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Definition of a High-
Tech Airline
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Physical Touchpoints

»Frictionless — The airline finally had a IT solution where they
could get rid of their outdated processes and practices. The
airline executives loved it as they could avoid delays and
frustrations in delivering that great customer experience. The
ives now had access to intelligent reports and data where







2. Customer lifetime value and improved customer support

. One of the greatest capabilities were that this African airline could now use the insights from
Customer their system to segment customers in new ways and maintain excellent interactions and
\ support relationships. This indeed made the airline executives to understand the customer lifetime value
‘ more deeply and they could now make more strategic marketing plans which increased their
customer centricity.

Previously the airline segmented their customers as FF’s, VIP’s and everyone else. However after
the modern system implementation the executives could process customer data in real time
which enabled them to have smarter, more meaningful segmentations and communications.

h as SMS updates about their flight was loved by their customers a
ith infants to keep them happy while flying!!
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Awareness

Customer
Engagement
Cycle

Satisfaction

Conversion

6. BUILDING ENGAGING EXPERIENCES

The systems enabled this African airline to
understand how to market in the digital world,
how to engage their customers in the exploding
environment of social networks and more
importantly how their customers wanted to
connect with the airline rather than how the
airline wanted their customers to connect with
them. With the agility of the systems the airline
executives could experiment with their ideas
gnd go ahead with what suits the airline the
est.
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- Creating
Offer rd

Optimise the
product
marketing mix,
ancillaries, fare
bundles, etc.

- Digitalizing

SN

Optimise Sales
Channels to
deliver
maximum ROI.

- Servicing
Offer




Revenue
Forecasting

® marketoonist.com

Inventory
Management
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What is hindering high-tech transformation of African Airlines?

m Lack of resources, Staff and knowledge
m Other priorities and lack of time
B Limitations in the current IT systems

Stake Holder support




