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To define the 360 view of the customer data 
categories, various sources were examined. Figures 
A1-4 showcase the 360 degree customer view from 
IBM, Cloudera, BigR.io, and Vantive Media.

a Consumer data
360 degree view of the 
customer

Figure A1  How to Design Your 
360-Degree Customer View 
(Schaeffer, 2017)

Figure A2  Cloudera’s customer 3600 view on consumer (Raya, 2016)

Figure A5  Enhanced 360 view of the consumer (IBM, n.d.) Figure A4  360 degree view of the problem (IBM, 2014)Figure A3  BigR.io’s 360-degree view (Ho, 2017)
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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 

B competitors

TableB  Competitors

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

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

c Trends

TableC  Trends
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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.

D Inflight customer research
Setting

5 Participants: Business frequent flyers
(those who travel long-haul trips, once every 2-4 months)

P3
Netherlands
Age 41-45

P1
US
Age 41-45

P2
Netherlands
Age 31-35

P4 
Indonesia
Age 25-30

P5
Singapore
Age 31-35

Figure D1  Inflight customer research participants

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-

Method

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.  
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Figure D2  Interview guide

Inflight customer research interview guide
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Figure D3  Inflight journey workbook

Flying Journal

Want to make a difference in your inflight journey? This is your chance 
to help an airline in better understanding your inflight (long-haul)
experience. 

This journal starts off with a set of images and words (examples of 
products/services used inflight, 25 positive emotions, and 36 negative 
emotions.) that may be used in the  2 exercises. The 2 exercises 
involving your inflight journey are: product/service use cases and 
an inflight journey map. Ideally, this journal is recommended to be 
filled out during your long-haul flight. Though other times may be 
more suitable for you. The overall time to complete the journal can 
take 5-10 minutes. 

If you are filling in this journal on your own without the researcher 
closeby, please take pictures of your finished journal and send them 
to the researcher via email: jeannie.wu@klm.com or whatsapp: 
+310682383138.

We appreciate your time and opinions. Thank you in advance and 
enjoy your flight!

Jeannie

Dear Flyers,

Examples of Products/Services used Inflight

Phone Tablet

4 5

Laptop Inflight entertainment screen/
backseat screen

You can use these examples for the 2 exercises. 

Movies

Examples of Products/Services used Inflight

Wifi Web portal onboard

News/media apps Musc Flight guide

To experience an urge to identify with someone’s feeling of misfortune or distress

25 Positive emotions 

To experience a tendency to protect or contribute to the well-being of someone

To experience a tendency to regard someone as worthy, good or valuable

To experience an urge to be affectionate and care for someone

To experience an urge to prize and estimate someone for their worth or achievement

To enjoy a calm state of introspection and thoughtfulness

To experience a sexual appeal or appetite

To experience a strong attraction to enjoy or own something

To experience an urge to idolize, honor, and be devoted to someone

To be carried away by an overwhelming experience of intense joy

To be pleased about (or taking pleasure in) something or some desirable event

To enjoy a playful state of humor or entertainment
6 7

SYMPATHY

KINDNESS 

RESPECT

LOVE   

ADMIRATION   

DREAMINESS   

LUST   

DESIRE

WORSHIP 

EUPHORIA

JOY   

AMUSEMENT 

To eagerly await an anticipated desirable event that is expected to happen

To be pleased by something that happened suddenly, and was unexpected or unusual

To enjoy a high-spirited state of being energized or vitalized

To experience mental or moral strength to persevere and withstand danger or difficulties

To experience an enjoyable sense of self-worth or achievement

To experience mental or moral strength to withstand or cope with the situation

To experience a sudden and overwhelming feeling of creative impulse

To be carried away by something that is experienced as overwhelmingly pleasant

To experience an urge to explore, investigate, or to understand something

To enjoy a calm state of being free from mental or physical tension or concern

To enjoy the recent removal of stress or discomfort

To enjoy the recent fulfillment of a need or desire

ANTICIPATION

SURPRISE 

ENERGETIC

COURAGE    

PRIDE   

CONFIDENCE    

INSPIRATION

ENCHANTMENT

FASCINATION

RELIEF

RELAXATION 

SATISFACTION

To experience the belief that something good or wished for can possible happenHOPE
36 Negative emotions 

8 9

The feeling when someone’s action goes against your moral values. You can’t believe that a 

person could do something like this. You have the urge to speak out about what this person did

The feeling when you are treated unfairly. You got less than you deserve, or someone else 

got more than they deserve.

The feeling when something is happening that bothers you. You have the urge to say or do 

something to change it or make it stop.

The feeling of being unfulfilled when something happens that is different from what you 

expected. You feel that it should be changed to meet your expectations.

The feeling when you want to achieve something, but find your action blocked. Nevertheless, 

you keep trying.

The feeling when you look down on someone. You don’t want to have anything to do 

with a person like this.

The intense feeling when you think about a bad person who is doing very bad things. You 

would want something bad to happen to this person.

The feeling when you encounter something that you don’t want to get into contact with in 

any way (neither see, hear, feel, smell, or taste it), because you expect it is bad for you. You 

want to get it away from you.

The feeling when there is nothing interesting or engaging for you to do.

The feeling when you know that you should do something that you do not feel like doing.

The feeling when you lost something that was important to you. You have the urge to 

withdraw and to seek comfort.

The feeling when you find out that something you had hoped for has not happened.

The feeling when someone did something bad that harmed or offended you. You want to go 

against this person to stop them or prevent them from doing it again.or distress

The feeling when you witness the misfortune or suffering of someone who is worse off than you.

The feeling when you think there is no one who cares about you.

The feeling when someone, who you want to like you, has done something that makes you 

think they don’t like you at all..

The feeling when someone has deliberately done something to put you down or make you look 

bad in the eyes of others. You feel you have no power over the situation.

The feeling when you want something that you cannot have (now). You keep thinking how 

good it would be if you had it. 

ANGER   

INDIGNATION   

RESENTMENT   

ANNOYANCE   

DISSATISFACTION   

FRUSTRATION   

CONTEMPT   

HATE   

DISGUST  

BOREDOM

RELUCTANCE 

SADNESS  

LONGING   

HUMILIATION 

REJECTION

LONELINESS

PITY  

DISAPPOINTMENT

The feeling when you think that a special relationship that you have with someone is threatened 

because a third person is trying to have a similar relationship. You really don’t want that to happen 

and you cannot think of much else.

The feeling when you think you have done harm to someone. You blame yourself and 

cannot stop thinking about this

The feeling when you think that something you didn’t want to happen could have been 

prevented if you had acted differently.

The feeling when you think that other people know something bad about you. What they know is 

true, so you also feel bad about yourself.

The feeling when people suddenly focus unwanted attention on you in a situation that is not in 

your control. You have the urge to get away from the attention.

The feeling when you encounter or think about a thing or person that can harm you. You have 

the urge to avoid or get away from the threat.

The feeling when suddenly something unexpected happens, which could be something bad. 

You have the immediate urge to find out what is going on

The feeling when something happened that could mean something bad will happen to you or 

someone else. You cannot stop thinking about this.

The feeling when you think about bad things that could happen to you. You are on guard, 

because you don’t know what the threat is.

The feeling when you think that someone is not truthful and does not have good intentions. You 

feel the need to be very careful what you do or say to this person.

The feeling when you are uncertain about your ability to do something or to measure up to a 

certain standard. This uncertainty has a negative effect on your self-esteem.

The feeling when you have to do something, but there is more than one course of action to 

choose from. You don’t know which option you should choose.

The feeling when something good has happened to someone else, but not to you. You keep 

wishing that the good thing had happened to you instead.

The feeling when you have to do something, but you think that something might go wrong that 

prevents you from succeeding. You don’t feel in control of the situation.

The intense feeling when something bad is happening to you at this moment. You feel that you  

need help, because you cannot cope.

The feeling when you have lost almost all hope or ability to reach a goal. You will do 

anything to still achieve it.

The feeling when you get information that does not make sense to you, leaving you 

uncertain what to do with it.

The feeling when you realize that something very bad just happened. You didn’t think something 

like this was possible, and you don’t know what to think or do.

ENVY  

JEALOUSY   

GUILT 

REGRET   

SHAME

EMBARRASSMENT 

FEAR   

STARTLE    

WORRY  

ANXIETY

DISTRUST 

INSECURITY 

SHOCK 

CONFUSION

DESPERATION

DISTRESS

NERVOUSNESS  

DOUBT

1. Product  / Service Use
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•	 What is 1 product/service that you use during your long-haul inflight journey and answer 
the following questions

•	 What do you use this product for?

•	 What are 3 positive and/or negative 
emotions you experience in using this 
product /service? (refer to pages 6-10)

Product/
Service A

•	 What is another product/service that you use during your long-haul inflight journey and 
answer the following questions

•	 What kind of functions/features do 
you use from this product/service? 

•	 When do you use it? How often?

•	 What do you use this product for?

•	 What are 3 positive and/or negative 
emotions you experience in using this 
product /service? (refer to pages 6-10)

Product/
Service B

•	 What kind of functions/features do 
you use from this product/service? 

•	 When do you use it? How often?

2. Inflight Journey
•	 Map out your long-haul inflight journey from take-off to landing
•	 Circle products/services you use. (examples can be found on the pages 4-5)
•	 Include emotions you experience (please refer to positive & negative emotions on pages 6-10)
•	 An example of a journey map can be found in the back on page 14

Take-off  
from 
_____

Landing
at 

13

Demograhpics
•	  What is the purpose of your travel?

•	 Where are you flying to & from? or usual flight route?

•	 How often do you fly long-haul flights?

•	 Occupation

•	 Female / Male / Other

•	 Circle age range: 25-30 / 31-35 / 36-40 / 41-45 / > 46

Example Journey Map

Additional comments 

14

Thank You
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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 I still do work in the beginning. 
With my laptop. I will do the work before the movie. 
But I 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 emotions, 
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 I took a long journey, about 15 hours, and 
then I just sleep, and then I 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. I 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. I 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 . I 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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Figure D4  Workbook results exercise 1 - Product/Service use

P1-product/service use P5-product/service use

P2-product/service use
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Figure D5  Workbook results exercise 2 - inflight journey map

P1-inflight journey map

P3-inflight journey map

P5-inflight journey map



17

Take-
off  

LandingWorkmovie 1 movie 2
Eat

Sleep
Eat

boredom

Lonliness
Frustration

sad
guilt

Relaxation

energetic
surprise

Inspiration
energetic

Fear 
Anxiety
worry

relief

Amusement
satisfaction
relaxation

Longing
dissastisfaction

hope
courage

resentment
dissatisfaction

boredom

Worry
fear

anxiety

to
uc

hp
oi

nt
s

Longing
annoyance

satisfaction

Lust
love

relaxation
energetic
euphoria

excited
enchantment

annoyed

lowest 

moment:

ac
ti

vi
ti

es
em

ot
io

ns

LaptopInflight 
entertainment

phone phone

Inflight entertainment Inflight 
entertainment

phone

longing
envy

relief
hopeAmusement

Boredom

boredom
loneliness

frustration
disappointment

Amusement
satisfaction
relaxation

anxiety
loneliness

joy

dissappointment

Energetic

Figure D6  Inflight journey findings



18

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.
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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.

E Travel journey customer research

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.

Context mapping results

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 I 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, I 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 I may board, get the wifi pass for 2 hours, get 
the work I 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 I fly during the day, sometimes you extend 
your day. I try to sleep as little as possible, cause 
then I 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 I won’t work. 
Cause usually by then, I might of been traveling 
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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.

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. 
I 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: 
“I start to feel bored. You’re sitting there and 
it’s only half of the total flight time. I also know 
about all the entertainment they have, so you 
can’t be curious anymore. I 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 I 
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, I 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, it is 
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 
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Travel journey customer research interview guide

Figure E1  Interview guide - travel journey customer research
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P4-context mapping P2-context mapping

Figure E2  Context mapping session - travel journey research, P4 Figure E3  Context mapping session - travel journey research, P2



23

P1-context mapping

Current journey Ideal journey

Figure E4  Context mapping session - travel journey research, P1
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P7-context mapping

Current journey Ideal journey

Figure E5  Context mapping session - travel journey research, P7
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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

F Current OBP testing
Setting

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.

Method

OBP test results

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. I 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… I 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 

Majority of the participants said that they would not 
visit the OBP site more than connecting to wifi. There 
is no prominent incentive for them to stay the portal:
“A lot of info I don’t care about.” 
P11: Male, +30 years, American, OBP test at lounge

“But I will say that usually once I’ve connected to 
wifi, I 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, I would need it to 
have immediately on the top banner something 
worthwhile, like what is on this page that I 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.”
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Figure F  Interview guide - OBP testing

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 I am able to 
somehow save that I 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 I 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 
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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:

G Design directions

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 UI/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 
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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. 

H Ideation Workshop

Figure H1  Presenting 
scope of the project 

Figure H2  Participants 
ideating

Figure H3  A group’s ideas written down

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 

Ideas generated

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 gift 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 I 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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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 I1, 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 I2 shows a storyboard 
of a business flyer from the search process to the 
destination.   

I System Concepts
I.1 System 1 Customizable

front 
end

back 
end

Searching booking Prep Transport Airport flight Airport Transport/stay

Figure I1  Diagram of concept 1: Customizable
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Searching booking

1 customizable  - storyboard

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.  

•	 male, 30-35
•	 business frequent flyer: 1/month or 1/every other month for long-haul
•	 Flying Blue: Gold
•	 works as mid-mananger in Renewabel Energy sector
•	 dislikes travel journey
•	 loves to explore new places

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. 

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.

Also, he decides to not have breakfast, 
so he marks x and yes for lunch.

Prep Transport Airport

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

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.

Figure I2  Storyboard of concept 1: Customizable
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flight

Airport Transport/stay

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. 

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. 

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

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. 
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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 I3 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 I4 
shows this systems’ storyboard of a business flyer from 
the search process to the destination.   

I.2 System 2 Ask Questions

front 
end

back 
end

Searching booking Prep Transport Airport flight Airport Transport/stay

Figure I3  Diagram of concept 2: Ask questions
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2 mindsets  - storyboard

Searching booking

Prep Transport Airport

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. 

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

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.

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

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. 

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. 

•	 male, 30-35
•	 business frequent flyer: 1/month or 1/every other month for long-haul
•	 Flying Blue: Gold
•	 works as mid-mananger in Renewabel Energy sector
•	 dislikes travel journey
•	 loves to explore new places

Figure I4  Storyboard of concept 2: Ask questions
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flight

Airport Transport/stay

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. 

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

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. 

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. 
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For evaluating the two systems, 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

J Internal stakeholders system evaluation
Both
- Can combine the 2

Jan Willem, Head of UX strategy and design manager
System 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
- I 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 
System 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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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. 

K Individual OBP brainstorm session

Figure K1  Preliminary OBP sketch
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Figure K3   Wireframes - concept 1 Your view

Figure K2  Outline of features under topics

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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Figure K4  Wireframes - concept 2 Zoom-in

Another concept that came about when imagining 
the surrounding space of your environment from a top 
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, 
Zoom-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 
wifi. The wireframes are seen in figure K4. This concept 
presents tangible, spatial interactions matched with 
services offered.
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ARCHITECTURE 
of concept 1: 
your view
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profile page
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ARCHITECTURE 
of concept 2: 
Zoom-in
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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: 

M Final OBP concept evaluation
Concept evaluation with 
target group

- 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
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Figure M  Concept evaluation with target group guideline
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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.

N The making of a film

Scene: start page

Your View
Introducing

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.

Location: in aircraft, business 
seat
Scene: Kevin walks to his 
seat. Nik helps him with his 
luggage

2 Kevin boards plane & get 
wifi notification

boarding 
1st flight

wifi 
available

meal 
service

mid 
flight

transit 2nd 
flight

destination2 hrs 
left

1 Kevin - business flyer

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

3 first onboard portal 
interaction 

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

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

boarding 
1st flight

wifi 
available

meal 
service

mid 
flight

transit 2nd 
flight

destination2 hrs 
left

boarding 
1st flight

wifi 
available

meal 
service

mid 
flight

transit 2nd 
flight

destination2 hrs 
left

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

4 connects to wifi & works

boarding 
1st flight

wifi 
available

meal 
service

mid 
flight

transit 2nd 
flight

destination2 hrs 
left

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

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

boarding 
1st flight

wifi 
available

meal 
service

mid 
flight

transit 2nd 
flight

destination2 hrs 
left

boarding 
1st flight

wifi 
available

meal 
service

mid 
flight

transit 2nd 
flight

destination2 hrs 
left

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. 
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Scene: Last scene

14 end

Your View
Be Connected.

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

1st flight
wifi 

available
meal 

service
mid 

flight
transit 2nd 

flight
destination2 hrs 

left

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

15 after flight

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 I get a blanket?)boarding 

1st flight
wifi 

available
meal 

service
mid 

flight
transit 2nd 

flight
2 hrs 
left

Scene: Nik comes to bring 
him a blanket.boarding 

1st flight
wifi 

available
meal 

service
mid 

flight
transit 2nd 

flight
destination2 hrs 

left

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.

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

9 last 2 hours of flight

boarding 
1st flight

wifi 
available

meal 
service

mid 
flight

transit 2nd 
flight

destination2 hrs 
left

boarding 
1st flight

wifi 
available

meal 
service

mid 
flight

transit 2nd 
flight

destination2 hrs 
left

Location: air bridge 
Scene: Kevin leaves the air 
bridge

10 transit

boarding 
1st flight

wifi 
available

meal 
service

mid 
flight

transit 2nd 
flight

destination2 hrs 
left

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

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

11 boards 2nd flight

boarding 
1st flight

wifi 
available

meal 
service

mid 
flight

transit 2nd 
flight

destination2 hrs 
left

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

12 at end of 2nd flight

13 destination page

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

1st flight
wifi 

available
meal 

service
mid 

flight
transit 2nd 

flight
destination2 hrs 

left

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

1st flight
wifi 

available
meal 

service
mid 

flight
transit 2nd 

flight
destination2 hrs 

left

14 saves transport page
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