumu TstenoSanu.

3.tabula: Zemo izmaksu aviokompaniju stratégiskie Iéemumi un stratégiskas vadibas gramatvedibas

ieguldijums to istenosSana

Stratégiskais lemums

SVG metodes

Cenas Attiecinamo izmaksu noteik§ana, kvalitates izmaksu noteik$ana, stratégiskd cenu noteikSana,
klientu rentabilitates analize, mérka izmaksu noteikSana, vértibu kédes izmaksu noteikSana,
salidzinosa analize, zimola vértibas noteikSana.

Marsruti Konkurentu izmaksu noteik§ana, dzives cikla izmaksu noteik$ana, stratégiska cenu noteik$ana,
salidzinosa analize, integréta snieguma mériSana, klientu rentabilitates analize.

Degviela Mérka izmaksu noteik$ana, salidzino3a analize.

Reisu kapacitate

Dzives cikla izmaksu noteikSana, mérka izmaksu noteikSana, konkurentu izmaksu noteik$ana,
klientu rentabilitates analize.

Personals

Kvalitates izmaksu noteikSana, mérka izmaksu noteik8ana, salidzino3a analize, integréta
shieguma mérisana, stratégiska izmaksu noteik$ana.

Reisu biezums

Dzives cikla izmaksu noteik§ana, salidzino$a analize, zimola vértibas noteik§ana, konkurentu
izmaksu novértésana, konkurences pozicijas uzraudziba, klientu rentabilitates analize.

Izmantojamas lidostas

Attiecinamo izmaksu noteikSana, dzives cikla izmaksu noteikSana, mérka izmaksu noteik$ana,

Apstrade

Attiecinamo izmaksu noteikSana, kvalitdtes izmaksu noteikS8ana, mérka izmaksu noteikSana,
stratégiska izmaksu noteik§ana, salidzino$a analize, integréta snieguma méri$ana, konkurentu
izmaksu analize.

Izmaksu kontrole

Mérka izmaksu noteik8ana, vértibu kédes izmaksu noteikSana, stratégiska izmaksu noteik$ana,
konkurentu izmaksu analize, klientu rentabilitates analize .

Marketings

Attiecinamo izmaksu noteikSana, integréta snieguma mérisana, zimola vértibas noteikSana.

Arpakalpojumi

Kvalitates izmaksu noteikSana, mérka izmaksu noteikSana, vertibu kédes izmaksu noteik$ana,
salidzinos$a analize, integréta snieguma mérisana, zimola vértibas noteikSana.

Avots: autora veidota

ZIA ekspansija Eiropa ir notikusi ST gadsimta laika, galvenokart pateicoties Ryanair un EasyJet
straujajai izaugsmei. 2002.gada vasara aptuveni 8,5% sédvietu iek§8zemes un starptautiskajos
aviokompaniju marsrutos starp Eiropas Savienibas dalibvalstim tika piedavati par zemajam
cenam, turpretim tris gadus vélak to tirgus dala bija palielindjusies l1dz aptuveni 25%, kamér arpus
Apvienotas Karalistes ta bija aptuveni 41% (Doganis, 2006). 7.attéla redzams Eiropas ZIA un
PSA skaits laika posma no 2004. [tdz 2022. gadam. Kops 2014.gada ZIA skaits pieaug, tacu PSA

skaitam ir tendence samazinaties.
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7.attels: Eiropas zemo izmaksu aviokompaniju un pilna servisa aviokompaniju skaits laika no 2004—
2022.gadam

I ([ CC Network carriers
200

150

100

50

38 38
17 17 18 18 19 18 19 22 24 25 25 26 26 =2 2 s 28

2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022

Avots: IATA (2022).

2.4. Tendences un izaicinajumi aviokompaniju industrija

GU (2022) apraksta uz masinmaciSanos balstitu cenu noteikSanu un izmanto IEmumu kokus un
“nejausus mezus” (no anglu valodas jédziena “random forests”), lai izpé&titu aviokompaniju tirgus
segmentacijas un dinamiskas cenu diskriminacijas problémas. To izmanto ka datu kopu, kas
saistita ar ASV aviokompaniju industriju. Samunderu u.c. (2023) uzskata aviokompaniju industriju
par ciklisku, kuru raksturo ienémumu un pelnas svarstibas laika gaita. Turklat tam parasti ir zema
pelnas norma, salidzinot ar citu industriju uznémumiem. Lai segtu izmaksas, aviokompanijas pérk
efektivakas lidmasinas, cenSas palielinat to noslogojumu un iesaistds degvielas cenu riska
ierobezoSana. Dempere un Modugu (2022) norada uz Celojumu un tdrisma konkurétspéjas
indeksa (TTCI — Travel and Tourism Competitiveness index) pieaugoSo nozimi, nemot véra
aviokompaniju centienus vides, socialo un parvaldibas raditaju (ESG) uzlaboSana. Vides faktori
ir saistiti ar resursu izmantoSanu, emisijam un inovacijas raditajiem. Socialie raditaji ir saistiti ar

cilvéktiesibam, darbaspéku, kopienu un produktu atbildibas raditajiem.

Parasts un Golmohamadi (2022) pétijusi uznémuma lieluma un uznéméjdarbibas stratégijas
ietekmi uz spéju reagét uz pakalpojumu parravumiem, pieméram, lidojumu atcelSanu un
kaveéSanos aviokompaniju industrija, PSA un ZIA uznémumos. Parravumus var izraisit operativa
rakstura problémas — lidostas kapacitate, apkopes, uzturéSanas darbi, droSiba, iekartu darbibas
traucéjumi vai laika apstakli un streiki. Uzmanibas pievérSana Siem parravumiem ir batiska, jo tie
negativi ietekmé pakalpojumu kvalitati, palielinot klientu neapmierinatibu. Cujs u.c. (2022) pétijusi
jautajumu par oglekla emisijam, konstatéjot, ka aviokompaniju industrijai ir batiska ietekme uz

vidi, jo pasazieru skaits gadu no gada turpina pieaugt, un vienlaikus palielinas art emisiju apjoms




vidé. Lai kontrolétu So tendenci, 2016. gada Oglekla neitralas izaugsmes stratégija (CNGS -
Carbon Neutral Growth strategy) bija pirmais tirgus mehanisms visa pasaulé emisiju
samazinasanai noteiktas industrijas, ieklaujot taja atseviskas nodevas, emisiju kvotu tirdzniecibas

sistémas un oglekla kompensacijas.

Covid-19 izraisitas vides ilgtspé&jibas politikas pienemsSanu un ievieSanu aviokompaniju industrija
analizéjis Amankvaks (2020). Dazas no identificétajam iniciativam, ko ir pienémusas
aviokompanijas, ir saistitas ar i) pareju uz videi draudzigiem gaisa kugiem un emisiju pédas
kompensaciju, ii) Eiropas Savienibas emisijas kvotu tirdzniecibas sistému un iii) oglekla emisiju
samazinaSanas un kompensacijas planu aviacijai. Zieba un Johansons (2022) pétijusi
ilgtspéjibas parskatus aviokompanijas. Tiek uzskatits, ka $ada veida parskati sniedz uzskatamu
informaciju par darbibas nefinansialo ietekmi, tadéjadi laujot organizacijam informét ieinteresétas

puses par savu nefinansialo ietekmi- par savu socialo, vides un ekonomisko pienakumu izpildi.

Liu un Vu (2023) pievérs uzmanibu informacijai aviokompaniju timekla vietnés. Sie autori norada,
ka nakamaja desmitgadé aviokompaniju timekla vietnes klts par galveno lidojumu rezervéSanas
kanalu attieciba pret to alternativam- aviokompaniju mobilajam lietojumprogrammam, celojumu
agentdram un tieSsaistes celojumu agentaram. Saja konteksta, kad timekla vietnes ir galvenie
ienémumu raditaji, tas ir loti svarigas klientu piesaistiSanai un rentabilitates uzturéSanai (Dominic
& Khan, 2014; Powell, 2016, citéts no Liu & Wu, 2023). Tas arT lauj stiprinat attiecibas ar klientiem,
veidot lojalitati un veidot uzticibu (Elkhani et al., 2014; Oyefolahan et al., 2018, citéts no Liu & Wu,
2023). Kijikliks u.c. (2022) un Heits u.c. (2022) veikusi pétijumus digitalas transformacijas joma.
Aviokompaniju industrija to var definét ka procesu, kas attiecas uz visiem centieniem mainit
operaciju plismu un Iémumu pienemSanas mehanismus, jo Tpasi tos, kas ir tieSi saistiti ar
aviokompaniju pasazieru pieredzi, izmantojot digitalas tehnologijas un attiecigi harmonizéjot

iekSejos procesus (Kiyiklik et al., 2022).

Apkopojot svarigakas atzinas $aja nodala, aviokompaniju industrija saskaras ar vairakiem
izaicinajumiem, Tpasi saistiba ar vides aizsardzibu, pieméram, oglekla emisijam, vides efektivitati,
vides ilgtspé&jibas politikas un zalas uznémeéjdarbibas prakses pienemsSanu, ka ar ilgtspéjibas
zinojumu @generéSanu, lai informétu par Tstenotajiem pasakumiem $aja joma. Turklat no
operacionala viedokla laika parravumu parvieto$ana, pieejama informacija aviokompaniju timekla
vietnés un digitala transformacija darbosies ka ienémumu virzitajspeki, kas nosaka priekSrocibas

konkurencé un to, ka aviokompanijas apmierinas klientu vélmes.
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3. Metodologiskais ietvars

Promocijas darba ietvaros ta autors veica gadijumu izpéti 24 ZIA, kuras tika izvélétas no Skytrax
World Airline Awards 2019 saraksta. Tomeér tikai 15 no tam tika ieklautas pétijuma. Bez tam tika
veikta arT aviokompaniju industrijas augstdka limena vaditaju anketéSana. Ta tika realizéta,
izmantojot Google veidlapas divas versijas: vienu anglu un vienu spanu valoda. Anketu validéja
divi pétnieki- viens anglu un otrs spanu valoda, ka arf divi industriju parstavosi finansu direktori
(CFO). Labas kvalitates anglu valodas klatesamibu anketa apstiprindja divi pieaicinatie savas
dzimtas valodas lietpratéji- viens amerikanis un brits no Apvienotas Karalistes. Saite uz anketu
tika nosutita pa e-pastu vai caur sociala tikla LinkedIn térzé3anas vietni. Lielakajai dalai ar SVG
saistito jautajumu atbildéSanai tika izmantota septinu punktu Likerta skala. To plasi izmanto
organizaciju pétijumos (Sekaran, 2003; Hernandez et al., 2017; Sreejesh et al., 2014). Balstoties
uz literatliras apskatu, datu vaksanai pétijumos par VG, SVG un sniegumu parasti tiek izmantota
septinu punktu Likerta skala (Guilding et al. 2000; Cravens & Guilding, 2001; Cadez and Guilding
2007, 2008; Nuhu et al., 2017).

Visbiezak izmantotais ticamibas raditajs anketu parbaudé ir Kronbaha alfa. To biezi izmanto
socialajas zinatnés, lai novértétu derigumu un ticamibu. Ar tas palidzibu tiek parbaudits, vai
anketas konstrukcija méra to, kas tai bdtu jaméra ticama rezultata ieguSanai. Deriguma un
ticamibas nodrosinasanai nepiecieSama Kronbaha alfas vértiba ir no 0 Iidz 1, un socialo zinatnu
pétijumos dati ir ticami, ja Kronbaha alfa vértiba ir 0,60 vai lielaka (Loewenthal 2004, citéts no
Apak & Ve Duman, 2020). Saja promocijas darba izmantotas anketas aprékinata Kronbaha alfa
vértiba ir 0,937 > 0,6, kas apstiprina, ka tai ir laba iek$€ja konsekvence, un iegutas atbildes ir

ticamas pétijumam. 4.tabula ir atspogulotas anketas galvenas sadalas.

4.tabula: Izmantotas anketas struktura

Sadalas nosaukums Jautajumu skaits
1. Vispariga informacija par respondentu seSi (6)
2. Apmierinatibas lTmenis ar pasreiz pieejamo gramatvedibas informaciju tris (3)
3. SVG metozu ievieSanas limenis seSpadsmit (16) *
4. Cik piemérota ir SVG metozu izmantoSana seSpadsmit (16) *
5. SVG metozu izmanto$anas nozimes limenis nakamajiem pieciem gadiem | seSpadsmit (16) *
6. Piecas stratégisko Iemumu jomas aviokompanija viens (1)
7. SVG ietekme uz finansu rezultatiem devini (9)
8. SVG ietekmes uz finanSu raditajiem noteicosie faktori pieci (5)
9. SVG ievieSana un vadibas gramatvezu lomas desmit (10)

KOPA | Astondesmit divi (82)
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* viens jautajums par katru SVGM
Avots: autora veidota

No 2022.gada maija lidz 2023.gada janvarim kopuma tika sanemtas 34 atbildes, no kuram 18
bija spanu valoda un 16 anglu valoda**. Nemot véra, ka kopuma atbilsto$ajiem ekspertiem tika
nosutitas 62 anketas, atbilzu raditajs ir 54,8%. Koens u.c. (2007) norada uz pétnieku uzskatu, ka
trisdesmit ir minimalais izlasé ieklaujamo vienibu skaits, ja vélas veikt talako So datu statistisko
analizi. Turklat minétie autori norada, ka izlases lielumu ietekmé dazadi ierobezojumi un
apgratindjumi: i) izmaksas laika izteiksmé, ii) izmaksas naudas izteiksmé, iii) izmaksas stresa
izteiksme, iv) izmaksas administrativa atbalsta izteiksmé&, v) pétnieku skaits un vi) pieejamie
resursi. Tapat ir janem véra, ka potencialie izlases dalibnieki, t.i., augstaka limena vaditaji, var
atteikties piedaltties pétijuma, ja taja ieklauti sensitivi jautajumi, jo tas var bat saistits arienemama
amata apdraudéjuma risku, vai arf tapéc, ka vini nevélas stridéties ar pétnieku. Tas saskan ar
dazu intervéto personu skaidrojumu, kad viniem tika jautats par iemesliem, kapéc aptaujas anketa
ir tik zems sanemto atbilzu skaits. Vini uzsvéra, ka Covid-19 pandémijas negativas ietekmes
rezultata ZIA augstaka lmena vaditdji ir koncentréjusies uz stratégiju izstradi atrai uznémumu

finanSu atveseloSanai un pat atseviSku aviokompaniju izdzivosanai.

Turklat, atSkiribd no varbatigas izlases, nevarbltiga izlase ir alternativa, ja pétnieks apzinati
atlasa noteiktu kopas dalu, ko ieklaut izlasé. Sados gadijumos pétnieks koncentrgjas uz noteiktu
grupu, pieméram, izmantojot értuma izlasi, kas saskana ar Sekarana (2003) atzinu ir piemérota
pétnieciskaja izpété. Tas nozimé, ka anketas aizpildiSanai ir jaizvélas tuvakie, viegli
sasniedzamie, kuriem piemit noteiktas Tpasibas vai kuri ir érti pieejami. Sads process turpinas,
I1dz tiek iegats nepiecie$amais izlases apjoms no tiem, kas taja bridT ir pieejami. Sada veida izlasé

konstatéjumus nevar visparinat attieciba uz generalo kopu (Sekaran, 2003; Cohen et al., 2007).

Visbeidzot visas iegltas atbildes tika apvienotas anglu valodas versija*®, un talak jau tika
analizéta ieglta datubaze. Apkopoto datu analize tika veikta, izmantojot Python valodu (Sekaran,
2003), aprakstoSo un secinoSo statistiku, un strukturalo vienadojumu modelus. Turpinajuma

batiska bija triangulacija, lai kontrastétu un apstiprinatu pétijumu rezultatus, balstoties uz

4 Lai palielinatu atbilZu skaitu, tika izmantoti daZi Ragaba un Aridas (2018) ieteiktie soli: i) papildu e-pasta zinojumu
nosutisana, ii) respondentu informésana par anketu un iii) ievada uzrunas vai ievada rindkopas izveide. Minétie
autori iesaka art nelielu naudas stimulu, tacu tas netika piedavats St pétijuma ietvaros. Ta vieta tika piedavats sanemt
zinojumu ar galvenajiem pétijuma secinajumiem un atzinam.

45 18 atbildes tika iegitas spanu valoda un 16 anglu {aloiléz }




dazadiem informacijas avotiem (Saunders et al., 2009), kas l|auj atzit konstatéjumu pamatotibu
(Green et al., 1989, citéts no Ragab & Arisha, 2018).

8. attéla redzamais pétijuma modelis ilustré galvenos neatkarigos mainigos, mediatormainigos
un atkarigos mainigos. Tapat tas parada, ka tika parbauditas tris galvenas hipotézes datu
analizes procesa. LidzSingjie pétijumi par SVG ieguldijumu finanSu rezultatos ir pretrunigi.
Cenhols un Lengfilds (1998) savos pétijumos atklajusi batisku saikni starp SVG un finansu
rezultatiem. Tikmér Kadess un Gildings (2008) norada uz vaju saikni starp tam, bet Seners un

Dirliks (2012) atklajusi vidéji spécigu sakaribu.

8.attels: Péetijuma modelis

Neatkarigais mainigais Mediatormainigais Atkarigais mainigais

lzmaksu
noteiksana

Planosana,
kontrole

H1b

Vadibas gramatvezu
Strategiska / lomas "\
vadibas — — ZIA finan&u rezultati
gramatvediba Stratégiska "
lEmumu H1ec
pienemsana
Konkurentu H1d ‘ AA ‘ ‘ PKA |
gramatvediba
1e RENTABILITATE
Klientu
gramatvediba

Avots: autora veidots

3.1. Hipotézu izstrade

Stratégiskas vadibas gramatvedibas ietekme uz zemo izmaksu aviokompaniju finansu
raditajiem

Viens no svarigakajiem mainigajiem, kas japéta uznéméjdarbiba, ir sniegums. Aviokompaniju
industrija to var izmérit ar finansialo raditaju palidzibu- rentabilitate, ienémumi, aktivu atdeve,
paSu kapitala atdeve un citi. Jebkurai industrijai citi faktori, kas ietekmé finanSu raditajus, ir
tehnologija, centralizacijas pakape, kontroles veids vai vadibas stils (Mclellan, 2012) un izmaksas,

aktivi un ienémumi (Abdelmonein & Jones, 2014). FinanSu raditajus ietekmé attiecigie augstaka
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[Tmena vaditaju pienemtie l@mumi un informacija, ko vini izmanto to pienemsanai. Tomér nav
precizi zinams, k& gramatvedibas informacija atbalsta [Emumu pienemsanas procesus un kada
veida informacija ir vairak piemérota Siem mérkiem. SVG nodro$ina stratégisku gramatvedibas

informaciju, kas veicina tadu Iemumu pienemsanu, kas varétu uzlabot finanSu raditajus.

Khans u.c. (2021) noradijusi, ka vairaki pétijumi, pieméram, Khans u.c. (2020), Ma un Teilss
(2009) ir atklaj, ka SVG generé informaciju stratégisku lémumu pienemsSanai, tacu ir maz
skaidrojumu par tas ietekmi uz pakalpojumu sféras finansu rezultatiem. Citi finanSu sniegumu
noteicosie faktori ir konkurences priekSrocibas (Cantele & Zardini, 2018, citéts no Khan et al.,
2021), intelektualais kapitals (Ekwe, 2012, citéts no Khan et al., 2021) un klientu apmierinatiba
(Chi & Gursoy, 2009, citéts no Khan et al, 2021). Tiek noradits, ka SVG var palidzét identificét ar
stratégiju veidus uznémuma darbibas uzlabo$anai (Puyo et al, 2022). VG prakse, kas piedava
pladu informaciju, ir pozitivi saistita ar uznémuma darbibu (Kalkhouran et al., 2015). Pieméram,
SVG gadijuma ta lauj uzlabot to uznémumu finansialos raditajus, kuri darbojas loti sarezgitas
vidés (Santini, 2013, citéts no Khan et al., 2021). Pamatojoties uz minétajam atzinam, pétijuma
par aviokompaniju industriju, jo Tpasi par to, kada veida SVG ietekmé ZIA finan8u raditajus, ir
lietderigi izvirzit sekojoSu hipotézi:

H1: Stratégiska vadibas gramatvediba tieSi ietekmé zemo izmaksu aviokompaniju finansialos

rezultatus, ir iesp&jams izmérit tas ietekmi un noteikt ietekmes virzienu.

Vadibas gramatveZu lomas stratégiskas vadibas gramatvedibas ievie$ana

SVG ir gramatvedibas atzars, kuras ieguldijumu organizacijas varétu atbalstit gramatvezu
darbiba. Tas viniem ir batisks izaicinajums, jo dazi autori, pieméram, Koads (1996), Lords (1996)
un Lengfilds (2008), ir atklajusi, ka dazkart uznémumi ir ieviesusi SVG, bet bez gramatvezu
iesaistes. Ir maz pétijumu par vadibas gramatveZzu lomu SVG ievieS8ana uznémumos, jo Tpasi
aréjas, nefinansialas un uz nakotni vérstas informacijas sniegSana. Diksons (1993) defingjis
stratégisko vadibas gramatvezu galvenos uzdevumus, kas saistiti ar datu vak$anu par sekojosam
uznémumu iekSeéjam aktivitdteém: i) marketings, ii) razoSana, iii) gramatvediba un iv) finanSu joma.
Saja konteksta SVG rada strukturalas, uzvedibas un motivacijas izmainas uznémumos. Taja pasa
laikd SVG pieprasa, lai gramatvezi saprastu dazadas stratégijas koncepcijas, kurus parasti

universitatés neapguist.

Abdelmoneins un DZounss (2014) atklajusi, ka stratégiskd modela ievieSanai nepiecieSams

vadibas gramatvedis, kas strada roku rokd ar vairaku jomu profesionaliem organizacija,
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piemé&ram, marketingu, operaciju vadibu, produktu attistibu un visparéjas vadibas darbiniekiem.
Abernetijs un Bouvens (2005, citéts no Arunruangsirilert & Chonglerttham, 2017) uzskata, ka ir
sagaidama lielaka gramatvezu iesaistiSana stratégisku IEmumu pienems$ana, lai tie varétu nodot
stratégiskajai vadibai nepiecieSamo informaciju. SVG panakumus var atspogulot augstakas
vadibas vai vadibas gramatvezu veiktas darbibas, lai uzlabotu sniegumu, un tas var saistit ar
aktivitatém, kas noteikti biznesa stratégijas, batiskiem veiksmes faktoriem un produktu un procesu
izstradé (Abdullah & Said 2015). Pamatojoties uz minétajam atzinam, pétijuma par ZIA, jo Tpasi
par vadibas gramatvezu lomu ka aréjas, nefinanSu un uz nakotni vérstas informacijas

sniedzéjiem, ir lietderigi izvirzit sekojosu hipotézi:

H2: Vadibas gramatvedim, kas sniedz aréju, nefinansialu un uz nakotni vérstu informaciju, ir
mediatora loma stratégiskas vadibas gramatvedibas ietekmé uz zemo izmaksu aviokompaniju

finanSu radrtajiem.
3.2. Hipotézu parbaude

Lai parbauditu 81 promocijas darba hipotézes, tika izmantoti vairaki strukturalo vienadojumu
modeli (SVM). Tie lauj modelét un novértét attiecibas starp daudziem mainigajiem - atkarigiem
un neatkarigiem. Saja gadijuma modela novértéSanai tika izmantots daléja mazaka kvadrata
(DMK) metode, kura integré sevi metodes no parastda mazaka kvadrata (PMK), galveno
komponentu analizes un cela analizes, laujot analizét vairakus vienadojumus kopa. ST metode
gramatvediba netiek plasi izmantota, jo trikst izpratnes par tas priekSrocibam un pielietoSanas
iespéjam (Lee et al., 2011).

DMK-SVM parasti darbojas ar nenovérojamiem mainigajiem, kas tiek mériti netiesi, izmantojot
dazadus raditdjus. Sada pieeja ir atbilsto$a, ja izlases lielums ir mazs - izplatita situacija
uznémumu, Kuri apkalpo citus uznémumus (no anglu valodas B2B jeb business to business)
pétijumos, kad latentos mainigos méra ar viena un vairaku vienibu mériem. To var veiksmigi
izmantot, kad dariSana ir ar sarezgitiem modeliem, kas sastav no vairaku modelu attiecibam, tas
ir elastigs, laujot izveidot daudzveidigus modelus bez ierobezojumiem struktiras, raditaju,
mainigo un attiecibu zina. Turklat tas ir piemérojams, analizéjot finansu raditajus un sekundaros
datus (Hair et al., 2022; Lee et al., 2011; Nitzl, 2016).

DMK-SVM izmantoSana vadibas gramatvediba pédéjos gados ir pieaugusi divu galveno iemeslu
del: i) neliela izlase un ii) nav normals datu sadalijums. Tos papildina vairaku un savstarpéji

saistitu atkarigo attiecibu novértéjums starp mainigajiem vienlaicigi, latentu konstrukciju
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izmantoSana un izpétes meérki (Nitzl, 2016). Soriano un Mehija (2022) atklajusi, ka SVM modeli
21. gadsimta laikd Scopus zinatnisko rakstu bazé ieklautajas publikacijas tiek izmantoti arvien

biezak, jo Tpasi socialajas zinatnés, psihologija un uznéméjdarbibas vadiba.

Katra modela skaidrojosa spé&ja (no anglu val. explanatory power) tika novértéta, izmantojot R-
kvadratu, koeficientus, P-vértibas un T-vértibas. Derigums un ticamiba tika parbauditi, izmantojot
kompozito uzticamibu, ieguto vidéjo dispersiju un aprékinot Kronbaha alfu. Atseviski ieprieks
veiktie pétijumi jau ir identificéjusi galvenos finansu darbibas raditajus aviokompaniju industrija.
Fardnija u.c. sava publikacija (2021) aviokompaniju darbibas rezultatu novértéSanai izcel
sekojosus finanSu raditajus: i) kopéja likviditate (KL), ko izmanto, lai novértétu uznémuma spéju
nokartot 1stermina paradsaistibas, izmantojot savus apgrozamos lidzeklus, ii) saistibu raditajs
(SR) - ta ir dala no aktiviem, kas tiek finanséti ar paradiem un investoru ieguldijumiem, iii) kopé&jo
lidzek|u aprite (KLA) - t& méra efektivitates un lietderibas limeni, ar kadu uznémums izmanto
savus aktivus, iv) tiras pelpas norma (TPN) - ta méra atlikuSo pelnu péc pamatdarbibas
izdevumiem, procentiem un nodokliem, v) aktivu atdeve (AA) - méra procentualo atdevi, kas
ieguta, izmantojot uznémuma kop€jos resursus, vi) pasu kapitala atdeve (PKA) - méra

uznémuma pelnas apjomu attieciba pret kopéjo akcionaru iemaksato kapitalu.

Bez tam Demidjuks (2011) piedava izmantot atseviSkus papildu raditajus aviokompaniju
industrija. Tie ir sekojosi: i) pelna pirms nodoklu nomaksas uz vienu sédvietu, ii) ienémumi par
sédvietu, iii) maksa par sédvietu un iv) maksa par sédvietu, iznemot degvielu. Tie ir lTdzigi Za
(2011) izmantotajiem, kur$ sava pétijuma ieklavis i) izmaksas par sédvietas judzi, ii) fikséto darba
samaksas dalu, iii) mainigo darba samaksas dalu, iv) iegitos labumus par sédvietas judzi, v)
degvielas izdevumus par sédvietas jadzi, vi) degvielas izmaksas un vii) izmantotos galonus. PriSia
un Mardavjaks (2019) sava pétijuma ieklavusi PKA, L, KLA, ka arT ieguldijumu atdevi (lA),
absolutas likviditate (AL), iekaséSanas periods (IP), krajumu aprite (KA) un pasu kapitals pret
kopéjiem aktiviem (PKKA).

Renolda u.c. (2019) analizé némusi véra kopéjas operacionalas izmaksas (KOI), ienémumus no
operacionalas darbibas (I0OD), tiro pelnu/zaudéjumus un TPN. Kangs (2017) izmantojis L, KA,
TPN, k& arT atro likviditati (AL), debitoru paradu aprites koeficientu, tiras pelnas pieaugumu, aktivu
tirds pelnas normu, neto aktivu neto pieauguma tempu, pamatdarbibas iendkumu pieauguma

attiecibu, paradu pret pasu kapitalu attiecibu un aktivu attiecibu pret saistibam.
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3.3. Modelu pienémumu validacija

Statistisks normalitates parbaudei tiek izmantots Sapiro-Vilka tests. ST pétijuma gadijuma Sapiro-
Vilka tests uzrada statistiku 0,8660 [Tment un p vértibu 1,9265e-08 > 0,05. Tas atklaj nozimiguma
rezultatu, tapéc autors noraida normalitates nulles hipotézi, jo tas p vertiba ir mazaka par 0,05.
Tomer SinT gadijuma tas nav parliecino$s pieradijums, jo 9.attéla redzams, ka pastav stabila
normalitate. Testa nozimiguma probléma ir izn@muma esamiba, kas padara normalitates testu
nozimigu, jo Sis tests ir saistits ar datu Skibumu un kurtozi (no anglu val. skewness and kurtosis).

Tada veida nobide ietekméjusi gan datu asimetriju, gan kurtozi.

Par to liecina 9.A attéla redzamais datu sadalijums, kas izskatas ka simetrisks zvana formas
blivums, kas redzams X ass pusé. Turklat 9.B attéla Q-Q diagramma gandriz visi dati ir izlidzinati
kvantili péc kvantiles, jo normalo un novéroto kvantilu teorétiskas kvantiles ir izlidzinatas uz

idealas sarkanas linijas.

9.attéls: Normalie rezultati

9A: Datu sadalijums 9B: Q-Q diagramma
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Ar BroiSa-Pagana testa palidzibu iespéjams veikt homoskedastiskuma parbaudi. Tas
koncentréjas uz konstantu kladu dispersiju. Saja gadijuma Broi$a-Pagana tests uzrada statistiku
1,6648 [iment un p vertibu 0,0766 > 0,05. Tas nozimé, ka homoskedastiskuma tests izradijas
nenozimigs, tapéc autors nenoraida homoskedastiskuma nulles hipotézi, jo tas p veértiba ir
mazaka par 0,05, bet ieguta vertiba ir loti tuvu nozimigumam. Tas varétu bat saistits ar eksogéno

vértibu esamibu, kas laika gaita ietekmé mérka mainigo, kas nav ieklauti pasreizéja modelr.

Visbeidzot, Durbina-Vatsona kontrasts ir kltidu autokorelacijas tests. Tas aiznem vértibu no 0 lidz
4. Vertibas, kas ir tuvu 2, norada, ka korelacijas nav. No vienas puses, vértibas no nulles Iidz
tuvu 2 norada uz pozitivas korelacijas esamibu, tau, no otras puses, vértibas no 2 lidz 4 norada

uz negativu korelaciju. Saja gadijuma Durbina-Vatsona tests radija statistiku 1,58 limeni. Tatad

—
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izradijas, ka tas ir diapazona no 1,5 lidz 2,5, tapéc nepastav batiska kladu autokorelacija, kas

ietekmetu pasreizéjo modeli.

4. leguto rezultatu analize

Saja nodala analizéti dati, kas iegati no trisdesmit Cetriem (34) respondentiem (seSpadsmit anglu
valoda un astonpadsmit spanu valoda), un finanSu informacija — rentabilitate, aktivu atdeve,
kapitala atdeve, kas ieglta no piecpadsmit ZIA: i) Ryanair, ii) EasyJet, iii) Norwegian Air, iv) Wizz
Air, v) Jet2.com, vi) Air Baltic, vii) Vueling, viii) Pegasus Airlines, ix) Southwest Airlines, x) Spirit

Airlines, xi) Allegiant Air, xii) JetBlue, xiii) WestJet, xiv) Volaris un xv) Viva Aerobus.

Aptaujas dalibnieku demografiska analize liecina, ka lielakajai dalai respondentu (24) ir darba
stazs virs 10 gadiem. Lielakaja respondentu dala parstav tadus vadoSus amatus ka galvenais
finan8u direktors (7), planoSanas un budZeta vaditajs (3), gramatvedis (3) un kontrolieris (3), tapat
piedaloties arT vienam izpilddirektoram (CEO*®) un vienam stratégijas vaditagjam (CSO?).
Magistra grads ir augstakais un visizplatitakais izglitibas ITmenis respondentu vidd (27), un
galvenas iegutas izglitibas jomas ir gramatvediba (16), inZenierzinatnes (5) un uznémeéjdarbiba
(4). Respondent atspogulo dazados biznesa modelus, kas veido $o industriju, tacu Tpass akcents
ir uz ZIA (26), tacu ieklauti art PSA (3) un hibridmodelu (2) uznémumu parstavji. Par 81 pétijuma
stipro pusi var uzskatit to, ka aptauja piedalijuSies pieredzgjusi augsta lImena industrijas

profesionali, kuri parstav uznémumus ar atskirigiem biznesa modeliem.

Attieciba uz jomam, kuras respondenti vélétos sanemt vairak informacijas, kas palidzétu lémumu
pienem$ana, pirmaja trijnieka ierindojas SVG (21), stratégija (17) un prognozésana (14). Sie
rezultati apliecina, cik svarigi ir izstradat pétljumus par SVG un stratégijas jautajumiem, lai
veicinatu to ievieSanu uznémumos, konkrétaja gadijuma ZIA. Tas ir saistits ar to, ka So aktivitasu
rezultata iespéjams iegit papildu informaciju, lai atbalstitu stratégisku Iémumu pienem3anu un
stratégisko vadibu, ka arT informaciju par stratégiju, kas ir batiska $aja industrija, kuru raksturo

ievérojams konkurences limenis.

Atsaucoties uz Kadesa un Gildinga (2008) izmantotajam seSpadsmit SVGM, pétijums rada, ka
no §Tm seSpadsmit lielakd nozime ZIA péc vidéja raditaja ir i) stratégiskajai cenu noteikSanai
(5,7), ii) saldzino$ajai analizei, konkurences pozicijas uzraudzibai un konkurentu darbibas

novértéSanai (5,6) un iii) integrétajam snieguma novértéjumam un stratégiskajai izmaksu

46 Chief Executive Officer (anglu val.)
47 Chief Strategy Officer (anglu val.)

——
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noteik$anai (5,3). Sie rezultati sakrit ar Bruknera un Singera (2010), Sata un Varinga (2010),
Badicu un Steita (2016), Southwest Airlines gada parskata (2019), Spirit Airlines gada parskata
(2019) atzinam 2.nodala, kur Sie autori un ZIA noradija, ka aviokompaniju industrija valda |oti siva
konkurence. Tapat Sie rezultati sakrit ar iepriek§€jo pétijumu rezultatiem. Gildings u.c. (2000)
atklajusi, ka SVGM, kas saistitas ar konkurentu gramatvedibu un stratégisko cenu noteikSanu, ir
visvairak izmantotds SVGM Amerikas Savienotajas Valstis, Apvienotaja Karalisté un
Jaunzélandé. Tadus pasus rezultatus ieguvusi Tilmans un Godars (2008). Kadess un Gildings
(2007) atklaja, ka SVGM, kas saistitas ar konkurentu gramatvedibu, visvairak tiek izmantotas
Slovénija un Australija.

Savukart Cetri mazsvarigie SVGM ir i) klientu pilna dzives cikla rentabilitates analize (3,7), ii)
klientu ka aktivu novértéSana (3,8), iii) klientu rentabilitates analize un zimola novértéjums (3,9).
Attieciba uz zimola novértésanu literatiras apskatd un uznémumu zinojumos netika konstatéta
stratégija, kas bitu saistita ar zimola stiprinaSanu aviokompanijas. Turklat aviokompanijam nav
svarigas tris SVG metodes, kas saistitas ar klientu gramatvedibu. ZIA daudzos gadijumos tas
varétu but saistits ar klientu noturéSanas lojalitdtes programmu neesamibu un augsta limena
klientu apkalpo$anas trikumu.

Visbeidzot, attieciba uz svarigakajam SVGM, ko pétitie ZIA paredz izmantot nadkamajos piecos
gados, tiek identificétas sekojoSas: i) stratégiska cenu noteikSana (6,3), ii) konkurétspéjigas
pozicijas uzraudziba (6,1) un iii) Salidzino$a analize, konkurentu izmaksu analize un konkurentu
darbibas novértéjums (5,9). Savukart par mazak svarigam SVGM izmantoSanai nakamajos
piecos gados tiek atzitas i) klientu ka aktivu novértéSana (4,1), ii) klientu rentabilitates analize to
pilna dzives cikla (4,2), iii) klientu rentabilitates analize (4,6) un iv) zimola novértéjums (4,6).
Turklat ir loti svarigi uzsvert, ka visiem SVGM nakamajos piecos gados vidéjais raditajs ir virs 4,0.
Tas lauj secinat, ka ir paredzéts palielinat to izmantoSanu pétitajos ZIA.

Viens no galvenajiem 8T promocijas darba ieguldijumiem ir saistits ar ZIA pienemto stratégisko
[Emumu apzinasanu. Tam batu jabat svarigam jautajumam, pirms tiek noteikts SVG ieguldijums
uznémumu lémumu pienemsanad un finanSu darbibas rezultatos, nosakot saiknes starp

galvenajiem lemumiem un tos pamatojoSo informaciju. Tie ir paradtti 10. attéla.
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10.attéls: Aviokompaniju pienemto stratégisko Iemumu jomas
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4.1. Modelu un hipotézu parbaude

Attieciba uz modela nozimigumu, modelu atbilstibas analizei tika izmantotas klasiskas
statistiskas regresijas metrikas- R2, koeficienti, p vértibas un t vértibas (Bruce et al., 2020).
lesakuma SVG tika parbauditi, izmantojot R2. Tas ir daudzkartéjas determinacijas koeficients,
kura vertiba ir no 0 I1dz 1, un to parasti izmanto k& modela mérauklu, kas izskaidro datu variacijas
(Draper & Smith, 1998). To var skaidrot arT k& determinacijas koeficientu, kas atspogulo atkariga
mainiga (Y) variacijas proporciju, ko izskaidro neatkarigie mainigie (X). Kad tas ir tuvu 1 vai -1,

modelis izskaidro lielako dalu Y mainiguma.

Gluzi pret€ji, ja R? vértiba ir tuvu nullei, modelim ir vaja specifikacija, un $ados gadijumos to varétu
uzlabot, pievienojot dazus papildu neatkarigus mainigos (Montgomery et al., 2012). Tatad
labvéliga prognoze rada augstu R? veértibu; augsts R? nozimé augstu prognozu kvalitati. Jo
augstaks R?, jo precizakas prognozes modelis sniedz (Forsyth, 2018). R? vértiba 0,75 tiek

uzskatita par batisku, 0,50 par vidé€ju, bet 0,25 par vaju (Hair et al., 2022).

Koeficienti nosaka saikni, kas pastav starp diviem mainigajiem. To sauc arT par determinacijas
koeficientu (Greener, 2008). Atsaucoties uz Montgomeriju u.c. (2012), konkréts koeficients ()
atklaj Y izmainu limeni, kad Xi mainds par vienu vienibu, paréjam Xj paliekot nemainigam.
Izmainam var bat tris virzieni: i) pozitivas - lielakas X vértibas nozime lielakas Y vértibas; mazakas
X vértibas nozimé mazakas Y vértibas, ii) nulle - nav sakaribas, un iii) negativas - lielakas X
vértibas nozimé mazakas Y vértibas. Parbaudot individualo koeficientu, ja Xi = 0, tas ir jaiznem

no modela, jo trakst ietekmes, kas izskaidrotu Y izmainas.

Treskart, p vértibas tiek saprastas ka nozimiguma limena indikators. Tas izsaka varbatibu iegat

tikpat neparastus vai ekstrémus rezultatus ka novérotie rezultati (Bruce et al., 2020). Tada veida
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maza p vértiba norada, ka loti neliels izlaSu skaits demonstrétu ekstremaku izturéSanos, neka
noverots, ja nulles hipotéze ir paties. Formali skatoties, aprékinata p vértiba tiek traktéta ka
noveértéjums nozimiguma pieradijumam pret nulles hipotézi. P vértiba ir mazaka, ja pieradijumi

pret nulles hipotézi ir spécigaki (Forsyth, 2018).

Parasti tiek definéts, ka maksimalais [Tmenis 0,05 ir pienemams (p<0,05), kas nozimé, ka ir 95%
parliecibas, ka attiecibas starp mainigajiem lielumiem ir pareizas. Ja p vértiba > 0,05, ir japalielina
izlases lielums, iesaistot papildu datus, lai palielinatu nozimigumu. Tadegjadi nelielas izlases,

kuras satur mazak par 30 vienibam, visticamak, generés nepienemamu p limeni (Greener, 2008).

Ceturtkart, t vertibu, kas saistitas ar raditaju svariem, analize lauj noteikt, vai koeficienti batiski
atSkiras no nulles. 10 % nozimiguma limenim t vértibai ir jabat vismaz 1,645, kamér 5%
nozimiguma I[imenim t vertibai ir jabat lielakai par 1,96, bet 1% nozimiguma limenim t vértibai
jabat lielakai par 2576 (Hair et al., 2022).

Nemot véra augstak minéto, informacija modelu testéSanai tika iegdta, izmantojot 34 anketas,
kas tika iegitas no pétito ZIA augstaka limena vaditdjiem. Bez tam analizé tika ieklauta
informacija par 15 ZIA finan3u rezultatiem. Sie dati tika izteikti vairakas valatas — ASV dolaros,
eiro, britu marcinas, Norvégijas kronas, Meksikas peso. Sakotnéji bija nepiecieSams izslégt
aviokompanijas, kuram nebija pietiekami daudz pieejamo datu, pieméram, Krievijas Pobeda. Péc
tam finansSu informacija tika konvertéta ASV dolaros, izmantojot riku investing.co, aprékiniem par

pamatu nemot valGtas kursu 2023.gada 31. janvari.

Turpmakaja analizé tika ieklauta informacija par dazadiem finandu raditajiem par 15 ZIA divu
gadu perioda (2018. un 2019.gads), kas ir tuvak anketéSanas rezultatu ieguves laikam
(2022.gads). Sada izvéle saistita ar to, ka sakotnégiji tika apkopota finansu informacija par laika
posmu no 2011. Iidz 2019. gadam, tacu iegltie rezultati nebija nozimigi, Tpasi saistiba ar datu
milzigo dispersiju. Dazados modelos atkarigie mainigie bija raditaji, kas saistiti ar finansu

raditajiem - rentabilitate, AA, PKA, bet neatkarigais mainigais bija SVGM ievieSanas limenis.

Lai parbaudrttu hipotézi H1, SVM analizé sakaribu starp SVGM izmantoSanu un pétito ZIA finanSu
rezultatiem. Saja gadijuma tiek veikts mérijums, izmantojot rentabilitati, aktivu atdevi un pasu
kapitala atdevi. Tie ir finanSu darbibas raditaji, kurus bija iesp&jams aprékinat no uznémumu gada
parskatiem, Statista un EMIS iegitas informacijas. Lai parbauditu hipotézi H2, analzé tika
ieklauts gramatveZzu ka aréjas, nefinansialas un uz nakotni vérstas informacijas sniedzéja
starpnieka efekts. Lai lietotu modelus hipotézu parbaudei, tika izmantota pieejama

programmatiras SmartPLS bezmaksas versija.
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11.attels: Sakotnéjais modelis pirms pielagosSanas
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Avots: Autora aprekini

Aréja modela parbaude

Argjais modelis — mérisanas modelis - sevi ietvéra vienu endogénu konstruktu: sniegumu. To
meéra, izmantojot rentabilitati (Prof), aktivu atdevi (ROA) un kapitala atdevi (ROE). Tapat modelt
ir ieklautas pieci eksogéni konstrukti: i) izmaksas (SVGM, kas saistitas ar izmaksu aprékinasanu),
ii) pcp (SVGM, kas saistitas ar planoSanu, kontroli un snieguma mérisanu), iii) str (SVGM, kas
saistitas ar stratégisko Iémumu pienems$anu), iv) com (SVGM, kas saistitas ar konkurentu

uzskaiti), un v) alfa (SVGM, kas saistitas ar klientu uzskaiti).

Balstoties uz Ludvigas un Kalvinas (2016) atzinam, aréjais modelis izskaidro [imeni, kura katrs
konstrukts tiek mérits, vai ka katra indikatoru kopa ir saistita ar to latento mainigo. Lai novértétu
modeli, ir japarbauda Sadi faktori: aréja slodze (lielums un nozimigums), salikta ticamiba, ieglta

vidéja dispersija (AVE) vai konvergences derigums un diskriminanta derigums.
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5.tabula: Faktori, lai novertéetu modeli

] Pielagots R- | Kronbaha .Sallkfa _Sallk_ta Ieg_uta vu.i_eja
R-kvadrats kvadrits alfa ticamiba ticamiba dispersija
(rho_c) (rho_a) (AVE)
0,590 0,505 0,790 0,871 0,977 0,709

Sim modelim ir salikta uzticamiba IimenT, kas tiek uzskatits par apmierino$u, apstiprinot labu
konstrukta uzticamibu (rho_a = 0,977 > 0,7; rho_c = 0,871 > 0,7). To apstiprina arT apmierinosa

Kronbaha alfa (0,790 > 0,7). Bez tam iegutad vidéja dispersija apstiprina mérijjumu modela

Avots: autora aprekini

diskriminanta derigumu (AVE = 0,709 > 0,5) (Hair et al., 2022; Lee et al., 2011).

Visbeidzot,

raditajiem cost3 (kvalitates

izmaksu noteik§ana)

un cost4 (mérka

noteik$ana) ir negativa aréja slodze, un tapéc tie ir jasvitro, lai labotu aréjo modeli.
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12. attéls: Parrékinatais modelis
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Péc cost3 (kvalitates izmaksu noteikSana) un cost4 (mérka izmaksu noteikSana) nonemsanas

tika iegutas faktoru slodzes. Tas svarstas robezas no 0,318 Iidz 0,971. Ka redzams 6.tabula, tam

visam ir pozitivas veértibas.

6.tabula: Faktoru slodzes

cust com cost pcp performance str

Prof

0.971

ROA

0.971

ROE

0.485

coml

0.928

com2

0.747

com3

0.794

costl

0.885

cost2

0.483

cost5

0.354

cus2

0.579

custl

0.676

cust3

0.999

pcpl

0.82

pcp2

0.791

strl

0.381

str2

0.318

str3

0.956

Avots: autora aprékini

Konstrukta ticamiba un derigums

Balstoties uz Ludvigas un Kalvinas (2016) atzinam, reflektivo konstruktu konvergentais derigums

tiek parbaudits ar vid&jo komunitati jeb AVE. Sim raditajam jabat vismaz lielakam par 50%. St

modela AVE raditdji ir attéloti 7.tabula. Aprékinatie raditaji konkurentu uzskaitei (com), klientu

uzskaitei (cust) un sniegumam (performance) ir krietni virs 0,5, un tadéjadi ir pienemami.

7.tabula: Kronbaha alfa un iegiito vidéjo dispersiju (AVE) raditaji

Kronbaha alfa legiita videja dispersija (AVE)
com 0.769 0.684
cost 0.169 0.381
cust 0.858 0.597
pcp 0.459 0.649
performance 0.790 0.707
str 0.378 0.387

Avots: autora apréekini
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Diskriminanta derigums atspogulo pakapi, kada noteikta konstrukta méri atSkiras no citu ta pasa
modela konstrukta mériem. To var izmérit ar heterotreita-monotreita (HTMT) korelaciju attiecibu.
HTMT ir konstrukta iekS&jo korelaciju attieciba pret konstruktu korelaciju. Visam HTMT veértibam
jabat zemakam par 0,85 konceptuali atSkirigiem konstruktiem un zemakam par 0,9 lidzigiem
konstruktiem. Ka redzams 8.tabula, HTMT vertibas svarstas no 0,221 Iidz 1,106. Vértibam, kas
ir zemakas par 0,85, derigums tiek apstiprinats. Tadéjadi ar HTMT metodi tiek demonstréts
diskriminanta derigums (Ludviga & Kalvina, 2016).

Tomér no HTMT koeficienta izriet diskriminanta deriguma problémas saskana ar HTMTO0.85
kritérijiem. Tas nozime, ka HTMT kritérijs atklaj latento konstruktu kolinearitates problémas
(multikollinearitate) (Ab Hamid et al., 2017).

8.tabula: HTMT koeficienti

HTMT com | cost cust pcp | Performance
com

cost 0.757

cust 0.267 | 0.513

pcp 1.101 | 0.670 | 0.398

performance | 0.320 | 1.033 | 0.221 | 0.345

str 0.652 | 1.397 | 0.909 | 0.973 1.106

Avots: autora aprékini
Srestha (2020) definé variacijas inflacijas faktoru (VIF) k& limena méru, kura tiek palielinata
aplésta regresijas koeficienta variacija gadijuma, ja neatkarigie mainigie korelé. VIF = 1 vértiba
nozimé, ka neatkarigie mainigie nav savstarpéji saistiti. Ja VIF vértiba ir robezas 1< VIF < 5, tas

norada, ka mainigie viens ar otru korelé vidéji. Aprékinatie VIF ir atspoguloti 9.tabula:

9.tabula: Kolinearitates statistika (VIF)

VIF
Prof 5.633
ROA 5.738
ROE 1.183

coml 2.320
com?2 1.695
com3 1.557
costl 1.033
cost2 1.030
cost5 1.007
cus2 2.312
custl 3.052
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cust3 1.932
pcpl 1.097
pcp2 1.097
strl 1.103
str2 1.066
str3 1.039

Avots: Autora aprékini

Pamatojoties uz iegUtajiem rezultatiem, lai gan ir atseviSkas novirzes no kvalitates kritérijiem,

modelis ir gatavs analizei. Pamatojoties uz analizi, dazi raditaji nav statistiski nozimigi: cost2,

costb, strl, str2, cust2 (p-vértiba > 0,1). Ta ka izlases apjoms ir mazs, nozimiguma limenis tiek

noteikts 90% apméra (p-vértiba < 0,1). STiemesla dé| tika veikta modela papildu pielagosana.

pecpl

pcp2

13.attéls: Galigais modelis
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Avots: autora aprekini
10.tabula: Galiga modela novértéSanas faktori
.= Salikta Salikta legiita vidéja
- Pielagots R- | Kronbaha . L g. . )
R-kvadrats - ticamiba ticamiba dispersija
kvadrats alfa
(rho_c) (rho_a) (AVE)
0,600 0,517 0,790 0,876 0,948 0,714
Avots: autora aprékini
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Galigais modelis tiek izmantots, lai izdarTtu secinajumus par hipotézem. Strukturalo vienadojumu
modelu (SVM) primarie vértéSanas kritériji ir R? rezultati. R? vértibas 0,75, 0,50 un 0,25
endogéniem latentiem mainigajiem norada uz attiecigi batisku, mérenu vai vaju prognozésSanas
Spéju. Ka redzams 10.tabula, R? = 0,600 un R? korigéts = 0,517. Lidz ar to modelim ir mérena

prognozésanas spéja (Ludviga & Kalvina, 2016).

Ka redzams 13.attéla, kur$ apraksta galigo modeli, tam ir nedaudz labaks pirmas kartas modelis,
kas nosaka lojalitates spéju. Attiecibas starp SVGM saistiba ar izmaksu noteik§anu un stratégisko
léemumu pienemsanu ir pozitivas un nozimigas. Tadéjadi tas pozitivi un butiski ietekmé pétito

zemo izmaksu aviokompaniju finansialos raditajus.

11.tabula: Galiga modela kvalitates kriteériji

Kronbaha | leglta vidéja dispersija
alfa (AVE)
com 0.769 0.683
cust 0.818 0.707
pcp 0.459 0.649
performance 0.790 0.714

Avots: autora aprékini

Reflektivo konstruktu konvergento derigumu vélreiz parbauda ar iegitas vidéjas dispersijas
raditaju AVE. Sim raditajam jabat lielakam par 50%. 11.tabula ir attéloti modela AVE raditaji, un
tie visi ir batiski virs 0,5 un tadéjadi ir pienemami, iznemot Kronbaha alfa vértibu pcp, kas ir

nedaudz zem 0,5 (Ludviga un Kalvina, 2016).

Visam HTMT vertibam ir jabut zemakam par 0,85 konceptuali atSkirigiem konstruktiem un
kompensacijam, un zemakam par 0,9 Ilidzigiem konstruktiem. K& redzams 12.tabula, HTMT
vértibas svarstas no 0,32 hdz 1,101. Verttbam, kas ir zemakas par 0,85, derigums tiek
apstiprinats. Tadejadi diskriminanta derigums tiek demonstréts ar HTMT metodi (Ludviga &
Kalvina, 2016). Tomér no HTMT koeficienta diskriminanta deriguma problémas, kas izriet no
HTMTo.s kritérijiem, attiecas tikai uz attiectbou com-pcp. Tas nozimé, ka lielakajai dalai HTMT
kritérijs neatklaj kolinearitates problémas starp latentajiem konstruktiem (multikollinearitate) (Ab

Hamid et al., 2017).
12.tabula: HTMT apreékini

com cost | cust | pcp | performance

com
cost 0.069
cust 0.288 | 0.106
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pcp 1.101 | 0.064 | 0.34
performance 0.32 0.47 | 0.275 | 0.345
str 0.221 | 0.216 | 0.505 | 0.376 0.739

Avots: autora aprekini

13.tabula redzami VIF raditaji $im modelim.

Avots: autora aprekini

Rezultati rada, ka rentabilitate (Prof) un aktivu atdeve (ROA) ir kolineari, tacu tas skaidrojams ar

$o raditaju batibu.

13.tabula: VIF Kolinearitates statistika

VIF
Prof 5.633
ROA 5.738
ROE 1.183
coml 2.320
com2 1.695
com3 1.557
costl 1.000
custl 1.919
cust3 1.919
pcpl 1.097
pcp2 1.097
str3 1.000

14.tabula: lek$éja modela rezultati: cela koeficienti un P-vértibas

Cela koeficients | Standartnovirze P-vértibas Hipotézes parbaudes
Izlases vidéjais (M) (STDEV) rezultats
com -> performance 0.195 0.229 0.470 H1d noraidita
cost -> performance 0.327 0.137 0.017 H1a apstiprinata
cust -> performance 0.032 0.200 0.981 Hle noraidita
pcp -> performance 0.009 0.237 0.910 H1b noraidita
str -> performance 0.529 0.18 0.001 H1lc apstiprinata

Pamatojoties uz iegitajiem rezultatiem, H1 tiek apstiprinata, ja analizéto ZIA finanSu raditaji ir
saistiti ar SVGM ievieSanu saistiba ar izmaksu noteikSanu un stratégisko Iemumu pienemsanu.
No otras puses, H1 tiek noraidita, ja analizéto ZIA finan$u raditaji tiek saistiti ar SVGM ievieSanu

saistiba ar konkurentu gramatvedibu (com), klientu uzskaiti (cust) un planoSanu, kontroli un

Avots: autora aprékini

snieguma meéridanu (pcp).
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Hipotézes H2 parbaudei tika izmantots modelis, kas parada ietekmi un nozimi, kada ir
gramatveza ka argjas, nefinanSu un uz nakotni vérstas informacijas sniedzeéja esamibai ka
medioatormainigajam lielumam uz ZIA finanSu rezultatiem. Sakotnéja modela rezultati redzami

14 .attéla.

14.attéls: Sakotnéjais modelis H2 parbaudei

Attr C
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0.512
Brand V /
-
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PULE:Y / | \
Strat Pr 0749 pgpy 0795 ‘/Uﬁgﬂ poog 0513
Comp CA Comp PA Comp PM Cust PA Lifet CPA Wal CA
_ Pielagots .Sallk:ca leguta vidéja Kronbaha Salikta ticamiba
R-kvadrats _ ticamiba . .
R-kvadrats dispersija (AVE) alfa (rho_c)
(rho_a)
0.606 0.504 0.977 0.709 0.790 0.872

Avots: Autora aprékini, izmantojot SmartPLS

Sim modelim ir salikta ticamiba, kas tiek uzskatita par apmierino$u, apstiprinot labu konstrukta
uzticamibu (rho_a = 0,977 > 0,7; rho_c = 0,872 > 0,7). ArT Kronbaha alfa (0,790 > 0,7) aprékins
norada uz ta apmierinoSu limeni. legutd vidéja dispersija apstiprina mérijjumu modela
diskriminanta derigumu (AVE = 0,709 > 0,5) (Hair et al., 2022; Lee et al., 2011). Kvalitates
izmaksu un mérka izmaksu aprékinasanas raditajiem ir negativa aréja slodze, un tapéc tie ir
jasvitro, lai uzlabotu aréjo modeli. Tapat art dazi radit3ji ir jaiznem no modela, jo to aréja slodze
ir < 0,4. Tie ir: dzives cikla izmaksu noteikSana, vértibu kédes izmaksu noteikSana, stratégiska
izmaksu noteikS§8ana un stratégiska cenu noteik§8ana. Minéto izmainu rezultata tiek piedavats jauns

galigais modelis H2 parbaudei, kurs ir paradits 15. attéla.

—
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15.attéls: Galigais modelis H2 parbaudei

Ext Inf
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R- Pielagots R- | Salikta ticamiba legiita vidéja Kronbaha alfa Salikta ticamiba
kvadrats kvadrats (rho_a) dispersija (AVE) (rho_c)
0,614 0,514 0,790 0,876 0,944 0,714

Avots: Autora aprékini, izmantojot SmartPLS

Sis uzlabotais modelis uzrada salikto uzticamibu, kas tiek uzskatita par apmierino$u, apstiprinot
labu konstrukta uzticamibu (rho_a = 0,944 > 0,7; rho_c = 0,876 > 0,7). ArT Kronbaha alfa (0,790
> 0,7) aprékins norada uz ta apmierinoSu limeni. legita vidéja dispersija apstiprina meérijumu
modela diskriminanta derigumu (AVE = 0,714 > 0,5) (Hair et al., 2022; Lee et al., 2011).

15.attéla redzamais strukturalais modelis uzrada R? raditaju 0,614 liment, kas liecina, ka analizéto
ZIA finansialas darbibas izmainas modelis izskaidro 61,4% [imeni. Tomér tas arT atklaj, ka
vadibas gramatvezu sniegtas informacijas ka mediatora loma ir pozitiva, bet nav statistiski
nozimiga (B=0,132; p-vértiba = 0,424 > 0,05). Tadé| hipotéze H2 tiek noraidita.

Sada iegita rezultata skaidrojums varétu bat saistits ar to, ka, lai ZIA ieviestu SVG, nav
klatbitne.

uznémeéjdarbibas vidi, neizprot razoSanas un pardosanas vaditdju informéacijas vajadzibas un

nepiecieSama gramatvezu lespéjams, vini nav pietiekami informéti par

nespéj identifivcét pareizo un noderigo praksi, kas sniegtu vertigu informaciju lémumu
pienem8anai (Hadid & Al Sayed, 2021).
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Turklat SVG ir jasaprot ka visas komandas, ne tikai gramatveza atbildiba (Abdullah et al., 2022).
To apstiprina ari Tillmans un Godards (2008), apgalvojot, ka citu organizacijas dalibnieku
klatbadtnei ir izSkiroSa nozime SVG ievieSana. Koada (1996), Lorda (1996), Roslendera un Harta
(2003), Lengfilda (2008) agrak veiktie pétijumi atklaj, ka SVG ir tikusi izmantota uznémumos ari

bez gramatvezu klatbdtnes.

Visbeidzot, respondentiem tika jautats par vairakiem iemesliem, kadél ZIA, kuras vini strada, ir
jaievies inovativas vadibas gramatvedibas prakses, pieméram, SVG. Rezultati liecina, ka tris
galvenie iemesli ir: i) snieguma uzlaboSana (31 = 91,2%), ii) labaka lémumu pienems$ana (29 =
85,3%), iii) stratégiskas vadibas uzlabo$ana (23 = 67,6%), kas apstiprina to, ka sniegums un

lémumu pienemsSana ir batiski faktori, kas saistiti ar SVG pienemSanu un ievieSanu.

4.2. leguto rezultatu validacija

Viens no izplatitiem rezultatu validacijas panémieniem ir triangulacija. Ta balstas uz divu vai
vairaku datu vakSanas metozu izmantoSanu atseviSku cilvéka uzvedibas aspektu izpété, to
turpinot ar atskirtbu analizi starp informaciju, kas ieguta katra no tam. Socialajas zinatnés pétnieki
cens$as kartét vai pilnigak izskaidrot cilvéka uzvedibas sarezgitibu, pétot to no vairak neka viena
skatu punkta, izmantojot gan kvantitativos, gan kvalitativos datus. Turklat lielaks kontrasts starp
metodém nodroSina lielaku pétnieku parliecibu par iegato rezultatu precizitati (Cohen et al., 2007).
Agasisti u.c. (2008) pétijumos par SVG validéja rezultatus, izmantojot informacijas triangulaciju,

tapat So metodi izmantojusi Tilmans un Godars (2008), ka arT Hutaibats u.c. (2015).

Saja pétljuma iegitie rezultati pardda, ka analizétie ZIA izmanto visas pétitas SVGM,
koncentréjoties uz stratégisko cenu noteik§8anu un metodém, kas analizé konkurentu
gramatvedibu. Tas saskan ar SVG Tpasibam, pieméram, koncentréSanos uz aréju informaciju un
vienu no tas izmanto$anu noteicoSajiem faktoriem- izteikti sivo konkurenci industrija. Sos
rezultatus var salidzinat ar iepriek$€jo pétijumu rezultatiem, kuros pétita sakariba starp SVG un
finanSu rezultatiem. Turklat tie apstiprina arT 25.attéla redzamos rezultatus, kuros respondenti
norada, ka vélétos sanemt papildu informaciju par SVG, stratégiju un prognozém, kas palidzétu

l@mumu pienems$anas procesos.

Pamatojoties uz literatiras apskatu, autors ir identificgjis pétijumus, kas ir atklajusi spécigu un

pozitivu sakaribu starp SVG un finansu rezultatiem. So pétijumu autori ir ir Cenkals un Lengfilds-

8 Saskana ar anketas 81.jautdjumu.

—
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Smits (1998, citéts no Nejad et al., 2017), Beins un Lenfilds-Smits (2003, citéts no Nejad et al.,
2017), Kadess un Gildings (2008), Sinkuini un Tenuci (2010), Kuganesans u.c. (2012),
Abdelmoneins un DZounss (2014), Nordins u.c. (2015), Zenita u.c. (2015), Dmitrovi€s un Suljovits
(2017), Nejads u.c. (2017), Térners u.c. (2017), Apaks un Vedumans (2020), Hujens u.c. (2020),
Farizals u.c. (2021), Susilavati un Faizals (2021), Pujo u.c. (2022), Salehs un Alnimers (2022) un
Varzaru u.c. (2022). Promocijas darba rezultati apstiprina, ka tadi pasi rezultati iegati, pétot ZIA.

Tomer dazi autori savos pétijumos ir identificéjusi vaju, pretrunigu vai nesaistitu sakaribu starp
SVG un finan$u rezultatiem, pieméram, Niksons un Bérnss (2012), Lahmans u.c. (2013), Ahlejs
un Jusohs (2017, citéts no Puyo et al., 2022), Ahmads un Leftesi (2014, citéts no Puyo et al.,
2022), Pitéers (2015, citéts no Puyo et al., 2022), Fitrija (2021) un Khans (2021).

Péc pétijuma rezultatu iegiSanas tie tika validéti vairakas daléji strukturétas intervijas ar
aviokompaniju industrijas parstavjiem un vienu pieredzéjusu pétnieku kvantitativo pétijumu
veik§ana. Lidzigu pieeju izmantojusi Kadess un Gildings (2008),kuri izmantoja intervijas, lai
apstiprinatu rezultatus. Tilmans un Godars (2008) veikuSi vairakas intervijas, lai validétu
respondentu viedoklus, un Lahmann u.c. (2013) parbaudija savus rezultatus ar slimnicu

industrijas ekspertu intervésanu.

Intervéto ekspertu raksturojums ir sekojoss: li: galvenais gramatvedis, kur§ parstav PSA
Latinamerika, un kuram ir vairdk neka 10 gadu pieredze industrija (atbildéja uz anketu); l2:
ienémumu parvaldibas vaditdjs ZIA Latinamerikd ar vairdk nekd 10 gadu pieredzi industrija
(atbildéja uz anketu); Is: direktors bez izpildvaras ar vairak neka 30 gadu pieredzi augsta limena
direktora amata aviokompaniju industrija (neatbildéja uz anketu); li: stratégiskas planosanas
vaditajs ZIA Azija ar vairak neka 10 gadu pieredzi industrija (atbildéja uz anketu); Is: finan3u

planotajs PSA Latinamerika ar 3 gadu pieredzi industrija (neatbildéja uz anketu).

Intervijas notika attalinati tieSsaisté un ilga no 20 lidz 40 minGtém. Interviju laika interviju veicéjs
atradas Kolumbija, bet intervéjamie — Kolumbija, Meksika, Cile, Trijé un Srilanka. Lai saglabatu
intervéjamo anonimitati, ka to iesaka Ma u.c. (2022) un Mihailova un Papazovs (2022), intervijas
netika ierakstitas, tika atzimeéti un pierakstitas tikai galvenas atzinas. No vienas puses, tas radija
risku zaudét dalu no sesiju laika izskangjusas informacijas. No otras puses, tas veicinja

intervéjamo piekriSanu intervija piedalities un nodro8inaja brivaku iespéju izteikties.

Intervijas sakuma tika prezentéts Tss ievads par pétijuma mérki. Péc tam tika atklati un izskaidroti
pétijuma rezultati, un tika uzdoti Cetri jautajumi, lai uzzinatu vinu viedoklus par sekojosam témam:

i) visbiezak un mazak izmantotds SVG metodes, ii) aviokompaniju finanSu darbibas rezultatu
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mériSanas kritériji, iii) vadibas gramatvezu ka stratégiskas informacijas sniedz&ju loma, un iv)
iemesli, kapéc joprojam ir investori, kuri ir ieintereséti ieguldit industrijas uznémumos par spiti

tam, ka industrija ir zems rentabilitates Tmenis.

Ka redzams 17.tabula, pétitajos ZIA, péc respondentu domam, visvairak piemérotas SVGM péc
vidéja raditaja bija stratégiska cenu noteiksana (5,7), salidzino$a analize (5,6), konkurétspéjigas
pozicijas uzraudziba (5,6) un konkurentu darbibas novértéjums (5,6). Savukart ar klientu
gramatvedibu saistitas SVGM tika atzimétas ka vismazak piemérotas (visi tris vidéja atzime bija
zem 4,0).

I, apstiprinaja Sos rezultatus un noradija, ka vissvarigakais faktors attieciba ZIA ir cena, jo PSA
un ZIA pakalpojumu sniegSana ir maz atskiribu, tapéc cena ir noteicoSais faktors Iémumu
pienemsana. Tapat arT |> noradija, ka tas patieSam ta ir, jo cenas ir kontrol€jams mainigais lielums
ZIA, izmantojot veicinaSanas pasakumus un cenu struktiru, kamér izmaksas ir svarigas, tac¢u
istermina nav viegli ietekmé&jamas. Tapat to apstiprindja ari ls, noradot, ka cenas parasti ir
stratégisks faktors jebkura industrija, un ZIA pieméro papildu maksu par bagazu, lai kontrolétu

pasazieru uzvedibu un veicinatu operacionalo efektivitati.

ls uzskata,ka aviokompaniju industrija ir arkartigi sivas konkurences pilna, un koncentréjas uz
stratégisko cenu noteik$anu. Lidz ar to dazkart ZIA piedava zemas cenas jaudas izmantoSanas
palielinaSanai, jo stratégiskas planosanas galvenais uzsvars tiek likts uz intensivu lidmasinu
izmantoSanu, ko méra ar noslodzes koeficientu. ArT ls cenas uzskata par batisku faktoru, kas
dominé industrija.

Attieciba uz salidzinoSo analizi un SVG metodém, kas saistitas ar konkurentu gramatvedibu, |1
norada, ka tam ir lielanozime, jo aviokompanijas agresivi konkuré par nelielu rezervi, un tam ir
jameérke uz katru segmentu. |2 uzskata, ka industrija batiska ir kompetence, jo ZIA pédéjo 20 gadu
laika ir bijuSi jauni tirgus dalibnieki. Tapéc, nemot véra,ka ZIA ir ienakusi industrija un mainijusi
tas I1dzSinejo Idzsvaru, cilvéki varétu domat, ka ZIA nav droSi, tapéc salidzindjumi ar
konkurentiem vienmér ir janem véra, vai tie batu ZIA, vai art PSA. |z norada, ka salidzinosa analize
varétu but lidziga konkurentu pozicijas uzraudzibai, jo to mérki ir batiski neatSkiras. Tomer ir
dazas Tpatnibas, pieméram, Ryanair ir galvena ZIA Eiropa, un tai nav nepiecieSams salidzinosi
analizét sevi pret konkurentiem. Sada analize ir svariga mazajam ZIA, bet lielas ZIA bez $adas

metodes var iztikt.

Komentéjot zemo SVGM punktu skaitu saistiba ar klientu gramatvedibu, |1 norada, ka klientu

apkalpo$ana ir milziga probléma, lai gan aviokompanijas $aja joma ir ieguldijusas lielu darbu,
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tomeér klienti to parasti neuztver. Viniem ir vairak klientu neka pirms sesiem ménesiem. |, validé
$aja joma iegltos rezultatus, sakot, ka ir sarezgiti zinat, kadu pievienoto vértibu uztver un novérté
pasazieri, ZIA biznesa modeli netiek nemta véra klientu analize. |, atzist, ka nav parsteidzosi, ka
klientu gramatvedibai ir zemi raditgji- ZIA nav piemérota augstu apkalpoSanas standartu
ievieSanai, jo zemo cenu aviokompanijam |oti svarigs avots ienémumu gusSanai ir papildu

pakalpojumi.

Is norada, ka klientu értibas ZIA nav parak svarigas, jo ZIA cenSas panakt apjomu raditus
ietauptjumus, masveidojot sniegto pakalpojumu, neskatoties uz t& zemo kvalitati. Klienti sanem
zemaku cenu, bet lidojuma nav ieklauti nekadi papildu pakalpojumi, tapéc ZIA mérkis ir sasniegt
augstako iespéjamo noslogojumu. Darbs ar TpaSajiem un ienesigajiem klientiem $ada biznesa

modelt ir grataks neka ar visparéjo pasazieru grupu.

Attieciba uz ZIA finansialajiem raditajiem un labakajiem meérijumiem to novértéSanai, ka art
iemesliem, kapéc investori turpina investét aviokompaniju industrijas uznémumos, kuri darbojas
ar zemu rentabilitates Iimeni, |1 pauz viedokli, ka industrija pastav dazas Tpatnibas, kas nosaka
ieguldijumus taja; rentabilitate ir zema- -1%, 2%, 3%, un izmaksu efektivitate ir galvena stratégija
liclakas rentabilitates iegtsanai. Tas prasa milzigus ieguldijumus, bet uzrada vajus finansu
darbibas raditajus, ja tos méra ar rentabilitati, aktivu atdevi un pasu kapitala atdevi. I, apgalvo,
ka rentabilitatei ir jabat nozimigai ZIA, jo tas ir bizness, kam ir industriju parveidojoSa loma taja,
tirgus dalai ir izSkiroSa nozime, un uznéméjdarbiba pirmajos darbibas gados nav rentabla.
Uznémumiem nepiecieSams sasniegt brieduma fazi, tapéc raditaji varétu palidzét, un biznesa

modelis ar laiku noteiks nepiecieSamo sasniedzamo rentabilitati.

I3 uzsver, ka pasu kapitala atdeve ir atkariga no paradsaistibam un akcionaru gaidam. Savukart
aktivu atdeves raditajs industrija ir jaapliko uzmanigi, jo aktivi ZIA ir loti dargi. Péc vina domam,
vispiemérotakais raditajs, lai novértétu ZIA rentabilitati, ir naudas bilance. Sim mainigajam
lielumam industrija ir milzigas svarstibas, un ZIA saistibas ir jamaksa skaidra nauda. Attieciba uz
aktivu atdevi, investiciju atdevi un rentabilitati I» uzkata, ka, lai art ir mazi, bet tomér Sie radrita;ji ir
nepiecieSami pozitivi. Turklat aviokompaniju industrijai ir raksturiga zema procentuala pelna, bet

absolutaja naudas izteiksmé ta var bat milziga.

Is norada, ka transports ir sabiedrisks pakalpojums, un daudziem cilvékiem tas ir nepiecieSams
dazadu iemeslu dél. Turklat aviokompanijas var noslégt darijumus ar celojumu agenttram, lai
pardotu Carterreisus. Galvenie darbibas raditaji (no anglu valodas jédziena KPI jeb key

performance indicators) ir loti svarigi, lai izméritu finansialos un operacionalos rezultatus-
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pasazieru skaitu, fikséto izmaksu efektivitati un operacionalo efektivitati, jo tiem ir tieSa ietekme
uz finansu raditajiem- mazakas pieskaitamas izmaksas, mazak degvielas, mazakas logistikas
izmaksas, atbilstoSs parvadato pasaZieru skaits, lai samazinatu vienibas fiksétas izmaksas, kas

rada lielaku pelnu.

Attieciba uz vadibas gramatvezu lomu, mudinot ZIA ieviest SVG, sniedzot aréju, nefinansialu un
uz nakotni vérstu informaciju, |1 komentéja, ka informacijas apkopoS$ana nav gramatvezu
pienakums, un viniem ir jasaprot ienémumi no kilometra un finanséjuma izmaksas. I, uzsver, ka
gramatvezu loma ir batiska, jo konsultacijas tiek augstu novértétas un ir loti labi apmaksatas, tadél
aviokompanijam tas ir |oti dargas. ZIA nealgo daudz konsultantu, jo tas ir arkartigi dargi, tapéc
8adas vertigas informacijas sanemsana ir ipasi noderiga, tacu par atbilstoSu cenu. Ja kompanijai
ir vairak informacijas, to var parverst zinaSanas par savu tirgu, aréjas vertibas un galu gala tas

nozimeés labaku parvaldibu.

la uztver gramatvezus ka ekspertus argéjas, nefinansiala, uz nakotni vérstas informacijas
sagatavoSana, norada,ka vini apstiprina informaciju un prezenté datus ta, lai tie klGtu
saprotamaki. Visbeidzot, |s uzskata, ka vadibas gramatvedis var bt gan svarigs, gan ne tik
svarigs, jo galveno pievienoto vértibu nodrosina dati, jo 1pasi par aréjo informaciju- izmaksas par
galonu, izmaksu struktira sadalljuma pa pasazieriem, un ta varétu bat atbilsto$a informacija, lai
izskaidrotu skaitlus. Vadibas gramatveziem ir |oti svarigi saprast, ka darbojas industrija, ka iegat
uzkrajumus un noteikt finansu stratégijas, lai parvalditu gramatvedibas informaciju un zinatu to

ietekmi uz pelnu un zaudé&jumiem.

Visbeidzot, ir salidzinati 81 pétijuma rezultati ar iepriek3€jiem pétijumiem, kurus veikusi,
pieméram, Gildings u.c. (2000), Kreivens un Gildings (2001), Kadess un Gildings (2007), Sinkuini
un Tenuci (2007, 2010), Ceskons u.c. (2019) un citi, laujot konstatét, ka lielaka dala SVGM Sobrid

jau tiek izmantotas vairak neka laika,kad tas izstradaja.

Secinajumi

81 promocijas darba meérkis ir identificét SVG ietekmi uz pétito ZIA finanSu rezultatiem, tadejadi
klastot par pirmo Sada veida empirisko pétijumu aviokompaniju industrija. Pirmkart, SVG var
uztvert ka VG attistibas pédéjo posmu, kura uzdevums ir sniegt informaciju, kas ir aréja, finansiala

un nefinansiala, ilgtermina un uz nakotni vérsta. Tai batu japalidz Iémumu pienem8ana un

stratégiskaja vadiba. Turklat tai ir starpdisciplinars raksturs, kas apvieno zinaSanas no vadibas
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gramatvedibas, stratégijas, stratégiskas vadibas, finanSu, marketinga un razo$anas, tadéjadi

iestajoties pret kritiku, kas veltita VG un tas vajajam vietam.

Otrkart, veids, kada SVG tiek izmantots organizacijas, ir stratégiskas ievirzes metozu kopuma
ievieSana. Visbiezak izmantotais ir Kadesa un Gildinga (2008) metozu kopums, kas sastav no
seSpadsmit metodém, kas sadalitas piecas grupas: i) izmaksu noteik§ana, ii) planosana, kontrole
un snieguma mérisana, iii) stratégisko lémumu pienemsana, iv) konkurentu gramatvediba un v)
klientu gramatvediba. So metozu izmanto$ana varétu ietekmét finansu raditdjus un uzlabot
léBmumu pienemsSanas procesus, jo to izmanto$anas rezultatd tiek nodroSinata stratégiska

informacija, kas palidz pienemt Iemumus un veicina labu uznémumu parvaldibu.

Treskart, no teorétiska viedokla darba tika konstatéts, ka SVG pétijumos jau ieprieks ir
izmantotas vairakas teorijas. Visizplatitdkas ir stratégija- izmaksu vadiba, diferencé$ana un
fokuséSana, stratégiska vadiba- izmainu un tenden€u uznéméjdarbibas vidé uzraudziSana un
parvaldiSana, situacijas vadibas teorija- problému risinajumi ir atkarigi no konkrétiem faktoriem,
kas raksturo uznéméjdarbibas kontekstu, iekarojamu tirgu teorija- tirgos parasti ir siva
konkurence, un ir uznémumi, kas intereséjas par jebkura tirgus dalu ar pozitiviem rentabilitates
raditajiem, pamatota teorija- jédzieni un kategorijas témas izpétei varétu paradities izpétes
procesa laika, un augstako eSelonu teorija- organizacijas atspogulo augstaka limena vaditaju
vértibas un personiskas TpaSibas. Autors uzskata, ka ir iespéjams dot teorétisku ieguldijumu,
izmantojot izpété arT citas atzinas, un piedava SVG izpétei un padzilinaSanai izmantot vél vienu
teoriju- uzvedibas vadibas gramatvedibu, jo gramatvedibas informacija ietekmé mentalitati un to,

ka augstaka limena vaditaji pienem lémumus un sadala resursus.

Ceturtkart, no metodologiska viedokla tika konstatéts, ka iepriek§&jos pétijumos ir izmantoti
linearas regresijas modeli un strukturalo vienadojumu modeli, lai pétitu sakaribas starp SVGM
izmantoSanu un uznémumu finandu raditajiem. Turklat ir tikusi apkopota informacija, izmantojot
anketas, izmantojot Likerta skalu ar pieciem vai septiniem punktiem, ka arT intervijas, lai apkopotu
informaciju un validétu rezultatus. Darba ietvertajiem pétijumiem tika izmantoti strukturalo
vienadojumu modeli, lai analizétu sakaribas starp SVGM un pétito ZIA finansialo sniegumu, radot
nozimigus rezultatus un paradot to lietderibu datu analizei Sada veida pétijumos. Analizé
izmantota informacija tika iegdta no ZIA finan8u parskatiem un anketéSanas, izmantojot septinu

punktu Likerta skalu.

Piektkart, runajot par ST promocijas darba praktisko nozimi, kuras mérkis ir identificét SVG

ietekmi uz pétito ZIA finansSu rezultatiem, pétijums atklaj, ka SVG pozitivi un butiski ietekmé
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analizéto uznémumu finansu raditajus, it Tpasi attieciba uz metodém, kas saistitas ar izmaksu
noteik§anu un stratégisko [émumu pienemsanu, tadéjadi apstiprinot hipotézi H1a un Hlc. Tomér
no otras puses, metodes, kas saistitas ar planosanu, kontroli un snieguma meérisanu, konkurentu
gramatvedibu un klientu gramatvedibu, finansu rezultatus neietekmé (H1b, H1d, un Hle). Nemot
véra to, ka ldzSingjie pétijumi atklaja pozitivu, vaju vai nenozimigu sakaribu starp Siem

mainigajiem lielumiem, Sis pétijums arT apstiprina $adas sakaribas analizétajas ZIA.

Sestkart, apstradajot pirmo papildu jautajumu par SVGM ievieSanas pasreiz€jo statusu ZIA, tika
konstatéts, ka tajas tiek piemérotas visas seSpadsmit analizétas metodes, tomeér ar augstakiem
raditajiem stratégiskajai cenu noteikSanai, salidzino$ajai analizei, konkurences pozicijas
uzraudzibai un konkurentu darbibas novértéSanai. Stratégiska cenu noteikSana ir svariga, jo tas
ir kontroléjams mainigais lielakajai dalai ZIA, salidzinosa analize ir batiska, lai pétitu industrijas
vado3o ZIA labako praksi. Konkurentu pozicijas uzraudziba nosaka iespéjas uzlabot sniegumu
un efektivitati, un konkurentu darbibas novéertéjums ir batisks, lai noteiktu piemérojamas finansu
stratégijas. Gluzi pretéji, tris visnepiemérotakas metodes izradijusas zimola novértéjums, klientu
rentabilitates analize un klientu ka aktivu vértédana. Faktiski pétitie ZIA neuzrada nekadu interesi
par izpratnes par zimolu palielinadanu. Klientu rentabilitates analize nav piemérojama, jo ZIA

biznesa modelt modelr trikst klasu, ka arT kvalitate nav galvena ZIA prioritate.

Septitkart, T promocijas darba batisks ieguldijums ir svarigdko SVGM identificeéSana, ko pétitas
ZIA izmantos nakamajos piecos gados. Tika identificEétas Cetras metodes- stratégiska cenu
noteikSana, konkurences pozicijas uzraudziba, integréta snieguma mériSana un konkurentu
darbibas novértéjums. Ar §im atbildém respondenti atzist, ka gan konkurentu, gan pasu sniegums
ir batisks vinu konkurétspéjai un stratégiskajai vadibai. No otras puses, klientu rentabilitates
analize, zZimola vértéSana un attiecinamo izmaksu noteik8ana bls mazak svariga, tacu to

izmantoSanas limenis joprojam pieaugs.

Astotkart, aviokompaniju industrija ir vérsta uz pasazieru un kravu gaisa parvadajumiem. To
raksturo arT vairaku aviokompaniju biznesa modelu klatbatne, pieméram, PSA, ZIA, ultra ZIA,
hibrida modelis, regionalas aviokompanijas un Carterreisu aviokompanijas. ZIA pirmsakumi
mekléjami 1960. gados,kad izveidojas uznémums Southwest Airlines Amerikas Savienotajas
Valstis. Southwest Airlines art radija stimulu $ada biznesa modela pielietoSanai citos regionos,
pieméram, Ryanair Eiropa un Air Asia Azijas tirgl. Salidzino$i nesenaka perioda arf Latinamerika
ir paradijusas ZIA, pieméram, Gol Airlines Brazilija, VivaAerobus un Volaris Meksika, Viva Air

Kolumbija un JetSmart un Sky Airlines Cilé.
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Devitkart, atttieciba uz otro papildu jautdjumu, kas saistits ar galvenajam ZIA stratégijam ar
veiksmigu finanSu sniegumu, tika konstatéts, ka ZIA biznesa modela mérkis ir radit ieguvumus
un rentabilitati, maksimali palielinot efektivitati un samazinot izmaksas. DaZas no batiskam
stratégijam efektivitates palielindSanai ir i) intensiva gaisa kugu izmantoSana, ii) atrs lidojumu
apgrozijums un iii) augstaks noslogojums. Savukart galvenas stratégijas izmaksu samazinasanai
ir i) tieSa rezervéSana, izmantojot timekla vietni vai talruni, ii) arodbiedribu neesamiba un iii)

jaunas paaudzes lidmasinas, kuram nepiecieSams mazak degvielas.

Desmitkart, tika arT atklats, ka aviokompanijas izmaksu struktira ir atkariga no vairakiem
faktoriem, tostarp i) satiksmes— degvielas, noséSanas tarifiem, apkalpoSanas un lidostas
nodevam, ii) tehniskajam izmaksam- uzturéSanas un rezerves dalam, iii) ekspluatacijas
izmaksam-pakalpojumu izmaksas lidmas$ing, salona apkalpo$ana, iv) komercialas izmaksas-
marketings un izplatiSana, tirdzniecibas biroji arzemeés, un v) citas izmaksas- personala izmaksas,
nolietojums, gaisa kugu noma, marSruta maksas, pasazieru izmaksas un sanemtie pakalpojumi.

Saja ZIA izmaksu komponentu struktira divi vissvarigakie ir degvielas un darbaspéka izmaksas.

lepriekSminétos faktorus papildina punktualitate, sekundaro un mazak noslogoto lidostu
izmantoSana, liels sédvietu blivums, tikai viena klase, tikla struktira no punkta uz punktu, Tsi
starplaiki starp lidojumiem un ienémumu guSana no visiem paligpakalpojumiem, ieskaitot
édinasanu, vietu pieskirSanu, bagazu, registréSanos lidosta, prioritaras iekapSanas un citu starpa
arT planu, viesnicu, apdroSinadSanas, automasinas nomas piedavasana. Dazi papildu mainigie
lielumi tika identificéti ka ZIA panakumus noteicoSie faktori, jo TpaSi vienkarSota flote, spécigs
spiediens uz darba raZigumu, tieSa rezervéSana vietné vai pa talruni, augsts gaisa kugu
noslogojums, arodbiedribu neesamiba, Tss sektora garums, jaunas paaudzes gaisa kugi,
samazinata apkalpoSana lidojuma laika, funkcionala elastiba personala komplektacija, liela
publicitate, minimala salona apkalpe, reisi bez parsé$anas, labaki nodarbinatibas raditaji, lidziga
attieksme pret visiem pasazieriem, iztikSana bez biznesa atputas telpam lidostas, atteik§8anas no
bagazas apstrades, drukatam biletém, sadarbibas aliansés, un darbiba bez lojalitates

programmam.

Vienpadsmitkart, vél viens butisks §1 promocijas darba ieguldijums ir saistits ar aviokompaniju
pienemto galveno lémumu identificéSanu, kas ir saistiti ar cenam/biletém, marsrutiem, lidostam,
kur darboties, jaudu, biezumu, izmaksu kontroli un mazakd méra ar degvielu, apkalposanu,
marketingu, personala planoSanu un arpakalpojumiem. To identificéSana ir svarigs sakotnéjais

posms, lai izprastu, ka veidojas sakariba starp IEmumu pienems$anu un SVG, nostiprinot metodes,
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kas visvairak sniedz informaciju, lai palidzétu katra IEmumu pienemsanas joma un veicinatu SVG

ievieSanu uznémumos, $aja gadijuma ZIA.

Divpadsmitkart, attieciba uz pieciem konkurences spékiem- pircéjiem, piegadatajiem,
jaunienacégjiem, aizvietotaju paradiSanas apdraudéjumu un konkurenci, par ko runa Maikls
Porters, ZIA ir jasaskaras ar celojumu agentdru, lidmasinu razotaju lielo spéku, nepiecieSama
kapitala apjomu, zemu rentabilitates [imeni un bileSu cenam. No otras puses, paSiem industrijas
dalibniekiem ir milzigs spéks attieciba pret majsaimniecibu un biznesa klientiem, alternativam
celojumu iespé&jam lielos attalumos, Tpasi arzemés, un punktualitati. Sie ir batiski aspekti, kas

palidz noteikt SVG iespéjas atbalstit to, ka ZIA Sos spékus parvalda.

Trispadsmitkart, attieciba uz treSo papildu jautatajumu tika konstatéts, ka respondenti atzist, ka
SVG ir |oti ietekmiga, uzlabojot gan Iemumu pienems$anas, gan to TstenoSanas procesus. Taja

pa3a laika Sie procesi spécigi ietekmé analizéto ZIA finansu rezultatus.

Cetrpadsmitkart, vadibas gramatveza ka aréjas, finansu un nefinansu, ilgtermina un uz nakotni
vérstas informacijas sniedzéja mediatora loma nebija nozimiga, un tadéjadi hipotéze H2 tiek
noraidita. Vadibas gramatvezi tiek uztverti kd svarigi, bet ne vienmér galvenie stratégiskas

vadibas dalibnieki. Turklat SVG ir ieviesus$i art uznémumi bez gramatvezu klatbutnes.

Piecpadsmitkart, tika atklats, ka ZIA ir atkarigas no vides faktoriem. No vienas puses, ZIA Eiropa
pastiprinati veic starptautiskos lidojumus uz kontinenta Rietumu, Centralo un Austrumu
geografisko apgabalu. Turklat vini veic arT starpkontinentalos lidojumus, kas savieno Eiropu ar
Ziemelafriku, Aziju un Ameriku. Visbeidzot, tas veic operacijas vairakas valutas, pieméram, eiro,
sterlinu marcinas, Norvégijas kronas un Krievijas rublos, cita starpa, kas rada valGtas kursa
svarstibu risku. No otras puses, ZIA Amerikas Savienotajas Valstis galvenokart orientéjas uz
iekSzemes lidojumiem. Tikai neliela dala no tiem savieno Ziemelameriku ar daziem galamérkiem

Latinamerika un Karibu jaras regiona. Lielaka dala to operaciju tiek veiktas ASV dolaros.

SeSpadsmitkart, no empiriskd pétijuma, kura bija ieklautas piecpadsmit ZIA no Eiropas,
Ziemelamerikas un Latinamerikas, k& arT atbildem no 34 aviokompaniju industrijas parstavjiem
un augstaka limena vaditajiem, tika noskaidrots, ka, lai atbalstitu Iémumu pienemsSanu, vini
vélétos sanemt informaciju par SVG, stratégiju un prognozéSanu. Tas varétu bat saistits ar
ievérojamo konkurences limeni, kas raksturo aviokompaniju industriju. Turklat respondenti atzist,

ka SVG ir iespé€jas palidzet Sai ZIA galvenajai funkcijai.
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Pédéjo atzinu apstiprina ari fakts, ka tris visvairak izmantotds SVGM analizétajas ZIA ir
stratégiska cenu noteikSana, konkurétspéjas stavokla uzraudziba un konkurentu darbibas
novertéjums. Aviokompaniju industrija ir svarigi pievérst uzmanibu citu konkurg&joSo
aviokompaniju Tstenotajam stratégijam un darbibam. No otras puses, tris vismazak izmantotas ir
klientu rentabilitates analize to pilna dzives cikla garuma, klientu ka aktivu vértéSana un klientu
rentabilitates analize. Sie pieradijumi apstiprina, ka analizétajam ZIA klientu apkalpo$ana un

piedavato pakalpojumu atribati nav tik nozimigi to batiskajas stratégijas.

Visbeidzot, pastav dazi ierobezojumi attieciba uz gramatvezu lomu ka informacijas sniedzé&jiem,
lai palidzétu stratégisku lemumu pienems$ana un stratégiskaja vadiba, ko nodrosina SVG. Vini ir
saistiti ar zinaSanu trikumu par stratégiju un uznémeéjdarbibas vidi, ierobeZojot vinu iespéjas bt

galvenajiem dalibniekiem uznémumu stratégiskaja virziba.

Priekslikumi

Promocijas darba pétijuma rezultati lauj izteikt vairakus priekslikumus. Pirmkart, no teorétiska
viedokla ir |oti svarigi, lai akadémiskaja lauka stradajosie, pétnieki turpinatu pétit SVG. Jo pasi
tas attiecas uz jaunattistibas valstim. SVG sniedz butisku informaciju, lai palidzétu uznémumiem
pienemt lémumus, samazinot uznéméjdarbibas nenoteiktibu, kas galu gala varétu radit
pozitivakus finanSu raditajus. Tomér, ka norada situacijas vadibas teorija, VG analize ir atkariga
no specifiskiem faktoriem, kas raksturo katru industriju un uznémumu. Tadé&jadi universitatém un
biznesa skolam ir zinami izaicinajumi saistiba ar 8is témas pétniecibu. Turklat trikst informacijas
par SVGM ievieSanu mazajos un vidéjos uznémumos- ta varétu but plaisa pétnieciba, kas jarisina
nakotné. Tapat ari trikst pétijumu par virkni industrijam, pieméram, automobilu razosanu,
farmaciju, lielveikalu tirdzniecibu, tapat arT par jaunuznémumiem, kurus varétu izpétit nakotng, lai

noteiktu, kuras SVGM vislabak atbilst vinu informacijas vajadzibam.

Otrkart, ir iespéjams art izstradat pétijumus par SVG, iesaistot jaunas teorijas, pieméram,
uzvedibas vadibas gramatvedibu. To cita starpa varétu papildinat ar jaunam teorijam datu
zinatnés, blokkédé, maksligaja intelekta, informacijas tehnologijas, makondatnieciba. Turklat
informacijas izpauSanas process- finanSu parskati, gada parskati, vadibas zinojumi- Eiropa un
ASV ir labdks neka Latinamerika. ST iemesla dé| veidojas ierobeZojumi, ja téma tiek pétita

konkrétos geografiskos regionos.
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Treskart, no metodologiska viedokla SVG pétijumi galvenokart ir veikti no funkcionalisma
perspektivas, méginot noteikt veidus, ka ta palidz risinat problémas, ar kuram saskaras
uznémumi. Tas ir pieméroti sakotnéjam izpétes posmam par So tému, tacu laika gaita ir svarigi
veikt kritiskus pétijumus, mekléjot papildu atzinas, lai to saprastu no neklasiskam teorijam. Turklat
pétijumi, kuros tiek izmantota interpretativa un kritiska pieeja, varétu bat interesanti, lai identificétu
citus faktorus saistiba ar SVG jédzienu, pieméram, spriedzi tas 1stenoSanas laika, veidu, kada tas
ietekmé informacijas lietotaju un I[émumu pienéméju attiecibas, un iemeslus to pienemsanas

procesos (Larrinaga, 1999; Ryan et al., 2002).

Ceturtkart, pamatojoties uz literatiras apskatu, socialie un vides faktori SVG Iidz §im nav pétiti.
Nemot véra to, ka Sobrid tie tiek analizéti katru dienu, ir batiski izzinat iemeslus, kapéc Sie
elementi nav stratégiski svarigi uznémumiem. Papildus ir svarigi pétit problémas SVG ievieSanas
procesa, t.i., ar to saititds izmaksas, iesaistitos dalibniekus un nepiecieSamas prasmes,
veiksmigu un neveiksmigu adopcijas procesu iemeslus. Saja pétijuma tika novértati ZIA
finansialie raditaji. Turpmakajos pétijumos batu vérts pétit nefinansialo sniegumu, izmantojot
daZzus raditajus, pieméram, punktualitati, jaudas izmantoSanu, pieejamos sédvietu kilometrus,

klientu apmierinatibu un produktu kvalitati.

Piektkart, Gildinga u.c. (2000) un Kadesa un Gildinga (2008) izstradatais SVGM kopums ir
visizplatitakais, ko izmanto empiriskajos pétijumos. Turpmakajos pétijumos ir loti svarigi izvertét
SIs metodes, konstatéjot, vai tas joprojam sniedz stratégisku informaciju, un méginot noteikt
jaunas stratégiskas ievirzes metodes, kas varétu palidzét stratégisku Iemumu pienemsana un
stratégiskaja vadiba.

Sestkart, strukturalo vienadojumu modeli izradijas pieméroti, lai pétitu uznémumu finansu
rezultatus un to ietekmé&joSos faktorus. Saja sakara maz ir zinams par tadu regresijas veidu, kas
saskana ar literatiru par SVG, varétu sniegt zinamas atklasmes, analizétu sakaribu starp
finansialo un nefinansialo sniegumu un to noteico$ajiem faktoriem. ST pétijuma gadijuma rezultti
bija pozitivi un nozimigi analizétajiem ZIA. Tomér ta turpmaka piemérosSana datu analizei citas
industrijas batu vélama. To rezultati varétu papildinat pétijumus par galvenajiem izaicingjumiem

SVG ievieSanas procesa.

Septitkart, §1 promocijas darba rezultatus nevar visparinat attieciba uz visu aviokompaniju
industriju, jo zinamu ierobezojumu dél informacijas vaksana bija saistita ar nevarbatigas, nevis
varbutigas izlases izmantoSanu. Turpmakajos gados, nemot véra, ka aviokompaniju industrija

atglst savus darbibas apjomus un finandu raditajus ITmeni, kads tas bija pirms Covid-19
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pandémijas, augstaka llmena vaditaji varétu bat vairak gatavi palidzét Sada veida pétijumos,

sniedzot batisku informaciju, lai paplasinatu iegato rezultatu apjomu.

Astotkart, no praktiska viedokla ir loti svarigi izpétit SVG integraciju ar citam parvaldibas
funkcijam, pieméram, finansém, planosanu, kontroli un marketingu, jo tie ir iesaisttti stratégiskaja
vadiba. Var apgalvot, ka ir batiski turpinat pétijumus par jaunu SVGM un riku izstradi, kas atbalsta
stratégisku lémumu pienemSanu. Turklat ir iespéjas pétit SVG pielietojumu bezpelnas

organizacijas, tehnologiju un kultdras atskiribu ietekmi uz SVG praksi.

Devitkart, gramatveziem apmaciba SVG joma ir pasi svariga, lai ta radrtu izpratni un mudinatu
uznémumus pienemt un ieviest SVG procesus, kurus varétu vadit gramatvezi. Péc intervéjamo
domam, vadibas gramatveziem ir |loti svarigi saprast, kdda ir uznéméjdarbibas vides ietekme, ka
arT analizét un interpretét gramatvedibas informaciju pladaka konteksta, neaprobezojoties tikai ar
finanSu gramatvedibu. Gramatvezu apmaciba varétu palielinat vinu Iidzdalibu lémumu
pienems$anas procesos, un iesaistit tos ka galvenos dalibniekus stratégiskajas jomas. Balstoties
uz ST promocijas darba autora pieredzi, var apgalvot, ka Latinamerikas valstis trikst apmacibas
par SVG.

lepriekSéjas atzinas sakrit ar Koadu (1996) atklato, kurs pétijis dazadus gramatvezu argumentus,
lai atturétos no SVG ievieSanas uznémuma: i) tie neesot pietiekami izglitoti par stratégiju, ii) tiem
nav bijis pietiekami liels ieguldijums stratégijas veido$ana, iii) tie izvairds no izaicindjumiem un
nepazistama darba, un iv) SVG izvirza sarezgitas informacijas prasibas. Tapéc ir svarigi, lai
nakamie gramatvezZi uznemtos sarezgitus uzdevumus, paraditu savu inteligenci, atjautibu,

elastibu un neatlaidibu.

Desmitkart, no industriala viedokla ZIA augstaka limena vaditaji, ka rada pétijuma rezultati, ir
daudz pielietojusi SVGM, lai atbalstitu stratégisko vadibu, pozitivi ietekmé&jot vinu vadito
uznémumu finansu raditajus. Tomér var izteikt priekSlikumu, ka labaka klientu apkalpo$ana
nakotné varétu bat atSkirtbu veidojoSs faktors un veicinat priekSrocibas konkurencé ZIA
uznémumiem. Tapéc ir sagaidams, ka ZIA izmantos vairak tas SVGM, kas saistitas ar klientu
gramatvedibu, pieméram, klientu rentabilitates analzi, klientu ka aktivu novértéSanu un klientu
rentabilitates analizi pilna to dzives cikla garuma. ST informacija varétu atbalstit nakotnes uz
klientu vérstas stratégijas, pieméram, lojalitdtes programmas. Turklat stratégiska cenu noteik$ana
un konkurentu gramatvediba joprojam bils svariga analizétajiem ZIA un, iespéjams, ari
kompanijam ar citu biznesa modeli, jo aviokompaniju industrijai joprojam bls raksturiga siva

konkurence un nenoteiktiba.
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