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JET2.COM BUSINESS OBJECTIVES
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(Slide 6) Jet2.com business objectives

According to www.dartgroup.co.uk, Jet2.com is owned by Dart Group PLC's whose
strategy
“To grow our business through a combination of organic expansion (through the
provision of high quality service) and, if appropriate, carefully planned acquisitions in
areas related to its existing businesses and markets. We aim to exceed the needs and
‘expectations of our customers in each business area”

‘This means that Jet2.com want to grow by offering a more diverse range of products
than they currently do, having more routes, products and services, and ultimately
‘making more money but they don't want to do this at the risk of getting bigger just for
the sake of it. They have seen what can happen when businesses et oo big and lose.
site of what is important to keep financially stable (like recently with the end of Thomas
Cook)- but if they see an existing business that would benefit their portfolio financially
then they will buy it after careful consideration. Jet2.com are growing their business
effectively, for example when the financial year ended on 31 March 2019 they had
generated £3.1 billion of revenue which was £0.7 billion up compared to 31 March 2018,
showing that they have the right products at the right price, are targeting the right
people hand are offering through the right places.

B.M2 analysis
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HOW MIKI TRAVEL USES MARKETING TO MEET BUSINESS
OBJECTIVES/ IMPACTS ON ORGANISATIONAL SUCCESS.

B2B has the following products and services that it promotes

to meet its business objective:

« Distribution channels in 173 countries across the globe

* Alarge inventory and competitive rates through their B2B XMLAP|
products

* Experienced saff

(Slide 7) How Miki Travel uses marketing to meet business objectives/ Impacts on
organisational success.

Miki travel uses the following B2B marketing to meet its business objectives in relation to
its business suppliers:

Miki Travel provides their primary suppliers with distribution channels in 173 countries.
across the globe to help the suppliers to maximise their sales numbers and revenue

Miki Travel offers their clients (travel agents/tour operators etc) a large inventory and
‘competitive rates through their B28 XML API products. XML stands for "extensible
markup language’ and it is  way sending messages on the internet meaning that a
suppliers products can be easily found and booked. APT stands for ‘application
programming interface’ which integrates a supplier’s booking system. Through Mi
Travel’s B28 XML API products, suppliers can connect in real time to the clents that Miki
Travel partners with, increasing the supplier's exposure and enabling them to reach new.
target markets

Miki Travel supports its suppliers and dlients through having experienced staff working in
their sales offices to answer any questions and queries.

Al of this technology and support means that Miki Travel can promote that they offer a
high level of customer service to their business clients, who need immediate answers
and don't have time to waste - this level of efficiency will be attractive to new clients
‘and retain existing clients - all of which will help to drive the business forward.
Promoting the state of the art technology they use will attract business dlients who are
looking for a ease and seemless computer systems. By predominantly offering remote
support to their business clients via websites and telephone, they were able to expand
into 173 countries whilst keeping their operating costs to a minimum, generating more.
profit for the business that if they had to employ  lot of staff in sales offices around the
world.

ivity to meet

5.P3/B.M2 marketing act )
o (Explanation/

organisational ofjectives
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HOW MIKI TRAVEL USES MARKETING TO MEET BUSINESS
OBJECTIVES/IMPACTS ON ORGANISATIONAL SUCCESS
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Slide 8 - How Miki Travel uses marketing to meet business objectives/Impacts on
Organisational

Miki Travel markets itself to new suppliers and clients through:

Its website www.mikitravel.co.uk

In-person visits

Trade shows (in the 2019 London WTM they were stand TP200)

Regular sales calls ot
By promoting themselves and being available through al of these methods, Mikitravel is,
meeting ts professionl objective of having knowledge and offering hospitality. By

offering a range of ways for clients and potential lients to make contact and ask

questions, they have a wider range of opportunities to sell themselves and grow and

‘expand the business. If they didn't actively promote themselves or have regular in

person/telephone mestings with their clients, they are leaving themselves much more 22

‘open to letting their competitors to swoop in and steal their clients. As Miki travel’s ¢Vl
“business’ client base isn't reached through the same methods as Jet2.com’s ‘customer”

dlent base using methods ike TV and radio, the personal touch like visits from sales

reps and stands at trade shows helps them to promote what they are about and what

they can offer.

523/ B2 3.0z marketing activity to meet organisational ofjectives
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HOW JET2.COM USES MARKETING TO MEET
BUSINESS OBJECTIVES/ ORGANISATIONAL SUCCESS
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Slide 9 - How jet2.com uses marketing to mest business objectives/ organisational

To meet the business objective of exceeding the needs and expectations of their
customers in each business area, Jet2.com uses the following B2C marketing:

Targeted emails, post, SMS and telephone to get the most appropriate information to the
right customers.

£60 Rain Cheque discount voucher on their flight home to encourage them to book

agai

Promotion that every customer gets the VIP service with daytime flights, free in-resort
check in, £60 deposit, free child places, more 2-5 star hotel availability

National advertising campaign showing the joy that couples and families experience
when travelling with Jet2.com. Each advert uses the track, "Hold My Hand by Jess
Glynne to make it recognisable.

Adverts are supported by radio, digital, out of home, and social media
Online competitions, offering customers the chance to win holidays
‘Gathers customer feedback via an email link send after the flight

paigns.

All of these marketing ideas have a huge impact on Jet2.com's abity to meetits
business objectives and on the general success of the organisation. 8y maintaininga "
regular presence in the public eye through promotional activities and materials, Jet2.cof
aims to generate new business and also act as a reminder to those customers who have

booked with them previously of the range of services and products available. As the

product range is always expanding, with new routes and destinations constantly being

added, itis essential that promotional materials are evolving to generate interest.

Jet2.com uses marketing (such as emailed surveys) to identify its target market/s and

target them with future promotional campaigns in an attempt to retain their custom. g, 7,
Jet2.com are aware of the cffort it takes to generate new business in comparison to o/ 101!
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retaining existing customers and s a result offers loyalty discounts such as the rain
cheque to stop passengers from booking with another airline next time. If they didn't
have any of these promotions in place, customers can be very fickle and will move on to
another organisation if they offer a better or cheaper product. Jet2.com uses marketing
(eg surveys) to find out about customer needs so that they can constantly evolve their
products and be ahead of the game - stopping people from shopping aroung for
something better.

s pe/ Bz / Bz marketing activiry to mect

organisational objecti
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MIKI TRAVEL — HOW EXTERNAL FACTORS AFFECT
ITS B2B MARKETING
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Slide 10 - Miki Travel - How external factors affect its b2b marketing

External factors:

Economic: Because Miki Travel operates around globe the money spent on marketing is
affected by recession (when they spend less) and exchange rates (as this makes the cost
of marketing fluctuate)

The economic external factors means that when there is a recession the general public

have less disposable income and spend on travel and tourism related products and

services. When this happens, Miki Travel has to offer its business clients a lot of support

by way of advice and additional marketing and promotion in order to keep the bookings

from the general public coming in — if they didn't do this and the business diients of Miki

Travel get into difficulty & close then this can have a negative impact on Miki travel as 502

they will have less customers themselves and will therefore lose money. evaluation
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‘Technological: Advancements in travel booking technology such as 828 XML API make
Miki Travel more appealing to the suppliers and clients it is trying to attract

New technology advancements forces Miki travel to be frequently investing in the latest
systems to keep their business fresh and current - if they get outdataed systems then
they wont attract new business and their existing clients will go to the competition and
Miki Travel will lose money

Legal and ethical considerations: GDPR affects how Miki Travel is allowed to use the
supplier and client information it has obtained over the years for marketing purposes -
g it must get the organisations’ permission to send them direct marketing emails if
they don't do this then they can be breeching GDPR and can be sued and lost money .
Ethics of partner companies must be considered — Miki Travel must carefully select their
business customers - if they become associated with a partner company who does not.
follow a good ethical working practice then this can damage the reputation of Miki Travel
too.

1P/ B2/ B.D2 internalfexternalfactors
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JET2.COM-HOW EXTERNAL FACTORS AFFECT ITS
B2C MARKETING
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Slide 11- Jet2.com- How external factors affect its b2c marketing
External:
Political: Unrest, war, terrorism and international politics can have a huge affect on

Jet2.com’s marketing as there may be long or short term cancellations to destinations
that are dangerous, this will result in the marketing department working to protect the
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‘companys reputation by fully explaining the issues - if they don't do this and look after
their customers, there will be complaints which can affect their reputation - even if the
original problem was out of Jet2.com's control.

Economic: Recession, exchange rates fluctuations, interest rates and changes to
‘customer disposable income have really big impacts on Jet2.com because when people
are worried about money then they may choose to have a 'staycation’ ~ marketing has
to encourage people to book, maybe through discounts or special offers. Discounts and
special offers will encourage people to book which will in turn keep Jet2.com making a
profit. If Jet2.com don't respond to economic concerns then they will possibly end up
fiying planes seriously under capacity which will affect their profit. If there is a bad
recession then they can look at merging flights - it is better to have one full fight that 2
half empty one from London Stansted and a Half empty one from Manchester.
‘Sometimes in a recession Jet2.com has to consider whether it is the right time to expand
further - it is common to put expansion plans on hold until the recession goes away in
order to keep financially stable.

Social: Demographic and consumer trends has a massive impact on the development of
Jet2s products, for example they add on new routes to popular destinations for example
in Summer 2019 they added 3 new routes to Bourgas (Bulgaria), Chania (Crete) and
Tzmir (Turkey). Trends require a lot of investment in marketing - Jet2.com invest a lot of
time reviewing statistics in order to analyse trends and ensure that they are always
going to meet customer needs — this strategy has led to a rapid business growth. If they
were unaware of the trends then they may expand their routes to places that would not
sell and that would lose them money.

Technolagical: It is really important to Jet2 that customers can have a good experience
‘when booking via any platform like PC, mobile or laptop and they have got the help fror
Godel to develop decent software - if they didn't then Jet2.com customers will go to the’ "
‘competition where they find it casier to make a booking and Jet2.com will lose:
customers and profit.

D2
afuation

Legal and ethical considerations: Jet2 must follow advertising standards when promoting
their products or they could get into legal trouble eg they have to advertise their prices
‘accurately. If there isn't accurate pricing and customers are misled, this will lead to
complaints and a poor reputation which will have 2 negative impact on the retention of
existing customers and the attraction of new business.

Environmental: Environmental factors are really important to Jet2 as extreme weather
and natural disasters could cause a destination to become inaccessible and flights would

be cancelled. If this happens, Jet2.com must react and look after their customers - even

if t's not their fault, if they turn their back on their customers who are in a destination

hit by a disaster then they will get  bad reputation which will affect their business and 5.D2
‘people wont book with them again. They must do their best to help all customers with v/t i/t
bookings when there is a disaster - even those who have not yet travelled —or people

willlose faith and not book again.

1.py/ BMe/ BD2 internal/external factars
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MIKITRAVEL — HOW INTERNAL FACTORS AFFECT
ITS B2B MARKETING
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Slide 12 - Miki Travel - How Internal factors affect its b2B marketing

Internal factors:
Organisational aims and objectives - the business objective states that Miki Travel aims.
to build strong long term partnerships with both their suppliers and their clients. Thishas
2 direct impact on marketing s a large emphasis is placed on retaining customers. Miki
travel recognises that it takes more time and energy in finding new customers than it
does to keep the existing ones. If Miki travel was always chasing new business and
neglecting the old customers then the old customers would leave and Miki Travel
wouldn't see any business growth - it would stay the same, with a new customer
probably signing up with them at the same time as an old one leaves.

Resources: Miki Travel promotes the availability of its B28 XML API technology and the
expertise of specialist staff to encourage suppliers and dlients to work with the agency.

Globalisation: As Miki Travel markets its products globally, it employs 337 full time
‘employees spanning 30 nationalities with hundreds being multiingual in order to appeal
to different markets in travel and tourism

Internal factors such as resources and globalisation are the most important of the
‘external and internal factors as they have a direct impact on the way in which Miki
Travel operates

All of these internal factors affect Miki Travel's marketing. If they don't retain customers
then the business will be severely affected financially and the future will be insecure for
the business. Having the right resources like an upto date computer system keeps the
business working well and can be used as a promotional tool to attract new business-
business customers must have a seemless booking system and if they don't get that




image17.png
from Miki travel then theyl go to the competition. Miki travel has to have the
infrastructure in place to support globalisation  f ts systems are not going to work in a
‘country it wishes to expand into then it must adapt and change to enable it to succeed —
f its systems don't work globally then there will be problems and complaints which will
affect business

Miki travel is managing the internal and external factors that affect marketing really well
and has seen stability. Looking at the Annual Report and Financial Statements for the
year ended 31 July 2018, Miki Travel made a gross profit of 23,633,209 Euro from
1/1/17-31/1/17 compared to 43,655,631 Euro in the year ended 31/7/18. As 1am
‘comparing profit from a 6 month period with profit from a 12 month period, the 6 month
period brought in aroung half as much money as the 12 month period - 5o this looks
pretty stable, so they must be getting their marketing and promotion right.

2P/ BM2/ BD2 internal/external fact
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JET2.COM-HOW INTERNAL FACTORS AFFECT ITS
B2C MARKETING

* Internal factors:
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Slide 13 - Jet2.com- How internal factors affect its b2c marketing

Size of the organisation: Jet2.com has rapidly become the world's third largest airline.
‘which has a big impact on marketing as it now has a bigger budget to spend on TV
adverts and promotional campaigns like free holiday giveaways for online competitions.
‘The more it grows and the bigger it becomes, the greater the product range it can invest
in. The danger with this type of growth and rapid expansion is that they might move too
far away from what the customer expects from them and lose sight of the type of
products that made them successful in the first place - ultimately losing them
customers.
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Organisational aims and objectives: aiming to always exceed customer needs and
‘expectations is really important which is why Jet2 promotes that everyone gets the VIP
treatment. The organisational aims have to be at the forefront of the marketing

ipaigns - Jet2.com invest a lot of money in identifying their target market through
marketing and developing products to meet their needs - if they get the products wrong
then they will lose business and customers will look for something more suited to their
needs through other suppliers.

Culture o the organisation: Jet2.com takes pride in publicising its corporate social
responsibility which is to improve fuel efficiency and reduce emissions by 4% per annum.
This s very important to Jet2 as customers are now wanting to choose environmentally
friendly airlines. This culture of social responsibilty affects its marketing on a daily basis
- for example there are fewer disposable promotional materials being manufactured and
the majority is electronic to save the environment. Jet2.com is also working to reduce
it's carbon footprint with the type of fuel and aimiles travelled. Although this is important
for the environment, it is also good PR as people are much more environmentally.
friendly than they were in the past and they want to be associalted with organisations.
that reflect their own values - if Jet2.com did not operate in an environemtally friendly.
way, this would damage their reputation and affect their business negatively.

s/ Bnz/ B2 wnternal/external factors
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MIKI TRAVEL MARKETING — IMPACTS/POTENTIAL
IMPACTS ON GROWTH & CUSTOMER RELATIONSHIPS &
ORGANISATIONAL SUCCESS

* Continued marketing
- Booking technology
+ Suceessful marketing
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+ Negative impacts

Slide 14- Miki travel marketing - Impacts/Potential Impacts on Growth & Customer
Relationships & Organisational success

‘The continued marketing to existing suppliers and clients contributes to good
relationships as communication channels remain open and all parties have an open
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dialogue about how best to promote sales. If there was not this transparency,
frustrations would likely build up f Miki Travel's customers felt that their needs were not
being met and they would lose their customers to the competition

‘The travel booking technology used attracts primary suppliers to Miki Travel as they
make it possible for suppliers' products to be made available globally where they would
struggle to do this without Miki Travel's support. If Miki Travel do not keep their
technology current however and Miki Travel’s customers feel that they could get 2 better
system elsewhere then they may leave Miki Travel which would negatively impact Miki
Travel's income.

e st o < st gty e i
Miki Travel’s marketing has worked so far and the company has been around a long time

but this doesnt mean that they can stop working hard. Miki Travel needs to constantly
e o s ot M s oty
ek o e b vt
1 T ke xing — ar rts o sanon s L1
e e et L
T e o s e i

Negative impacts - the website does not make it clear what deals the company has for
suppliers or clients, this could could put people off using it and lose business.

All of these marketing activities get Miki Travel more suppliers and clients on their books
which leads to them earning more commission s they have a wider base of suppliers to
offer to their clients and will therefore be more likely to make a sale to dlients.

304/ 802 Good work
#hsa
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JET2.COM MARKETING - IMPACTS/POTENTIAL IMPACTS
ON GROWTH & CUSTOMER RELATIONSHIPS &
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Slide 15 - Jet2.com marketing - Impacts/Potential Impacts on Growth & Customer
Relationships & Organisational success.

By asking for customer feedback after the flight and by giving away £60 rain cheques,
Jet2.com builds relationships with its customers as they will feel loyal to the
organisation, they also establish a demand for new products they could offer in future.
By reacting to feedback and developing further, Jet2.com will ensure that it is constantly
offering what customers wnt - f it didn't pay any notice to feedback then customers
would get bored and look elsewhere

Offering competitions to win holidays gets potential customers excited to find out more
‘about the airline. By offering budget flights with good service, this makes Jet2 the first.
choice for many people which has helped the airline to grow so quickly in such a short
‘amount of time. By having a growing customer base, this gives Jet2 the confidence to
‘expand into offering new destinations at a time where a lot of airfines are cost cutting. If
they chose not to grow and develop then people would lose interest - there is always
‘another upcoming company waiting to take away customers from existing businesses!

Jet2.com’s successful products (budget fight/high quality) and promtion = profit and
‘expansion, by offering value for money Jet2.com appeals to the mass market - it offers
very good quality at an affordable price and it s this strategy that has helped it grow. In
future, it may want to diversify a bit further for example offering more long haul holidays
or cruises as this would diversity its target market.
D2 evafuation and -
Fecommendation
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Jet2.com is constantly evolving its product leading to the airline’s future growth and
‘expansion into different destinations. By doing this it will hold people’s interest  if they
only did flights to Spain for example, people would get bored and shop around.

Negative impacts - product is currently not very diverse — people could get bored with
the destinations.

Bipy/ 102 Good Explanation /Evaluation
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MIKITRAVEL MARKETING — RECOMMENDED B2B
MARKETING IMPROVEMENTS
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Slide 16 - Miki travel marketing - Recommended B28 Marketing Improvements

Miki Travel could make some improvements to its B28 marketing strategies. To
‘encourage more suppliers and clients to sign up with them. Some suggestions are:

‘The development of a customer self service portal on Miki Travel’s website that allows
suppliers and clients to have online support without needing to take time to contact the.
company. A customer self service portal would let suppliers find answers to their own
questions, ask for support and download resources. The reason why the development of
this service could benefit Miki Travel is because according to www.episerver.com 41% of
828 buyers say self-service functionality would make it easier to o business online

the website does not make it clear what deals the company has for suppliers or clients -
could put people off. It would be 2 really good idea for the website to be made more
transparent as this would make the purpose of its business more transparent and maybe
generate more interest and business
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Miki Travel could also start a Blog in order to attract more B28 suppliers and clients.
According to www.salesartillary.com each blog is another step to Miki Travel getting
‘more suppliers to sign up with them. A blog could get Miki Travel upto 55% more traffic
to their website than they currently get and 70% more supplier leads than they currently.
‘get which can rapidly expand the business.

» improvements

.2 ustified recommendations for
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JET2.COM MARKETING — RECOMMENDED B2C
MARKETING IMPROVEMENTS

* Persoral marketing

« Bxtromo initiatves/gimmicks to raise brand awarcness.

Slide 17 - Jet2.com marketing - Recommended B2 Marketing Improvements

Jet2.com use many of the most up and coming marketing methods already, such as
virtual reality, videos, social media and Podcasts. They could stilllearn something from
other airlines that have used more personal marketing. For example, according to
bigseventravel.com KLM built loyalty by using information from their customers’ social
media and then giving away personal gifts while passengers waited for lights - doing
something like this would make Jet2.com’s passengers feel that they were being treated
s individuals and get them more repeat business. Also going above and beyond to aise
brand awareness, Air New Zealand got passenger’s attention for their safety fiight by
making a series of J.R.R. Tolkien themed videos - passengers watched them but they
also shared them globally - Jet2.com could do something like this gimmick to reach
customers that haven't heard of them yet and get them more new customers.

ons for improvements
1Dz justified recommendations for iny
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Practical Evidence
Assignment 1: The Role and Impact of Marketing - Task 2

Marketing Activities in Two Organisations

Speaker Notes and Visual Aids by Elsa Kozlova

MARKETING ACTIVITIES
INTWO DIFFERENT
ORGANISATIONS

BY EsAKOZLOV

(Slide 1) - Intro - me & presentation!
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MARKETING IN DIFFERENT ORGANISATIONS
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inass 5 Consumer (B1C) marketng donby Jec2.com

(Slide 2) Marketing in different organisations.

Tam going to look at how marketing activity is conducted differently by two travel and
tourism organisations to achieve organisational objectives, taking into account internal
‘and external factors and how marketing activities contribute to the growth and
‘customer relationships of these two travel and tourism organisations.

‘The organisations I am going to look at are Miki Travel and Jet2.com

1 will concentrate on the Business to Business (B28) marketing done by Miki Travel and
the Business to Consumer (82C) marketing done by Jet2.com

5.P3 Different
approaches
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ABOUT MIKITRAVEL

* Reputable and Reliable
“B2B

3.p3 - role of the

(slide 3) organisation relates to
nrgummliona[
About ik Travel objectives

MIKI Travel has been in business for over 50 years, starting in 1967, and has grown to
become one of the most important private travel companies in the world.

Miki Travel is a wholesaler of travel products and services
Miki Travel has 41 offices around the world and offers  complete travel product.

Miki Travel markets its services to primary suppliers through 828 marketing as it wants
to encourage more suppliers to use it's distribution channels as this makes it more profit

Miki Travel also markets ts services to travel organisations like tour operators and travel
‘agencies who are looking for easy ways to put packages together and access primary
supplier products and services

Many suppliers want to avoid the hassle of B2C communications and are happier to use
wholesaler like Miki Travel to get their products sold through organisations lke travel
‘agents and tour operators.
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MIKITRAVEL'S BUSINESS OBJECTIVES
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(Slide 4) Miki Travel's Business Objectives
Miki Travel's mission statment:

*We aim to deliver outstanding customer service and satisfaction through continuous
innovation, development and investment in our staff, systems and technology. We also.
‘work to build strong long term partnerships with both our suppliers and our diients.” This
‘means that Miki Travel are always wanting to stay on top of their game - getting the
best reservation systems for their clients and aim to build excellent relationships with
everyone they work with

3 explanation
‘Objectives/Committment: B3 exp!

Miki Travel ims to be the best i their class for travel produc distribution across the
olabe. They aim to:

1 Provide travel services of the highest quality and contribute to regional economic
development and international stability — This means that they want to market things not.
just to make a profit for themselves but to put something back into the communities

they work in and that they want the world to be environmentally and economically stable

2 Reliability and High Quality: They will provide the highest quality of travel services
that people from the world over can trust, we will innovate and create travel services
that both inspire and delight - this means that they want to give their customers the
best experience by offering products and services that get people really excited butthey.
als0 want to be seen as a reputable organisation - they will do this by working with

integrity, with the best in mind for the customer and the environment
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3 Commitment: They will take responsibility for and commit to their tasks - This means
that they are not going to blame other organisations for the way in which they operate -
if they do something wrong then its down to them to put it right

4 Network: They will respect our partners and create one global network - this means
that all of the businesses that they work with wil be treated properly — there will be no
backstabbing to get more profit for themselves and they are aiming for all of their
operations to run smoothly aroung the world, in all of the countries they operate in

5 Professional: They will have knowledge and hospitality - this means that they will
ook after the businesses they work and that they will have good information and advice.
for them

& Challenge: they will challenge themselves and put forth our best efforts - this means
that they will always try to be the best they can, giving the best customer service
they can and constantly innovating and changing to meet needs

5.p3/BM organisational

objoctives (explained/analysed)
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ABOUT JET2.COM
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- THEYVE SEEN POSITIVE GROWTH THROUGH EFFECTIVE MARKETING!

(slide 5) About jet2.com
Jet2.com offers low cost lights with a high level of customer service

Jet2.com is the UK's third largest airline

Jet2.com flies from nine UK bases to over 60 destinations.

Jet2.com's first flight was in 2003

Jet2.com has a fieet of 100 aircraft

Jet2.com has flown more than 75 million customers

Growth through effective marketing - as they are now the 3% largest airline, this hasn't
happened overnight or by magic. Jet2.com have used a programme of marketing
campaigns targeted directly at the customer in order to grow in this way - they've
focussed on their popular destinations and value for money offerings to appeal to
customers at a time when money is tight for a lot of people. They've offered discounts to
repeat bookers and they encourage people to book early through their TV, radio and
social media campaigns - this i positive as it helps the customer to budget by paying a
deposit and then spreading their payments over a period of time, but it also benefits Jet2
25 they can predict their capacity better and it is better for them financialy to have lots
of deposits i their bank account earning the company interest, rather that receiving last
minute payments on late availability deals.
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