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A CONSUMER DATA

360 DEGREE VIEW OF THE
CUSTOMER

To define the 360 view of the customer data
categories, various sources were examined. Figures
Al-4 showcase the 360 degree customer view from
IBM, Cloudera, BigR.io, and Vantive Media.

Figure A3 BigR.io's 360-degree view (Ho, 2017)

A holistic real-time view of your
individual customers

Across all products, systems, devices

and interaction channels

In order to deliver a consistent,
personalized, context specific and
relevant experience

Figure A1 How to Design Your Figure A2 Cloudera’s customer 3600 view on consumer (Raya, 2016)

360-Degree Customer View
(Schaeffer, 2017)

Smarter Car

IBM. Big Dattar Use Caises

Predictive analytics can use a/available data

Interaction data Attitudinal data

+ Email and chat trapscripts * Opinions

* Call-center notes * Prefarences

= Web clickstreams = Needs and desines
+ In-person dislogues * Survey rasults

* Social media

360-degree
view of the
problem

Bahavioral data
ars

Descriptiva data
* Allributes

+ Charactensfics = Transactions
s Salf-dectared info = Payment histony
+ (Gendamographics = Lizaga history

2301 B Corpastion

Figure A4 360 degree view of the problem (IBM, 2014)

Enhanced 360° View g o e
of the Customer Y (

nore at IBM éomyBigData

Figure A5 Enhanced 360 view of the consumer (IBM, n.d.)



B COMPETITORS

The following pages show a table of competitors
(table B) examined for the external analysis. These
airline competitors are ranked by Skytrax for 2017's

best airlines. Information is gathered according to the
categories: pre and post flight services, airport services,
lounge services, inflight services, OBP page, OBP

lounge services

Inflight services - business

features. These categories aid in determining what
services are offered and how their OBP is designed.

onboard portal fi

7 Prefpost flight services airport services
chauffeur-driven service
Take the stress ool of your travel plans as aranging your
airgort Iransfar has nevar been easar of morg
convenient Trarsil Visa

Qatar Airways is proud to now offer our professional
chauffeur-driven service lor searress, doot-lo-doat
alrport ransfers in all our majer destinafiors worldaide,
wilh our glebally recognised parner Blacklans.
Convenience

1. Complimantary wait time - Aiport pickups mclude 60
mirutes of comglimentary wail time and al olher pckups
mciuda 15 min utes

2. Professional drivers - All BBCH&HE drivers are

licen sed, insurad and regula

3. Notifications - Receve up—w—daw SMS and amail
updates and confirmations.

4. Madarn flael - Our lange Neat of Marcedas-Banz
vehicles are both modern and lusurious fo ensure a sale,
comforabs purney

You can now enjoy the new Transit Visa free of cost
whien you add a short Faneit or Stpaver batwesn
five ard 96 hours in Doba be your Rinerary withaat
any additionai fare charges.

Trarsit tour

Turn your lransil at Hamad Internalional Aipont into
an incredible axpanance in Qatar by signing up for
ofe of our daiy excursions, Discover Qatar, in
association with Qatar Tounsm Authonty, hosts a
towrs desk in he transit zone for booking on arrival
al the desk.If your transil is mare than 5 hows, you
can join a city tour or desert advanture, and anjoy a
faniaslic Doha excursion before connecting lo your

1 Qatar Airways final dostination.

Changg Transil Programme:

raceive a Changi Dollar Veucher ([COV) valued from
SB20 when yo Iransl hrough Singapore.

The COV s valid for use &t all retail, food and
service outiets in the transd and public areas of
Singapore's Changi Alrport (exdusions & ply), o
can be redaemad for one-lime acoess to the
Ambassedor Lounge al Termnalks 2 or 3 1or up lo
two hours. The Ambassador Lounge provides.
shower faclities (mcluding basic tolletnes). light
refreshments, reading maleial and comglimerntary
Wil

Froe Singapore Taur

Choose between twa different louwr routes during

wour transit. if your trangit is 5.5 hours or more, add

1he Trese Heritage Tour 1o your inerary, And Il IS 6

howurs or more, you can enjoy the City Sighis Tour.
i Each %ur iz 2.5 haurs long, and jintly amanisad by

= Sin re Aurlines, Singapore Towism Board and
2 Airlines gapo gapo

Chang Airpon. Towrs ame conducied in English only.
TableB Competitors

Stay refreshed
To help: cur guesis sty
refreshed, we have laken
spacial carg in the design of
our shower and restroom
facikies. Each showes & parl
af its own spacious araa, with
luiry amenities ard line
liners

Relaxing experiances
Retax with full bady
MAFsages,

manicurs/padicure treatm ents -

or aven a hairut at the
Ambassador Transil Lounges
or Plaza Pramium Lourge.
Equipped with gym and
shower fachities, these pay-
peruse lounges are popular
with passengers who wish 1o
Trashen up while on fransil
Frea fool massage machines
are also avalable across all
lerminals.

First Class Check-n
Reception:

Parter services Just like ths
sendce in a log-class hated,
our Passenger Relations
Gficer will greet you when
you amive, and a poriarwil
uninad your baggags and
assist you through 1o our
olegan First Class Chack-in
faciity, located next o
immigration

Sit back ard relac
Cur Passenger Relatans

Officer will handle your check- -

in while you sit back and
enjoy the comfon of he
louirge.

-Meds, On-board cuising

With Pre-Select Dining. you can chonse your praferred antrée from our & fa carte on-board
men o 14 daye aid up 1o 24 Rours pror 1o your departure, eough My Trips'. Savour the
salisfaction of knowing that your chosen digh will be prepared and svailable al your
GOMVEnBnGe,

* Available on select flights from Doha only.

- Connectivity

send SMS and MMS or access your smail

Oryx Ore Communicalions: you can use your porable eleclronic devices (PEDs)and send
SMS and MMS or access your email and browsa tha Intermet ta stay i toush with averyone an
the ground

Enable Wi-Fi cn your laptop, laBlet or smarphone, and select 'Oy One.' You will need o
launch your wieb browser, which will display e login wab portal, From the portal, simply select
your preferred price plan

-Maals:

Book the Cook: Regerve your main courde up ko 24 hours belare you fly, including creations by
natabie chefs from our Inermatianal Culnary Panel. Dive in restaurant setling enboard with full
Labie servics, and wines 1o malch e Tood and allilude

Inte rational Culinary Panel (ICP): Not jusl one, but eight waerki-renowned chefs form our
Intemabonal Culinary Panel (ICP}. Inspired by thesr culure and expenences, and the places we
My i, our team of celebraled chels are constanily crealing new dshes for you.

Wine Experis: We taste more than 1,000 wines every year. So you ean savour the best. Each
year, we imvite ihree of the workd's leading experns 1o lasie our wines - New Wrld, O World,
rad and white, Tested under cabin prassure, they look out for all the defining characterstics of
a great wine. So tha next tme you take a sip on board, you knaw you're enjoying somathng
special that stood up to two of the harshest lests. cabin pressure and wine critics.

Spacial Meals: (religicus, vagetarian.distary, baby infant & child, othar} When wou savour your
edl on board, you're nod just eroying it fr e phedsure i gives, You're also assured thal your
mesals are prapared o suit your needs. Whehar it's for religous, dietary or allargy reasons, or
simply for @ Wething toddiar, all you nead to do is make a request Fom our list of Special
Meals.

et Bt e e &

YA FUGHT

Cartar & M8 s

Cemtar 3 hours pian

- IFE: An impressive selecton of 1,000 & nierainment opSons — movies,
music, games and apps —on a 15 4-inch wide LCD scraen with noise-canceling headphones,
On salected Nights, stay in touch wilh lamiy , ieads and colleagues with Intemel connaclivity,
as well as text and multimedia messaging.

Connectivity

Surf, tweat, or send a text message on your own mosile phone, tablet. or laptop. Thanks to our
partrershio with SITAONAIR and Panasonic, we're able Lo connect you 1o the ground even
‘whibe you're 30,000 feet in the air. The corvenience of inflight connectivity is offered on our
Airbus ASB0, A350 and Boeing 777-300ER arcrafl. Our cabin crew wil play & Wodeo It
connectvity servicas are availabio on your flight

To access the internet through WiFi, sempey:

Enable WiFi on your smart phone, tablel or laptop, and connect 1o the 'WrsWeord® or ‘Ondblr’
network. {Our cabin coaw will led you know which network i available on your fight.y
Launch your web biowser 1o dispiay the eaboard padal.

Chaeose your preferred prce plan, and log i or create 3 new account,

Enter yeur credil cand delals and condinm your purchase. You are now enling!

Inflight Tex!! Data Roaming: Price plans - Your mobile senice provider must have a roaming
agreement with our connectivity service provides, OnAir or SeroMobile. Roaming charpes ane
datermined by your local mabde service provider, and will ba eflected in your mobile phona bl
Please check your mobile service provider's roaming rales belane vau fiy

App: The free Singap ir matis app brings you a whole new way o enjoy

Kr\s\!\loﬂu Discover what is piaying on KrisWWorid @ven before you step onboard, shartiist vour
Favourite movies, TV or music to your Favourites list and contal the media glayback right from
YOI persanal dachionic devion,
By linking your Androd or 105 devies 10 YOUT 8681, you Gan now:

- Viaw the current flight path and kocation on your device

- Chack out updated flight information on your device
- Browse the movies, TV, and music avaifable onboard in full detail. While you watch a movie
on the seal monitor, you can find oul more about what's playing, or plan whal 1o enjoy rext!
Save your lavourite movies, TV or music 1o a persenal Favourites sl on your devics lor easy
rafarence and playback.

- Remolely launch and conlrel movies, TV shows and muske frem your saved Favouriles, of
directly fram the Kris\Worid lisings on your device.

- connect ta wifi
- wifi plans.
- flight from & i
remse——— T - wealher ai deslination
- naws
IR FLIGHT
o L] T
CHOOSE A PLAN
s o JTE W e o Grem 1o iy She service 9 dexka mlonce
R Vi dor Mgkl Abk e
Mgy Gonthae oo e e
- connect ta wifi
- wifi plans.
- flight #
= it frowm & 4o
- weather af destinabon
- resmainineg data o consuma
Hddewion il ones - pause Wil
- shopping: Krisshop




ANA All Nippon
3 Airways

4 Emirates

5 Cathay Pacific

AMNA My Car Valet Barvice

‘With this convenient service, you can drop off your car at

e awrport and get it back upon your retum

1Al Depariuire]

Adter making your price resenvalion, please come i our

pantner car park, Central Parking Narita, and drog ot

your car with us, ¥our car will ba kept in a special fully-

rooled garage. You will be escoried to Marta Inernational

ARpO 06 our comalilmentary Imousng senice. Priority lanes for securty check: Busmess Class
[on Raurr] CUSTOMBNs are welcoma te use the priorty lanes at
When you arive 81 Naita Inll Alport, we will deliver your selected airperts 1o go through secunty check
sar to the car cdrop Relax and enjoy a8 moment to unwind  seamlessly. PRIDRITY BAGGAGE SERVICE: The

in the ANA AR RIVAL LOUNGE {Intemational arrivais “Star Aliance’ priority tag will be attached to your

Lounge) while you wall for your car o be delflvered. baggane.
Chauffeur-drive

Complimaniary for First Class and Busmess Class

¥avellers in meve than 70 cities, Chaufleur-drive senvice

angures hassle-fres kanstars in comion and prvacy,

bo® io ard Fom Se afport

Pittps:ifwarer emirates,

Gmline shops and duty-free

1 Preflight ordes: available for reseration and phek-up

onboard.

2 Home dedivery: Home Delivery lealures a wider range

of exclusive lifestyle products, all delivered right to your  business class:
daarstap. Check in with aase: enjoy prority boarding
3 Catay Shop: Cathay Pacilic branded items priviepes.

B your jeurney with
pounner culsine, a deliclous
brevesape, aml evin a spa
treatment

Inclulge in a delicions meal, ke

i glowar, o caeh up on
business

Convenien! shower rooms.

-Maais;
The CONNOISSEURS, ANA Fine Dining & Bar
To ANA, & "Conneisseur” s he embodiment of the ultimate host: someons wilh great

knowdadge in entertaining your palale With the professional expenise of master chafs, e e
beverage specialists and ANA chafs, we apen naw Fontiers in the art of dining 30,000 feet in ’ Am ) e n:ne
the sy, i [N S S—
Wine. We sevve wines selecied by Olivier Poussier, voled he Bes! Sormmelier in the Word in m y I FIl ey o150
2000, for ANA cusiomers ervice

Specal Meals:

Allergen-fres, Vegetaran Jain, koshar, bland, Low Lactose, Seafood, etc..religious, child & n g [r— e —_—— p—
baby

A WELCOME TO ANA WiFi SERVICE IGN UF FOR INFLIGHT
Shy Live TV n TR

[CHN, &wﬂ.zd. NHK) Passengers can watch sasellite TV on their seat screans on board. This 103 e etk e —
new entertainment service alows passengers lo enjoy the itest news and spos broadcasts in = o e
real lime.

Duty-Fras Shopping: on the IFE
e-books:

can be viewad witun the cabin an the screen for aach saa1, Passengars can enoy nat only
Bconomic magazines, sports magazines, ilestyle and touist i bt also
popular comics ard past archives of our inflight magazne.

Tha a-books seevics is provided by BookLive Co., Lid. BookLive! i a com prehensive bookstom
of e-pooks. A great number of free previews! Profitabie point services! The country's largest
sekction! a-books can ba enjoyed on various devicas such as smart phones, lablats, and
COmpulers.

Paortable madia playar (PMP):

You are able Lo enjoy own entertainment Movie, Video program and Music with Poftalkie media
player with HDD Have complete controf over play back, fast-forsard and pause Enjoy your own
personal enlerainment.

- Connacihity:
With cai ineMighl Inlermel service, you Gan aooess (e blermel, use email &nd say connected
thraugh socisl network sites. using youwr smartphore, tablat or othar devices with wireless
capatiity
Mews artiches can be viewad on Be portal aite for free.

- environment Mo i o P - r v
Mool other jol-setiers ai 40,000 leed in an ambienl seling, Expatoence a mone sodal sealing
1

S

arEngement and more open areas for mingling, and ek inlo relaxation with esiming LED
moad lighting while enjoying a cockiail and & selection of nibbles. Gatch major kve events wih
Telkaw travelers on e 55 inch LOD TV screen — with surcund sound you I el like you're
there,

portalinflight onairaem Erhiz your STaE reimd @

fhan & cornect

- mials Service Cualty
1 Explore the wortd with evary bite: Savour the local flavours of yeur destinagion, with new Emirares QLI Bist 10 ME s W Fs et Serstodt 1o 2 hoxic
i updated svery menth. Users:

2 Taste a wine selection for the senses: Pair your meal with & fine wine, sip & glass of 38
e INFLIGHT INTERNET

champagne, of visil o AZED Onbeard Lounge lor cocklails and canapés,
3 Ba good o yoursef: Choose from our hea bhy meal optons that are prepared without added
saturated ard Fans fats, salt and sugars.

- IFE

Uriple sereen. backseal, labiel, conliol screen

ice infight entertainmeant

Select a movie on your persanal 2 3-nch entenainment screen with the buchacesn contioller,
and aip a refreshing beverage from the new in-seal mire-bar. There's even a HOMI pod 1o
siream content from your personal devices drectly onke your scioen

Choge from over 3,000 channels of the |stest and preatoal movies snd must-see TV shows,
on demand and in multiple languages. Relax to mus: from arcund the word or play our mnge
of lun games

Winess breaking news, catzh up on the world of busnesa or see your team in action with iee
TV Live on select aircral.

Create your parsonal playlist of favourites and laugh, shad a tear or chear your way ta your

51.00

v 3 nae
¥ ppicatie, plaes st U PTG ar Secount

dastinabon.

- Connecihity

2OME free: You san enjoy up 1o 20ME of e WIFwilhin the firs! lwo howrs o 10g in aduss al
your devices on board mast Emirates flights. That's enough data te browse your favourita
social netwarks and send messages.

Ermirates Skysards members can enjoy eflher free Wi-Fi or discounted dala plans throughout
thesr Mgt

In-seat phone, SMS and emall: Use Ihe in-seal saklie ghone (o Ly in touch with home or
your offica, or use i to call ather people on your fight. ¥ ou can aiso sand messages using our
onacreen SMS and emai senices.

Azian hoapitality
In Buginess Class, service is delivered wilh a discreel, personal louch—ight attendants will
greel you by name, and provide effcient, personalised servica throughoul your journey.

Aoty o 1 machunive m
000

- Meals

Fine facd and e bestingredients: Our Business Class menu incorporates |ocally sourced,
suslenable ingredhents Inal ane in season, whils! also olfering kghler and Meallly dning
options. To complament your meal, sxpariance our award-winning ses chon of wines end

b e with fine l

- IFE
dual scieen
prasented on your awn touchscraen TV

- Connectiity
Ptprs et BUSELED . AUTOW-10-gel-| vk alhay-pacif iftiis-a350
Met-A-Porter and b Porter announced their cofabaration with Cathay Pacific o Bunch he CIee—
first aver e-commerce platform avadabls on e aidine’s new imfiight Wi-Fi on the AJ50 arcrafi.
Exglusive shopoing offers will be available on the alrcratt throughout the pannership period.
Passenpers who ehop indignt can hawve their purchases delivered directly to their preferred

al their arrival Both T siles offer same-day dedvery in London
and Manhaltan while Net-A-Porier also offers the service in Hong Kong:
http: { 000903 cathay-pachic-teams-net-
partes-and-me-poder-inflahl

- connect Lo wil

- flight #

= Tlight froen & o

- weather at destination
- news.

- Mlight tiree leht

- dastination time
- bsness info

- art & culture info
- technalogy infe
- sporls info

- connect bo wili

= wili plang

- resraining data Lo consurne
- # of connecied users

- connect to wifi

- wifi plans

- remaireng connectivity ime on flight

= Mlight time et

- dastination cantart

- map af fight

- shopping » Exdusive shapping offers will
be avaiabée on (he aical throughoid the
parinesship peiod. Passengens who shap
inflegnt can have their purchases deliverad
directly 1o their prefemed addresses al Belr
armival destinason.

- e-gommence = collabora®ion with NetA-
Porter, same-day defivery in London and
Manhattan whie Net-A-Porter also offers
the serice in Hong Kong.



6 EVA Air

7 Lufthansa

8 Etihad Airways

uty Fress:
EWA SKY SHOP Pre-Order = pre-arder your inflight duty-
Free products online Before your fighl

Lufthansa Express

Carsharing in conperation with car2go
Lufthansa Express Chauffawr

Express Snullle

Exprese Heleopler in coeperation wilh HTM

Pre-flight sho pping from home

Reserve your favourite products from ow in-fight
shopping range in he comlion of your own hame — from
as early as eight weaks and as late as up to wwo days
Bedone your de parure.

Digital bag gage ervices
See just whete your baggage is al any ime. Wia a link on
your mobide boarding pass you can quckly and
carmeniently dispiay the oeding stalus of your bags.
After landing, 8 push notification will il you which
caousel your baggage is on. This service is available at
Frankfurt, Munich, Stullgan and Milan airports.

chauffaur

Our Etihad Chauffeur serice i avalable for ebgitie First
and Business Class gLESN in the UAE, Omﬂﬂ with a
Ml Mercedes Benz feel.

Preflight shapping
you can recaive a 10% discount whan you shop for fa
ialest lragrances, cosmetcs, Eweilery, walches and
mora and have them delivered dractly fo vour saat on
beard

Alrport Delivery — the new shoppng fresdom

I you are & Mequent Tyer Feing oulside the
WotdShop defivery area, you can use Ihis special
senice at both Frankfurt and Munich sirports. You
can order the specially identified products sasdy
onling from as early as 30 to up ta four cabendar
days before deparlure. You can collect your arder
conviaienly Fom the airpart ahog of — f you are a
fransit passenger —at the gate:

“Taste & Travel" gourmat service in resporse o
he trend of passengers ordering food and beverage
{FAR) itemns for dalivery 1o the gats. While many
ofwr FAR ordanng services allow passengars o
placa arders via their own device, in this instance
Pads will be placed in he check-in &ea and near
the securily elwckooinis and passengess wil be
abda io use them fo arder food and dinks to be
defivered 1o their deparure gale.

ntpwww futuratray elexperienca.

com201 &/I2Nutthansa-and-lrapodt-team-ug-to-
anphire-cgitalrelall-sennces)

“Lounge

- IFE

“Suar Callery”

added Connacting Gate Information{CGl), enabling travelers to check information for the
arival limes, baggage colection and connecling Sights atalus.

Duty Frae:

EVA SKY SHOP Pre-Order = pre-order wour nfight duty-free products ordine befora your flight.
Duty Free COnboard Shopging > The EVA SKY SHOP duty-fres catalog is availabls to browsa
on your sealback monitor. 0w product inveniony is updated in real ime, S0 you wil know
instantiy whether an item is in stock or nol When you place an ceder, those lems are
immadiataly resarved for you. A flight atbendant wil come to confirm your ordar when you have
fintshiod shoppkg

adds new visual enjoyment, vivid graphics and mulli-function medes Tor Browaing and Ordering
miade.

- connectiviy
SMS & a-mait sarvice and indvidual satefite phones enable passengers to easily connad with
anyone, anywhere at any lime.

hittp: ihwwew.awawifl. comiindax_sn_us himl

hittps:itenten cofwarksleva-aiting/ = 777-300ER which has sky-WiFi on the plare

Tt s ky-wik tenten.eaihome-en

- mesals

On salected inrratonal Lufthansa roules vou wil get 1o know some typical culinary delights
from the country you are visiting whilst stil on board. Regional cheds from prestigious holels
will spoil you with their high-quality menus

excelent goumel cuising is served on §ne ching, accompanied by an award-winning selection
of winas,

- IFE

fdore than 100 films movies in up o eight languages

More than 200 TV programmes

‘Box Sels’ 1o enjoy lealuring whoiessas.oqs of TV saries

More than 50 Lufihansa Playlist

B0 Audio Books in German and Erlnllsh

By using ‘miviudio’and ‘myVidee' travels rs can easily ceate therr personal piayists within the
Imflight program

live TV channals! Wi Sport 24, CNM and Euranaws you'll always ba up 1o date with
broadcasts of inbemational sporing events and the latest news. Free of charge in all classes on
leng-haul.

edournals
Lats of ard magazings in varous languages and of varicus kinds are now

Luffansa and Frapon, the
operator of Franifurt Armport,
have teared up Lo offer a
range of joint, digila-enabled
retail services.

Amang them is the “Lounge
Shopping” service, which
abows passeng s 10 Use an
iPad to browss and pudeh ase
ibems from tha airporfs duty
free and travel retad stores,
and have them deliverad to
the laungs wiin 50 minles.
Initially, passengers are able
Io purchasa a limded range of
exclusive items, but the
product range will be
gradualy expanded.
http:ffwarer,
lutwreravelexpenence,

comd 201 62 8ufhansa-and-
Traport-tea m-up-lo-exn lone-
digilal-retal-seniees’

availabla a5 free eloumals, You can download them easily to your smartphane, fabled or laptop
beefare your flight, 5o that your travel reading s to hand before, during and afer your fight in 3
space-E3Wng and convenient way.

- connectivity
Flyhet:
hllps.l’.'wwkm:ma.mmmwn‘hmal
Tl woaess yreL i |

Access fo the Lufthansa Travel Guide,

Send emails with file attachments without Irma delay

Gt f1a latest news via the frae FlyNatE

Miver miss 8 major sporting event wilh he Iln TV channel Spod 24

Siay updated with the latest news Fom CHM and Euronews

Send SMS/MMS of data synch with by GEI 3 mobile

technology

Receive information about connecting flights, check you current fight status, rebook

Mights

Recaive information about wﬂr dulmam and the current weather

The apportunity of
ht Shapping™ service. 'I'ms wdt mmls Lufthansa passangers en-route to Frankfurt to

order Aens ram the airport aires during their flight and collect them at the arrval gate when

ey baid.

- meals

Our Dine Anytime menus are inspired by the best upmarket bistros amund the warld. Wi Dina
Anylime, vou decide when you want 1o eal And with a wide range of oplions, you'll sways fnd
something that right fer your mood and taste.

- IFE

dual scraan

Live TW channels: Live news update, Sporing ackon as it happens
Share videos with neighbor

Crur Premium Lounges let you Order food&bever:

enjoy S-star dning, free Wi-Fi
and tha opportunity for a
shower, & shave or a spa
treatment in the Six Senses
Spa in Abu Dhabi.

age
Inflight Shopping: on ife

= gormect lo wil

- wifi plans

- remaining connactivity tima an flight
- news > Eva airline news.

- cornect 1o wifi

- wifi plans.

- bogein 1o acceunt

- weather a1 dastinabion

- lime @ destination

- destination contert = top 10 sights of
destination, nigntiife, mstaurants, county
generalinfa

= naws > CNN and Euronows

- lve T channel 5part 24

- shopping » Luflhanss WerdShep, pre-
order duty free, trials in-flight grocary
shogping and home delivery service

Lufthansa x Frankfurt Airport ‘Inflight
Shopping'

An early axample of collaborative retel
cames from Lulthansa and Frarkiuet Alpoe.
Passengess on in-oound fong-haul
Lufthansa flights can pre-order a selection
of duty free from retaders at the aimort via
the Lulhansa infight poral and have e
orders debvered @ fiem by the aipo's
‘runrers’ &t thesr arrival gata,

trials in-flight grocery shopping and
home delivery service

partnered with Gesman supediarke! chain
REWE to i an in-fiight grmocery shopping
service. Passenpers can connect to the
onboard Wi-Fi, selact the REWE service,
select and purchase Iheir groceries, and
choose a convenient time for their order to
be delivared bo their home address The
three-manth pdot was launched on 1
Ociobes and i availaide on long-haul routes
departing from Frankiurt, Murich and
Disssaldor for the first 5ix weaks, For the
Tollowing s weeks, passengers will be able
make usa of the senice on iong-haul flights
arriving at the same three airports.

- cormect be wifi

- wifi plans

- flight tima lerft

- map of fhght

- westher at destnabon
naws > dostination news.



9 Hainan Airlines

Garuda
10 Indonesia

Limo Service Overseas

Hainan Alfines provides lmousine aiport lranster
service to owr disinguished passengers wiho take
Business Class on specified HU self-oparated Europa,
Morth America. and Australia routes.

Omline tax.free .
Fron lisurions gt 1o euclusyve KLM prodicts, af
Shop @K LM you can have your pick from a wide range of sz
e ttems md order them aaling fram the comeet of your easy
chair. Your parchases will be delivered 1o you free of charge
dusing your flight

K Winirngives speiac s special oo o
Suipenie a kved one, T of collcage ot an altitude of
30,0000 feet. Conmect tn yoar social network [or use e-mail),
chie=g o unique gl and write a persoml note. Our cabin crew
will deliver the surpriss te your Bvourte passenger omce b or
dhe 1 airborne. Mamrally, KEM Wannngives alao offess home
delivery,

Premium service

Garudahies Platnum Cand hotders and Ganuda
Inclonesia Business Class passengers are now able
0 anjoy anew, hagh-dass. check-n exparience
throurgh our naw Premium Crack-In facility. This
new chack-in proceas also apphes to other savices,
such &5 direct checkn with or wilioul baggage,
averweight-baggage handling, class upgrades,
rasenvations, licketing and route changes.

Pass by our SkyPriadty access after chadkein for
no-nassle Secunty Checds expenience.

For intesmatonal lights, our stalf will aiso guide you
o fast track lmmigration counter where you may
proceed the immigraton procass

Valet Service

Passenger Service Assistance (P5A) s a service
provicded by Gansda Indonesia in fe airport. The
officars assigned by Garuda indonasia will help and
ansure conversence for lhe passengers, bolh on
Their departure and amrival

Aller © Class passergess and GFF ber Palinum
passangers ang assisted on the check-in process,
they will be assistad on the Immigration Chack {for
ntemational fights). The officers will conlirue Lo
assisl until thix passengers arg in the Execulive
Lounge.

Sy Priority

Cheek in, drop off your baggage, pas thiough securily
cherks md custons, hoand veur light and pick w your
g frean the baggage belt — all with priosiny® 15 vou
travel in KLM Business Class, or il you are o Flying Bhie
Caerld o Plasitum or Sky Team Elive Plas membor, simply
Tollow the red SkyPriveiny sigis — at increasingly msre
adrports worldwide.

selfservice kiosk

Schiphol you can freshen up  this entirely. After the standard meal sanvice, passenger can order from the “Anytime For You™
will & shower of change your menu, which can e prepared, served and eaten Biroughout the Might,

et o m o ow

- meals

Hanan Aidines chooses only fresh ingredients, which are preparad with great cars to produce
delicious Chinese food. You ere treated to a taste of China. Foods of many countries are
carefully selected, lowing you ko experence the taste of home 10,000

il high abowe the ground. O Business Class offers inlermational award winning alcohoiic
drinks ta bghtan up your trip

- connectivity

WiFiis avaiable, alihough thess WIFT speeds mirror many Chinese sirport standards and are
slow.

WiFi services can be provided an the 787-8. You may keep in touch with your friends and
famity, enjoy papular websites and cateh up on work, chiats and e-mal.

- connect to will

- wifi plans.

- flight from & 1o

- shoopng = duty frae

‘Goen senice ¥ ] ER Rt
g-wiflcom [+
Connecticn avalable
Time 1o Destination.
L
M Telkom &
= meals ndonesia
Al prepared by our Manager Cuisine -qualified chel from 5 star establishments. GAR—QQ& [ [
Specal meals:

WVEGETARIAN HINDU MEAL, BLAND MEAL, DIABETIC, FRUIT PLATTER, GLI

LUTEN
INTOLERANT, HIGH FIBER, HINDLU, KOSHER, LOW CALORIE, LOW FAT, LOW PROTEIN, _
LOW SALT, SEAFQOD, VEGE TARIAN LACTO-OVD, VEGETARIAN JAIN, LOW PURIN
- IFE
— =

Live TV
Garuta Indonesia’s indlight entertainment Bings you B latast news fram he wodd's keading
news channets, even & you By, Sit back and enjay your Live TV,

- connectivity - connect o wifl
Aecess emals and socal media networks with our in-Thght eorneclivily® ard atay connecled Ismet Sensce - wifi plans
willy your tamily, Triends or business assocales abays. Available to all casses, ths service is - Mliggh tirvsa et

1o gur First Class - Enk to airling wedsile:

- KLM's Most & Soat

Iets you find out about interesting people who wil be on board your KLM fight such as other
attending th 1 as you at your destination.

Sirrgly share your Facebook or Linkedin prafile detats 1o check olhar DMW@I"‘!‘I passengers’

delails and where they'l be silting. Of course you can also choose your

-Meals:

Anytime For You

On 1 Juby, KLM Royal Duleh Arines will laanch “Anylime For You™ on its Amsterdam-
Joharmesburg flights, offaring Work Business Class passengers a wider range of meat optiens
This new service offers traveliers more choics and conirol, allowing them decide what and
when lhey wari 1o eal on board.

At the start of the flight, Warld i Class will ba o with 3 new man. - conneat b wifi
I addilien o the regular three-colrse dnner of lunch oplions, the men u will also nclude an - will plang
“Anytima For You™ mnge, consisting of sight differsnt dshes, hot and coid, savoury and sweet, - log-in 1o account
haalth foods and special treats. Passangers can opt for the regular three-course menu or skip - flight from & o

-flight guide » aircraft info
- destination content > arlicles of places fo
wisit




C TRENDS

In researching relevant trends, a chart is created to
have a complete overview with descriptions, as seen
in table C. For the trends that overlap, the same colors
are applied under the subject column.

category

subject

description

link

Airline industry

meals

TableC Trends

Digital: an aircraft window
that is also a touchscreen
The digitally
empowered traveler:
automatic transition
between platforms

personalized inflight
service using data

catering choice

|Customize Your Meal

Mobile-Based Ordering

Airlines and airports let
passengers pre-order food
via mobile apps

There’s no shortage in the 2017 shortlist for innovative concepts that make flying more attractive. There's the Vision Systems window pane,
which is also a touchscreen, projecting information about the flight directly into the window. And then there are several innovative headrest
concepts for long-haul flights, such as the successful Kickstarter project, FaceCradle, gently supporting the tired head from all sides.
Traditionally, the University category is home to particularly creative ideas. With ten submissions from four countries this year, the category is
more hotly contested than ever. Its reputation is already ensured with an idea coming from the University of Rio de Janeiro for 3D-printing of
in-flight meals.

The experience for travelers doesn't just need to be mobile-oriented, it needs to transition automatically between platforms, as 71 percent of
travelers move between devices (tablet, desktop, mobile) when researching a trip.

Knowledge-driven Inflight Service (KIS)

Emirates several years ago has also equipped its pursers with tablets containing its ‘Knowledge-driven Inflight Service® (KIS) system. Pursers
can see which previous trips a passenger has taken with the carrier before and based on this, know their food, wine and seating preferences,
or any issues a customer had during their travels.

Furthermore, pursers can use the KIS device to brief the cabin crew before the flight, get an overview of the various languages spoken by the
crew on the flight, as well as review flight attendants on the spot. Cabin crew can also use the KIS system to perform in-flight upgrades to
Business or First Class, as well as post customer feedback

Singapore Airlines' ‘Book The Cook’ allows passengers in First, Business and Premium Economy to choose their favourite dish from an
extensive menu, while those travelling in Business and First can select from sixty menus on outbound routes from Singapore.

Whereas many airlines only allow passengers to pre-order from the airline’s home port - in order to control logistics and quality — Singapore
Airlines’ Book The Cook service is also available on many flights departing from outstations — be it that a more limited choice is offered.

' In an effort to provide passengers who pre-book their meal with even more choice, arBaltic has gained worldwide attention for its novel food

ordering system that allows passengers to customize their buy-on-board meal. Passengers placing their order online can virtually ‘drag and
drop' their preferred meal items onto a digital airline tray and create one of more than 70 pre-order meal combinations.
According to Janis Vanags, airBaltic’'s VP Corporate Communications, the airBalticMeal service has seen a positive uptake because “the

' option to personalize ones meal is simply a better product than the limited choice that was available before.”

Taking a cure from the smartphone-based ordering deployed by the likes of Starbucks, Mc Donalds, and airport startups Grab and AirGrub,
passengers on Alaska Airlines can reserve their favorite meals on the airline’s smartphone app up to 12 hours before their flight and pay when
the flight attendant delivers the meal onboard.

Austrian Airlines is one of a dozen full-service airlines that offer passengers in Economy on long-haul flights the option to upgrade to a
premium meal for a fee of 10 to 20 euro. Besides pre-ordering their gourmet meal at the time of booking, passengers can also pre-order a
meal in a later stage via Austrian’s mobile app. Furthermore, at Vienna Airport passengers can pre-order their meals at the last-minute at the
‘DO & CO A La Carte’ desk until 1 hour prior to scheduled departure. Passengers who have ordered a paid gourmet meal are served before
the regular food service starts in the Economy cabin.

At multiple airports in the USA, passenger can pre-order meals from airport restaurants, using mobile apps such as Grab, AirGrub and HMS Hosts' B4 You
Board, which saves them having to gueue up for food and drinks, and provides some peace of mind for those who are running late for their flight.
Passengers using these pre-order apps select an airport restaurant, place an order, pay and schedule a time to pick up their meal. When they arrive at the
restaurant in the departure hall the freshly made meal is waiting to be collected. Orders can be placed days in advance, or even when passengers are
gueuing at the security checkpoint.
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IFE

(on map)

smartphones to take
Business Class
passengers’ F&B orders

order F&B via IFE

From In-Flight
Entertainment to In-Flight
Engagement platforms

Biometric IFE

Alexa Skills

Entertainment experience

Netflix streaming

Book airport transfer

Meal Ordering Device (MOD)

“The orders are taken on a hand held device and are instantly reflected on a tablet in the galley. Each order is then prepared immediately
making service faster, more efficient and more personal,” said Terry Daly, Divisional Senior Vice President, Service Delivery at Emirates.
To take account of passengers individual needs the phones are synced with Passenger Number Records (PNR) before take-off. Along with
the name and seat assignments for every passenger, the app can also tell crew about the status of the passenger, whether they were
upgraded, their meal preferences and whether there are any 'special' notes about them.

With regard to the on-demand trend, IAG's new long-haul low-cost carmier LEVEL is one of several long-haul LCCs such as Norwegian and
Azul to allow passengers to order food, beverages and travel accessories via the in-seat |FE system and pay with their credit card via a
solution called Pair & Pay.

LoyaltyLobby describes the Pair & Pay system as follows: “After selecting the items on the screen, you got the choice to pair the screen
purchase with your WiFi connected device and to pay using the card info stored on your profile. The buying experience is seamless and so
easy. Those not willing to open an account could order their items and pay to a flight attendant using their card.”

“Passengers’ expectations have evolved from a passive ‘Please entertain me' to a proactive 'l want to entertain myself. Our industry needs a
new term to describe a holistic experience that is equal in every way to how people leverage their devices on terra firma. The future of the
passenger/cabin interaction is beyond one of mere entertainment and can be more accurately described as one of deep and ongoing
engagement: In-Flight Passenger Engagement.”

Panasonic Avionics revealed an IFE upgrade, benefiting from multimodal biometric technology, which might help personalize the in-flight
passenger experience and simplify the journey.

The proposal for enhanced IFE technology as developed in collaboration with Tascent, which specializes in identity devices, software and
services.

The companies believe biometric identification of the passenger by the seat-back screen could enable services like personalized
programming catalogues, secure payment authorization for ancillary sales onboard, and even seat-back immigration clearance.

Alastair Partington, founder and co-CEO of Tascent, says: “Tomorrow’s air travelers will be best served by an aviation industry that adopts
biometrics technologies in an intelligent, personal and thoughtful way.”

American Airlines adopted new Alexa skills developed by WPP inflight entertainment company, Spafax, which will allow the airline’s
customers to query their Echos and similar Alexa-powered home helpers about what movies and programs will be shown on their flights,
including details about actors and film ratings.

The service will also offer travel tips and information on airport activities based on a new IFE and online TV series, produced by Spafax and
Business Traveller magazine.

Skylights revealed a new set of visionary goggles which will give all the millennials flocking to fly on Air France's Joon brand the opportunity to

enjoy fully immersive entertainment and block out cabin neighbors.
The new AlloSky headset, co-created with immersive headset producer Allomind, is less bulky than many existing immersive entertainment
devices, 60% lighter, while offering 1080p resolution to each eye.

The creator plans to offer films and programming in 20, 3D and 180° produced by new content partners 20th Century Fox and Dreamworks as

well as content from Warner Brothers, National Geographic, Lionsgate and BBC.

David Dicko, SkyLights CEO says of the development: “For the first time, airines will introduce an entertainment experience which is better
than anything yet available on the ground.”

AccorHotels, Corsair and JetFly will also be deploying Skylights, with further launch partner announcements expected.

Netflix tried to woo airlines to bring its streaming services onboard by promising more efficient use of the expensive in-flight bandwidth
required to deliver Netflix programming.

The company's vice president, finance and investor relations, Spencer Wang, says that the new encoding would save airlines up to 75% in
bandwidth on a typical flight, and offer a 60% reduction video play delay as measured in seconds.

Wang made the case that Netflix service inflight can benefit airline brand positioning.

“For airlines, [Netflix inflight streaming] can generate greater awareness and excitement for your investment in next generation wifi, because
most consumers don't really know what it means to have 150 Mb on a plane, but if you tell them they can stream Netflix inflight they
understand that and they understand that it's better than their prior experience. “In addition, it can help you ensure a high-guality streaming
experience and help customer satisfaction, repeat business, improved net promoter score as well."

As Duncan Jackson, President of FlightPath3D, demonstrated to FTE, passengers can enter their final address (hotel, home, etc.) into the
moving map in order to access myriad personalised features.

For instance, rather than simply displaying the estimated time of arrival at the destination airport, the In-flight Travel Planner can draw upon
historical or real-time traffic data to provide an accurate time of arrival at the passenger’s final destination.

Partnerships with the likes of Uber and SuperShuttle also allow passengers to view and book ground transportation options while they are
flying to help make the arrivals experience more seamless.

After booking their ride in-flight, passengers receive an SMS upon landing to confirm their booking and pick-up location.
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(on map)

Web portal trends

Consumer trends

Jackson also highlighted how the next generation map takes destination guides to a new level. The concept FTE previewed included a virtual
open-top bus tour of San Francisco, highlighting points of interest, which are complemented by information from the tour company, along with
images and audio descriptions.

If a passenger likes the look of the tour, they can book their ticket in-flight and make payment upon landing. For the airline, this provides
another opportunity to generate ancillary revenue at 30,000 feet.

As Jackson suggested, destination based activities, such as tours, could be added for any city, enabling airlines to provide passengers with
tailored and relevant offers.

“Once a passenger is on the plane, they've gone to the destination and for many this is the first time they've thought about what they'd like to
do at the destination,” Jackson explained.

“When they're on the plane, the passenger has got time to think about the destination and we're providing them with an interactive experience

Destination-based offering that is personalised to their own journey.”

shopping via IFE

Cross-Device Journeys

Digital Marketing

Lean portals: lightweight
and easy to use with
content & campaign

management, etc

Personalize it

Meanwhile in China, aiflines are more opportunistic in their efforts to monetize in-flight digital platforms. Air China has partnered with online
retailer JO.com to offer passengers a selection of goods they can purchase via the in-seat IFE system for delivery to their homes, while Spring
Airlines is working is working on an inflight portal that allows for online shopping on international flights.

The final and perhaps most significant trend affecting the portal market is the tablet and mobile revolution, including new patterns of usage
which enables customers to be supported at any time and place.

It isn't enough that consumers can view data easily from their mobiles. They can also continue this across different devices, as a component
of a unified journey for consumers. Also, users have now become more agnostic when it comes to devices and expect enterprise web portals
to offer smooth multi-channel experiences. This need for a seamless multichannel experience needs a shift in the development of web portals.

The increasing amount of online applications is changing the portal into strategic platforms for customer applications. Due to this, digital
marketers are currently looking for different ways to enhance sales results, enhance lead generation, and implement different marketing
techniques. The web portal, as it continuously evolves, has great effect of the lifetime value of customers and is not only for the purpose of
an integration platform for enterprises.

Due fo this, customer facing web portals now include mare digital and marketing capabilities like targeting, channel optimization, and
advanced analytics. Also, customer portals should have different capabilities like analyzing data, offering strong tools to offer personalized
users, and implement different campaigns.

Another popular trend is associated with the portal’s nature. Several years ago, Gartner presented the idea of a portal that is actually “portal-
less’, along with the lean portal.

They are a substitute to traditional portals that have become too complex and full with unnecessary features. Also, traditional portals are well
known for going over the budget and deadlines. Lean portals are lightweight and really easy to use. It also incorporates modern 2.0
technologies, like AJAZ, representation state transfer, and SOA approaches. Recently, there are many web portals that have increased their
lean portal features and included content management and campaign management, therefore creating lean solutions.

In 2017, we will have come to accept the idea that an industrally-produced product can be customised or personalised, at least in part. While
there is a lot more personalisation of “mass-produced” items, high-end personalisation is also thriving due to demand for “experiential luxury”,
the shift from “having to being” (A shift in focus from purchasing luxury goods to enjoying services)

- Products that fit you... > "bespoke”, Fit and Altra are creating a smart running shoe. According to Footwear News, the shoe is "designed to
collect data about your stride as you run, allowing you to stay better informed about your personal biomechanics”.

- ...And learn about you > Greater consumer digital engagement has facilitated the easier compilation of a growing body of information on
customers, with brands discovering consumer tastes and preferences. In practice, this ability lets brands target communication on an
individual basis and offer products tailored for each person, thus upping customer satisfaction levels and perceived product value—at least in
theory. This is not just about Amazon, Etsy or online news sites recommending products or stories based on search and purchase algorithms;
smart shop windows are being tested that offer diverse promotions based on a “reading” of data, such as the age, clothing or language of
passersby., Home sharing app Airbnb's above-mentioned Guidebooks offer pushes hosts to share more personal perspectives on the best
their neighbourhoods have to offer.

- Subscription services: curated by you > Many subscription services are positioning themselves as curators, selecting the new-release,
“greener” or best value products they feel will best please their clients, New subscribers typically complete a user profile to determine their
tastes resulting in the delivery of a product mix “tailor-made” for them, such as the high-end chocolate company Cocoa Runners—"We use
sophisticated algorithms that continually learn based on your feedback combining the same techniques as top dating and music
recommendation sites to find other bars we know you'll love”., HelloFresh - Customers indicate what they don't like, perhaps seafood or pasta,
and are regularly asked for feedback leading to a "hyperpersonalised” service.

- personalized touches that tell a story > Personalisation is also about adding a personal face to a brand. To enhance its coverage of the
2016 Summer Olympics, the New York Times introduced a text-messaging service to make readers feel that they were receiving daily texts
from friends on platforms central to their lives,
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UX Design Trends

Post-purchase:
Customers' own role in
the post-purchase
experience

More movement

User responsive design:
more customized
interaction

Content-Centered
Experiences

Smarter Personalized
User Experiences:

right content and the
right time using location,
login memory features,
in-app messaging, push
notifications

Voice-Activated Interfaces

Augmented Reality

Biometric Authentications

Customers’ own role in the post-purchase experience > Online reviews, of course, are where consumers discuss their new purchases., The
sharing of buying experiences online is a recognised source of consumer power.

By this, we mean literally more movement. Many apps and websites have a multitude of things vying for our attention. Images that move will
ultimately win out. Apps will focus on incorparating more movement when important information or other features not to be missed are
concemed. Ads will certainly benefit from standing out by incorporating movement.

One thing to note is that excess movement can have the unintended effect of overwhelming the user. Movement needs to be obvious enough
to notice, but subtle enough not to be off-putting.

There is a definite trend when it comes to user-responsive design which will continue into 2018. Personalized experiences that stem from chat
bots or conversational interfaces are definitely seeing an increase as people are wanting a more customized interaction.

One such example is age-responsive design, a feature that tweaks the user's experience slightly — a change in font size, color, etc. — based
on age in order to accommodate younger or older users. This results in an interface that adapts to the user, ensuring ease of use for all.

Sure, there are plenty of bells and whistles that can make a product look awesome. But the one thing that should be a big part of design in
2018 is content. It's well-curated and easily accessible content that makes a maobile or Web product appealing to its intended users,

There's nothing wrong with creating a fantastic interface and adding an assortment of features and capabilities to a product — as long as the
CX (content experience) isn't sacrificed in the process. Ultimately, finding the right mix of content and technology is what can make a product
a go-to destination for users beyond that first-time use. Designers can keep content front and center in 2018 by:

* Having a clear order with how visuals are presented to make content comprehension easier

» Removing unnecessary “design clutter” to keep the attention focused on product content

* Making good use of white space to give content some breathing room

Whether it's in the form of emails based on knowledge of previous website interactions or text messages delivered according to geographic
location, the personalized UX trend is everywhere these days. Not surprisingly, app and Web product users will continue to demand a

personalized experience in 2018.

Users already appreciate conversational interfaces in the form of chatbots. Facebook makes use of Natural Language Processing technology
to work chatbots into its user experience. The drawback is that there are several taps required, so it does create some friction for users. An
emerging trend is hybrid conversational interfaces that combine NLP with graphical Ul elements like images, videos, buttons, and menus.
Personalization extends to tapping into universal human needs. Based on trends seen today, this means paying attention to things
like transparency and security. There’s also a psychological component here. People get emotionally attached to their devices and the
apps they use on a regular basis. Therefore, they expect some level of human-like tendencies, such as knowing their likely pain points, and
even identifying potential sources of stress associated with the UX.

Creating personal experiences now and in the future will involve regular monitoring along with a keen eye for what type of interactive
technologies make sense for a particular product. With mobile and Web applications, personalization might include:

= In-app chat features for interactions with other users or access to instant assistance

= Age-responsive capabilities that adjust things like font sizes and colors based on the age of the user

» Login memory features that help users quickly get into the application

* In-app messaging based on how users typically interact with an app (e.g., offering promotions based on what purchases an user makes with

their app)

= Push notifications timed to be delivered when users are most active to encourage consistent engagement

In 2016, Google stated that roughly 20 percent of all mobile searches were done with voice activation. Factor in the rapid explosion in the use
of virtual assistants and it's easy to see why the next big thing for 2018 will be voice-activated interfaces.

Just look at the success of Siri, Alexa, and Google Now and the potential becomes clear with this type of interactive design. Voice activation
boosts the user experience by eliminating the type, which also eliminates another potential source of friction for app users. This technology is
likely to continue to be adopted by designers and embraced by users because it has now reached a point where more than 90 percent
accuracy is the norm, not the exception.

The ability to customized real-world imagery isn't just useful for gaming applications like Pokemon Go. Mark Zuckerberg is among the industry
insiders predicting that all screens will eventually be replaced by lenses for what the Facebook founder describes as “the ultimate AR

experience.”

Expect innovative app designers to find creative ways to incorporate augmented reality into their products in 2018. There are already plenty of
AR-based apps that have successfully found ways to do this. Outside of the gaming world, AR is being used to do things like let customers
see what product would look like in various rooms before making a purchase. With camera and display technology improving, AR will become

increasingly appealing to users.

In concept, biometrics isn't exactly a new technology, but it is becoming more accessible. In 2018, we'll see more use of biometrics for
authentication and identity management purposes. It's something that can also boost security for both end-users and businesses that
incorporate this technology into their applications.

Since it's a distinct and unique form of personal identification, products that include biometric-based technology can bypass the need for a
traditional login requirement. With biometrics, all that's needed is a specific physiological or behavioral characteristics, such as facial
recognition, fingerprints, voice recognition, or an iris scan.

Top 10 Global Consumer
Trends for 2017, Daphne
Kasriel-Alexander, Euromonitor
international
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D INFLIGHT CUSTOMER RESEARCH

SETTING

Purpose

To understand the target group's inflight experience
from take-off to landing, a primary qualitative research
is conducted.

Participants

To qualify for the research, participants must have a
recent history of business flights in the past year at least
once every two or four months. Also, their nationalities
and location do not comply since the target group

is made up of all nationalities. Five participants are
gathered from the researcher's network (see in figure
D1). Their ages range from twenty-five to forty-five.

For those, who are located in another country, the
research is catered to their situation as described
below.

METHOD

The inflight customer research is held in two parts.
The research guideline is seen in figure D2. First,

a workbook with two exercises is handed out to
participants. For the participants, who are in another
location, the workbook is sent out digitally and

for the participants, who are met with in-person,

the workbook is printed out to be filled in for
approximately ten minutes. Ideally the workbook is
meant to be filled out by participants during or right
after their flight. Nevertheless, participants can fill in
the workbook by imagining as if they are on their last
long-haul, business flight. The workbook serves as a
sensitizing kit to trigger participants’ thoughts, feelings,
and experience. Figure D3 shows the workbook pages.
The first pages consist of examples of products or
services that may be used inflight and a list of twenty-

five positive and thirty-six negative emotions. These
images and words can help participants with the two
exercises. In the first exercise, participants are asked
about two products or services they use during their
flight. Then the participants are asked to map out their
inflight journey from takeoff to landing with emotions
they experience. Through these exercises, which

is a part of generative research techniques, deeper
levels of participants’ tacit and latent knowledge is
gathered. After the workbook is filled in, the research
reviews what is written or drawn out and marks
down interesting points to be asked in the follow

up interview. Additionally, the participants’ self

documentation of their thoughts and feelings through
the workbook, enables them to answer questions in
the second part.

In the second part, an interview is conducted in-
person or on the phone. Participants are asked to
explain their inflight journey map, reasons for feeling
certain emotions, and their highest and lowest
moments experienced inflight. The interviews are
recorded, then transcribed and analyzed through the
statement card method, which highlights discovered
patterns.

5 Participants: Business frequent flyers

(those who travel long-haul trips, once every 2-4 months)

Figure D1 Inflight customer research participants
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INFLIGHT CUSTOMER RESEARCH INTERVIEW GUIDE

Date .
November 3-12

Setting
Jong-haul flights: >7 hours

Who
Business frequent flyers, for long-haul flights

Can you explain the products/services you use (base on your answers from the workbook on pg 10-11)?
¢ Why do you like using them?

o Why do you dislike using them?
o Explain the emotions for the products/services you chose?

o What products or services onboard would you like to see that currently aren't available yet?

Subtopic 2 - Personal information

a
Purpose
To understand target group’s inflight experience with emotional analysis. »
Format
Part 1: workbook
Part 2: interview > phone or in-person

RQ

How do people experience their inflight journey, with emphasis on emotions? *
Subtopic 1 - Inflight journey

Subtopic 2 - Personal information

Subtopic 3 - Internet onboard

Are you a member of a frequent flyer program with the airline? (ex: Flying Blue)
Yes:

o How often do you make use of your membership benefits?

o How would you like the airline to acknowledge you? Why?
No: Why so?

o Would you like the airline to acknowledge you? How? Why?
What personal preferences would you like the airline to know about? Explain.
How much personal information are you willing to share with the airline?

o Would you be willing to share the things you like/dislike or preferences with the airline?

Subtopic 3 - Internet onboard

Part 1 B
Workbook with inflight journey is done before, during, or after flight. (preferably during flight) ”
Part 2 o

Interview with questions

Subtopic 1 - Inflight journey
e (Can you explain/go through your inflight journey map?
o What is the highest moment of your inflight experience?/ What do you like the most throughout

your inflight journey? (Why...)

o Base on your last answer, What is the top positive emotion throughout your inflight experience?
(Why...)

o What is the lowest moment of your inflight experience?/ What do you dislike the most throughout
your inflight journey? (Why...)

o Base on your last answer, What is the top negative emotion throughout your inflight experience?
(Why...)

Figure D2 Interview guide

Have you flown a connected flight before? Or connected to the internet inflight?

Yes: How often have you flown a connected flight? How was that experience? What services did you use
with availability to the internet? What kind of services do you expect or want if you have internet?

No: How would your inflight journey differ when you have connection? What kind of services do you

expect or want if you have internet?
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FINDINGS

Figures D4 and D5 show some of the participants filled
in workbook exercises.

From the gathered interviews and organized statement
cards, patterns are revealed. At the beginning of

the flight, these business flyers like to work on their
laptops:

“In general, sometimes | still do work in the beginning.
With my laptop. | will do the work before the movie.
But | won't work anymore. Usually in the beginning.”
P2 male, age 31-35, inflight research

When it comes to products and services, they are
commonly frustrated with the IFE:

“The controls on the in flight system are sometimes
lousy (fast forward, rewind, pause, resume movie
from last point), and that's annoying and frustrating.
Sometimes the screen quality is dissatisfying (depends
on make and model of plane, and airline, etc)”

P1 male, age 41-45, inflight research

Although, they use products and services that make
them feel relaxed, such as listening to music and
watching movies, they would like more products and
services for comfort:

“Maybe an opportunity to walk around. So having
some space. Then just staying in the seat. Having for
space actually to move around. So maybe a place
where you can engage with others. You can activities,
something like that”

P3 male, age 41-45, inflight research

“Massage therapy, socializing with others on board
(display of their facebook etc..), shower before landing
as a commonplace in first class.”

P5 male, age 31-35, inflight research

Their longest activity for their long-haul flights is
sleeping for about five to six hours. However, they
experience bad sleep because of the uncomfortable
space, noise, air, environment, and difference in time
ZOnes:

“Its how comfortable the seats are. It's also how quiet
the whole environment is to allow me to sleep. And
it's basically to have privacy in the plane”

P3 male, age 41-45, inflight research

“You don't ever sleep well, you hurt your neck no
matter what type of pillow you bring, you're alone,
your feet are cold, and you feel dirty, the entire time.”
P1 male, age 41-45, inflight research

This is also the lowest inflight moment. As seen in
figure D6, a compilation of all the participants’ inflight
journey maps, they experience negative emaotions,
such as disappointment, frustration, and loneliness.
“So end up with either people moving around, and
then you have to wake up. Or not enough air in the
plane, so you're ... So it's never like sleeping at home.
Because you'll never get the comfort in here. So
that's why this is the lowest”

P3 male, age 41-45, inflight research

Sleeping inflight is an important factor to getting
enough rest for their business trip because these
business flyers travel quite often and with a hectic work
schedule:

‘It affects your ability to continue.. with the activities
that you are traveling for. So you are traveling for a
reason, and you want to be there in a position where
you can execute in a good way. And this bit (sleep)
typically interferes with that. So you need time to
rehabilitate to basically clear and reenergize, to be
able to work normally.”

P3 male, age 41-45, inflight research

An outstanding emotion they experience during mid
flight is boredom:

“When | took a long journey, about 15 hours, and
then | just sleep, and then | wake up every hour. And
then.. What time is it? It's not arrived yet? Very boring..
Usually in the middle of the midnight.

P4 female, age 25-30, inflight research

Notably, they actually do not like the long distance
travels and desire to land as soon as possible:

“I just feel frustration on what time on landing. | want
to land as soon as possible.”

P4 female, age 25-30, inflight research

“Everything about being on a plane is frustrating. Its
not comfortable. You are there for a LONG time.
Other people do strange things. The food us bad.
The air quality is TERRIBLE. You pass the time by
watching movies, surfing the news, or listening to
music, but you would literally rather be ANYWHERE
than on a plane. | can't wait to be back on the ground
eating a normal meal”

P1 male, age 41-45, inflight research

Most importantly, physical well-being is the ultimate
need for the inflight experience, since they travel very
often:

“If you travel quite a lot, you tend to suffer from back
problems, suffer from.. all kind of issues from being
squeezed in a seat for 14, 15 hours. And you do that
quite often, so keeping staying fit is key to continue.
And part of physical wellbeing is picking the right
airline, that gives you the space, give you the comfort,
give you the ability to sleep . | think that's quite
important.”

P3 male, age 41-45, inflight research

‘I would actually prefer LESS Products and Services
and MORE physical space and comfort”
P1 male, age 41-45, inflight research

They even choose their flight seats for comfort and to
get good sleep:

“Primarily reason for first class is to get a night's
sleep for next days work. It's why they have beds and
lounge chairs for sleep..peace and rest are key else
next day ppl feel it

P5 male, age 31-35, inflight research
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P3-inflight journey map
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CONCLUSION

Though the inflight findings are compelling, they

are not significant enough to provide an overall
perspective of the business, frequent flyers' travel
journey. Additionally since the previous analyses in
internal and external research reveal the importance
of designing beyond the inflight journey, the pre and
post flight experiences shall also be researched among
passengers. Thus, a research with wider perspective
including the entire travel journey shall be explored;
this is performed in the following customer research:
travel journey customer research.



E TRAVEL JOURNEY CUSTOMER RESEARCH

As explained in the report, section 3.3, this customer
research investigates seven participants’ travel journey
from leaving their hotel or home to settling in at

the destination hotel or home. Figure E1 shows the
interview guide. Participants are first given an A3 size
paper with a template to map out their current travel
journey; this is also known as context mapping. Then
they are asked to map out their ideal travel journey. To
aid in expressing their journeys, supporting images and

words are printed out for them to use or as inspirations.

After their mapping sessions, the researcher will ask
them to explain their work and additional, follow up
questions.

CONTEXT MAPPING RESULTS

Interestingly, some participants like to use the
supporting images and words. Whiles others do not
even bother and write down everything instead.
Figures E2 to E5 shows participants mapping out their
travel journeys. The context mapping sessions triggers
the participants to recall their thoughts, feelings, and
desires of their travel experience.

FINDINGS

From the general explanation of findings in the report,
in section 3.3, the following are supporting excerpts
from participants.

Preflight

At the beginning of the journey, participants
experience positive emotions, such as excitement and
energeticness, and negative emotions simultaneously,
such as stress, restlessness, insecurity, and anxiety:
“There’s a lot of stress and anxiety about packing,
making sure that you have everything you need.
You might be worried about your transport, so
whether you want to take an Uber, or searching
whether you want to take a bus. Wondering if

it's going to be on time. So that's why | have that
face (points to picture of a stressed out guy).

P 7. age 25-30, male, American, travel journey research

As expected with most travelers, the security check
process at the airport is largely unfavored.

“In the airport, | hate security, especially with
everything that's going on in Europe. Makes me
really anxious to be at a pretty secured, low-key
area. So that causes a lot of anxiety.”

P 7. age 25-30, male, American

Inflight experience

Also, two differing flight journeys occur due to when
the business flyers want to land at their destinations. If
they are considering of arriving at the destination in the
afternoon or evening, they take a day flight from the
morning. The day flight is usually the outbound flight,
so that they have time to rest for a night before starting
work in the morning. But if they are arriving in the
morning, they take an overnight flight; this is usually a

inbound flight on the weekends. For the day flight, the
business flyers will first work on their laptops for one to
two hours:

“So | may board, get the wifi pass for 2 hours, get
the work | have to get done, and then take a nap!
P 7:age 25-30, male, American, travel journey research

"

Also for the day flight, they do not sleep to prevent jet
lag:

“If | fly during the day, sometimes you extend
your day. | try to sleep as little as possible, cause
then | arrive at night, then go to bed, and sleep
a solid 8 or 9 hours. And then you're past your
jetlag, cause you just reset everything you have
to do”

P 3:age 30-35, male, Dutch, travel journey research

In terms of food, they do not like to eat a lot or they
prefer to only eat the first meal:

“When the meal service is really long. Most flights
you take off and they served food right away.

My biggest thing anxiety onboard is just thinking
about to work. So the longer the meal takes, the
longer that's going on... Dine and rest. It's super
popular for the people of my profile. In fact,
often times it sells out because it's so popular for
people like me. And then, in that case it comes
in like 20 minutes. You're done eating in 30
minutes.”

P 5:age 40-45, male, American, travel journey
research

However on the overnight flight, business flyers usually
do not work and sleep instead, especially if they have
to be in the office in the morning:

“If I'm coming back overnight, then | won't work.
Cause usually by then, | might of been traveling
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on a Friday night, Saturday morning or night,
Sunday morning. So it's usually a weekend and i
feel like i don't have to work on weekends'”

P 2:age 40-45, male, British, travel journey research

For food, these flyers prefer to skip it and sleep instead:
“So usually i don't eat at all, when i fly overnight.

| just eat something at the airport, and then go to
sleep right away.”

P 6_age 25-30, male, German, travel journey research

In both flight scenarios, the common lowest moment
is the second half of the flight. Not only are they very
bored, they also want to land as soon as possible:

“| start to feel bored. You're sitting there and

it's only half of the total flight time. | also know
about all the entertainment they have, so you
can't be curious anymore. | just check the

flight status. And you just .. goof around in the
entertainment system. It's the most hard time.
For example, 3 or 2 hours before landing. That's
the most boring time.”

P 4:age 25-30, male, Chinese

Additionally, they think of their next steps they have to
take at end of flight:

"Especially the last hours before landing, I'll
check how to get out of the airport, where can |
get the luggage”

P 4:age 25-30, male, Chinese

Postflight

After their flight, some business flyers arrange
transportation to their hotel beforehand, especially in
risk countries, while others find transportation methods
when they arrive at the destination airport. This is when
they may experience difficulties, such as not having
access to wifi to get an Uber or locating the taxi and
shuttle zones in the airport:

“After you get your luggage. And then you go to
the airport and then you feel like you're totally

a foreigner because you don't know where

you take the taxi. Where you suppose to take
the shuttle bus. So you start to look for all the
information of the airport. Where is the shuttle
bus to the hotel? Where is the taxi place? Or you
ask local people there. Usually they give a very
complicated answer. Basically you have to figure

out by yourself.
P 4:age 25-30, male, Chinese, travel journey research

Business trip schedule

More than the travel journey, business trips are seen as
unfavored necessities. Business flyers do not actually
want to travel so much, but they know that they have
to physically be present at the other location:

“Feels like a burden... because sometimes you
realize that you could've done the work from
home. Sometimes, | feel like you really brought
me over for this?”

P 3. age 30-35, male, Dutch, travel journey research

Plus their business trips can be quite packed with
work, which can put a damper to the travel journey.
Since they know they have a busy schedule ahead, itis
difficult to have time for themselves to enjoy:

“A lot of people think: Oh so you travel for your
work? It's so nice; you get to see a lot. (shaking
head for disagreeing) No. You see less than you
think you would. If you arrive in the morning,
you'll be at the office. You don't see anything.

If you arrive and it's dark, you go to the hotel. If
you are lucky, you outside for dinner with your
colleagues”

P 3:age 30-35, male, Dutch, travel journey research

Ideal journey

For their ideal travel journey, they desire a seamless
process without distractions and extra steps:

“So i said the 'hope’ for on time for the travel
because you're then in the airport and you kind
of hopeful that everything's pretty smooth. And

so that your schedule kinda works out... Then
onboard, fast service which keeps me energetic
but also entertained. And then towards the
landing, being well prepared for the airport for
navigation through the airport. Then on the way
to the hotel, fast baggage brings me joy. As i can
easily navigate through the airport to then get to
my hotel”

P 6_ age 25-30, male, German

The results and discovered emotions are discussed in
the report.



TRAVEL JOURNEY CUSTOMER RESEARCH INTERVIEW GUIDE

Date Topic 1 - Travel journey

November 22-30 A. Current situation: How does your current travel journey look like? (fill in below dotted line)

- Show travel journay sheel.

- As you can see, the flight portion is already filled in. You can disagree and fill in your own
experience.

- See pictures and words from other pages for inspiration.

Who
Business frequent flyers, for long-haul flights

Purposs
A. Tounderstand the travel journey from hctel/home to settling in at the hotel/lhome.

B. Totest the cument Onboard portal site = Explain your experience (current situation) from preparation at home/helel lo settling in at the

hotel/home

Eormat
Part 1: Context mapping w/ questions

Part 2: Testing current OBP

How da you feel at the beginning of the trip? (show sheet with positive & negative emotions)

What do you dislike the most from your inflight experience? Why?
What do you like the most from your inflight experience? Why?

Research Questions
Topic 1 - Travel journey
1. How do passengers experience ihair travel journey from home/hotel to settling in at the hotel/home?
Topic 2 - Schedule
2. How do they plan our their work trip?
Topic 3 - Onboard portal
3. How do they view the current onboard portal site?

* How do you feel when you have landed? (show sheet with positive & negative emctions)

What do you dislike the most from the entire journey? Why?
= What do you like the most from the entire journey? Why?

e How do you prepare for your trip?
o i.e. planning transportation

Part 1
Context mapping Tapic 2 - Schedule
Think of your latest long-haul flight. ¢ How long is your trip?
Trnand Soneney s How is your work frip planned out?
‘ _ o What is your schedule like? Is it very tight or more flexible?
A E :_ - — o What other activities do you do besides work?
i WL T =
:’Jm ! = » Do you travel ta the same placas orto new places?
S ~ - e New places: What do you like about traveling to new places?
H t r ﬁ — o How do you plan your travel differently when you go to new places?
" sq’: = o What do you dislike about traveling to the new places?
— * Same places: What do you like about traveling to the same places?
EE\J el ": o What do you dislike about traveling to the same places?
L - o wman p :#‘ e ' -.._:-_
= = T [ i
DicEn@™ = _ - © Lopled- Kealloumey
B. Ideal situation: What is your ideal situation from takeoff to settling in at the hotel/heme? (fill in above
dotted line)

See pictures and words from other pages for inspiration
# Explain your ideal situation from takeoff to settling in at the hotel/home.

Figure E1 Interview guide - travel journey customer research
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Figure E3 Context mapping session - travel journey research, P2
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Ideal journey
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F CURRENT OBP TESTING

SETTING

Purpose

To uncover what the target group thinks of the current
OBP the site is reviewed. This will aid in determining

if the current content is appreciated and what is other
features are desired. The results are kept in mind for
the ideation phase.

Participants

A total of fourteen participants have tested the current
OBP. Seven of these participants are from the travel
journey research. The other seven are tested the portal
at Schiphol's KLM lounge with follow up questions

for five minutes. Since these participants were already
situated at the lounge, this means that they are a part
of the frequent flyer category with Gold or Platinum
Flying Blue accounts. The participants at the lounge
are:

P 8 Male, +40 years, African

P 9 Male, +40 years, German

P 10 female, +30 years, American

P 11 Male, +30 years, American

P 12 Male, +40 years, American

P 13 Female, +45 years, South African
P 14 Female, +30 years, Dutch

METHOD

The current OBP is tested by reviewing the site on

the researcher’s laptop. Figure F1 shows the interview
guide. First, participants are asked to imagine that they
are flying from Amsterdam (AMS) to San Francisco
(SFO). This is because the testing link reveals a flight
from AMS to SFO with destination content and articles
on San Francisco. After having one to two minutes in
reviewing the site and content, participants are asked
about their thoughts, interest in the content, and their
opinions in repurposing and improving the portal. This
is brief test to gain a general sense of what the target
group thought about the OBP.

0BP TEST RESULTS

Majority of the participants said that they would not
visit the OBP site more than connecting to wifi. There
is N0 prominent incentive for them to stay the portal:
“A lot of info | don't care about”

P11: Male, +30 years, American, OBP test at lounge

“But | will say that usually once I've connected to
wifi, | immediately navigate from that page. So i
guess it would be a bit more helpful even like, you
don't want to stay on this page, | would need it to
have immediately on the top banner something
worthwhile, like what is on this page that | would
actually want to see versus things i already know.”
P 1. age 30-35, female, American, OBP test

But they would be interested in the portal if it was their
first time visiting that destination or if they have free
time outside of their busy work schedule:

“Certainly if it was the first time i went and if i wanted
to know something about it”

P 2:age 40-45, male, British, OBP test

“But if i have a few days to spend, have different kind
of food, so yea i would probably click on this tile
P 3. age 30-35, male, Dutch, OBP test

“But for travel trip: Yea potentially. It's a little bit for
inspiration for things to do, or it's to plan the next trip,
if you currently already planned out the one you are
currently on”

P 7. age 25-30, male, American, OBP test

The business flyers would rather see more content on
relating inflight services, connecting flight information,
and destination information. For inflight services, they
want to see practical information, such as meals:

“I know some airlines have pre-ordered meals. | think
that would be nice. You can have some details on
here on what the meals are, like what your options for
the day are... | know they give you information about
that usually. But it's kind of fun to hear about that, or
who the chef is or something like that. That's kind of
cool

P 1. age 30-35, female, American, OBP test

live flight time:

“It'll be cooler if there's another button, if i click, i can
see the track. For example, you fly from Amsterdam
to San Francisco, this is the planet route, like a map.
Cause i thought it's maybe live”

P 4:age 25-30, male, Chinese, OBP test

and being recognized of their member status for
offerings:

“If you're a KLM frequent flyer, like login to Flying
Blue, see your overall. . How many more flights you
need to get to this status, how many upgrades or
certificates you have”

P 5:age 40-45, male, American, OBP test

For connecting flight information, they want to see a

25
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live status so they know what to do if they could not
make the flight:

“I mean if i was on the wifi, i want to know what status
of the connecting flight was. If you were late taking
off and you have a tight connection or you missed a
flight. It would be nice to know if they were definitely
going to hold it or if they were definitely going to be
on time, and i missed it. Then a chance to rebook. You
know something like that to be able to possibly sort
out problems like that would be useful from the air”

P 2:age 40-45, male, British, OBP test

For destination information, flyers want to see the
destination airport information so that they know
where to go:

“Well some airlines show you you're arriving in.. This
little video is showing you how you get where you
go, where you transferring. If you fly somewhere into
Atlanta, do you go .. or do you take the train down
between the terminals, where the bags are coming in?
What's the immigration liking to be? Where you get a
taxi from. How long a taxi takes?”

P 2:age 40-45, male, British, OBP test

Also, they prefer more cultural local destination
activities:

“As far as how other activities go, if  am able to
somehow save that | enjoy hiking when i have spare
time at my destination, like going outdoors, like
maybe it'll be able to say some preferences about
activities that | would do once i'm on the ground.”

P 1. age 30-35, female, American, OBP test

But also, they want to have the ability to change
destination content into recommendations and other
destinations:

“If that can potentially change your destination
highlights. Again maybe you're on your work trip, but
next week you are going for a vacation. So having an
option that's like view recommendations for not only
the city you are going to now, but Also the city in your
future itineraries.”

P 7:-age 25-30, male, American, OBP test

ic3- I al
e Have you connected to wifi before in the aircraft?

Part 2
Testing current Onboard Portal (https://onboard.ute3.kim.com/#/)

S 1 2 s s

|

Image that you are flying from Amsterdam to San Francisco. You want to connect to wifi and you go to
this portal page.
What is your first impression?
What is positive and negative about the site?
What do you think is missing? What other things do you wish to see?
Are you interested in these destination content on the site?
Would you click on the articles to read more about your destination?
What do you think about these destination articles?
o Are they informing you the information you would like to see about your destination?
o Do you want to have more specific info about your destination?
o What kind of information would you like to see?

e Would you visit the site more than just connecting to wifi?
e To what extent would you consider upgrades (i.e. seats)?

e What personal preferences would you like to see integrated on the site?

Figure F Interview guide - OBP testing



G DESIGN DIRECTIONS

From the internal, external, and customer analyses, all
the design directions are collected and categorized
into six segments. The segments are titled with 'how
to’ statements, as shown in the following:

1 (Frontend) How to acknowledge passengers with more attitudinal data throughout the travel journey?
» Should recognize passengers throughout the travel journey
» Should include more attitudinal data: personal preferences, needs, and desires in designs

2 (Frontend) How to create engaging platforms that merge the digital and physical worlds?

» Should have proactive, deep, ongoing user engaging platforms.

» Should enable customizability for users.

» Should design with more movement in Ul/UX

» As a differentiator, Should project personalization into the digital platforms: Onboard Portal and travel journey touchpoints, as physical personalized services.
Merging digital and physical worlds.

» Should include post-purchase elements, where customers own role in the post-purchase experience

» Should incorporate mobile ordering through the OBP.

3 (Frontend) How to create smarter personalized experiences that learns about the passenger and gives the passenger control?
» Should incorporate Smarter Personalized User Experiences: instant assistance, login memory features, in-app chat and messaging, push notifications
» Should have personalized characteristics: Products that fit you, learn about you, curated by you, personalized touches that tell a story

4 (Frontend) How to connect touchpoints with the same interactions for cohesion throughout the entire passenger journey?
» Should design all touchpoints with the same interactions, and cohesion throughout the entire passenger journey

» Should connect touchpoints / design touchpoints to interact with each other.

» Should design beyond the inflight journey into pre and post flight moments

» Should digitally empower the traveler with automatic transitions between platforms.

5 (Backend) How to consider data to be shared across touchpoints?

» The OBP data should be linked with other touchpoints

» Should consider data being shared across touchpoints, so that the passenger can be recognized in all touchpoints throughout the journey

» Should implement lean portal as strategic platforms with data analysis, content & campaign management, specific targeting for Content-Centered Experiences.

6 (Backend) How to design for the next level of personalization with consideration of the personalization goal?
» Should design for the next level of personalization (from mass merchandising to macro segmentation) for the OBP
» Should keep in mind the personalization goal of 1:1 personalization / contextualized experience



H IDEATION WORKSHOP

To gain a fresh perspective and new insights from
exterior personnel, an ideation session is held with
eight master design students from the Industrial
Design faculty of TU Delft. Due to the convenience
of the participating students and having a suitable
space for creative developments, the session is
located at the Industrial Design faculty. To start off
with an understanding of the project's scope, a brief
presentation is given about the context and target
group (as seen in figure H1). Then two questions

are presented on how to enable the target group to
feel relief and how to personalize the passenger’s
experience. These questions are more generative and
open, so that the participants can come up with more
innovative ideas.

In developing ideas, the eight students are divided into
two groups. With each question, participants are given
a couple of minutes to work together. Figure H2 shows
the groups conversing, drawing, and writing down
their ideas. The groups then present their collective
thoughts and concepts. Figure H3 is a group’s various
perspectives and ideas.

IDEAS GENERATED

The many ideas and concepts from the workshop

are reviewed and placed in an architectural diagram,
refer to figure H4. Ideas range from features for the
OBP and overarching personalization concepts for the
system. The features that are thought of include topics,
such as inflight meals, destination transportation, local
events of the destination, and connecting to other
passengers. An example about the inflight meals is for
passengers to be asked about their last experience.
Through this passengers can give feedback on what

they like, in which the airline can make improvements
on their preferences. Another interesting idea that

the live flight map can offer passengers suggestions
and is able to change the suggestions every month.
For transfer time at the airport, an appealing idea is
for passengers to receive a qgift or lunch box, so that
their hunger is already taken care of. In the destination
information, the participants emphasized the likings
of receiving information on local stories and events,
which are told by previous travelers or local natives.
Also, a recurring subject is the ability to connect to
other passengers, such as through a forum, about
travel plans and means of transportation.

In discussing personalization, two concepts came
about due to the theme of a travel assistant. One is
to have customizable capabilities, where passengers
can choose their preferences, what they like and
dislike. This may enable the passenger to build up
trust of the system, since they know that the system
will recognize their choices and provide similar,
personal recommendations. Another concept is to
ask questions to passengers. A simple question, such
as What can | do for you?, can set a foundation in the
first level of personalization and serve in testing how to
approach personalization.

All these ideas are taken into consideration in the
ideation phase.
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FigureHl Presenting
scope of the project

Figure H2 Participants
ideating
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Figure H4 Diagram of ideation workshop ideas
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| SYSTEM CONCEPTS

|.1 SYSTEM 1 CUSTOMIZABLE

The Customizable system is inspired by applications,
such as Pinterest, Netflix, and Flipboard, where users
are able to choose favorable content. As seen in the
diagram below, figure |1, the passenger can choose
desired topics and features throughout touchpoints in
the travel journey. In return, the system continuously
learns about the passenger and outputs personal
recommendations. Figure 12 shows a storyboard

of a business flyer from the search process to the
destination.

SEARCHING BOOKING PREP TRANSPORT AIRPORT FLIGHT AIRPORT TRANSPORT/STAY
EN D = FORYOU | WHAT ARE YOUR INTERESTS? e FORYOU | SOHEDULE | INTERESTS? FORYOU |  SOHETULE | INTERESTS?
- 4 D D NOTIFICATION - — NOTIFCATION
FORYCU | WHAT ARE YOURNTERESTS? % % I — e — I | | | | l l ’ - | B
| | — 1
N S— D E‘J e | b :
—— 1 — —
o [¢] [¢] O
BACK
FEATURES CHOSEN BUINESSA BUIINESSA BUSINESSA BUSINESSA
E N D [ I E— r susw;s;\s Buguje;gas eusmzsms |
— FEATURES CHOSE + NEEDSOF + NEEDSOF NEEDSOF
+ sC— 11— FEATURES CHOSEN BUSINESSA5m BUSINESS ASm BUSINESS A5m BUSINESS ABm9 BUSINESS A5mO
PG RO P I:l_—_l ) — — — mm;;mm mﬂgw@ —_— —_—
TYPE:BUSNESS A s ns EUSWE;ASM ¢ ::: 9 |:|:|:'
BUSINESSASm9 BUSINESS ASm9

Figure I1 Diagram of concept 1: Customizable




1 CUSTOMIZABLE - STORYBOARD

IKEVIN « male, 30-35
ﬁ « business frequent flyer: 1/month or 1/every other month for long-haul
D « Flying Blue: Gold

19“

» works as mid-mananger in Renewabel Energy sector
» dislikes travel journey
» loves to explore new places

BOOKING
m [Eum KM
[For VDU/MRrAREquJmExEs% FOR 104 /S GHEDULE [ WiFI] MEALS ]~ / KM [SHEMULE |
[CEATs ] J‘W’d

A/
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Outrbuing -
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==/
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When searching for flights, Kevin goes
to the KLM site. He first logs-in. He
notices that the site greets him and
has personal content for him.

He books his flights from AMS to KUL
and back.

After booking, he sees a pages that
asks him about his interests. He
chooses topics: schedule, wifi, and
meals.

PREP

The page then highlights those
chosen topics on the top banner.
Under schedule, he marks when he
wants to get certain notifications in
his travel journey.

TRANSPORT

Also, he decides to not have breakfast,

so he marks x and yes for lunch.

AIRPORT

A
proforan S [VECaiy 7

=]
/ - 7 //f/’ /7

/ NAY EROFILE
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"
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|
|
|
}
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|
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Hi Kevin

S

/ remm,,»é,/dﬁ mr7

For the meals tab, he marks vegan
as his preferrence. Then some vegan
options are shown. He can like w

or save @ the content and see
comments from other travelers.

When he goes to his Flying Blue
profile page, he sees that there's a
"your picks” button, which saved all
the content he liked.

Figure 12 Storyboard of concept 1: Customizable

A day before his flight, he packs and
checks-in using the KLM app. The app
also contains the same personalized
content (it refreshes often).

Since he checked “flight info" under
notifications in the booking process,
he gets a message that his flight is
on time. So he makes his way to the
airport.

After the security check, he goes

to the KLM lounge. The lounge
portal, also, greets him and shows
his personalized content with some
recommendations.
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FLIGHT
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/ Hr Kevin
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When the plane is at 10,000 feet,

a message is sent to him that wifi
connection (since he picked “wifi" as
an interest before).

Then he connects to wifi via the
onboard portal. He notices that the
page has the same personalized
content. With wifi, he quickly gets
some work done.

After working for 1-2 hours, he
decides to take a brief nap to adjust to
the new time zone. Since he already
marked no for breakfast, the flight
attendant will not bother him.

AIRPORT

He then wakes up. He's a bit bored.
He checks the flight schedule on the
onboard portal page via his phone.
He notices that lunch is next.

TRANSPORT/STAY

00

)
] |

Thay

When it's lunchtime, the vegan meal
that he liked before is suggested to
him.

About 2 hours before landing, he is
thinking of the next steps to take in
this journey. He remembers seeing
airport info on the onboard portal

page, so he checks the page and sees

airport map and lugggage info. He
saves @ this info.

After landing, he follows the

directions from the airpot map info

that he saved. (viewable on his KLM
app, under “your picks")

On his way to the hotel, he gets
a personal thank you note and
reminder of his next flight back to
AMS.

Additionally, he sees the live map of
where the plane is currently at. He is
able to see highlighted landmarks and
other KLM destinations.




1.2 SYSTEM 2 ASK QUESTIONS

The Ask questions system is inspired by personalized
subscription models, such as Birchbox and HelloFresh.
Here users answer a set of questions at the beginning
to receive tailored products and services. Refer

to figure 13 for the diagram of this system. The
passenger first answers questions before searching

for flights. Then the system outputs notifications and
recommendations during the rest of the travel journey.
The passenger does not have to worry about inputting
additional preferences after the first step. Figure 14
shows this systems’ storyboard of a business flyer from
the search process to the destination.

SEARCHING

BOOKING PREP TRANSPORT AIRPORT FLIGHT AIRPORT TRANSPORT/STAY
E N D % ABOUTYOU NOTIFCATION NOTIFICATION s %ﬂlﬁ NOTIFICATION \OTHCATION
: 'n =ES || = || E2
O O O @]
BACK
E N D WORK T BORED Q0N

ANSWERS
NEEDSOF
ANCALE BUSINESSA

TYPE: BUSINESS A

Figure I3 Diagram of concept 2: Ask questions
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NEEDSOF
BUSINESS A
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¢ MINDSETS - STORYBOARD

IKEVIN e male, 30-35
ﬁ « business frequent flyer: 1/month or 1/every other month for long-haul
D « Flying Blue: Gold

'e“

works as mid-mananger in Renewabel Energy sector
dislikes travel journey
loves to explore new places

BOOKING

/M—ﬂ;//

Outbound
AMS-KUL
AMS
[Boavy’m")
kul

When searching for flights, Kevin goes
to the KLM site. He first logs-in. Then
a pop-up window appears: Tell us
about you.. It asks 3 questions.

For purpose, he marks both as he
has a weekend leisure trip after the
business trip. Under concerns, he
marks: knowing schedule, having wifi,
and choosing meals.

PREP

He proceeds to search flights.
While choosing flights, he is glad to
see wifi availability.

TRANSPORT

After booking, he is shown the
outbound flight schedule options. He
chooses for A, which shows meals
first and no disturbances for the rest
of the flight.

AIRPORT

Then, he chooses vegan for meal
preferrence. Also, he gets to choose
his food and drink preferrences. (The
system remembers what he chooses.)

/ Mme
’ KEVIN o
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”
v<—
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Hi kel

B | [50
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While checking his profile page, he
notices that his preferrences are
saved.

A day before his flight, he packs and
checks-in using the KLM app. He gets
a reminder message of his flight info.

Figure 14 Storyboard of concept 2: Ask questions

A couple of hours before his flight,
he gets a notification that his flight is
on time. So he makes his way to the
airport.

After the security check, he goes to
the KLM lounge. He gets notice about
how much time he has and when to
go to the gate.

Also on the lounge portal, he sees
recommendations on services that
hey may be interested in.
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Since the system knows that he will
work first, the onboard portal page

encourages him to connect to wifi.
It also shows options for later use in
the flight.

About 1 hour of working, the portal
suggests wine to relax. (the system
knows that he will rest soon.)

Also, the schedule is live; it highlights
the current setting.

AIRPORT

When his meal arrives, the flight
attendant recognizes that he prefers
vegan.

TRANSPORT/STAY

\
Thang oy
g

—t

About 2 hours before landing,

he is thinking of the next steps to
take in this journey. He then gets a
notification about the transportation
options, the airport map, and luggage
info.

After landing, he follows the
directions from the airpot map info.
Also, he gets a message about his
luggage pick-up point.

On his way to the hotel, he gets
a personal thank you note and
reminder of his next flight back to
AMS.

Afterwards, he decides to take a
brief nap to adjust to the new time
zone. Since his schedule involves no
disturbances, the flight attendant will
not bother him.

He then wakes up. He's a bit bored.
He checks the onboard portal

page on his phone. He sees the

live map of where the plane is
currently at. Also, he is able to see
highlighted landmarks and other KLM
destinations.
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JINTERNAL STAKEHOLDERS SYSTEM EVALUATION

For evaluating the two systemes, internal stakeholders

are asked for feedback through one-on-one meetings.

An explanation of how the two systems work is

given initially. Then stakeholders are asked about the
feasibility, viability, desirability. The following are notes
from their feedback:

Wilbert Baan, UX manager

System 1

- Activity of choosing > a bit difficult

- Feasible

- More of an afterthought

- Skeptical > what questions will you ask. But show
recommendations first, then know behavior, and then
give recommendations

System 2

- Do you need to ask questions? Maybe not

- Ask questions near the flight day, example: the meals
the schedule should be shown closer to the flight

- Easier for customers

Both

- It's like Google versus Flipboard. Google shows
recommendations according to behavior. Flipboard
shows recommendations according to choosing. But
both have same results.

- Can ask questions throughout journey

Vahid Babaloo, Digital Experience Manager

System 1

- Means we should have infrastructure between all
touchpoints, but we don't have the infrastructure yet
- Preferred, but not feasible

System 2

- Questions > not good for user experience, can be
too many questions

- Not have questions all in same journey, can split into
multiple segments

- Feasible > in customer profile, can ask all the
questions

Both
- Can combine the 2

Jan Willem, Head of UX strategy and design manager
Systern 1

- In line with the customer

- Not feasible

- We are already doing this

- More screenish

- If you're going to change something, it's a huge
impact

System 2

- It's more a bit of an add-on, feels more personal state
- More feasible

- More easier to fit in for the current environment. So if
you make a booking, the passenger can then tell a bit
about themselves. Can say we can learn from you and
better serve you.

- Feels a bit more modern, like a conversation

- Not really for the customer

- More in the future, driven base, towards voice

Both

- | wouldn't see them separately. They go together.

- Going towards voice and chat

- You can combine the 2, have voice capability, show

Laura Engelshoveand Tanvi Pande, Service Designers
Systern 1

- Feasible for now, but not capable for KLM

- Functional

- More power for customers

- Can inspire choices, such as book new flights
System 2

- More for the future

- In line with KLM projects

- On amount of notifications, customers should
decide

Both

- Combine both > Survey oriented, break questions as

per touchpoint (Figure J)
- Consider enrollment process for new or existing
users

Willem Vreugd, UX interaction designer
System 1

- Feature can evolve in 1 year

- Can update interests

- Learn more about the passenger
System 2

- Easier to implement

- Can control what the customer gets

Figure J Sketch of combining 2 systems
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Figure K1 Preliminary OBP sketch

Upon determining what features to include in the
OBP, several sketches are made, such as in figure K1
This image shows which features can be activated
according to the timeline of the flight. For example,
the wifi and meals features are utilized at the beginning
of the flight. Then the map and connecting flight
functions are prompted during mid flight and last
hours of the flight. This is a good start to what features
to include and when features can appear. However,
there is no substantial theme or defying character
that projects the OBP as an attractive product to be
engaged in.
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Through contemplating how to categorize the features
under more personal relating topics, such as 'your
flight and 'your world', a rough outline is made. See
figure K2. Perhaps the topics can refer to current or
present happenings and next and future events. Or
rather 'your flight' can included everything about

the flight and 'your world’ can include other, exterior
features, such as destination news. When sketching
out wireframes of the 'your flight" and "your world’
topics throughout the flight timeline, the page layout
presents an overall display of everything happening.
See figure K3. Hence 'your flight and "your world’
can be 'your view' into the flight. "Your view' can be
represented as a airplane window as the starter page.
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Another concept that came about when imagining _
the surrounding space of your environment from a top (@ 1 zoo—(
view, in this case the airplane seat is the focus. Perhaps

the seat image can be zoomed in and out into other
parts of the aircraft. Thus the concept can be called, Wy wl
/oom-in, where the starter page is an aircraft. Also, ‘ =
around the passenger's seat can be a display of the
main topics, such as flight schedule, meals, map, and
wifl. The wireframes are seen in figure K4. This concept
presents tangible, spatial interactions matched with
services offered.
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M FINAL OBP CONCEPT EVALUATION

CONCEPT EVALUATION WITH
TARGET GROUP

Figure M presents a concept evaluation guideline for
testing the final prototype.

Target group feedback

Four frequent business flyers have participated in the
final concept evaluation. Notes from their individual
feedback is recorded:

Tester 1: female, age 30-35

- Good info. Basically see all the connecting info, it's
nice to have that

- Meals: Confused, do you buy it?

- Meals are most important to her. She wants to see
more details, like wine info and wine pairings

- Baggage & transport: Distance is good, how long

it will take. Since she always have a problem at one
airport

- Destination: Likes seeing the news

- Preferences questions: Don't mind answering
questions, like the stay preference

- Missing: It would be nice to see all the drinks, the full
range of options on flight

- Connecting flight > always felt doubtful, it helps
remove doubt

- Emotion: Reluctance to buy wifi; Entertainment

> relax, surprised, new movies = happier; Crew >
admiration, like seeing it; All the details. It's a source of
entertainment > Amusement

Tester 2: female, age 30-35

- Cool useful information

- Schedule: really like the schedule a lot, really like this
- Time: Confusing, not give 2 times

- Baggage & transport: 20 minutes from gate is good:

- Preferences questions: Customizable is interesting

- Missing: put immigration information in airport map
as well; Maybe have an option to change meal, if you
change your mind

- Emotion: relax > cause i know my schedule, it helps
you prepare; Confidence > don't have to worry all the
stuff in your head; satisfaction

Tester 3: male, age 25-30

- Tabs: May be don't have too many tabs, classify/
categorize them

- Time: Put another time, how many minutes, time
range, instead of time of day

- food> extra options , extra snacks

- Entertainment: Can't watch anything. He wants to
watch the movie or show on the page

- Map? > rename to “flight status”

- Missing: Online shopping, tax free, Likes more
interactive capability on the map, Other people to
communicate with > can log-in together, like MSN
chat

- Prefer this as an app

- Emotion: Cool and thoughtful. Really being taken-
care of

Tester 4: male, age 25-30

- Well organized and thought out

- Tabs: A lot in the top tabs, too much, too long,
organize it

- Schedule: Helpful, know when to be expected

- Time on schedule: 2 times is confusing, may be keep
it more vague

- Entertainment: Can use phone as remote , integrate
with IFE

- "moving map” or flight map instead of map

- Missing: Chat with other passengers; have an aircraft
layout; Route map, click on different things; Future trips
> find your next trip or new flights; Shopping; no tab
for booking flight; How about champagne, or featured
cocktail of the month

- Connecting flight > great

- Emotion: relief > have expectations in that when or
what



Testing final prototype with target group

Purpose
to gather feedback on how the target group views the Your view OBP

Research question
How does the target group view the Your view OBP?
How would it help them in your travel journey?

Participants
Previous participants from customer research

1 Introduction
Go through entire journey user flow from searching to receiving wifi message during boarding
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Figure M Concept evaluation with target group guideline
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2 Exploring with different scenarios

Image that you are on a long-haul business flight:

A. Beginning: It is at the beginning of the flight, the airplane has reached 10,000 feet and you
need to connect to wifi.

B. Middle: Image that you are in the middle of the flight. You might be trying to sleep or you
don't have much to do.

C. Last: Image that there is 2 hours left in the flight.

3 Overview of OBP

What do you think of this onboard portal?

What do you like about it?

What do you dislike about it?

How would this help you in your travel journey?
What do you think is missing?

4 Emotions experienced

Image that you are traveling to your next long-haul business flight and you have access to an
onboard portal like this one (new OBP), what emotions would you experience?

(Can look at the 25 positive and negative emotions)
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N THE MAKING OF A FILM

For the thesis defense and other presentations, a short
film is made to show the final OBP concept in use.

To prepare for the filming, the following are scenes
are illustrated. Two actors chosen to be in the film;
they represent a business flyer and a male, KLM flight
attendant.

Introducing

YOUR VIEW

Scene: start page

1KEVIN - BUSINESS FLYER

Location: air bridge
Scene: Camera starts with
front view of Kevin, then

camera goes around him

Scene: Kevin walks on air
bridge. At the end of air
bridge is flight attendant, Nik.

2 KEVIN BOARDS PLANE & GET
WIFI NOTIFICATION

Location: in aircraft, business
seat

Scene: Kevin walks to his
seat. Nik helps him with his

luggage

Scene: Kevin sits down. He is
content (smile).

Scene: Kevin gets a wifi
notification. He looks at his
phone.

3 FIRST ONBOARD PORTAL
INTERACTION

Scene: Kevin scrolls through
main page ‘Your flight” the
tabs on top, schedule, &
‘what's next’

4 CONNECTS TO WIFI & WORKS

Scene: Kevin clicks on the wifi
button. Scrolls through the
wifi page and click on a wifi
package.

Scene: Camera zooms out to
whole body. Kevin is happy to
start his work. (with laptop)

Scene: Kevin touches his
stomach (he is hungry).

Scene: He looks at the portal.
Goes to the meal page, clicks
on vegan dinner image and

reads about his vegan dinner.

Scene: He goes back to the
meal page, clicks on the red
wine. He orders the red wine.



Scene: The flight attendant,
Nik brings him a glass of the
red wine.

6 MID FLIGHT - SLEEP

Scene: He is sleeping. He gets
cold and grabs his phone to
message the attendant. He
goes to the crew page and
messages Nik (Hi, I'm cold.
Can | get a blanket?)

Scene: Nik comes to bring
him a blanket.

7 CHECKS CURRENT FLIGHT
STATUS

Scene: Kevin wakes up
because he can't sleep. He
checks the live map and
landmarks.

8 CHECKS FUN PAGES

Scene: He checks the
entertainment pages. Clicks
‘Sports’ as his preference.

9 LAST 2 HOURS OF FLIGHT

Scene: He looks at the time
on the phone. Checks the
connecting flight info and the
airport pages.

10 TRANSIT

Location: air bridge
Scene: Kevin leaves the air
bridge

Scene: Kevin grabs a coffee,
based on the SIN airport
food map.

11 BOARDS 2ND FLIGHT

Location: air bridge
Scene: He walks on the air
bridge to 2nd flight

12 AT END OF 2ND FLIGHT

Location: in aircraft, in seat
Scene: Kevin looks at time
and notices that it is almost
landing time.

YOUR VIEW

Be Connected.

13 DESTINATION PAGE

Scene: He also checks the
destination page. Reads
about the place to visit.

14 SAVES TRANSPORT PAGE

Scene: He looks at the
‘baagage & transport’ pages.
He saves the transport to his
phone.

15 AFTER FLIGHT

Location: KUL airport

Scene: He walks through the
airport. He looks at his phone
for the transport location.

Location: outside airport
Scene: He smiles with
satisfaction and walks
towards his taxi. Camera blurs
out.

14 END

Scene: Last scene
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