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Abstract

After the unsealing of the epidemic, with the continuous recovery of the economy, the civil aviation
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transportation industry has been developing rapidly, but with the intensified competition in the mar-
ket, coupled with the multiple impacts brought about by the epidemic, the aviation operation is facing
unprecedented challenges. In this regard, based on the 4Ps marketing theory and taking passenger
transportation marketing of Hebei Airlines as the object, this paper systematically analyzes the oper-
ating environment of passenger transportation marketing of Hebei Airlines, comprehensively reviews
its products, prices, channels, promotions and other strategies, reveals the shortcomings of its market-
ing strategy, and then puts forward the optimization strategy of passenger transportation marketing
of Hebei Airlines around the optimization of airline products, perfecting the pricing mechanism, opti-
mizing the sales channels and innovating the promotional methods. In this way, it provides an effec-
tive reference for Hebei Airlines to develop soundly in the complex market environment and provides
areference for the same type of airlines to improve their market competitiveness.
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