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Mobility Platform

Unrivalled breadth of global content,
including car rental, private airport
transfer and ride-hailing services

End-to-end technology platform
creates substantial ancillary revenue
opportunities for our partners

Innovative, data-led solutions for some
of the largest travel brands in the world
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The Airline Indu stry Has Changed 0o
Convenience and Predictability Are Missing

The o0destinationdé is the product

There has beemuchdebate for years about identifying the kisature ofthe air travel

product Some havesaidt 6 s a | priceaobtlatt th et hoes c la eadied se 6t ri use
product. The pandemieffectively delivered an answéi t 0 destindti@that matters

most Prior to the pandemic, we assumed the travel industgsvan artesiawell . . .

forever nourishing aevergrowingsupply of planes and hotels. Thandemic has taught us
that competition does exist fothe air travel spendingy leisure and business traveleféis
report describes how the industry has changed and provides ideas on how revenue can be
increased and ore traffic can be captured.

Relyingon transactionaproduct features, such gsrices or schedulegeadilyinvites

competing solutionsL et 6 s eval uat e o0 uleisurevavelganmbe enfarmy mar k
of entertainment, and business travelypé of interpersonal communicatiorAirline
consumersdentifiedalternatives during the pandemic and the best of these solutions will

have staying power for the future-or those leisure travelers seeking fun, the purchase of a

fishing boatbr cottage, or spending more money at local restaurants,pranide long

lastingenjoyment For business travelers, there are plentyoafcasionsvhen a Zoom call
providesgpr oxy for a business triop Thatds the
challengeof compeing purelyon transactimal

terms; corsumers have learned there are quicke

cheaper and easiewaysto meet their needs

That s why andthe emnetiortali n &
valueo fbeirg ther® are crucial Beingphysically
presentwith a friend orfamily members a |
priceless experiengas is the signdor of the
Grand Canyonor dinner atop the Marina Bay
Sands in Singapord&here arebusinessieeds that
have a proximity requirement, such as closing a o "

. . The Sorensen famikitirig the Grand Canyon ii
sales deainstalinga piece ofquipmenfand 2008; a forevamemories trip whigdimpossible
attending a tradeshow duplicate through technology.

4 3 ¢
gEL G e Wy |3

Airlines will fae moments during 2022 thatefine whether theyontinue to struggle or
return as robustproviders of serviceto leisureand business travelers. Weed to work
harder to become convenient and predictable parsierthe lives of our customeragain
The process begins with acceptititat change haveoccurred.
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Six ways the airline business has changed

The global pandemic was declared by the World Health Organization on 11 March 2020.
T hat & sham26 manths of mayheffior the airline industrywith the likelyadditionof
manymore months for 2022 Widely referenced research indicates habits can be gkdn

in 18 to 254days, for an average result of 66 dayé/e are far beyond those thresholds.
Many of the habits formed by travelers during the pandemic will be enduring and are
reflected in the perspectigecovered in this report:

Network airlines will focus on leisure travel.

Business will be more a la carte and premium economy will grow.
Airlines will beenticed by branded fares and dynamic pricing.
More effort will be made to improve buypn-board food

Carriers need toprovide protection from uncertainty.

Border closures are here to stay.

oOghswNE

Do ndt Theailinecindustry is not ending and consumer desire for trévbloughnot
necessarily wolving aird seems resilient. The magic ®drviung and even thrivingsi
determined by how airlines agato what is new and mariize what will remain the same.

1. Network airlines will focus on leisure travel

Look at the longhaul routes recently announced by United Airlinesmman, Jordan; Ponta
Delgada, Portugal; Bergen, Norway; Palma de Mallmd Tenerife, Spain. When
announced, United would be thenly US airline
flying to these destinatioris Finnair is straying from
its Helsinki home by opening new routes from
Stockholm toBangkok and Phuket in Thailaaad
Miamiin the US. British Airways turned healdg
seekingo begin a new low cost carrier at Gatwick &
a method to compete withairlinesshuttling holiday
makers to Europe. These markets lack the usual §
businessravel component that help network 4
carriers ensure profitable operations.

United will start daily seriic2022 to Ponte

o . Delgada, on an island in the Atlantiodea
LetoOs e x a motable develommeerh. eHow npopulation of 140,000. Image: Lacobri

airlines esign aircraft cabins represents their vision

of the future. Designers were universally quoted infanTransport Worétticle describing

less spaceeingallocated for business class seafing.Ai r | i neshaawe® | essor s
working on introducing new or updated business class are either reducing its size or

completely switching to denser seating configut i ons, 6 sai d the busine
manager for Air France/KLM Engineering and Maintenabgi#hansa Technikistlosed

some customers are reducing first and business class cabins to increase economy and
premium economy seating. AAR, one of the wo
overhaulfirms, alsoreported a general trend for fewer business class seats.

! 0How are habits formed: Modelling habit formation in the real wérld i rEurépbae Journal of Social
Psychology6 July 2009.

2 United press release dated 14 October 2021 at United.com.

50Ti me t o Re fAird@ransport dori§eptember 20R1n

The Airline Industry Has Changed IdeaWorksCompany.com LLC © 2@ Pageb



tds all very revealing, and aligns with the
of anoverall loss of airline busines#ps ranging from a low of 19 percetd a high of 36

percent® The majority of business travel will return as the pandemaitedes but a portion

of airlinetrips will be replaced by technologyrhe emphasismleisure destinations and
planningsmaller business class gabreflecs the direction network carriers are taking.

Success will require stronger retail skills thatlggyond thetradition of being mere order

takers in the travel transaction chain.

-

Airline websites remain 4

INSPIREME |

transaction based and
wait for consumers to
input their origin, =
destination, andravel 4
dates Home pagse
display iconiégmages of LET'S GET YOUR TRIP STARTED
destirations suchas
ParislLas Vegas, and
Bangkokalongwith | want to get away p May 2023 returning 8 May 2022
low-priced fares for My budget is £100

departures from a city p—
not your own. This is

e v P :

g { g A

A
I~

| want to fly from London Gatwick

I'd like @ Honeymoons and romance kinda trip

not effective leisure Feirendie
retailingand it
generates predictably RO = e @ v (OB Vewme (@) Budset-lowtonish

poor take rates for
hotel, car rental, and
activity bookings.

EasyJdJetds trip tagvenwre inihgeatioutdbas, foodigesy
going solo, honeymoons and romaspied by movies and aMl Instagram
hotspots.

There is an abundance of work teetaccomplished here witbnly afew helptil exampés
offered by the industry The seHservice methods relied upon by websitegjuire support
such as helping consumers plan vacatitmensure optimum revenueskEasyJet offers its
ol nspir e bhgidewhichcuweries austomers and delivers desibns baed upon
criteria which includairfarebudget and trip type Qatar has asimilar search engine which
i s al so | ab eThesdaredgbau sfforis,rbet thd/fmges are rasy to find.

Airbnb works to capture attention and generate stigjue by grouping properties under

these headings: mansions, tiny homes, islands, yurts, and even shoppamecs.The

images are endlessly engagifgblet Hotels (TabletHotels.com) sagsassembled a

coll ection of the wor IThées rmaoslta keex cMet lidaivga yhoo tpe
recommendation engine with an array of qualifying criteria to customize resiltscatioro
includesmajor regions of the globe and represents the start of the process. ishHalowed

by four criteria requiring consumer inputs:

1 Setting including countryside, desert, island, and mountains.

1 Interests 17 choices such as Michelin restaurants, gambling, hip, and pampering.
1 Style Traditional, contemporary classic, modeaiasign, or cutting edge.

1 Vibe: Secluded, quiet, lively, or happening.

“0The Journey Ahead: How the Pandeunsiioeasnd TTeohen cdl dgy
IdeaWorksCompany issued 01 December 2020.
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| ¢ obvious Bbld Hotels has made a big effort to
deliver curated resultsSelectingbEurgoe 8
mountainsd pamperingd cutting edged quietd
delvered a single location: the 32 Hotel in Vals,
Switzerland. By every indication, trecommended
hotel clearly delivers on the criteriaelected

Equally important is the feature of the
recommendat i on Ilwergsultse t
This provides evidence of credibility by not designi
a recommendatioprocessthat merely attempts to
sell, sell, sell. The best salesperson sometimes
admits, ol d&m sorry, we
thosen e e dFBacpr_mmendann engines are one Pampering at this Tablet Hotel includes ¢
example of how airlines can become better travel hermal spa and2starMictelinrestaurant.
retailers. The overall effonnust becredibleand

engaging to ensure better take rates by consumers.

Visit AirAsia.com and click on the Explore tab to vievpowerful example of airline retail

potential. Consumers are greeted with these menu choices: Travel, Food, and Lifestyle.

Large panoramic images move across the screen providing a sense of excitement for travel.

The entire page is filled with edit@i content about recipes, hotels, fashion, and
destinations. I n fact, itods all a bit overw
bazaar. But this is okay, because it represents a breakthrough from the humdrum of airline
websites which predtably position a booking query box in a prominent position.

The AirAsiaExploresectond o esndt scream Obook nowdé but ra
every opportunity to oO-m-progsessaepitAsixvell. o Thi s i
undoubtedly refine this offess consumers browse and buy their way through its many

pages. Kudos to this airline for taking time during the pandemic to reengineseiisite
andrelationshp with consumers. Creating a similar experierioedelivery by itsmobile

app will be a bighallenge
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