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Focusing on the evolution of the airline e-commerce channel, we are glad to share 
our study of airline industry trends, aimed to provide an approach to best practices in 
the industry to our user community.

We wish to thank those airline industry experts that participated in our panel, giving, 
in this edition, an airline business perspective of the e-commerce evolution from the 
view of legacy, regional, hybrid and low cost carriers.

From a historical perspective, based on our previous e-commerce benchmarks, we can 
observe consolidation in two major trends.

One of these trends is giving the user flexibility to access airline products with new 
search functionalities and increasing relevance of search engine optimization. This 
trend will keep gaining importance in the following years in response to new search 
functionalities provided by search engines.

Additionally we see a consolidation process in product customization allowing the 
user to add new services to his trip. This includes everything from the classical hotel 
and car search to new ancillaries’ following the tendencies initiated by low cost 
carriers in previous years.

With a strong presence in this edition we can highlight two very popular trends, 
Social Networks and Mobility.

Social Networks are becoming “the next big thing” proving its value as a 
communication tool in crisis events such as the volcano crisis or air controller strikes.  
Additionally, nowadays more and more airlines are flocking into the likes of Facebook 
and Twitter in order to compete for customer, product information and recognition. 

A second trend can be spotted in mobility with the introduction of new operating 
systems and devices that can satisfy all customer needs from booking to service. 
In this area we predict a short-term double digit growth and high probability that 
mobility will overtake web presence of airlines in terms of direct channel conversion. 

We hope that you enjoy our travel trends study and eagerly look forward to what the 
future holds for our industry.
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In the airline industry we are experiencing three major trends which are affecting the 
way that airlines do business. 

Since the decrease of protectionist measures in the airline industry, the market has 
turned into a highly competitive environment in which many airlines struggle to 
survive and which new airlines emerge on a yearly basis. 

The threat of new competitors and the struggle for survival has kick started a trend 
towards consolidation in terms of mergers, acquisitions and alliance creations. Airlines 
have also started to look for alternative ways of increasing revenue and becoming 
more independent from travel agencies and have discovered the e-commerce channel 
as a powerful tool to increase sales with a reasonable ROI.

1.0  inTrodUCTion

Most important advances and 
developments can be seen in the 
e-commerce market

Online market develops into a 
“battleground” for attracting 
customers

technology 
driven

Bankruptcies of American Airlines, 
Spanair, Malev Airlines, Air Australia

Constant emergence of new airlines 
such as Iberia Express and JetStar 
Japan

highly 
competitive 
environment

Merger of Air France and KLM in 
2004

Merger of Iberia and British Airways 
under IAG

Merger of LAN Chile and TAM into 
LAN-TAM

consolidation
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24 % of worldwide internet users have used the internet for flight reservations. “Online Trends in Shopping.” Nielsen, February 2008

1.0 introduction

1.1 ConTexT

ConsTAnT inCreAse of inTerneT Users worldwide

Source: Internet World Stats

Internet users (Worldwide) 
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The highest growth levels are experienced in Asia, South America and Europe.

1.0 introduction

1.1 ConTexT

wiTH A HigH And growing inTerneT peneTrATion

Internet World Penetration Rates  by Geographic Regions 

2009 2011

Source: Internet World Stats - www.internetworldsts.com/stats.htm
Penetration Rates are based on a world population of 6.710.029.070 and 1.596.270.108 
estimated internet user for March, 2009.

Source: Internet World Stats - www.internetworldsts.com/stats.htm
Penetration Rates are based on a world population of 6.930.055.154 and 2.267.233.742 
estimated internet users on December 31, 2011. Copyright © 2012, Minhwatts Marketing 
Group 
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1.0 introduction

1.2 sCope & oBJeCTives

deTermine BesT prACTiCes

The scope of this study is to analyze a broad range of international and regional airlines 
and to determine the airlines who are market references in each sector that will be 
analyzed in this study.

Our objective is to determine best practices in the following categories:

•	 	Social	Networks

•	 	Loyalty

•	 	Booking	Engines

•	 	Usability	/	Design	/	Simplification

•	 	SEO

•	 	Mobility

•	 	Ancillaries

We have selected these categories because they represent the most innovative sectors in 
recent years in the e-commerce segment, and are the most relevant  for airlines in terms 
of good ROI and generating more sales and loyalty. The categories are selected along the 
basis of observed societal changes in habits and uses, such as social networks and mobile 
phones becoming a fundamental role in day to day life and as such a category which is 
destined to re-shape sales channels of the airline industry and all other related categories.
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1.0 introduction

1.3 meTHodology

meTHodology

Within the scope of producing an observatory which is both international but also takes 
into consideration regional airlines, we have based our research upon a list of 50 pre-
researched airlines.

The pre-researched airlines included all major carriers around the globe and a selection of 
major regional airlines for each continent. All of these airlines were rated, in an unbiased 
way, in the categories of social networks, loyalty, booking engines, usability / design / 
simplification, SEO, mobility and ancillaries on a scale from 1-5, where 1 stands for very 
poor and 5 stands for benchmark.

The airlines represented in this study  have  been included because they achieved a 
grading between 4 – 5 in a respective category and at the same time offer innovation, or 
are top of the industry in an evolving trend observed in the airline or travel industry.

Best practices and trends were selected based on our “e-BUSINESS TRAVEL 
BENCHMARKING” observatory created in 2009, to serve as a guiding document for new 
trends in 2012.

Based on the internally established criteria from our observatories in 2007 and 2009 we 
established new criteria for the recognition of a best practice or trend in the industry.

The examples included in this study had to apply to at least two of our four main 
indicators;  replicable, innovative, differentiator, ROI.

•	 More	than	60	airlines	analyzed

•	 3	months	of	research	

•	 10.000	pages	visited
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1.0 introduction

1.4 represenTed Airlines

represenTed Airlines

rest oF the World 
airlines

Iberia

British Airways

KLM

Air France

Estonian Air

Spanair

Germanwings

Lufthansa

TAP Portugal

Swiss

Wizz Air

Austrian Air

Aer Lingus

Atlasjet

Ryanair

Jet2

EasyJet

Delta

JetBlue

Southwest 

Airlines

Alaska Airlines

Frontier

United Airlines

Air New Zealand

JetStar

Cathay Pacific

Air Asia

Aeromexico

Volaris

VivaAerobus

Malaysia Airlines

Qantas

Royal Jordanian

Emirates

european airlines 

north american 
airlines

middle east airlines
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Press kits, image files, TV/radio 
commercials, video conferences, virtual 
tours, online merchandising products, 
help to build a strong corporate image.

Call request, chat with the call center, 
guided tours, multimedia demos of 
products and services, surveys, and the 
application of usability norm, help to reach 
achieve a satisfactory user experience.

Multiproduct sales of the whole trip, 
loyalty programs with powerful calculators 
(reckoners) for the use and redemption of 
points; so that the practical information 
is at the service of the traveler and the 
answer (solution) tailored to their needs.

Tariff alerts, search engines of better 
prices, pursuit of favorite destinations, 
everything serves so that the user has 
the tariffs closer and the offers within 
the reach of their hand.

1.0 introduction

1.5 ConClUsions

CHAllenges in 2005

“With closer 
Fees…

…and everything 
For the trip…

…With the 
advantages 
oF the online 
channel…

and the 
guarantee oF 
an important 
company.”

in 2005 we were asking…

“hoW is a user converted into an online customer?”
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Food on board, lounge access, taxi 
service, special luggage fees, seat 
selection, por fare lock / booking 
on-hold, auctions, fast track security, 
individualization of offers, co-creation, 
customer voice.

Social check-in, social loyalty programs, 
integrated booking engines, customer 
service, advertising, special offers, games, 
individualization, social booking.

Check-in, booking, lost baggage claims, 
tariff alerts, search engines,  directions, 
destination information, hotel reservation, 
car reservation, flight management, 
augmented reality.

Tariff alerts, search engines that allow 
open searches, weekend searches, 
congress searches, preference searches, 
continent searches, no date searches, 
trip searches,  search by map, search by 
budget, etc.

1.0 introduction

1.5 ConClUsions

today's challenges

“With aFFinity 
shopping…

…and everything 
For the trip via 
applications…

…exploiting 
social netWorks…

and Focusing on 
the individual.”

in 2012 we are asking…

“hoW can We exploit the possibilities oF e-commerce?”



new functionalities in which early 
adapters benefit from first mover 
advantage, will soon become 
unavoidable commodities for any airline

new functionalities in which early 
adapters benefit from first mover 
advantage, will soon become 
unavoidable commodities for any airline

“
“
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Through the past decade social networks have expanded to take a fundamental role in 
day to day activity of internet users. They have gained such an importance that in Europe 
¼ of all online time is dedicated to posting in blogs or spending time on social networks.  

On the customer side, this has had a strong impact on consumer behavior and 
expectations as well as on the habits of how internet users make decisions to buy 
products of a certain brand.

The evolution and importance of social media and its use as a new fully fledged important 
sales channel is constantly highlighted by statistics.

In Europe in 2011: 

•	 Average	customer	spent	around	€1,250	in	online	
shops.

•	 Overall	spending	€200bn.

•	 Online	customers	who	have	been	redirected	from	
social	networks	are	at	least	eight	times	more	likely	to	
buy	the	offered	products.

2.0  a view into the future

2.1 soCiAl neTworKs

inTrodUCTion

Around	3	out	of	4	online	customers	base	
their	purchase	decisions	on	information	
obtained	from	social	networks

Social	media	spending	predicted	to	increase	
by	about	37%	in	the	coming	three	years

Customers	who	made	a	purchase	due	to	
online	experience:	+60%
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2.0  a view into the future

2.1 soCiAl neTworKs

overAll Trend

Developments on Twitter and Facebook

Facilitate information, promotions, fan pages with contests, social check-ins, etc.

Attending customer claims via Twitter

Specialized teams taking care of customer concerns

Outsourcing of customer service

Shift from marketing channel to sales channel

Search, book and check-in via social media

Fully fledged online sales channels

social media plugins

customer service

From marketing to selling
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Delta Airlines is among the top airlines 
who have understood the potential of 
social networks in creating loyalty and 
generating sales. They offer various 
built-in applications that serve as a way to 
create customer loyalty and to keep users 
experimenting on their platform. These 
built-in applications include trip planers 
to destinations offered by Delta Airlines, 
which can be shared with other friends on 
Facebook. The application lets you invite 
friends to your created trip and discuss 
when to do it and how to plan it.

Furthermore it has adopted a co-creation 
strategy, similar to the one of Spanair, 
which we had already pointed out as a 
benchmark in 2009, which allows users to 
post their business ideas to improve Delta.

2.0  a view into the future

2.1 soCiAl neTworKs

exAmple of Trends - delTA

•	 	Co-creation	strategy	:		Ideas inflight

•	 	Customer	Service:	Delta Assist

•	 	Trip	Planning:	Away we Go
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Another interesting trend and definitely a 
pioneer in the social networks area is KLM. 
So far they have one of the most followed 
fan pages on Facebook with more than 
1,500,000 people following the group.

As of now most of the applications 
developed by KLM serve as additional 
gadgets to raise brand awareness and to 
increase loyalty amongst its customers.

This is done with applications that are 
used for limited promotions such as 
creating ones individual luggage tags or 
for customers to create their own holiday 
cards or movies of their trips with their 
mobile phones. Similarly to Delta, they 
have also implemented a crowdsourcing 
strategy. They also have a very active 
Twitter account to respond to consumer 
questions and with around 300.000 
followers, they average 90 responses a 
day, Top of the industry in terms of tweets.

Most interestingly this year KLM introduced 
a tool which gives the another edge 
towards its competitors. Social check-ins 
which allow users of the application to 
check-in online and select their seats 
based on the social profiles of other people 
flying on the same flight.

2.0  a view into the future

2.1 soCiAl neTworKs

exAmple of Trends - Klm

•	 	Co-creation	strategy		Bright:		Bright Ideas

•	 	Social	Check-in

•	 	Customer	Service:	Twitter (Established flight from Amsterdam to Miami after a bet via Twitter) 

•	 	Raise	brand	awareness	&	loyalty:	Various Apps
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Malaysia Airlines is the first airline in the 
industry who has already implemented a 
system similar to the one created by KLM.

The application for Facebook is called 
MHBuddy and lets you book and reserve 
flights, do your check-in and select your 
seat, see if friends are on the same flight 
and base your seat selection upon where 
your friends are sitting on the plane and 
see a list of friends you have at your 
destination.

The approach that Malaysia Airlines has 
adopted is to make it easier to connect and 
interact with friends on the plane or on the 
ground. 

2.0  a view into the future

2.1 soCiAl neTworKs

exAmple of Trends - mAlAysiA Airlines

•	 	Social	Check-in	&	Booking	engine:		MHBuddy

•	 	Loyalty:	Book via FB and gain Miles 
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Air Baltic is taking all social seating 
initiatives to a further level with their 
recently launched application called 
“Air Baltic Seat Buddy”. The application 
follows the same principle of connecting 
via Facebook in order to gather the 
most important data of the user. The 
first innovation here is the fact that 
the connecting with Facebook step is 
no longer obligatory and as such even 
people who do not like to share their social 
network information can participate in 
this system. On the other hand for users 
keen to incorporate their social networks, 
Air Baltic’s application offers the ability to 
connect with the likes of Google+, LinkedIn, 
Twitter, etc. Most interesting however is 
the introduction of the Flight Mood and 
Ideal Neighbour options which gives the 
user control on what aspects he considers 
the most important for himself and who he 
wants to meet on the flight.

2.0  a view into the future

2.1 soCiAl neTworKs

exAmple of Trends - Air BAlTiC

•	 First	Social	Seating	application	which	also	allows	the	use	without	a	Facebook	account

•	 Flight	Mood	and	Ideal	Neighbour	options	for	best	seating	options

•	 Extensive	integration	with	social	networks	(Facebook, Google+, Twitter, LinkedIn, Foursquare, Flickr, Tripit)
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JetBlue is the role model in Twitter with its 
1,667.164 followers outnumbering any 
Twitter account of the major airlines.

What makes JetBlue’s Twitter so successful 
is the fact that it responds to concerns 
or questions of customers with about 
60 tweets a day. Also, the account is 
not limited to normal working hours but 
answering responds 24/7 and constantly 
follows accounts of regular customers.

While not the official medium to respond 
to formal complaints and concerns, the 
employees facilitate access to various 
helpful links and respond to questions 
that can easily be answered, taking away 
some work load from the JetBlue customer 
service.

2.0  a view into the future

2.1 soCiAl neTworKs

exAmple of Trends - JeTBlUe

•	 Customer	Service:		Active handling of customer claims. 24/7

•	 Promotions:	Links to active offers
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British Airways is another big player in 
the use of Twitter to handle its customer 
concerns. Within an hour, British Airways 
averages about 25 tweets answering to 
concerned customers about possible delays 
and facilitates the access to information 
through providing links where the required 
information can be found. Although not 
as highly followed as its North American 
competitors, British Airways is amongst the 
most followed in Europe. British Airways 
is also highly present on Facebook with 
various applications such as Perfect Days 
which lets users create their perfect day at 
a destination flown by British Airways and 
share it with other users of the application.

2.0  a view into the future

2.1 soCiAl neTworKs

exAmple of Trends - BriTisH AirwAys

•	 Customer	Service:		Active handling of customer concerns

•	 Customer	Interaction:	Perfect Days

•	 Raise	brand	awareness	&	loyalty:	Donations
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While not necessarily a well followed 
Twitter account, Royal Jordanian is 
among one of the companies who have 
understood the importance and benefits of 
Twitter as a means to maintain customer 
contact and resolve customer issues. 

Its Twitter account is especially a trend 
for Middle East Airlines which are slowly 
but surely also entering the social media 
world. An interesting fact and definitely 
a trend worth watching is that they offer 
responses in both Arabic and English, while 
many companies still follow the strategy 
of creating a Twitter account for every 
language, for example Air France.

2.0  a view into the future

2.1 soCiAl neTworKs

exAmple of Trends - royAl JordAniAn

•	 Customer	Service:		Active handling of customer claims

•	 Multi-Language:	Arabic and English
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1. Social Networks will keep gaining 
importance for the online strategies 
of airlines and as such we will experience 
more and more companies flocking in.

4. As mobility amongst customers increases 
we expect to see major development in 
mobile applications for airlines that 
make use of social networks.

2. Twitter will turn into a preferred customer 
service platform, gradually decreasing the 
need for call centers.

5. Within the next few years we will see 
social networks mutate into multi strategy 
platforms, in which companies can merge 
their sales process, loyalty programs and 
customer service.

3. More and more airlines will start developing 
booking engines which can be 
integrated into social networks, and next 
to the online sales channel, will create a 
social network sales channel category.

6. crowdsourcing and empowering the 
customer is a concept that will gain 
stronger foothold amongst airlines.

2.0  a view into the future

2.1 soCiAl neTworKs

THe fUTUre

For the future we predict that:
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As our world keeps becoming more inter-connected and more international competitors 
join the markets, companies are having an increasingly hard time creating loyalty amongst 
customers.

Given that nowadays quality does not necessarily mean expensive, customer habits have 
developed in such a way that they prefer to buy the cheapest product and no longer have 
preferences to a certain brand.

As gaining loyalty amongst customers remains an important factor, major industry players 
are looking for new channels and new ways of implementing loyalty schemes. One of 
these new channels is social networks which have raised countless new opportunities for 
marketers.

•	 More	than	half	of	marketing	budgets	allocated	to	
loyalty

•	 Social	networks	offer	vast	new	opportunities	to	make	
clients	loyal

•	 Customers	increasingly	search	for	the	cheapest	
product	assuming	a	certain	quality	of	services

•	 Loyalty	programs	are	not	tailored	to	the	customers

•	 Not	being	able	to	use	points	remains	the	biggest	
complaint	about	loyalty	schemes

2.0  a view into the future

2.2 loyAlTy

inTrodUCTion

People	who	adhere	to	more	than	three	
reward	schemes:	>	55%

On	average,	more	than	half	of		the	marketing	
budget	is	allocated	towards	preparing	and	
promoting	loyalty	schemes

People	who	adhere	to	1	reward	scheme:	80-
90%
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2.0  a view into the future

2.2 loyAlTy

overAll Trend

Loyalty programs based on activity on social media

Tell your friends about a promotion and earn miles

Invite friends and gain discounts

Partnership with biggest retailers in the world

Buy online at our partner and earn bonus miles

social loyalty

miles by online shopping
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Due to the extensive use of social networks 
by frequent fliers, social loyalty in which 
customers can earn points through online 
interaction has grown to an important and 
viable loyalty scheme for airlines.

2.0  a view into the future

2.2 loyAlTy

overAll Trend – sTATisTiCs

“
“Frequent	fliers	who	use	some	sort	of	social	

network:	>	80%

Frequent	fliers	that	would	consider	a	specific	
airline	loyalty	program	if	given	the	ability	to	
earn	points	on	social	networks:	60-65%

Frequent	fliers	who	follow	least	one	airline	
on	Facebook:	>	50%
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Regional, Tallinn based airline, Estonian Air 
is at the forefront and a pioneer in terms 
of social loyalty programs. It is the first 
airline to have introduced an application for 
Facebook designed for customers to gain 
virtual points, which can be redeemed for 
discounts on flights, through a mix of social 
gaming and active participation. 

After installing the application on the 
Facebook profile, users can earn points 
by inviting friends, liking links of the 
airline within the application, sharing the 
information found in deals and events, etc. 
The more points a user earns, the more 
discounts on flights they can achieve, up 
to 25%, or gain access to features such as 
lounge access or meeting the CEO.

2.0  a view into the future

2.2 loyAlTy

exAmple of Trends - esToniAn Air

•	 	Loyalty	via	Social	Networks:		

•	 Earn miles, discounts and lounge access

•	 Game aspect with achievements to be unlocked

•	 Usability of points for discounts and other ancillaries

•	 More than 2 million hits, within 10 days of launch
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Southwest Airlines is the counterpart 
and one of many to have implemented a 
new concept in an already existing loyalty 
scheme of earning points by shopping 
at partner locations and earning miles in 
different ways, making its loyalty program 
more useful.

The new Rapid Rewards loyalty scheme 
changes the way in which miles are earned. 
While before a customer would earn miles 
by the amounts of miles flown, many 
companies, including Southwest Airlines, 
have now switched to a system in which 
one earns miles according to dollars spent. 
This change has opened a whole new 
world of options on which Southwest 
Airlines is now capitalizing upon. 

2.0  a view into the future

2.2 loyAlTy

exAmple of Trends - soUTHwesT Airlines

•	 Loyalty	via	Extensive	Partner	Network	

•	 Earn	miles	by	dollar	spent	not	miles	flown

•	 Rapid	Rewards:

•	 Earn miles via online shopping at partner stores (BestBuy, Apple, Walmart, etc.)

•	 Dedicated websites for points redemption
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We are also currently experiencing a trend 
in which airlines are getting together to 
create “conglomerates” giving their loyalty 
programs an inter airline usability. Points.
com counts on more than 30 airlines in its 
program and offers various new innovative 
ways of using your points. Amongst the 
biggest airlines in this program are Delta, 
American Airlines, Air France KLM, Emirates, 
Kingfisher, etc.

2.0  a view into the future

2.2 loyAlTy

exAmple of Trends - poinTs.Com

•	 Trade	miles	between	loyalty	programs

•	 Exchange	points	with	other	airlines

•	 Buy	points	from	an	airline

•	 Earn	points	by	shopping	with	affiliates

•	 Redeem	points	into	PayPal	money

•	 Redeem	points	into	certificates

•	 Merge	most	of	your	loyalty	schemes
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Aeroplan is a similar platform to the one 
presented by points.com. This platform 
which also counts on more than 30 airlines 
as their affiliates, lets you exchange miles 
between different loyalty programs and 
charges 2 cents per mile transferred from 
one account to the other. This platform 
is similar to the new partner platforms 
developed by airlines , with the only that 
it is a “conglomerate” of companies rather 
than just one airline and one loyalty 
program.

2.0  a view into the future

2.2 loyAlTy

exAmple of Trends - AeroplAn.Com

•	 Trade	miles	between	loyalty	programs

•	 Buy	points	from	an	airline

•	 Earn	points	by	shopping	with	affiliates
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Another example of Social Loyalty is the 
Facebook application, called Blue Legend, 
that Lufthansa has launched in partnership 
with Foursquare. This application allows 
you to earn badges by doing their check-
in through the application at Lufthansa 
venues or specific routes. Additionally one 
can log-in with their Miles&More frequent 
traveller number and earn special rewards. 
This application, which is designed in 
HTML5, enables frequent fliers to earn 
“online recognition” via badges and public 
rankings as well as rewards for their loyalty 
towards the company. This is a great 
example to illustrate how social gaming is 
increasingly becoming an important tool 
for airline loyalty programs.

2.0  a view into the future

2.2 loyAlTy

exAmple of Trends - lUfTHAnsA

•	 Integration	with	Foursquare,	Facebook	and	Miles&More

•	 New	loyalty	strategy

•	 Social Gaming

•	 Earn rewards, recognition and badges by playing
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Being a client of, now defunct, Spanair’s 
frequent flier program, one was able to 
enjoy of a novelty in the booking process. 
While with most airlines in the world you 
would be able to book an entire flight 
with miles, it was a novelty that you could 
decide how many miles you want to spend 
for a flight and how much money you want 
to put into the flight. This concept was 
called Casy & Miles.

This is a great improvement towards 
traditional booking engines which, if you 
decide to pay in miles, obliges you to pay 
everything in miles with the option to 
offset the additional taxes with a cash 
payment.

2.0  a view into the future

2.2 loyAlTy

exAmple of Trends - spAnAir

•	 	Adjustable	redemption	of	points:

•	 No longer bound to have a set amount of miles in order to 
redeem points

•	 	Earn	miles	by	dollar	spent
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1. Marketers will increasingly understand that 
loyalty is not a program but a journey and 
a strategic business goal 

4. Companies are sitting on piles of 
information and as such we expect airlines 
to follow suit to customer demands and 
implement more personalized loyalty 
programs

7. Expect to see growth in partnership 
programs and a greater focus on the 
coalition model. The key to making any of 
these programs successful is creating a 
currency that works.

10. Marketers will integrate social gaming 
into their loyalty initiatives.

2. Loyalty will focus more on emotions than 
on rational, incentive-based initiatives 
therefore changing the way loyalty 
programs are run

5. Marketers will take a more strategic look at 
in-the-moment marketing, looking at how 
best to use all the customer touch points, 
increasing their use of mobile possibilities

8. We are expecting that in the future we will 
see flight rewards being handed out as 
discounts for other flights or products 
and that customers will have the choice to 
earn miles or discounts

3. A greater focus will be given to the voice 
of the customers and as such we expect 
more airlines to base their loyalty programs 
on interaction

6. The goal of customer loyalty initiatives 
will shift towards actively engaging 
customers

9. Models that enable to transfer miles, 
donate miles and transfer miles 
between different loyalty programs 
will gain popularity and start replacing 
traditional loyalty schemes

2.0  a view into the future

2.2 loyAlTy

THe fUTUre

For the future we predict that:
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Since last decade the online sales channel has gained a major importance for most 
companies regardless of their industry. As internet access keeps penetrating more regions 
of the world, companies experience an increased shift from traditional “in-store” shopping  
to online booking, shifting the focus of development towards the improvement of the 
online sales process in order to facilitate the customer’s shopping experience.

Customers in advanced countries are starting to demand booking engines in social 
networks, where a customer can chat with friends about a product, see ratings, and have 
much more interaction with factors affecting the buying process. Additionally we identify 
a trend in how customers search for products. They are much more open to suggestions 
and rather look at a category first than at a specific product.

2.0  a view into the future

2.3 BooKing engines

inTrodUCTion

In	2011,	the	United	States	was	predicted	to	
have	online	sales	of	$195	billion

For	2005,	the	U.S.	is	predicted	to	
approximately	have	$260	billion	in	online	
sales

On	average,	online	sales	in	the	United	States	
are	predicted	to	grow	by	an	average	of	9%	
each	year,	in	the	coming	five	years	

•	 	More	extensive	and	complex	searches

•	 	Integration	of	booking	engines	in	social	networks

•	 	Interaction	during	shopping	process

•	 	Ratings	and	opinions	become	more	important
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2.0  a view into the future

2.3 BooKing engines

overAll Trend

Fully integrating booking engines into Social Networks

Permitting interactions and exchange of opinions during the booking process

Searching by where Friends are

Rating of offers

Searching by activities and not by destination

Searching by area and not by specific city

Weekend Trip, National Holiday, etc.

social booking

extension oF booking 
Factors

aFFinity shopping
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Delta Airlines is the first company to have 
introduced a booking engine that is fully 
integrated with Facebook. It permits users 
of the social network to simply visit the 
Delta fan page and use this application to 
find flights and reserve a ticket without 
ever having to leave the platform, 
permitting the user to keep chatting with 
their friends and exchanging possible 
trip information. However this platform 
is currently only available in the United 
States.

2.0  a view into the future

2.3 BooKing engines

exAmple of Trends - delTA

•	 Fully	integrated	booking	engine	in	Facebook

•	 Plan	your	trip

•	 Check-in	via	Facebook
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Germanwings, owned by Lufthansa, has 
developed an extension of its booking 
engine, adding it functionality via 
Facebook through an application which is 
intuitive and simple to use. After granting 
permission of the application to access 
your profile information, it searches for 
your current location and the location of 
your friends, compares it to data in its 
booking engine and then, on an interactive 
map, gives you the possibility to see where 
your friends are and how much a flight 
to the nearest airport from your location 
costs. This interactive map is customizable 
by price, name and distance and adds a 
regulating bar in which users can determine 
the maximum price they want displayed.

2.0  a view into the future

2.3 BooKing engines

exAmple of Trends - germAnwings

•	 Find	flights	based	on	your	friends	location

•	 Customizable	by	price,	friend	name	and	distance

•	 Tool	to	reduce	price	sensitivity	and	add	new	factors	to	the	booking	process

•	 Direct	link	to	booking	engine	on	their	website
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Alaska Airlines is another company which 
created a similar add-on to its booking 
engine by allowing users to find and select 
flights on social networks via integrated 
maps. The difference of this extension to 
Germanwings, is that it does not take your 
profile information as your current location 
and lets you decide from which city it 
should show you prices. 

Additionally one can pick the month that 
the user wants to fly and whether he 
wants to see the prices displayed in money 
or in miles that would have to be used in 
order to book the displayed flights with 
Alaska Airlines.

2.0  a view into the future

2.3 BooKing engines

exAmple of Trends - AlAsKA Airlines

•	 Find	flights	based	on	your	friends	location

•	 Customizable	by	price,	friend	name,	distance	and	miles.

•	 Tool	to	reduce	price	sensitivity	and	add	new	factors	to	the	booking	process

•	 Direct	link	to	booking	engine	on	their	website
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Following the trend of increasingly 
popular online reverse auctions, ANZ has 
introduced its very own reverse auction 
portal in which the airline offers new 
tickets every Tuesday. Tickets are for 
specific dates and specific flights and 
cannot be changed.

As an innovative company, ANZ is amongst 
the first to have implemented an auction 
portal of this sort and has ever since  
enjoyed a wide popularity amongst its 
customers.

2.0  a view into the future

2.3 BooKing engines

exAmple of Trends - Air new ZeAlAnd

•	 Reverse	Auction

•	 Buy	specific	flights	at	specific	dates

•	 Lure	customers	into	buying	flights	they	did	not	think	they	wanted
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In terms of affinity shopping, Lufthansa 
is a good example of how to offer new 
ways of booking interactively. While 
navigating through their site, one can 
find an interactive map which holds all 
destinations that Lufthansa has. The 
customer plugs in their personal price 
range, where they want to fly from and 
what they want to do on their trip. For 
example indicating a budget between 880 
€ to 1100€ and selecting  that you want 
to have beach and shopping, you get 12 
possible destinations that fit within your 
budget and your required activities.

2.0  a view into the future

2.3 BooKing engines

exAmple of Trends - lUfTHAnsA

•	 Interactive	affinity	shopping	map

•	 Find	flights	according	to	Leisure

•	 No	date	restriction	in	search

•	 Overview	of	possible	destinations

•	 Results	adjustable	to	price	without	reloading	the	page
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Similarly to Lufthansa, however without 
the interactive map, TAP Portugal 
implemented a search for flights based on 
categories. In this specific example a client 
would indicate what dates they want to 
fly, specific date or weekend, and could 
choose between categories of beach, 
city tour, culture, golf, islands, romantic, 
shopping, snow or spiritual travel. The 
search engine will then look for flights from 
the indicated Origin and present you with 
various options for your date and category 
including prices.

2.0  a view into the future

2.3 BooKing engines

exAmple of Trends - TAp porTUgAl

•	 Find	flights	according	to	Leisure

•	 No	date	restriction	and	destination	restriction
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Iberia has a price cache integrated in the 
booking process, that enables potential 
prospect customers to see the cheapest 
flights found by other users in a recent 
time span. What this system does, is save 
the search results of a set number of users 
and reproduce these results to other users 
on a page designed especially for flight 
offers. 

For example the flight offers displayed on 
its main page, fly to city X from € onwards, 
is run with prices found by previous users 
searching for the same destination. It 
saves the company transaction costs with 
GDS’s and enables customers to have 
easy access to the best fares in Iberia at a 
glance.

2.0  a view into the future

2.3 BooKing engines

exAmple of Trends - iBeriA

•	 Overview	of	the	cheapest	found	fare	for	a	destination	by	other	customers

•	 Reduction	of	GDS	cost

•	 Reduce	search	times	for	customers
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With the redesign of its website, Iberia 
has introduced a next generation search 
engine that adds an extensive amount 
of new options and ways of searching 
for flights. There is no destination limit 
meaning that you just have to input your 
origin and Iberia will list you the best prices 
from that origin. Furthermore, clients are 
no longer limited by dates and can choose 
specific travel occasions such as weekends. 
For example, if you travel from Madrid and 
want to find a destination in Europe, you 
simply type in Europe as a destination and 
click on any date and you can freely choose 
between cities and dates.

2.0  a view into the future

2.3 BooKing engines

exAmple of Trends - iBeriA

•	 No	Destination	Limitation

•	 Countries/Continents	Destination

•	 No	Date	Limitation

•	 Weekend	Searches

•	 No	Specific	Origin
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Volaris has a lot of payment methods, of 
which one in particular stands out. When 
buying a flight with Volaris, if you are 
a Mexican citizen, and you do not have 
enough money to afford a flight, the 
company offers you pre-arranged deals 
with American Express, Banamex and 
Santander to receive loans of at least 
$5,000 MXN to pay for a flight. Note 
that every loan option has a minimum. 
Additionally it offers payment methods at 
any of their partner stores (Oxxo, Sears, 
HSBC, Banamex, etc.), via credit card or via 
an online wallet, if you are a registered user 
of Volaris.

2.0  a view into the future

2.3 BooKing engines

exAmple of Trends - volAris

•	 Extensive	online	payment	methods

•	 Pre-arranged	financing	deals

•	 Payment	at	partner	stores
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Similarly to Volaris, Atlasjet offers various 
different, pre-defined packages that 
help customers pay for the flights. While 
this might increase the risk for airline 
companies to sit on the costs of a flown 
ticket, in the market that these two 
companies majorly operate in, it is a clever 
move to attract more online customers 
that usually would not buy a ticket 
online because they cannot afford it via 
traditional means.

2.0  a view into the future

2.3 BooKing engines

exAmple of Trends - ATlAsJeT

•	 Extensive	online	payment	methods

•	 Pre-arranged	financing	deals
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Since Jetstar is a fairly new company, it 
comes as no surprise that it embraces 
the internet as one of its biggest sales 
channels. In the payment method section, 
Jetstar offers their clients the possibility 
to pay for flights via PayPal or Poli, the 
Australian version of PayPal, which 
removes the necessity to have a credit 
card or go to a branch office to pay for the 
flight. This development makes even more 
sense for airlines in developed countries, 
in which booking over the internet is a 
major part of the business and therefore 
customers will be more prone to use online 
payment services such as PayPal.

2.0  a view into the future

2.3 BooKing engines

exAmple of Trends - JeTsTAr

•	 Extensive	online	payment	methods

•	 Payment	via	PayPal	&	POLI
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In 2011 we have seen companies such 
as Virgin America, Southwest, Lufthansa 
Brazil, Estonian Air and British Midland  join 
Groupon and other similar services, and 
offer discounted prices.

Arguably the best result so far achieved in 
this new trend, although not on Groupon 
itself, was by Estonian Air which had 
to stop selling tickets through Cherry.
ee, which the largest Estonian Groupon-
kind site. The airline was planning to sell 
coupons for 38 euro which would provide 
clients with a 64 euro discount. The airline 
had aimed to sell 2,500 vouchers but 
within 24 hours managed to sell 6,500 
vouchers, representing approximately 
250,000 euro of generated sales within 24 
hours. An impressive result seeing that the 
company only operates 7 planes.

2.0  a view into the future

2.3 BooKing engines

exAmple of Trends - promoTionAl sAles weBsiTes

•	 Sell	tickets	at	special	fares

•	 Sell	discounts	for	specific	flights
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2.0  a view into the future

2.3 BooKing engines

THe fUTUre

1. Booking engines become increasingly 
social by being fully included in 
social networks  and offering new 
functionalities such as friend search.

4. Additionally, we expect to see a change 
in searches	which	will	become	more	
flexible	and	adapt	to	customer needs 
such as not requiring all fields of a flight 
search and permit to search without 
restrictions.

2. Fully integrated booking engines in 
current mobile phone applications 
available on the market. Since most 
application based booking engines send 
the mobile phone user to the website 
of the company, we expect to see major 
development in this area.

5. We expect to see an increase	in	
alternative	payment	methods for 
online payment.

3. Customizable search options such as 
searching by type of activity, price, 
friends and much more will start to be 
more popular amongst users, prompting 
innovation in this area. We expect to see 
options such as selecting whether to fly at 
night or during the day, flying to a random 
location but with a specific plane type 
(plane tourism), etc.

For the future we predict that:
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in the past couple of months, the airline 
industry has seen various interesting 
changes. surely one of the biggest ones 
is the launching of Google Flights in the 
United states. sooner or later Google 
will be able to offer direct booking of 
flights from their own website. The 
potential for Google in this area is 
quite big. once fully launched, new 
developments in this flight search 
engine can lead to a loss in visits to 
airline websites and mean that an 
already highly competed market will 
focus even more on the price variable. 
The quickness with which Google is 
able to find and compare flights cannot 
be matched by any airline and the 
possibilities for “Afffinity shopping” are 
also high for this engine. All in all a treat 
to be watched by carefully by airlines.

2.0  a view into the future

2.3 BooKing engines

inCreAsing power of meTAseArCHers As BooKing engine 
proCesses

•	 Fast	searches	and	comparison

•	 Integration	in	Google	search
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As internet penetration keeps growing and more business and sales go through the online 
channels, it has become very important to build websites which are easy to navigate, 
attractive to the eye and  do not require much knowledge to be able to do a transaction 
on the website.

All across industries we have seen a development over the years in more complex 
websites which however, keep gaining in simplicity, showing that these are not two 
mutually exclusive factors. Additionally, while many companies do not want to put in extra 
money and working hours into making their websites a leader in usability, we are currently 
experiencing a wave of redesign and re-launching of websites

•	 Increase	of	access	to	websites	through	smartphones

•	 Drive	towards	increasing	usability

•	 Cross-platform	design

•	 Booking	and	check-in	steps	reduction

2.0  a view into the future

2.4 UsABiliTy / design / simpliFication

inTrodUCTion
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2.0  a view into the future

2.4 UsABiliTy / design / simpliFication

overAll Trend

Delta, JetBlue, Ibera, etc. 

Gaining usability and interactivity

Clean-cut, simple design

Easy to use for first time visitor

Easy to navigate and find information on first page

Booking, Check-in and Management on the home page

redesign oF Websites

design

shortening oF processes
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Delta has just recently revamped its 
website in what has become a fully 
interactive state of the art platform that 
offers everything at first sight and is 
incredibly easy to use. It offers the ability 
to book a hotel or car without booking 
a flight, the top right menus of Planning 
Tools, Travel Information and SkyMiles 
automatically unfold by just passing the 
mouse over them. Everything is clear, tidy, 
elegant and makes a customer happy to 
visit the site more than once. The help 
section as well as all other options are 
easily accessible.

2.0  a view into the future

2.4 UsABiliTy / design / simpliFication

exAmple of Trends - delTA

•	 Interactive	website

•	 Clean	and	attractive	to	the	eye

•	 Most	important	information	at	first	sight
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The Emirates website has got two 
differentiation points that sets their 
websites above other airlines. Due to 
Emirates being a global carrier, it offers 
its website with the possibility to select 
between English, French, German, Spanish, 
Italian, Portuguese, Greek, Turkish, 
Japanese, Chinese, Korean and fifteen 
different Arabic languages. Usually 
using this many languages is solved by 
airlines through offering different website 
structures and contents for each language 
and as such increasing the administrative 
burden. Emirates, however, has developed 
its website based on modules, that  allows 
it to use the same contents and adapts the 
modules of the website according to the 
language. 

2.0  a view into the future

2.4 UsABiliTy / design / simpliFication

exAmple of Trends - emirATes

•	 Extensive	language	selection

•	 Adaptation	of	display	by	language

•	 Centralized	information

•	 Modules	based	website

•	 Accesibility	Statement
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Swiss has the typical business website 
which however, perfectly represents the 
trend in which the industry has been 
moving. There is a clear trend towards 
clear-cut websites which are very tidy 
and focus information. Swiss excels in 
promoting their brand image through 
their website. The company is known 
for having excellent service and to be an 
airline majorly used for business, therefore 
their website is kept clear and simple. The 
white/red contrast and use of grey scale 
colors perfectly works to attract immediate 
attention to the search engine. The 
website is intuitive to use and as such, new 
clients not used to booking online have it 
easy to find all relevant information they 
might be interest in within the reach of one 
click.

2.0  a view into the future

2.4 UsABiliTy / design / simpliFication

exAmple of Trends - swiss

•	 Clean	cut	simple	design

•	 Impression	of	business	and	excellence

•	 Good	usability	and	accessibility

•	 Good	scale	of	colors
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Frontier Airlines, is an Indianapolis based 
airline, which has earned awards for their 
innovative and unusual website design. 
The website is clean and eye-catching and 
gives central focus to the booking engine 
which, when clicking on it, automatically 
expands. Overall the website looks 
very tidy and intuitive to use, the usual 
fine print is clearly visible, giving the 
customers the chance to read all important 
information without having to click through 
the site to find it. The site is refreshing and 
out of the ordinary in the airline industry 
and an idea that can be followed by 
regional airlines.

2.0  a view into the future

2.4 UsABiliTy / design / simpliFication

exAmple of Trends - fronTier

•	 Simple	design

•	 Good	usability

•	 All	information	is	easy	to	find

•	 Central	focus	to	the	booking	engine

•	 Intuitive	to	use
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KLM is one of the recent airlines who 
are following the fully integrated cross-
platform strategy trend, and as such has 
laid special focus on being able to offer a 
coherent design and same functionalities 
for all its customer contact points 
(Website, Mobile, Application, Auto Check-
in). Regardless of the quality of each 
single application , they offer the same 
functionalities throughout all platforms 
that they are present in. A trend which is 
gaining popularity as different operating 
systems become more and more popular 
and it becomes ever more difficult and 
costly to create common applications for all 
operating systems.

2.0  a view into the future

2.4 UsABiliTy / design / simpliFication

exAmple of Trends - Klm

•	 Cross-platform	design

•	 Same	functionalities	on	all	platforms

•	 Coherent	design
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1. HTML5 will be a big factor in shaping 
the website of the future in adding more 
interactivity to web pages and being a 
cornerstone on which new technology will 
be based upon.

4. Voice control will start to gain popularity 
on websites. In a similar way to how 
Google is able to recognize voice for 
its searches, voice control will be 
integrated in web pages to facilitate 
navigation.

2. Usability wise, web pages will start 
developing towards touch screen  
functionalities. So that offers on a 
website can be scrolled through with a 
finger or other applications can be easily 
used without having to click anymore.

5. Longer term, we expect to see use of 
tools such as Kinect to navigate through 
websites. This would require a major 
development on the touch screen sector 
but is definitely a viable option in the 
future.

3. Applications will be better integrated in 
websites thanks to new  advancements 
in the interactivity department. We predict 
that applications such as Google Maps will 
gain further functionalities and be fully 
integrated into the website, no longer as a 
gadget but an integral part.

2.0  a view into the future

2.4 UsABiliTy / design / simpliFication

THe fUTUre

For the future we predict that:
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The use of mobile phone has exponentially increase in the last decade  and a sector which 
has experienced a lot of growth recently is the smartphones area, which is the strongest 
growing mobile sector and whose trend is not predicted to end anytime soon,.

In the world there are currently about 6.2 billion cellular subscriptions with approximately 
1.1 billion of them being mobile broadband subscriptions which allow their users unlimited 
internet access wherever they are.

2.0  a view into the future

2.5 moBiliTy

inTrodUCTion

In	2011,	Venture	capitalists	invested	$6.3	
billion	into	mobility

Google	revenues	in	mobile	advertising	could	
hit	$3.5	billion	in	2012	up	from	$2.5	billion	
in	2010

1/4	of	internet	users	in	Germany	solely	
access	the	internet	through	mobile	phones

•	 Increased	access	to	websites	through	mobile	phones

•	 High	sales	potential

•	 No	foreseeable	downturn	in	mobile	sales

•	 For	2015,	approximately	500	million	people	will	use	
their	mobile	phones	as	a	boarding	tool
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2.0  a view into the future

2.5 moBiliTy

overAll Trend

Airlines are tending towards creating applications

Not only applications to buy but also to promote and entertain

Have the best of both worlds

Merge the benefits of a mobile web and an application

applications

hybrid
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Even with a high standard error, smartphones 
penetration amongst frequent fliers is high 
and therefore an opportunity that must be 
exploited by airlines

2.0  a view into the future

2.5 moBiliTy

overAll Trend – AssUmpTion

In	December	2011,	Madrid	Barajas	had	
3.625.513	passengers

From	a	representative	sample	of	passengers	
at	Madrid	Barajas,	66%	of	travelers	have	
smartphones

If	23%	of	passengers	with	smartphones	are	
frequent	fliers,		550,352	of	frequent	fliers	
have	smartphones

“
“
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Cathay Pacific is amongst the first to 
offer a very well designed version of a 
mobile application for the iPad. As any 
other application out there it offers the 
ability to check in, check on your flight 
status, manage your booking, look at 
flight schedules and manage your loyalty 
program. However, the real innovation 
is found within the comprehensive city 
guides, which are not just simply put 
together but are recommendations of the 
staff of the airline itself. This makes the 
guide more personal, trustworthy and more 
interesting than other standard city guides 
which might not have insider knowledge of 
the “true” places to see. Overall this feature 
manages to make Cathay Pacific stand out 
from the competition and make this an 
enjoyable travel app.

2.0  a view into the future

2.5 moBiliTy

exAmple of Trends - CATHAy pACifiC

•	 Standard	functionality

•	 Amongst	the	first	to	offer	for	iPad

•	 Complete	city	guides	by	the	crew
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As a true innovator, Malaysia Airlines is 
the first company to have made use of 
the developments of virtual reality for 
its application MHDeals. This application 
consists of nothing else than pointing the 
camera of your phone or tablet  towards 
the direction of the streets  and one will 
receive various offers of flights to or 
from this destination. As of now this is 
seen as more of a gadget but once fully 
implemented, it can be used as city guides, 
as airport guides and many more functions. 
This is definitely a trend to be closely 
followed.

2.0  a view into the future

2.5 moBiliTy

exAmple of Trends - mAlAysiA Airlines

•	 Augmented	Reality

•	 Promotes	deals
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Lufthansa is amongst the front runners 
in iPad applications and have developed 
an application which sets the standard for 
interactivity. The application for the iPad is 
fully designed around the map as the main 
functionality for booking. The application 
uses this fully interactive map to choose 
and select cities as origin or destinations 
for booking and accessing the several city 
guides. The city guides are well designed 
and offers a lot of useful information and 
pictures. Overall this applications serves 
well for customers who are either not 
home or prefer to book flights over their 
tablets. Lufthansa also offers various 
different small applications which range 
from the standard main application 
to things such as games, information, 
magazines and an application especially 
designed for miles & more.

2.0  a view into the future

2.5 moBiliTy

exAmple of Trends - lUfTHAnsA

•	 Various	applications:

•	 Entertainment

•	 Information

•	 Games

•	 Fully	interactive	map:

•	 City Guides
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Delta Airlines, through their redesign 
process, have recently launched an 
application which is easy to use and pretty 
straight forward for people who don’t use 
their smartphones a lot. The application 
offers all the norms such as check in and 
flight booking but more interestingly, and   
as a way to improve customer satisfaction 
in what can often result in a stressful 
situation, is the fact that through its 
application, a customer can track their 
bag at any time. This not only eases the 
feeling when waiting at the bag carousel 
of hoping that the bag has arrived but also 
in case the bags are missing, a customer 
can quickly see where is bag is and  be 
re-assured. Additionally , and this is mostly 
a gadget, it offers the ability to remind 
customers going to the airport by car, to 
save the position of the car as a written 
reminder or a geotag.

2.0  a view into the future

2.5 moBiliTy

exAmple of Trends - delTA

•	 Standard	functionality:

•	 Check-in

•	 Booking

•	 Flight Status

•	 Track	your	bag	at	any	time

•	 Save	position	of	car	via	geotag
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Similarly to United Airlines but for a 
different feature, Southwest Airlines offer 
push alerts for its flight offers, indicating 
when there  is a new offer for a flight or 
by customer selected flights available 
for a certain price. Additionally,  they 
offer  ancillaries such as being able to 
reserve a car through the applications. 
Southwest is also among the airlines 
who have introduced a fully integrated 
booking engine which can handle a flight 
reservation without having to Access the 
web site of the company to complete the 
transaction at any time.

2.0  a view into the future

2.5 moBiliTy

exAmple of Trends - soUTHwesT Airlines

•	 Flight	offer	push	notifications

•	 Car	rental

•	 Fully	integrated	booking	engine

•	 No	need	to	access	web	page

•	 Miles	Access
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United Airlines is among one of the 
few airline companies which offer more 
than just the standard  options in their 
applications. Besides the usual, with the 
United Airlines application, one can enjoy 
using airport maps which make navigating 
through a new airport easier, flight status 
push notifications, currency converter, 
games and links to their social media 
feeds which are Twitter and Facebook. 
Overall, while not being the most attractive 
application on the market, the many 
features that United Airlines offers to its 
customers via this application is a standard 
which soon many more companies will 
follow as they rebrand their applications. 
They will no longer be just a mobile 
application and extension for an airline 
but a product which facilitates customer 
satisfaction with as many relevant features 
as possible..

2.0  a view into the future

2.5 moBiliTy

exAmple of Trends - UniTed Airlines

•	 Fully	integrated	booking	engine

•	 Airport	maps

•	 Flight	status	push	notifications

•	 Currency	converter

•	 Games
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1. We expect to see fast developments 
in augmented reality and other similar 
technologies, which will raise application 
interactivity . These applications will 
become a fundamental part of the 
travel since they can offer updated 
suggestions to anything that the 
customer points their camera at.

4. Real-time application will begin to take 
a fundamental  role. Information such as 
current waiting time at check-in, waiting 
times at baggage control, traffic, flight 
status, etc. will  be aimed at the actual 
needs of customers and provide real 
time information.

2. Applications allowing voice control are 
the future and will soon be found in the 
airline industry.

5. Airline applications will develop into 
full travel applications which take into 
account the moment the passenger leaves 
their home or hotel to when they reach 
their final destination (hotel or house).

3. Applications will start offering more and 
more extra features such as the ability  to 
order a taxi, find hotel suggestions on 
the spot, travel suggestions, information 
of how to get to final destination, etc.

2.0  a view into the future

2.5 moBiliTy

THe fUTUre

For the future we predict that:



a view into 
the future

2.0



   ancillaries2.7

seo

social networks

loyalty

booking engines

usability / design / simplification

Mobility

2.1

2.2

2.3

2.4

2.5

2.6



Airline e-commerce TrAvel Trends indrA   82

Since search engines have entered the market and became a popular and powerful tool, 
the one million dollar question has always been how do I optimize my website to appear in 
the first searches of a search engine in order to attract more clients.

Surprisingly enough, a lot of companies don’t have a SEO strategy or are simply half 
heartedly adding some tags to the website without really giving it some thought. 

SEO can be a very effective way of raising returns and statistics prove that well planned 
SEO campaigns can have a return on investment of more than 300%. An exorbitant and 
baffling  number highlighting the vast potential that SEO strategies can have to increase a 
companies revenue.

2.0  a view into the future

2.6 seo

inTrodUCTion

Users	who	click	only	on	the	first	two	results:	
50-60%

Users	who	do	not	find	a	desired	page	on	
top	results	will	go	on	to	do	a	more	complex	
search:	>	70%	

Users	who	navigate	to	the	second	page	of	a	
search	if	they	do	not	find	the	desired	results:	
>	20%

•	 SEO	can	lead	to	more	than	300%	ROI

•	 3	out	of	4	search	users	prefer	organic	search	results	
over	paid	advertisements

•	 When	shopping	online,	more	than	half	of	search	users	
prefer	results	from	SEO	results	rather	than	from	SEM	
campaigns
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2.0  a view into the future

2.6 seo

overAll Trend

Reduction of GDS transaction cost

Better visibility for customers about flight offers

Better look-to-book ratio

Increase of SEO developments in Airlines

Metatags, indexation, refreshing of content, backlinks

Destination and route specific pages

Increases visibility for specific destination searches

Increases traffic from users looking for complex information searches

alternatives to Full gds 
searches

seo practices

landing pages
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Iberia is a perfect example of placement 
in search engines through landing pages 
and traditional search engine optimization. 
They have created landing pages for each 
of their destinations, which makes them 
always appear in the first  results on search 
engines such as Google. In this example 
for Iberia we searched for “cheap flights 
nice”We have tried several destinations and 
Iberia is one of the first airlines represented 
in the first results in web searches. This 
is not only a result of optimizing generic 
destination keywords but also of non-
brand related generic travel terms and 
the use of meta tags (title, keywords, 
description) and robots.txt

2.0  a view into the future

2.6 seo

exAmple of Trends - iBeriA

•	 Landing	Pages

•	 Positioning of various non-brand related keywords

•	 General	SEO	practices

•	 Price	Cache

•	 Frequently	updated	content
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A different model for positioning and 
selling flights through landing pages has 
been chosen by Qantas. The company 
enables potential customers to search 
for cheapest fares from a destination or 
to a destination. For example if a client 
wants to fly from Perth but has no specific 
destination, the landing page automatically 
shows him all results for flights from 
Perth sorted by Price or by City Name. 
Additionally one can Filter the results and 
choose the travel class that they prefer. 
Additionally, when choosing a destination, 
a drop-down box opens which contains the 
booking engine and a graphical illustration 
of the prices, per month, for the selected 
route.

2.0  a view into the future

2.6 seo

exAmple of Trends - QAnTAs

•	 Landing	Pages

•	 From specific destination or to specific destination
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Vivaaerobus is another company which 
manages to position itself very well 
through landing pages. In the below 
example we searched for “vuelos baratos 
tijuana” and were redirected to this upon 
clicking on the search result. We have tried 
with several destinations and Iberia as well 
as VivaAerobus are always represented in 
the first results in the web search.

2.0  a view into the future

2.6 seo

exAmple of Trends - vivAAeroBUs

•	 Landing	Pages
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Another example of good SEO practices is 
EasyJet, which manages to position itself 
amongst the top search results through 
landing pages. As can be seen with their 
search results, EasyJet is following the 
trend of creating landing pages with 
destination information in order to attract 
prospective customers to their website. 
Additionally it specifically positions itself in 
its “keyword segment” of cheap flights by 
the repeated used of the keyword in front 
of every destination offered on the landing 
page.

2.0  a view into the future

2.6 seo

exAmple of Trends - eAsyJeT

•	 Landing	Pages

•	 General	SEO	practices
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Flybe, a low-cost regional airline based in 
Exter (UK), follows a different SEO model 
than its competitors. While they still use 
Landing pages to position themselves in 
their selected keywords, in the case of 
Flybe the landing pages are enveloped in 
what can be defined as a small destination 
guide with own content for each landing. 
Note that with the use of the guide they 
try to position more than one term. While 
the content itself is not designed to act 
as a guide, the layout of the landing pages 
permits Flybe to position more pages and 
different terms on online search engines. 
The functioning of this landing page is 
designed to base all navigation from the 
“London” tab and then expand from there 
on. E.g. “London + Holiday”

2.0  a view into the future

2.6 seo

exAmple of Trends - flyBe

•	 Landing	Pages	

•	 Destination guide for positioning

•	 General	SEO	practices

•	 Positioning of various non-brand related keywords
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1. Voice enabled searches are gaining 
popularity and because of this companies 
will have to adapt their keywords and titles 
to “how” their customers speak. A perfect 
example of this upcoming trend is Apple’s 
SIRI whose success has even astonished 
Apple themselves. In the future airlines will 
have to adapt to these kind of programs 
which will do the search for the client.

2. Clients will be increasingly doing more 
complex searches which at SEO level 
means that websites will have to adapt 
to a bigger complexity. Content will 
have to be made more transparent and 
categorized (hours, routes, price, flight 
code, etc.) and will be identified  by their 
own website (destiny, origin, price)  and 
reproduced in search engines.

3. Search engines will convert themselves 
into the first stage of the booking 
process.

2.0  a view into the future

2.6 seo

THe fUTUre

For the future we predict that:
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Ancillary revenues have always been an interesting topic for companies operating in very 
mature markets and whose margins were decreasing and sales stagnating. 

For companies outside of the airline industry we know that ancillaries are the accessories 
that companies sell us to accompany their main products.

However the industry that gives ancillaries revenue the most importance is the airline 
industry which is trying to differentiate away from just selling plane tickets and is trying 
to enter adjacent markets.

 

•	 Increase	of	companies	looking	for	ancillary	revenues

•	 Airline	industry	is	a	leader	in	offering	ancillaries

•	 New	revenue	sources	are	needed	as	a	consequence	
of	increased	competition,	sales	stagnation	and	higher	
operating	costs

2.0  a view into the future

2.7 AnCillAries

inTrodUCTion
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2.0  a view into the future

2.7 AnCillAries

overAll Trend

Car Rental

Hotel Rental

In-Flight services

Entertainment devices

Video on Demand

Wi-Fi

Lounge Access

Speedy Boarding

Fast-Track Control

booking

on-Flight

pre-Flight
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In terms of on-board and pre-flight 
ancillaries, Air Asia offers nearly everything 
that one could wish for and really 
facilitates a customers flight and makes 
travelling enjoyable again.

It starts with the different luggage size 
selection that allows to pay different prices 
for different luggage weights  and goes 
over to selling you an in-flight comfort 
kit which comprises of everything from 
coverts to neck pillows.

More interesting is the red carpet ancillary 
which gives you priority boarding, buggy 
service, priority tagging, free check-in 
service, dedicated counters, lounge access, 
fast clearance and immigration controls. 
An all round package. Additionally you are 
offered the option to order and compose 
your meal from 17 different dishes of 
which you can select two.

2.0  a view into the future

2.7 AnCillAries

exAmple of Trends - Air AsiA

•	 Menu	on-board

•	 Comfort	Pack

•	 Luggage

•	 Red	Carpet:

•	 Buggy Service

•	 Priority Boarding

•	 Priority tagging, etc.
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Aer Lingus is another champion in the 
ancillary revenue sector. It offers various 
ancillaries such as lounge access, extra 
weight at cheaper price than at check-
in, upgrades, sports equipment, and the 
availability to pay for a quick seat (first 
rows), exit seats (close to emergency exits) 
and the fee for the reservation of a normal 
seat. These and other revenue sources  put 
the company in the top 10.

2.0  a view into the future

2.7 AnCillAries

exAmple of Trends - Aer lingUs

•	 Lounge	Access

•	 Online	Extra	Weight	payment

•	 Sports	equipment

•	 Seat	Selection:

•	 Quick Seat

•	 Exit Seats

•	 SMS	Reminder

•	 Upgrades
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Jetstar is a company which actively tries to 
boost their revenue from the flight booking 
process by offering a whole range of 
ancillaries before getting to the payment 
options screen. From lounge access and 
priority boarding, to extra leg room or up 
front seat, the company offers all travel 
related ancillaries that might interest 
customers. Additionally they offer the 
option to pay a small fee for freezing the 
tariff of a flight for 48 hours, a trend which 
is gaining popularity amongst airlines.

They also offer on-board iPad rental 
amongst other things and are one of the 
best in amount of ancillaries offered.

2.0  a view into the future

2.7 AnCillAries

exAmple of Trends - JeTsTAr

•	 Lounge	Access

•	 Priority	Boarding

•	 Seating	Selection:

•	 Extra Leg Room

•	 Front Seat

•	 Travel	insurance

•	 Freezing	of	tariff

•	 On-board	iPad	rental
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An interesting in-flight ancillary that Air 
New Zealand has introduced, is the ability 
to buy a second seat at check-in, for a price 
which is substantially lower than buying 
a normal ticket with the company. Rather 
than loosing revenue on empty seats, with 
this method ANZ makes up some money 
and additionally gives the client to benefit 
of more seat space.

Additionally they also introduced their 
Starfish Card which in return for a fixed 
annual fee, that gives their customers 
a 15% discount on flights that can be 
purchased for $200 and 30% discount on 
flights that can be purchased  for $800.

2.0  a view into the future

2.7 AnCillAries

exAmple of Trends - Air new ZeAlAnd

•	 Membership	card:

•	 Pay a fixed annual fee for 15% on flights up to $200 and 30% on flights up to $800

•	 Twin	Seat:

•	 Buy an extra seat at a discounted rate upon availability
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Austrian Airways is amongst the first 
European Airlines to introduce their very 
own cab service which is only available 
to passengers of the airline.  The cabs 
transport passengers between Vienna and 
its surroundings and Vienna Airport and 
are offered a free daily newspaper as well 
as refreshments ? The service can only be 
booked online and up to 24 hours before 
departure and costs 29 Euro for the cab 
and 40 Euro for a minibus. The service is 
provided on the website and as a reminder 
in the booking confirmation e-mail.

Additionally, Austrian offers various 
different ancillaries such as lounge access 
for 35 euro, extra legroom by paying 
70 euro prior to departure and get an 
emergency row seat or purchase an extra 
bag allowance slot prior to departure, 
before having to pay more for it at the 
airport.

2.0  a view into the future

2.7 AnCillAries

exAmple of Trends - AUsTriAn AirwAys

•	 Cab	service:

•	 Taxi or minibus

•	 Free daily newspaper

•	 Refreshments 

•	 Booking 24h before flight

•	 Lounge	Access

•	 Extra	Leg	Room

•	 Online	Extra	Bag	allowance
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For Jet2, an English low-cost, ancillary 
revenue is an important part of their 
business with more than 20% of their 
revenue come from the sale of ancillaries. 
In fact, Jet2 offers a lot of flight extras 
which make the flight more comfortable 
for its clients. Apart from the standard 
Seat Selection, Extra Legroom, Baggage 
and in-flight meals, Jet2 offers something 
which is gaining momentum in quite a few 
low-cost carriers, the implementation of 
an in-flight entertainment ancillary. For 
approximately 10 Euros, a client can opt to 
rent a media player with pre-charged TV 
shows, movies and music. The offering of 
in-flight entertainment at an extra cost, is 
a trend that more and more low-cost airline 
are slowly but surely integrating in their 
business.

2.0  a view into the future

2.7 AnCillAries

exAmple of Trends - JeT2

•	 In-flight	entertainment

•	 All	kind	of	Travel	Extras

•	 High	importance	of	ancillaries	for	overall	revenue
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Wizz Air, a Hungarian airline, has been 
one of the first to airlines in Europe 
to introduce a membership card which 
enables customers to book flights at a 
discount later on. With an annual fee of 
29.99 euro members of Wizz Xclusive Club 
will get  access to a pool of tickets that 
are cheaper by up to 10 euro per one-way 
flight than regular prices. It allows up to 9 
passengers to benefit from this card in the 
same reservation .

Granted that this card can be used as 
many times as possible for a year, it is 
a great investment for customers and 
an interesting ancillary which is slowly 
starting to gain traction in the airline 
industry. 

2.0  a view into the future

2.7 AnCillAries

exAmple of Trends - wiZZ Air

•	 Membership	card:

•	 Pay 29.99 a year for up to 10 euro discounts on various flights
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Air France has recently introduced a 
system that allows the customer to block 
fares for 7 days, at 5 euro, on flights 
around Europe and between Europe and 
North America and Israel, or for 15 euros 
on any other flight. This trend has been 
followed recently with the deployment of 
a similar ancillary service by Vueling and 
Continental. This service goes alongside 
the standard policy of fallowed light 
cancellation 24 hours after having booked 
the ticket.

Although heavily discussed amongst 
experts whether or not this is a worthwhile 
extra service, it has become a widely 
implemented trend among airlines. 

2.0  a view into the future

2.7 AnCillAries

exAmple of Trends - Air frAnCe

•	 Fare	freezing:

•	 5 to 15 Euros for freezing fee for 7 days
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In the search of new ancillary revenue 
a few airlines have teamed up with 
Optiontown, an online based company 
which offers upgrade possibilities at 
a pre defined nominal fee. Clients of 
airBaltic, SAS, Air Asia, Aeromexico, Blue1 
and  Arik  can buy the opportunity to 
upgrade, if possible, for a pre determined 
fee and would have to pay about $3 
to Optiontown for the transaction. An 
answer as to whether or not the flight 
could be upgraded or not will be given to 
the customer at a maximum of four hours 
remaining prior to the flight and if not 
possible , the cost will be fully refunded.

2.0  a view into the future

2.7 AnCillAries

exAmple of Trends - opTionTown

•	 Upgrading:

•	 Pay an annual fee to Optiontown and receive discounted upgrades upon availability
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While the Ryanair website is not a perfect 
example for usability or design, the 
company remains unbeaten champion of 
ancillary services. No matter where on the 
web page a client is currently navigating, 
one is always confronted with the high 
amount of ancillaries that Ryanair offers. 
Be it on the right column, on the left 
column under travel extras or as little 
flash boxes advertising a special product. 
Ancillaries that can be especially seen as a 
trend in Low Cost airlines and some legacy 
carriers are Transfers, Airport Parking and 
Trains & Public transport offers.

2.0  a view into the future

2.7 AnCillAries

exAmple of Trends - ryAnAir

•	 All	type	of	ancillaries

•	 From Hotel, to transport, to credit cards
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Although booking Hotels on an airline 
website is not anything new, the way that 
British Airways approaches the sale of this 
ancillary is quite new and we can see that 
recently some other airlines have followed 
suit. British Airways not only includes 
booking hotels in their booking process but 
also gives a client to book a hotel without 
having to book a flight at the same time. 
Additionally it integrated TripAdvisor 
reviews in its destination landing pages.

Additionally something of a newer ancillary 
and one which is starting to gain more 
attention is the offering of “Experience” 
packages to clients such as tickets to 
attractions or to special locations. All in all 
a good implementation of a company which 
has long struggled to implement ancillaries 
into its premium offering.

2.0  a view into the future

2.7 AnCillAries

exAmple of Trends - BriTisH AirwAys

•	 Selling	of	Experiences

•	 Integration	of	Ratings	of	Locations	sale	ancillary	in	
landing	pages

•	 Ratings	of	Hotels	at	specific	cities	flown	by	British	
Airways:

•	 Partnership with TripAdvisor
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1. Fast check-in, quick boarding, fast line 
at luggage control, priority bag handling, 
etc. will gain more and more popularity 
amongst airlines, to benefit from 
facilitating customers life at airports.

4. External revenue sources to raise loyalty 
and income will become more popular and 
airlines will start expanding  away from 
traditional airline services.

2. Ancillaries offering specific food related to 
the country of the airline, which is available 
to order for the flights, will increase.

5. Internet Wi-Fi access will keep increasing. 
While many companies in the United States 
and Asia and slowly Europe already offer 
the possibility of onboard Wi-Fi, it has not 
gained much use and ROI for airlines so 
far. We expect a new business model to 
emerge in the future.

3. Airlines will start offering more complex 
ancillaries dedicated to facilitating 
transit to and from the airport as well as 
assistance at destination.

6. We expect to see an increase in video 
and game on-demand flight systems 
such as the iPad, which are going to be 
offered to the client for a charge and 
will have internet access as well as pre-
installed software.

2.0  a view into the future

2.7 AnCillAries

THe fUTUre

For the future we predict that:
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List of questions asked to experts:

1. What have been the three most important innovations (in order of 
relevance) in airline e-commerce in the past years ?

2. Which innovation or area do you expect to develop most significantly in 
the coming years?

3. How do you think that social networks will develop and integrate in the 
airline business model?

4. What is your view on what the loyalty program of the future will look 
like?

5. How do you think airlines will develop their booking processes in order 
to satisfy the ever increasing demand by clients for more complex 
searches?

6. How will airline web presence change over the coming years?

7. With Google entering the travel market, what impact do you believe 
metasearch engines will have on the airline online sales channel?

8. With the trend of increasing mobility gaining more and more 
momentum, how do you believe airlines will respond to satisfy new 
demands through different channels?

9. How do you believe the ancillary market to develop (legacy vs. Low 
cost) and in which ancillary service do you see the biggest potential for 
airlines?

3.0  expert insights

meTHodology

In this section you will find interviews we have 
conducted with leading experts in e-commerce who 
work for major airlines which in total have transported 
more than 85 million passengers in 2011 and 
operate in regions such as Latin America with one 
of the  largest growing markets in terms of internet 
penetration. We have specifically lied the focus of 
our interviews on how these experts see the future 
of e-commerce and what they believe the future 
challenges for airlines to be.
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1. Top three airline e-commerce innovations

1º Google’s entry into the market for real-time availability-pricing solutions, thanks 
to their acquisition of ITA Software, is, without doubt, one innovation that will 
mark a turning point in terms of the concepts associated with airline distribution.

2º The mass introduction of ancillaries for online sale, focusing primarily on 
distribution via the airline’s web channel, started just three years ago and it is still 
a field in which there is a lot of scope for development, both in terms of the type 
of ancillary and the after-sales services related to them.

3º The introduction of flight search concepts other than just the traditional options 
of origin-destination, etc., in the same way as concepts of search by client profile, 
searches based on budget and searches on a map of destinations have enabled 
companies to cut costs at the same time as adding value for the end client.

2. e-commerce evolution trends

Without doubt, the main innovations will be in the field of combining mobility with 
social network concepts. Perhaps in the medium term and depending on the market, 
revenue from these channels will not replace the traditional web channel, but 
from the perspective of innovation and getting closer to the client, these will be 
the areas in which we can expect the most significant developments. Present and 
future clients are already on the social networks. The battle for control of content 
and the concentration of macro-content distributors will play a large role in these 
fields of mobility and social networks.

3.0  expert insights

Julián diago

Julián Diago joined Iberia in 1995 and was 
promoted to Iberia.com Marketing and 
Customer Manager in 2002. He is currently 
the Iberia.com, mobile innovation and 
development Manager. Julian has a university 
degree in IT from the University of Alcalá 
and an Executive MBA in Tourism Companies 
from IE (Instituto de Empresa).
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3. social network integration in airlines

We are not talking about the future. It is already taking place. Airlines have already 
begun to introduce social networks into their value chain, but not only social 
networks. The entire concept of online reputation and presence already forms a key 
part of the operations of airlines. Perhaps, in these early stages, it is the Customer 
Service departments in particular that are starting to adapt but the industry as a 
whole must search for ways to conduct business in the 2.0 world. Many processes 
will be redesigned to adapt and take advantage of the opportunities of a 2.0 
relationship with their clients. Certainly, all of the departments will operate in a way 
that integrates these 2.0 concepts. It is not something that can be isolated and 
managed in a different way. There will be a shift from the concept of a Community 
Manager to a concept of B2C Social Contribution.

4. The loyalty program of the future

Loyalty programs have been a very important weapon in the air transport industry. 
Even some low-cost carriers that started off without such schemes have started 
to introduce them. However, we should ask ourselves, in a situation in which the 
client is becoming increasingly demanding and less loyal, what the future holds for 
loyalty programs. The idea seems clear enough - the client repeats when they are 
satisfied with a service. But, nowadays, it is no longer necessary to try a service to 
know what it is like. Recommendations, the online reputation and social networks 
now make it possible to assess whether a certain company’s service will satisfy us 
as a client or not. Loyalty programs will have to focus on developing value for the 
premium client, the frequent user, the one who generates most revenue. At the 
same time, they will have to reinvent themselves for those clients that are not loyal, 
which due to their large numbers, generate significant revenue and who are very 
attentive to what comments are being made online about a particular company. The 
idea of preventing negative comments will be fundamental and, as such, efforts 
must be made that focus within the company, working towards excellence in the 
service from inside the company in order for the community to value the company 
highly.

5. Booking process evolution

We are sure to see purchasing processes that are apparently more simple but, at the 
same time, denser in terms of the ways of doing business. They will be much more 
intelligent processes that will focus more on the client, their previous purchases, 
their real-time behaviour on the website itself, the context variables in which the 
client operates, the access route by which they have arrived at the website, in order 
to segment the client more effectively in real time to give them the service that 
they expect at all times..

6. Future of airline online presence

With respect to being able to build a smart website, without doubt, powerful real-
time personalization tools will be necessary that determine many more variables for 
the delivery of relevant content within the website itself. Certainly, the websites will 
be far more personalized in terms of the device that is being used to browse, the 
client’s geolocation, etc.

7. Google & metasearches

Everything will depend on Google’s penetration in each market, but those in which 
Google has a large market share, without doubt, metasearch engines are set to 
disappear. Google will not restrict itself to just presenting results. After a short 
transition period and when its travel service matures, it will ask airlines to pay for 
their presence in the travel solution and, later, thanks to ITA, Google will become 
one of the main global reservation systems, causing many metasearch engines and 
online travel agencies to disappear, as well as commoditizing some airlines that 
cannot provide differential value for their clients.
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Julián diago

Booking processes will be much more 
intelligent and focus more on the 
client, their previous purchases, their 
real-time behavior on the website 
itself, the context variables in which 
the client operates, the access route 
by which they have arrived at the 
website, in order to segment the client 
more effectively in real time to give 
them the service that they expect at 
all times.

“

“

8. mobility in Airlines

Here there are certainly two great challenges. The first is purely related to business, 
understanding that the client operates in a multichannel way, not only on their 
mobile or PC, but also on platforms such as smart TV and online games, which will be 
important for conducting business. Each client has a preferred interaction channel 
and knowing how to segment business for each client and channel will be a key 
challenge. The other challenge is technological. In this respect, it will be necessary 
to have a clear service orientation if the company wants to avoid wasting money 
on investments or inadequate time to market (TTM). Service oriented architecture 
(SOA) will finally have a clear justification for its widespread implementation across 
Europe. 

9. development of ancillaries

Ancillaries will be one of the springboards from which legacy carriers will be able to 
revive the concepts of direct sales, without intermediaries, in order to reduce their 
dependence on global distribution systems (GDS) even further, as well as giving 
them a stronger stance, in the near future, in the great battle for content for which 
Google, Microsoft and Apple are setting the stage. If you do not provide value as a 
company or if you are highly dependent on distribution through intermediaries, your 
days are surely counted or you will simply become a carrier completely reliant on a 
content manager.
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1. Top three airline e-commerce innovations

1º The paradigm shift experienced in the on-line booking process from plane ticket 
reservation to full trip experience. Airlines have got closer to their customers’ 
needs, widening the options and services offered from their online storefront: 

•	 More	sophisticated	trip	search	to	facilitate	the	reservation	process	allowing	for	
the exploration of possible options combining trip dates and prices.

•	 More	flexibility	in	the	check-in	process	which	includes	choosing	your	seat	
location for a better in-flight experience.

•	 Booking	of	complementary	services	(ancillaries)	beyond	the	scope	of	the	
airline services, becoming a one-stop shop for the traveller, thus enriching the 
perceived service level provided by the airline.

2º The empowerment of loyalty programs through self-care portals. The customer 
has gained full control of his/her loyalty program: points statements, redemptions, 
etc. Airlines also provide a wide range of options so frequent travellers can 
benefit from thorough services from the airline or a third party.

3º The embracing of social networks. Airlines are exploring the possibilities of the 
social component for their customers. These possibilities permeate the new ways 
in which the airlines can reach their customers and vice versa. Social networks are 
becoming a tool for marketing, a customer care and an incipient sales channel.

2. e-commerce evolution trends

Social networks represent the area where most changes are to come. So far, 
enterprises have used social networks as a conduit to guide their members to 
the corporate website for any transactional interaction. The social network is a 
communications space for marketing but the core e-commerce activity happens 
outside. The maturity of this channel will facilitate the full integration of the social 
behaviours into the e-commerce processes.

3.0  expert insights

hector madrona 
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3. social network integration in airlines

The integration of social networks into the core processes of airlines or any other 
business will happen gradually. When society accepts social networks as a space for 
business, they will become part of the global corporate strategy, following the same 
process that the Internet itself has gone through. Companies will define customer 
care processes involving social networks; the sales processes will automatically take 
the social dimension into account, etc. All this will represent a deep change in the 
way both customers and companies relate to each other.

4. The loyalty program of the future

Loyalty programs will also embrace social networks in order to drive loyalty more 
effectively. Frequent flyers serve as guides for others by creating opinion on the 
social networks. Airlines will have to leverage this opportunity to address those 
loyalty members who do not fly so frequently and get almost no rewards from the 
loyalty program.

5. Booking process evolution

Airlines will provide more powerful search tools where complex conditions can be 
expressed. The impact of visual tools is getting more and more important, where 
various destination/price/date scenarios can be compared in the search of the 
lowest price. Point and click graphic tools (world maps, pricing charts, etc.) will gain 
popularity over traditional form-based search forms.

6. Future of airline online presence

Web presence will become social, that is to say, web presence and social network 
presence will be one and the same thing. Marketing campaigns will consider social 
media as an intrinsic element. Web sales and customer care channels will consider 
the social dimension as a cornerstone. There will be a social symbiotic relationship 
between the airlines and their customers: social media channelling corporate 
messages, customer care through social networks as with any other channel, social 
recommendations embedded in the sales process, corporate business intelligence 
processes integrating information from social sources.

7. Google & metasearches

So far, Google Flights only covers flights from US airports. The engine works quite 
well but needs to address this shortcoming to become a global search engine. This is 
currently more than a pure technical limitation, and coping with ancillaries is another 
issue. I foresee no global impact until Google provides worldwide coverage and can 
provide at least the same ancillaries. Nowadays, both OTAs (Online Travel Agencies) 
and metasearch engines provide for this niche while coexisting with airline sales 
channels. When Google is ready, its ubiquity would only help redefine the landscape 
balance and even fuel the creation of an ecosystem of start-ups relying on the APIs 
Google may publish, but airlines will still be a key element in the value chain and the 
sales process.

8. mobility in Airlines

Mobility will be considered as another key factor in the years to come. Smartphones 
and tablets will be an increasingly important tool for any traveller on the move. 
Airlines will follow suit and increase their investments on these novel channels to 
provide full access to all customer care features, no matter what the channel of 
choice is.

9. development of ancillaries

Legacy carriers will follow the initiative of low-cost airlines to generate new streams 
of revenue through ancillaries. These new sources of income will help alleviate the 
pressure on prices and the increase of fuel cost. Additional charges for check-in 
luggage, preferential seats, in-flight meal options, etc., will become commonplace. 

One ancillary service with a large potential yet to be developed is in-flight 
telecommunications. Some airlines offer in-flight telephony or texting, but full 
internet access (via WiFi or other means) is a new revenue stream to consider. 
In-flight personal entertainment systems are another one, be it through individual 
touch screens or portable consoles.
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1. Top three airline e-commerce innovations

1º Customer Experience Management

2º Affinity Shopping

3º Ancillary Services

2. e-commerce evolution trends

In the future we will truly embrace the opportunities presented to us by the mobile 
evolution. The natural next step is to penetrate this channel with full service 
offering, going beyond half-baked solutions created just to have a mobile presence. 
Users are aggressively moving to this channel, via smartphones and tablets, and the 
companies will have to keep this at the heart of its planning, incorporating it in the 
entire lifecycle of the product and the customer.

3. social network integration in airlines

Social integration is already happening. A lot of customer support is already 
being given via social networks by TAM and other major carriers, and a lot of 
customer relationship management is already being driven by those channels. The 
departments responsible for customer care are evolving to cope with this new 
development.

4. The loyalty program of the future

•	 Allows	you	to	use	your	points	with	partner	merchants	to	redeem	for	non-travel	
related products

•	 Allows	redemption	up	to	the	last	available	seat,	even	if	at	a	premium

•	 Allows	combination	of	points	and	cash	to	redeem	tickets,	and	to	use	points	to	pay	
any airline related service, like ancillaries or taxes

•	 It	will	know	the	customer	so	well	that	it	can	recommend	similar	purchases	from	
the past and offer added services and upgrades during or after the purchase that 
have a likely high uptake rate, given the fit to the customer profile.

3.0  expert insights
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5. Booking process evolution

The tricky part isn’t to allow more complex searches, but to deliver the results in 
a comprehensive way, so the customer can actually make sense of your product 
offering and, effectively, convert at the end. I believe a free text search, like Google, 
is a natural evolution, combined with Affinity Shopping and Calendar Shopping 
should satisfy the need for more open, complex but manageable searches.

6. Future of airline online presence

It’s incredibly hard to make accurate predictions in such a dynamic market, but some 
fairly safe guesses indicate that the online presence will have to be both social and 
mobile in its core, meaning going beyond making it just because everybody does it, 
but instead, finding out the true business benefits that can be harvested from those 
new use cases and exploring them. The companies that unlock the full potential of 
those two trends will secure a place as market front runners.

7. Google & metasearches

Metasearch engines, as Google and others, have the potential to increase even 
more the number of customers driven to the online channel. This of course will only 
take place provided that the company puts the proper efforts to provide relevant 
content, in order to support adequate indexing by those tools, and deep linking 
abilities, to ensure that a customer that comes from them can actually pick up the 
purchase process from where the search left off. It’s a natural evolution of the 
model, and should signify a great influx of traffic for those that work to capture the 
opportunity. 

8. mobility in Airlines

Mobility is a word in fast evolution, and more and more often it is signifying the 
ability of customers to do whatever they need, wherever they are. That means 
that airlines will have to treat mobile channels, like smartphones and tablets, as an 
integral part of their online strategies, and not just as another novelty. All products 
will have to be born, from now on, thinking about how mobile platforms affect how 
those products are offered, purchased, consumed and serviced.

9. development of ancillaries

Ancillary can mean a lot of different things, depending on the company and its 
market. Only the companies that manage to address the challenge of balancing its 
brand positioning versus its customer and market demands will emerge as victors. 
What works for a low cost won’t work for legacies, and it may mean the legacies 
demise in the process of implementing them, as ancillaries are a great thing that, 
if not properly planned and selected, can erode the brand fairly quickly. There’s no 
“one-fits-all” answer.

I believe a free text search, like Google, 
as a natural evolution, combined with 
Affinity Shopping and Calendar Shopping, 
should satisfy the need for more open, 
complex but manageable searches.

“
“
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1. Top three airline e-commerce innovations

1º Self-service tools

2º Moving from web to mobile devices

3º Building airline presence on social networks

2. e-commerce evolution trends

We expect developments in mobile e-commerce and an increase in consumer self-
service tools, allowing passengers to connect whenever they wish and to be able to 
deal with all of the pre-flight steps themselves, such as searching for destinations 
and prices, booking tickets, paying extra baggage, checking-in and managing their 
bookings: everything on the move, as mobility will be the key factor in years to come.

3. social network integration in airlines

Social networks are all about spreading ideas, experiences and emotions, and it is up 
to the airlines to make them memorable for their customers.

They mirror what they receive: if their experience was good they will return and 
even defend the airline. If their experience was bad, they will join other voices so 
that they end up being heard (and will probably choose another airline). Therefore 
airlines must follow what is being said about them on social networks attentively 
and proactively answer customers in a timely manner.

3.0  expert insights

ana machado

Ana Machado works in the airline industry 
since 1991 and in TAP Portugal e-Commerce 
since 2000. She has background experience 
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The ground pre-flight experience is 
the one that offers most opportunities 
for legacy carriers to develop ancillary 
services that can differentiate from 
metasearch engines or OTAs.

“
“
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4. The loyalty program of the future

The loyalty program of the future will add customer knowledge and flexibility and 
will shift from tier levels to customer level and from fixed awards and availabilities 
to customers’ real needs. Airlines must understand what makes a customer loyal 
and redesign the frequent flyer program. Why should I accumulate miles if the time 
I want to travel is restrictive? Why be loyal if in return I do not get basic needs 
fulfilled, such as travelling on the date required? There are many loyal customer 
questions and needs to which airlines are not currently in a position to respond and 
these are real opportunities for future development.

5. Booking process evolution

Booking processes can be developed not only in terms of diversity but also in 
terms of complexity. The problem is that diversity and complexity generally imply 
increasing costs and that is something that airlines are making efforts to avoid.

Therefore airlines need to be creative and accommodate as much complexity and 
diversity as possible without losing track of customer needs, but also to keep within 
budget.

Some airlines are already starting to reinforce their core business and selling not 
only other products and services heavily, but also other airline (interline) services in 
order to be more competitive online. 

The more diversity and the wider and more consistent service an airline can offer, 
the higher customer engagement will be.

6. Future of airline online presence

Airline web presence will become more scattered as there will be more websites 
that sell airline tickets, such as metasearch engines, OTAs, affiliate websites, travel 
aggregators, etc. It is important that the airline keeps its own booking channel 
and own website, as some customers are afraid of less known websites, but it is 
definitely important to invest in these social and professional networks in order to 

boost brand awareness and engage the customer with the airline. Going from global 
to local, business intelligence is key to defining flexible strategies that can easily 
adapt the airline’s response to the changing environment.

7. Google & metasearches

Metasearch engines are helpful for generating airline brand awareness and can 
clearly show if an airline is competitive online.

Google will bring more customers to this equation and, to start with, they will 
forward the customer to the airline website for fulfilment. At a later stage, their 
plans are not yet known, but they will surely impact the airline online sales channel 
and probably some other important metasearch engines and OTAs as well.

8. mobility in Airlines

Diversity and consistency must drive this change. To be able to access from multiple 
devices and still get the same level of complexity and satisfy the same demands 
throughout all channels. This implies a common vision and a consistent strategy 
when adding more channels to the existing ones.

9. development of ancillaries

Low cost carriers will continue to create and develop new ancillaries and legacy 
carriers will most certainly start to offer at least some ‘a la carte’ services, distinctive 
products that are not offered today or that are a privilege of a few as a (paid) 
complement of its core service. As an example, some airlines are storing customer 
coats and winter garments at the departure airport when they are travelling to 
warmer destinations.

The ground pre-flight experience is the one that offers most opportunities for 
legacy carriers to develop ancillary services and is also the only place when airlines 
can clearly differentiate themselves, as those services cannot be offered by 
metasearch engines or OTAs.
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1. Top three airline e-commerce innovations

1º Cloud services (availability in Brazil).

2º Popularization and sponsorship of the Web Service in tourism/travel (e.g. 
OpenAxis).

3º Collective purchasing and ‘social commerce’ (e.g. Groupon, f-commerce, etc.).

2. e-commerce evolution trends

In Brazil we will experience improved and more widely popularized payment methods 
with greater security. Additionally we will see an expansion of current cellular 
networks and better 3G and 4G services which will allow the popularization of 
mobile apps.

3. social network integration in airlines

Consumers will be more critical and better informed about what they need. Notice 
that it is not in terms of what they want, but about what they need.

4. The loyalty program of the future

I think that the difference will increasingly be based on service and not on price. If 
the company understands client needs and behaviour, and offers services the client 
wants, it will have loyal clients. Another important aspect of loyalty programs is 
their integration with Social Networks, in the awareness of the power possessed 
by today’s clients, the power to influence people they know, and people that their 
friends and acquaintances know. Loyalty programs need to consider this type of 
commitment and deal principally with the problem of affiliates. 

3.0  expert insights
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5. Booking process evolution

I think that the popularization of computing means that we are going to have 
increasingly large numbers of skilled users on the Internet, while at the same time 
also having a larger numbers of users in older age groups who are less skilled. There 
is a growing social class in Brazil which is currently acquiring more purchasing power 
(class C) but who do not know very much about the Internet yet. If we teach them 
how to shop more efficiently and provide them with tools with an average level 
of complexity, I think we will see a differential. This, for example, includes more 
specialized searches such as budget shopping, Weekend Calendar, etc.

6. Future of airline online presence

Interoperability is a fundamental issue. The airlines need freedom in their 
e-commerce and web services. I am a big believer in the CaaS concept (Component 
as a Service) because it makes companies more flexible. Additionally, intelligent 
integration with the metasearch engines – Google Flights, Kayak, Mundi, etc. – will 
also be of fundamental importance.

7. Google & metasearches

We are going to have more “price wars”. The companies are going to need to achieve 
a clear separation between their fare costs and ancillary revenues if they want 
to be well positioned in the metasearch engines. At any time, small airlines will be 
appearing right next to big ones. At this point, Google and other metasearch engines 
will have to think about differentiation based, not just on pricing, but rather, for 
example, on the quality/satisfaction index. 

8. mobility in Airlines

Without a well-defined interoperability process, the companies will have a hard 
time delivering attractive or relevant applications. These channels are going to 
require a department with a great number of highly-trained people, with a broad 
understanding of the company business. A general understanding from top 
management that this process is a priority, as well as an understanding of the way 
in which it is changing how people travel, will also be fundamental.

9. development of ancillaries

Yes, I believe that ancillary revenue will be fundamental to airline profitability. 
Baggage still generates the most income, but we need to find other revenues as 
well, and this will only be possible with a well-designed CRM architecture.

Google and other metasearch engines 
will have to think about differentiation 
based not just on pricing, but rather, for 
example, on the quality / satisfaction 
index.

“
“
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1. Top three airline e-commerce innovations

1º Mobile integration will play a key role in the future. Convenience and flexibility, 
geolocation, personalization, good use of dead time, are just a few of the 
emergence of so many new ways of increasing your business and so many areas 
for improving your customer service

2º Engagement with the user will be another innovation factor to keep an eye 
out for. Co-creation and social media convert visitors into brand lovers, loyal 
customers and even company decision-makers..

3º Customization of web content. From retargeting, personalized offers to 
customized booking funnels. This means getting a higher income from the same 
traffic, optimizing your budget..

2. e-commerce evolution trends

We will definitely experience developments in the 100% online service area. 
Companies should attend the users throughout their whole travel experience, from 
information to post-service. So many travel companies are currently not offering 
a full online customer service, setting some functionalities out of the digital side 
(such as Customer Care or boarding cards) and increasing costs that way. Other 
companies are just being too narrow-minded by only offering the booking part or 
only their main service, when full-experience service generates not only additional 
revenue, but also an opportunity of added value.

3.0  expert insights
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3. social network integration in airlines

Social networks, especially from mobile devices, will become the main contact 
point between users and travel companies. Customer Care departments should be 
integrated into social community management, for a quicker and better response, 
as well as reducing the traditional service workload. In addition, Marketing and 
Operations can convert users into decision-makers by listening to the channel on all 
topics regarding travel issues and improvements.

4. The loyalty program of the future

It will be a loyalty program where the traveller really feels like a loyal customer, not 
just a travel points earner and email receiving prospect. The loyalty program should 
be able to offer them the best possible personalized service and offers, with all the 
necessary information via their mobiles (no need for plastic cards or past emails). 

5. Booking process evolution

Web analytics are the key to understanding customer searches, priorities and 
patterns, and it must become the guide by which to constantly redesign the booking 
process in order to have a better approach to complex searches, and by clustering 
different search patterns and turning them into different personalized booking 
processes.

6. Future of airline online presence

Web presence will become more and more experiential, focusing on user needs 
and expectations. For years, all web projects have followed a basic approach of 
‘translating’ the company service or products from offline to online, while they need 
to become a whole new  experience itself.

7. Google & metasearches

The market share of metasearch engines will probably decrease, as Google already 
has the biggest share in flight search, being the main entry door for all players: 
airlines, OTAs and metasearch engines. This means that the different market players 
will have to find niches, by searching for new ways of integration or affiliation that 
avoid the Google ‘filter’.  

8. mobility in Airlines

The key will be to have a continuous user experience update process, adding new 
functionalities that are not even expected by the user and improving the basic 
mobile service, the systems performance, and so on. The user is on the go, even 
more every day and therefore systems need to be fast (as user will not be as patient 
as when they are using a desktop). Functionalities need to be complete (check-in, 
boarding without connection required, etc.).

9. development of ancillaries

Ancillary services are the way to survive for most airlines. At a moment when, for 
most travellers, flying is only a form of transport, price becomes the key, and any 
other services must be presented as an additional option (a real option, not a forced 
one). In that way, any service related with seat selection, baggage and insurance will 
always be the main revenue generator.

Social networks, especially their usage 
through mobile devices, will become the 
main contact point between users and 
travel companies.“

“
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1. Top three airline e-commerce innovations

1º There has been a general trend in the sector towards improving the usability of 
company websites, which has resulted in a higher conversion rate.

2º New purchasing channels have opened for clients, mainly through mobile and 
tablet applications, which enable clients to be reached in different contexts.

3º New channels for managing client relationships directly have emerged, mainly via 
social networks. This has set the stage for the commercialization of new products 
through the networks themselves or via the website.

2. e-commerce evolution trends

We believe that the personalization of content in the purchasing process will play a 
key role in facilitating our clients’ purchasing experience even further.

To this end, it will be vital to have a unique and detailed knowledge of the client, 
who now operates in a multichannel environment (purchasing online and via 
mobile for leisure, through travel agencies for business, etc.). We must be able to 
understand the client’s behaviour with respect to the purpose of the trip that they 
are planning to take

3. social network integration in airlines

It will depend on the business objective of each company but, without doubt, the 
social networks play and will continue to play an increasingly important role in 
companies’ relationships with their clients, equally in terms of building a stronger 
links to their clients, innovating, brand management and reputation, and , of course, 
selling.

4. The loyalty program of the future

Loyalty programs will have to evolve and shift from being simple point schemes to 
become real loyalty models that add value for the client, before, during and after 
the flight. The social networks could act as the catalyst for this change and drive 
forward new integrated programs.

3.0  expert insights

lluís pons 

Lluís Pons (Barcelona, 1973) is the Marketing 
Director and an Executive Committee 
member at Vueling Airlines, a company 
that he joined in 2006. Pons was given the 
direction of marketing (which includes on 
and off-line marketing, Direct Sales, CRM 
and all customer services area) after having 
been, in this same area, Clients Director and 
Online Marketing Director.

Prior to joining the airline, Pons developed 
his career within telecommunications, with 
operators such as Retevisión, Auna, and Ono.

Pons is a Telecommunications Engineer, 
graduated at the Polytechnic University of 
Catalonia (1996) and has a MBA from ESADE 
(2002).

Vueling

Marketing Director and an Executive 

Committee member



Airline e-commerce TrAvel Trends indrA   123

3.0  expert insights

lluís pons

5. Booking process evolution

Without doubt, flight search engines will continue to evolve and improve, but we 
should be wary not to fall into the trap of making the process too complex in order 
just add value to 5% of clients when the other 95% have enough and they place 
more value on a simpler, more effective reservation system.

Geolocation, cloud services and mobile devices are going to enable development 
towards a faster, more precise experience with respect to search engines.

6. Future of airline online presence

Social log-ins, social apps, mobile presence, mobile payment, virtual assistants, voice 
control and live chats will improve the search and consulting experience. Airline 
websites will respond to clients’ needs more effectively, giving them a competitive 
advantage with respect to integrators.

7. Google & metasearches

Google could really be a competitor for metasearch engines but, in the end, it 
will be a question of how the metasearch engines integrate and add value to the 
applications and services. 

8. mobility in Airlines

Airlines will have to ensure that we offer clients the relevant services and products 
via each device with respect to the time and way in which the use each device.

In addition and given the growth in clients multichannel interaction with airlines, a 
global and unique vision will be needed for each client, independent of their access 
channel (a sole information repository for client vision, not just reservation or sales 
channel vision).

9. development of ancillaries

Little by little, some legacy carriers are already incorporating ancillaries into their 
more basic pricing structures in order to increase revenue in this client segment. 
Given the context that we currently face, this trend will grow steadily.

With respect to the ancillaries that offer the greatest potential, we foresee that on-
board connectivity services are those that will evolve more significantly and faster 
in the years ahead.

It will be vital to have a unique and 
detailed knowledge of the client, 
who now operates in a multichannel 
environment.“

“





about indra



Airline e-commerce TrAvel Trends indrA   126

Indra is a global technology, innovation and talent company. It is on the cutting edge 
of high value-addedsolutions and services for the Transport and Traffic, Energy 
and Industry, Public Administration and Healthcare,Financial Services, Security and 
Defence and Telecom and Media sectors. The company operates in more than 118 
countries and has more than 40,000 employees worldwide, focusing on developing 
innovative solutions that meet the needs of the most demanding clients. Indra ranks 
second in Europe by R&D spend, investing close to €500m during the last three years.

Indra has always been a business project underpinned by a long-term vision and a 
conviction that by nurturing our profile as an innovation-focused company with a strong 
technological base, offering leading-edge solutions to blue-chip customers, we can 
generate high levels of growth and profitability and attract the very best talent.

ABoUT

wHo is indrA

3.000	SALES	€	MILLON

40.000	PROFESIONALS

+118	COUNTRIES

www.indracompany.com
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With 20 years of experience in the airline industry, covering everything from strategy to implementation

ABoUT

indrA in Airlines

Airline Strategy and Operations 
Optimization

Air Travel ebusiness CRM & FFP

Airline Business 
Analytic Solutions

Technology Integration 

Revenue Accounting 
Solutions & Services

AM & Outsourcing 
Services

strategy

solutions

cross tech 
& services
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ABoUT

indrA prodUCTs

Specially designed to accurately 
address the airline requirements

A flexible solution for frequent 
flyer programs

Revenue solution suite for 
ticketless carriers

The right information at the right 
time for best decision making

Plug and Play module to comply 
with new regulations

Converting customer information in 
an airline asset

Business Intelligence for Airlines Moving e-commerce to a next level

The perfect tool to grow corporate 
sales

aracs Fx
REVENUE ACCOUNTING SUITE

SUIT air loy
INDRA AIRLINES LOYALTY SOLUTION

SUIT air Bis
INDRA AIRLINES BUSINESS INTELIGENCE

SUIT air Frm
INDRA AIRLINES RELATIONSHIP MANAGEMENT

SUIT air WeB
INDRA AIRLINES E-COMMERCE TO A NEXT LEVEL

aracs Fx lcc
LOW COST CARRIERS REVENUE SUITE

aracs sis
SIMPLE INTERLINE SETTLEMENT

aracs mis
MANAGEMENT DECISIONS

aracs B2B
CORPORATE AGREEMENTS www.indracompany.com/airlines



“Indra disclaims all implied warranties including warranties of merchantability and fitness for use or for 
a particular purpose regarding the specifications, information or products contained in this document. 
Indra does not warrant that the products or conditions set forth in this document will be error-free or 
will operate without interruption.”

Indra does not guarantee that the content of this document is going to satisfy the needs of the client 
nor that the information is exempt from mistakes or printing errors.

The information and comments in this document are the sole responsibility of the writers. The views 
expressed by the authors on this document do not necessarily reflect the views of Indra

The data that has served as the base of this present document, reflects the e-commerce trends 
corresponding to the first half of 2012.

The continual updating of online contents and the constant evolution of the functionalities offered 
by e-commerce portals means that some of the functionalities, data, images and contents that have 
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