PERSONALISATION AND
THE REGIONAL TRAVELLER




METHODOLOGY

How does personalisation impact the traveller's journey?

FINDINGS: The research provided data on how consumers in each region make decisions and shop
for travel services, in particular, for air ancillaries, in order to understand how personalisation
impacts the traveler consumer journey.
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WHAT IS PERSONALISATION

We asked people what the term ‘personalisation” meant to them. People from
around the world stated that personalisation is a combination of a number of
factors. It's clear that personalisation encapsulates all of the below.
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PERSONALISATION OF A TRIP

For a large majority of travellers, ancillaries play a key role in personalisation. Eighty percent
of travellers currently purchase extras when flying — and an overwhelming majority want to
be able to choose the add-ons extras that have value to them as an individual. Travellers no

longer want a standard deal.
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Most popular

PERSONALISATION OF A TRIP

Travellers ranked ancillaries in order of which ones they thought would most help them to
have a personalised flight:
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GLOBAL SPENDING ON PERSONALISATION

For their last trip, travellers spent $62 on ancillaries to personalise their flight. However when asked how
much they would be willing to spend to have a truly personalised flight, travellers stated that they would

spend an average of $98 on the right extras. This represents a huge retail opportunity for airlines.

Current spend per
head

$62 $98
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SPENDING BY REGION

There are significant differences between regions in terms of current spend and willingness
to spend on air ancillaries:

CURRENT SPEND WILLING TO SPEND
Africa S95 Africa S144
APAC S63 LATAM S114
Middle East S58 Middle East S91
Europe $55 N. America $88
LATAM S55 Europe $82

N. America S44 APAC S76



PERSONALISATION AND PRIVACY

Respondents globally were divided on willingness to share basic information about themselves
in return for personalised offerings. Asian travellers are most willing to share information,
whilst Middle Eastern travellers are least willing. Airlines need to show people the value of
sharing their information, providing powerful incentives and personalised services.

MOST WILLING
APAC 64%
Africa 48%
LATAM 48%

LEAST WILLING
Middle East 44%
Europe 44%

North America 46%



INTERACTION WITH TRAVELLERS

The travel industry needs to consider how to interact with its travellers throughout their
journeys; while booking using technology is universally preferred, human interaction still
plays a significant role for many. Both airlines and agents can become experts and advisors
to their travellers, adding value to the travel experience.
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