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AboutAbout 

Created in 2001 by airline industry professionals to serve the growing needs of small to mid-sized airlines, Airsavings is fo-
cused on improving the profitability of these airlines through new and innovative ancillary revenue streams, cost reduction 
and group purchasing strategies. By combining the purchasing volume of participating airlines, Airsavings was the first to 
apply to the airline industry a successful concept already in use in the auto, chemical and hospitality industries.  
 
The founders of Airsavings have a sophisticated and extensive knowledge of the airline industry and the specialized de-
mands of group purchasing and ancillary revenue development, which collectively spans more than 60 years. Operating in 
Europe, Asia and expanding into the US market, Airsavings will play an increasingly significant role in creating and facilitating 
new revenue streams and profits for more and more low-cost carriers. 
 
Airsavings group buying expertise, combined with the knowledge of airline internet booking engines, has uniquely posi-
tioned Airsavings in the area of ancillary revenues - now a vital lifeline for airlines. Airsavings proprietary industry platform 
called AirlinePlus, enables carriers to deliver a multitude of ancillary services found most useful and with the greatest poten-
tial for mass adoption and profitability. 
 
With experience, passion and vision, Airsavings is an indispensable ally in the effort to maximize profits amid bigger competi-
tion, changing business models, draconian cost structures and increasing consumer demands.  Through its ancillary revenue 
development platform and cost reduction group buying strategies, Airsavings is proving to be the complete solution for low 
cost and mid sized airlines. 
 
Other Airsavings brands include; 
 
 EasyAdHoc ς Adhoc flights made easy for flight ops and charter departments 
 
 Airport VIP Lounge - Airsavings offers intermediate-sized carriers independent access in 
 more than 48  European airport lounges  

  

!ƛǊǎŀǾƛƴƎǎΩ !ƴŎƛƭƭŀǊȅ wŜǾŜƴǳŜǎ aƛǎǎƛƻƴ!ƛǊǎŀǾƛƴƎǎΩ !ƴŎƛƭƭŀǊȅ wŜǾŜƴǳŜǎ aƛǎǎƛƻƴ  

¶ We strive to be the industry leader in ancillary revenue creation services 
 
¶ We are committed to developing and implementing comprehensive ancillary services strategies quickly and profitably 

for airlines 
 
¶ We are committed to maximizing our technological expertiseτand to maintaining our Dynamic Packaging Systems - in 

order to deliver the highest quality product to our clients 
 
¶ We are resolved to pursue innovation at every turn, to continuously meld technology, attractive margins, and unique 

services to help our airline clients gain competitive advantage quickly, and with little investment. 



 

Ancillary Revenue solutionssolutions for global carriers                                                                              www.airsavings.net                                                                                                                                 

BUDAPEST, HUNGARY - November 19th, 2008 - Airsavings, the global leader in ancillary revenue development for low-cost and midsized 
airlines including SkyEurope, Atlas-Blue, Clickair, Aer Arann, VLM, Virgin Express, Spanair and Air Europa, has launched  Privilege Outlet, 
ŀƴ ŀƴŎƛƭƭŀǊȅ ǊŜǾŜƴǳŜ ǇƭŀǘŦƻǊƳ ǘƘŀǘ ŎƻƳōƛƴŜǎ ǘƘŜ Ƴƻǎǘ ƛƴƴƻǾŀǘƛǾŜ ŜƭŜƳŜƴǘǎ ƻŦ ǘƘŜ ǊŜǘŀƛƭ ƛƴŘǳǎǘǊȅ ǿƛǘƘ ǘƘŜ ǇƻǿŜǊ ƻŦ ŀƛǊƭƛƴŜǎΩ Ŝxisting 
loyalty programs.   
 
Airsavings will be unveiling the Privilege Outlet, program to the several hundred airline execs in Budapest on November 19th at the 2nd 
annual Ancillary Revenue Airline Conference (ARAC).  The industry-first service aims to create a powerful additional ancillary revenue 
stream for airlines, while revolutionizing traditional frequent flier programs by providing distinctive and exclusive retail opportunities to 
participants.  The program rolled out with great success in Europe during October, and is slated for the US and Canada in early 2009. 

The new revenue creation program incorporates one of the fastest-growing retail trends - private sales - with one of the most consistent-
performing aspects of the airline business- the loyalty program.  The market for private sales in the European retail sector has grown 
ŦǊƻƳ ŀƭƳƻǎǘ ȊŜǊƻ ƛƴ нллр ǘƻ ƳƻǊŜ ǘƘŀƴ ϵрлл Ƴƛƭƭƛƻƴ ƛƴ нллтΦ !ƴŘ ŘŜǎǇƛǘŜ ǘƘŜ ŎǳǊǊŜƴǘ ŜŎƻƴƻƳƛŎ ŎƭƛƳŀǘŜΣ ǘƘƛǎ ƳŀǊƪŜǘ ƛǎ ŜȄǇŜŎǘŜŘ to grow 
ŀƴƻǘƘŜǊ ол҈ ƻǾŜǊ ǘƘŜ ƴŜȄǘ мн ƳƻƴǘƘǎΦ  aŜŀƴǿƘƛƭŜΣ ƭƻȅŀƭǘȅ ǇǊƻƎǊŀƳǎ ƘŀǾŜ ƭƻƴƎ ōŜŜƴ ƛŘŜƴǘƛŦƛŜŘ ŀǎ ƻƴŜ ƻŦ ŀƴȅ ŀƛǊƭƛƴŜΩǎ Ƴƻǎǘ Ǿŀƭǳable 
assets, yet such programs have been both notoriously difficult from a consumer-redemption standpoint and highly underutilized as an 
ancillary revenue generator for airlines.  Privilege Outlet, by providing passengers with an attractive, invitation-based option to purchase 
high-ŜƴŘ ƛƴǘŜǊƴŀǘƛƻƴŀƭ ōǊŀƴŘǎ ŀǘ ǳǇ ǘƻ тл҈ ŘƛǎŎƻǳƴǘ ǘƘǊƻǳƎƘ ǘƘŜ ŀƛǊƭƛƴŜΩǎ ǿŜōǎƛǘŜΣ ŀƴŘ ōȅ ŎƻƳōƛƴƛƴƎ ǘƘƛǎ ǇǳǊŎƘŀǎŜǎ ŦƻǊ ƳƛƭŜ 
accumulation and redemption, has made frequent flier programs relevant, wanted and viable again. As well as allowing the airlines to 
generate more ancillary revenues.    

Airsavings, in developing Privilege Outlet,has adapted the private sale concept to the unique needs of low cost and midsized carriers, to 
ƛƴŎǊŜŀǎŜ ǘƘŜƛǊ ŀƴŎƛƭƭŀǊȅ ǊŜǾŜƴǳŜǎ ŀƴŘ ōƻǘǘƻƳ ƭƛƴŜΦ  .ȅ ƛƴǘŜƎǊŀǘƛƴƎ ǘƘŜ ƻŦŦŜǊǎ ƛƴǘƻ ŀƴ ŀƛǊƭƛƴŜΩǎ ŜȄƛǎǘƛƴƎ ōƻƻƪƛƴƎ ŜƴƎƛƴŜ ŀƴŘ ŀttaŎƘƛƴƎ ΨǇƻƛƴǘǎΩ 
to each purchase or friend recommendation, Privilege Outlet transforms what might be a creative and profitable ancillary revenue into a 
self-reinforcing and sustaining loyalty initiative.  The concept also has the capability of spreading virally and provides added value to the 
end user, and is encouraged by a reward for each new friend introduced.  Additionally, as with other ancillary revenue initiatives, the 
partner airline receives a commission on every purchase made through Privilege Outlet.   

Privilege Outlet,Σ ŀǎ ŀƴ ƛƴǘŜƎǊŀǘŜŘ ǇŀǊǘ ƻŦ !ƛǊǎŀǾƛƴƎǎΩ !ƛǊƭƛƴŜtƭǳǎ tƭŀǘŦƻǊƳΣ ƛǎ ŎƻƴǎƛǎǘŜƴǘ ǿƛǘƘ ǘƘŜ ŎƻƳǇŀƴȅΩǎ ǎǘǊŀǘŜƎȅ ƻŦ ŘŜǾŜƭƻǇƛƴƎ ƴŜȄǘ 
generation e-ŎƻƳƳŜǊŎŜ ŎŀǇŀōƛƭƛǘƛŜǎ ŀƴŘ ƻƴƭƛƴŜ ŀƴŎƛƭƭŀǊȅ ǊŜǾŜƴǳŜ ǎǘǊŜŀƳǎ ŦƻǊ ŀƛǊƭƛƴŜǎΦ  ά¦ƴǘƛƭ ƴƻǿΣ Ƴƻǎǘ ŀƛǊƭƛƴŜǎ ƘŀǾŜ ƻƴƭȅ ƭƻƻƪŜd at the 
big three in ancillaries ς hotels, car hire and insurance.  But Privilege Outlet is going to change that from the big three to the big four.  We 
expect this program to deliver much higher margins than other traditional ancillaries, while also banking on increased brand perception 
ǘƘǊƻǳƎƘ ŀǎǎƻŎƛŀǘƛƻƴ ǿƛǘƘ ǘǊǳǎǘŜŘ ōǊŀƴŘǎΣέ ǎŀȅǎ wŀǇƘŀŜƭ .ŜƧŀǊΣ !ƛǊǎŀǾƛƴƎǎΩ /9h ŀƴŘ ŎƘƛŜŦ ŀǊŎƘƛǘŜŎǘ ƻŦ ǘƘŜ ǇǊƻƎǊŀƳΦ 

In a soft launch carried out in mid-October 2008, more than 40,000 invitations were sent to airline passengers who had expressed 
ƛƴǘŜǊŜǎǘ ƛƴ ǊŜŎŜƛǾƛƴƎ ǎǇŜŎƛŀƭ ƻŦŦŜǊǎΦ  ¢ƘŜ ƛƴƛǘƛŀƭ ǊŜǎǇƻƴǎŜ ƎŜƴŜǊŀǘŜŘ ƴŜŀǊƭȅ пп҈ ƳƻǊŜ ƛƴŎƻƳŜ ǘƘŀƴ ǘƘŜ ŀƛǊƭƛƴŜΩǎ ŀƴŎƛƭƭŀǊȅ ǊŜǾenue staple - 
travel insurance - ǿƻǳƭŘ ƘŀǾŜ ƎŜƴŜǊŀǘŜŘ ŦǊƻƳ ǘƘŜ ǎŀƳŜ ƴǳƳōŜǊ ƻŦ ǇŀǎǎŜƴƎŜǊǎ ǘǊŀƴǎŀŎǘƛƴƎ ŘƛǊŜŎǘƭȅ ƻƴ ŀƴ ŀƛǊƭƛƴŜΩǎ ǿŜōǎƛǘŜΦ   !ƛǊǎŀvings are 
already calling the program an enormous success. 
 
The 2008 Ancillary Revenue Airline Conference takes place at the Corinthia Grand Hotel Royal, from 19th-20th November.  For more 
information about Airsavings at the ARAC, please visit www.airsavings.net, or to request a media kit or schedule an interview with 
Raphael Bejar, please contact media liaison Vanessa Horwell at vanessa@thinkinkpr.com or +1.305.776.8817. Case studies, fact sheets 
and data are available upon request. 

Live at the ARAC 2008: New Ancillary Platform Combines Retail Innovation Live at the ARAC 2008: New Ancillary Platform Combines Retail Innovation 

with Airline Loyalty Programs with Airline Loyalty Programs   
 Airsavings Launches Privilege Outlet, a next generation ancillary revenue solution for airlines, offers 

airlines increased profits and loyalty, and travelers more perks and value  

Media Contact: 
Vanessa Horwell 

ThinkInk for Airsavings 
+1.305.776.8817 

Vanessa@thinkinkpr.com 

http://www.airsavings.net/
http://www.privilegeoutlet.com/
http://www.privilegeoutlet.com/
http://www.privilegeoutlet.com/
http://www.privilegeoutlet.com/
http://www.privilegeoutlet.com/
http://www.airsavings.net/
mailto:vanessa@thinkinkpr.com
mailto:Vanessa@thinkinkpr.com
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Ancillary Revenues 3.0: New Initiative Combines Retail Innovation with Airline SuccessesAncillary Revenues 3.0: New Initiative Combines Retail Innovation with Airline Successes  
!ƛǊǎŀǾƛƴƎǎΩ tǊƛǾƛƭŜƎŜ hǳǘƭŜǘ ƛǎ ƴŜȄǘ ƎŜƴŜǊŀǘƛƻƴ ŀƴŎƛƭƭŀǊȅ ǊŜǾŜƴǳŜ ǎƻƭǳǘƛƻƴ ŦƻǊ ŀƛǊƭƛƴŜǎΣ ƻŦŦŜǊǎ ŀƛǊƭƛƴŜǎ 

increased profits and loyalty, and travelers more perks and value from their miles 

PARIS, FRANCE - October 31, 2008 - Airsavings, the global leader in ancillary revenue development for low cost and midsized airlines, has 
launched a unique and industry-first service that combines the most innovative elements of the retail industry with the power of ŀƛǊƭƛƴŜǎΩ 
existing loyalty programs.  The program, called Privilege Outlet, aims to revolutionize traditional frequent flier programs by providing 
distinctive and exclusive retail opportunities to participants, while creating a powerful additional ancillary revenue stream for airlines.   It 
has rolled out in Europe this week, and is slated for the US and Canada in early 2009. 
 
Privilege Outlet is a standalone website that offers private retail sales to invited guests, primarily selected airline passengers.  Simply, a 
passenger is selected to join an exclusive, invitation-only online sale featuring items by high-profile brands and designers.  The passenger 
ǊŜŎŜƛǾŜǎ ŀƴ ƛƴǾƛǘŀǘƛƻƴ Ǿƛŀ ŜƳŀƛƭΣ ŀƴŘ Ƴǳǎǘ ǊŜƎƛǎǘŜǊ ƻǊ ΨƻǇǘ-ƛƴΩ ǘƻ ǇŀǊǘƛŎƛǇŀǘŜΣ ǇǊƻǾƛŘƛƴƎ ǘƘŜ ŀƛǊƭƛƴŜ ǿƛǘƘ ǾŀƭǳŀōƭŜ ŎǳǎǘƻƳŜǊ ǇǊŜference 
information - a process which has been proven to build trust and further loyalty. For this, the passenger gets exclusive access to their 
favorite brands at prices between 30% and 70% off. 

The program incorporates one of the fastest-growing retail trends- private sales- with one of the most consistent-performing aspects of 
the airline business- the loyalty program.  The market for private sales in the European retail sector has grown from almost zero in 2005 
ǘƻ ƳƻǊŜ ǘƘŀƴ ϵрлл Ƴƛƭƭƛƻƴ ƛƴ нллтΦ !ƴŘ ŘŜǎǇƛǘŜ ǘƘŜ ŎǳǊǊŜƴǘ ŜŎƻƴƻƳƛŎ ŎƭƛƳŀǘŜΣ ǘƘƛǎ ƳŀǊƪŜǘ ƛǎ ŜȄǇŜŎǘŜŘ ǘƻ ƎǊƻǿ ŀƴƻǘƘŜǊ ол҈ ƻǾŜǊ the next 
мн ƳƻƴǘƘǎΦ  aŜŀƴǿƘƛƭŜΣ ƭƻȅŀƭǘȅ ǇǊƻƎǊŀƳǎ ƘŀǾŜ ƭƻƴƎ ōŜŜƴ ƛŘŜƴǘƛŦƛŜŘ ŀǎ ƻƴŜ ƻŦ ŀƴȅ ŀƛǊƭƛƴŜΩǎ Ƴƻǎǘ ǾŀƭǳŀōƭŜ ŀǎǎŜǘǎΣ ȅŜǘ ǎǳŎƘ ǇǊƻƎrams have 
been both notoriously difficult from a consumer-redemption standpoint and highly underutilized as an ancillary revenue generator for 
airlines.  Privilege Outlet, by providing passengers with an attractive, invitation-based option for mile accumulation and redemption, has 
made frequent flier programs relevant, wanted and viable again. 
 
Airsavings, in developing Privilege Outlet, has adapted the private sale concept to the unique needs of low cost and midsized carriers, to 
ƛƴŎǊŜŀǎŜ ǘƘŜƛǊ ŀƴŎƛƭƭŀǊȅ ǊŜǾŜƴǳŜǎ ŀƴŘ ōƻǘǘƻƳ ƭƛƴŜΦ  .ȅ ƛƴǘŜƎǊŀǘƛƴƎ ǘƘŜ ƻŦŦŜǊǎ ƛƴǘƻ ŀƴ ŀƛǊƭƛƴŜΩǎ ŜȄƛǎǘƛƴƎ ōƻƻƪƛƴƎ ŜƴƎƛƴŜ ŀƴŘ ŀttaŎƘƛƴƎ ΨǇƻƛƴǘǎΩ 
to each purchase or friend recommendation, Privilege Outlet transforms what might be a simple incentive into a self-reinforcing loyalty 
initiative.  The concept also has the capability of spreading virally and provides added value to the end user, and is encouraged by a 
reward for each new friend introduced.  Additionally, as with other ancillary revenue initiatives, the partner airline receives a commission 
on every purchase made through Privilege Outlet. 
 
Privilege OutletΣ ŀǎ ŀƴ ƛƴǘŜƎǊŀǘŜŘ ǇŀǊǘ ƻŦ !ƛǊǎŀǾƛƴƎǎΩ !ƛǊƭƛƴŜtƭǳǎ tƭŀǘŦƻǊƳΣ ƛǎ ŎƻƴǎƛǎǘŜƴǘ ǿƛǘƘ ǘƘŜ ŎƻƳǇŀƴȅΩǎ ǎǘǊŀǘŜƎȅ ƻŦ ŘŜǾŜƭƻǇƛƴƎ ƴŜȄǘ 
generation e-ŎƻƳƳŜǊŎŜ ŎŀǇŀōƛƭƛǘƛŜǎ ŀƴŘ ƻƴƭƛƴŜ ŀƴŎƛƭƭŀǊȅ ǊŜǾŜƴǳŜ ǎǘǊŜŀƳǎ ŦƻǊ ŀƛǊƭƛƴŜǎΦ  ά¦ƴǘƛƭ ƴƻǿΣ Ƴƻǎǘ ŀƛǊƭƛƴŜǎ ƘŀǾŜ ƻƴƭȅ ƭƻƻƪŜd at the 
big three in ancillaries ς hotels, car hire and insurance.  But Privilege Outlet is going to change that from the big three to the big four.  We 
expect this program to deliver much higher margins than other traditional ancillaries, while also banking on increased brand perception 
ǘƘǊƻǳƎƘ ŀǎǎƻŎƛŀǘƛƻƴ ǿƛǘƘ ǘǊǳǎǘŜŘ ōǊŀƴŘǎΣέ ǎŀȅǎ wŀǇƘŀŜƭ .ŜƧŀǊΣ !ƛǊǎŀǾƛƴƎǎΩ /9h ŀƴŘ ŎƘƛŜŦ ŀǊŎƘƛǘŜŎǘ ƻŦ ǘƘŜ ǇǊƻƎǊŀƳΦ 
 
A New Look At Ancillary Revenues  
!ƛǊǎŀǾƛƴƎǎ Ƙŀǎ ŘŜǾŜƭƻǇŜŘ ƛǘǎ tǊƛǾƛƭŜƎŜ hǳǘƭŜǘ ŀǎ ŀƴ ƛƴǘŜƎǊŀǘŜŘ ǎƻƭǳǘƛƻƴ ŦŜŜŘƛƴƎ ŘƛǊŜŎǘƭȅ ƛƴǘƻ ǘƘŜ ŀƛǊƭƛƴŜΩǎ ōƻƻƪƛƴƎ ŜƴƎƛƴŜΦ  Through 
Airsavings, airlines can offer more loyalty points to their passengers who choose ancillary services like insurance, hotels and car hire, 
ǿƘƛŎƘ ŀǊŜ ŀƭǊŜŀŘȅ ǇǊƻǾƛŘŜŘ ōȅ !ƛǊǎŀǾƛƴƎǎ ƛƴǘƻ ǘƘŜ ŀƛǊƭƛƴŜΩǎ ōƻƻƪƛƴƎ ŜƴƎƛƴŜΦ  ¢ƘŜ ŀƛǊƭƛƴŜ ƎŜǘǎ ŀ ŎƻƳƳƛǎǎƛƻƴ ŦƻǊ ŜǾŜǊȅ ǎŀƭŜ ƻƴ 
www.privilegeoutelt.com, and has almost immediate access to a dynamic and innovative loyalty program at no cost.  Overall, these key 
drivers are helping to increase the sales of ancillary services, thereby creating more revenues for the airline. 

More Impact, More Loyalty 
For customers already loyal to one airline, the internet-driven shift in recent years toward bargain basement fares meant that airline 
resources were diverted away from establishing and maintaining a loyal base.  With the ancillary revenue opportunities afforded by the 
Privilege Outlet program, a new focus can be made on increasing loyalty despite the majority of independent travelers choosing their 
brand based on price.  Moreover, the exclusive, luxury aspects of the program, exemplified by the impressive roster of designers and 
high-Ǿƛǎƛōƛƭƛǘȅ ōǊŀƴŘǎ ǎƭŀǘŜŘ ǘƻ ǇŀǊǘƛŎƛǇŀǘŜ όDǳŜǎǎΣ [ŀŎƻǎǘŜΣ 5ƛŜǎŜƭΣ [ŜŜ /ƻƻǇŜǊΣ [ŜǾƛΩǎΣ {ǳǇŜǊƎŀΣ ŀƳƻƴƎ ƻǘƘŜǊǎύΣ Ƙŀǎ ǘƘŜ ǇƻǘŜƴǘial to attract 
and open new markets for low cost airlines.  By keeping customers engaged with their favorite airline in this new way, the airliƴŜΩǎ ōǊŀƴŘ 
remains top of mind. 
 

Media Contact: 
Vanessa Horwell 
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Metric This 
In a soft launch carried out in mid-October 2008, more than 40,000 invitations were sent to airline passengers who had expressed 
ƛƴǘŜǊŜǎǘ ƛƴ ǊŜŎŜƛǾƛƴƎ ǎǇŜŎƛŀƭ ƻŦŦŜǊǎΦ  ¢ƘŜ ƛƴƛǘƛŀƭ ǊŜǎǇƻƴǎŜ ƎŜƴŜǊŀǘŜŘ ƴŜŀǊƭȅ пп҈ ƳƻǊŜ ƛƴŎƻƳŜ ǘƘŀƴ ǘƘŜ ŀƛǊƭƛƴŜΩǎ ŀƴŎƛƭƭŀǊȅ ǊŜǾenue staple 
- travel insurance - ǿƻǳƭŘ ƘŀǾŜ ƎŜƴŜǊŀǘŜŘ ŦǊƻƳ ǘƘŜ ǎŀƳŜ ƴǳƳōŜǊ ƻŦ ǇŀǎǎŜƴƎŜǊǎ ǘǊŀƴǎŀŎǘƛƴƎ ŘƛǊŜŎǘƭȅ ƻƴ ŀƴ ŀƛǊƭƛƴŜΩǎ ǿŜōǎƛǘŜΦ 
 
At a time when there is much uncertainty surrounding the airline industry, Privilege Outlet is a huge step  forward in bolstering brand 
loyalty in a market increasing defined by price, and marred by crisis. For airlines, it represents the best option for simultaneously 
increasing passenger perception of the airline brand and the ability to generate revenues outside of their core offering.   For 
consumers, it represents a renewed enthusiasm for interaction with the airline and a new and painless way to obtain true value from 
their loyalty to a single airline brand. 
 
In this way, Privilege Outlet has the potential to revolutionize the airline industry, particularly during this uncertain period of 
weakened demand and rising prices - when loyalty and profits means the most. 
 
CƻǊ ƳƻǊŜ ƛƴŦƻǊƳŀǘƛƻƴ ŀōƻǳǘ !ƛǊǎŀǾƛƴƎǎΩ ƴŜǿ tǊƛǾƛƭŜƎŜ hǳǘƭŜǘ ǇƭŀǘŦƻǊƳΣ ǇƭŜŀǎŜ Ǿƛǎƛǘ www.airsavings.net, or contact Vanessa Horwell at 
vanessa@thinkinkpr.com or +1.305.776.8817. 

PRIVILEGE OUTLET 101 

¶Privilege Outlet is a next-generation revenue driver 
and loyalty program for airlines. 
 

¶Privilege Outlet is an exclusive, invitation- only website 
that offers limited-time sales events to loyal passengers. 
 

¶Through www.privilegeoutlet.com , airline passengers 
have access to famous name brands at a fraction of 
their retail price - prices are anywhere from 30% to 70% 
below retail. 
 

¶Each purchase made on www.privilegeoutlet.com 
ŎǊŜŀǘŜǎ ƭƻȅŀƭǘȅ Ǉƻƛƴǘǎ ǘƻ ǎǇŜƴŘ ƻƴ ŀ ǇŀǎǎŜƴƎŜǊΩǎ 
preferred airline; these care redeemable against free 
airline tickets, with no blackout dates 

¶Passengers have the opportunity to sponsor friends to 
participate in sales, earning an additional reward of 
10Eur per sponsored friend 

¶Privilege Outlet has been created to help airlines 
create more revenues, but not from fees or surcharges. 

¶Privilege Outlet launches in Europe in Oct 2008, and in 
Canada and the USA, in early 2009. 

Source:  www.privilegeout.com 

http://www.airsavings.net
mailto:vanessa@thinkinkpr.com
http://www.privilegeoutlet.com
http://www.privilegeoutlet.com
http://www.privilegeout.com
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Ingresos adicionales en 2009: El nuevo programa de líneas aéreas de Airsavings aumenta sus Ingresos adicionales en 2009: El nuevo programa de líneas aéreas de Airsavings aumenta sus 

beneficiosbeneficios  
 Ingresos adicionales en 2009: El nuevo programa para compañías  aéreas de Airsavings aumenta sus beneficios y 

ofrece a los viajeros un valor añadido de sus millas de vuelo 

PARÍS, Noviembre 10, 2008 -  !ƛǊǎŀǾƛƴƎǎΣ ƭƝŘŜǊ ƳǳƴŘƛŀƭ Ŝƴ Ŝƭ ŘŜǎŀǊǊƻƭƭƻ ŘŜ ƛƴƎǊŜǎƻǎ ŀŘƛŎƛƻƴŀƭŜǎ ǇŀǊŀ ŎƻƳǇŀƷƝŀǎ ŀŞǊŜŀǎ ŘŜ ōŀƧƻ ŎƻǎǘŜΣ Ƙŀ 
lanzado una innovadora plataforma de ingresos adicionales denominada Privilege Outlet. Este, el primer programa de la industria atrae a 
los pasajeros a través de ventas online sólo por invitación, proponiendo descuentos de entre un 30% y un 70%   en primeras marcas  de 
diseño (Guess, Lacoste, Diesel etc.) . Privilege Outlet, que proporciona a los pasajeros una opción atractiva basada en las invitaciones, 
ofrece en paralelo la posibilidad para el pasajero de acumular y obtener millas. Estas ventas privadas proporcionan  un flujo de ingresos 
adicionales potente para las compañías aéreas. Este flujo se ve mejorado con la creación de un programa de idealización que le permite 
así, a las compañías aéreas de vender mas billetes, sin tener que financiar dicho programa de fidelizacion.  
 
Este nuevo servicio de ingresos adicionales  adapta el interés creciente por las ventas privadas, a  las necesidades, cada vez más 
crecientes de la compañías aéreas en ingresos adicionales. Desde el año 2005, las ventas privadas en Europa han crecido, pasando de 
cero a 500 millones de euros en2007, con un crecimiento esperado de otro 30% en los próximos 12 meses. El nuevo programa de 
Airsavings está destinado a revolucionar los programas de viajero frecuentes tradicionales al proporcionar oportunidades unicas  y 
exclusivas para los participantes, además de proporcionar a las líneas aéreas información valiosa sobre la preferencia de los clientes ς un 
proceso que ha demostrado sumamente eficaz para conseguir la confianza y mejorar la fidelidad. 
 
Privilege Outlet es parte del objetivo de Airsavings de proporcionar soluciones de comercio electrónico de próxima generación y 
soluciones de ingresos adicionales online para las líneas aéreas. "Hasta ahora, la mayor parte de las compañías aéreas sólo se fijaban en 
las tres fuentes principales de ingresos, hoteles, alquiler de automóviles y seguros. Pero Privilege Outlet conseguirá cambiar esta 
tendencia convirtiéndose en la cuarta fuente de ingresos adicionales. Este programa proporciona márgenes muy superiores que el resto 
de complementos tradicionales, mientras se capitaliza la percepción de marca de la compañía aérea a través de la asociación con marcas 
de confianza", comentó Raphael Bejar, Consejero Delegado de Airsavings. 
 
5ǳǊŀƴǘŜ Ŝƭ ƭŀƴȊŀƳƛŜƴǘƻ ŘŜ ǇǊǳŜōŀ όάǎƻŦǘ ƭŀǳƴŎƘέύ ǊŜŀƭƛȊŀŘƻ ŀ ƳŜŘƛŀŘƻǎ ŘŜƭ ǇŀǎŀŘƻ ƳŜǎ ŘŜ ƻŎǘǳōǊŜΣ ǎŜ ŜƴǾƛŀǊƻƴ  Ƴłǎ ŘŜ плΦллл 
invitaciones a los pasajeros de las compañías aéreas que expresaron su interés en recibir la oferta especial. La respuesta inicial ha 
generado cerca de un 44% más de ingresos que el seguro de viajes ς podría haber generado a partir del mismo número de transacciones 
de pasajeros directamente  dentro de la página web de la compañía aérea. 
 
Las compañías aéreas  reciben comisiones en cada venta generada en www.privilegeoutlet.com, y tienen acceso casi inmediato, sin coste 
alguno a un programa de fidelizacion dinámico e innovador. En general, estos elementos diferenciadores ayudan a aumentar las ventas 
de servicios adicionales, creando así, más ingresos para la compañía aérea. 
 
En un momento en el que existe una gran incertidumbre en torno al sector de las compañías aéreas, Privilege Outlet promete mejorar la 
fidelizacion hacia la compañía aérea dentro de un mercado cada vez más definido por el precio. Para las compañías aéreas, Privilege 
Outlet representa la opción más adecuada para la mejora de la percepción de los pasajeros con respecto a la marca y su capacidad de 
generar ingresos fuera de su oferta tradicional. Para los consumidores, Privilege Outlet  representa una fuente de renovado entusiasmo 
con relación a  la interacción con las compañías aéreas  y una nueva forma atractiva de conseguir valor gracias a su fidelidad dentro de la 
marca de  la compañía aérea. 
 
Gracias a ello, Privilege Outlet tiene el potencial de revolucionar del sector de los ingresos adicionales para las compañías aéreas, 
creando valor para estas e impulsando el valor percibido por el pasajero.  
 
Si desea más información sobre Privilege Outlet de Airsavings visite la página web www.airsavings.net o contacte a Yani Villanueva al 
+1.305.749.5342 o Yani@thinkinkpr.com.  
Emisor: Airsavings; www.privilegeoutlet.com 

Media Contact: 
Yani Villanueva 

ThinkInk for Airsavings 
+1.305.749.5342 

Yani@thinkinkpr.com 

http://www.privilegeoutlet.com
http://www.airsavings.net
mailto:Yani@thinkinkpr.com
http://www.privilegeoutlet.com
mailto:Yani@thinkinkpr.com
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SMARTWINGS DOES THE SMART THINGSMARTWINGS DOES THE SMART THING  
Low Cost Carrier Teams up with Insurance Giant AXA Assistance and Airsavings to Deliver New Service Low Cost Carrier Teams up with Insurance Giant AXA Assistance and Airsavings to Deliver New Service 

Offerings Offerings   

PRAGUE, June 11, 2008 ς SmartWings, tǊŀƎǳŜΩǎ ƭƻǿ-cost and central European carrier, has made another smart move 
ǘƘƛǎ ǿŜŜƪΦ  Lƴ ƪŜŜǇƛƴƎ ǿƛǘƘ ƛǘǎ άǎƳŀǊǘέ ǇƘƛƭƻǎƻǇƘȅΣ ǘƘŜ ŎŀǊǊƛŜǊ Ƙŀǎ ǘŜŀƳŜŘ ǳǇ ǿƛǘƘ ƛƴǎǳǊŀƴŎŜ Ǝƛŀƴǘ AXA Assistance and 
Paris-based Airsavings to deliver travel insurance as an ancillary offering.  The no-ŦǊƛƭƭ ŎŀǊǊƛŜǊ ŀŘŘǎ !·!Ωǎ ǘǊŀǾŜƭ 
insurance to its range of ancillaries including VIP Lounge Access, Travel Guides, Wheels, Hotels and Shuttle service. 
 
The new partnership allows SmartWings to integrate AXA trip insurance directly into the online booking path, utilizing 
!ƛǊǎŀǾƛƴƎǎΩ ǇǊƻǇǊƛŜǘŀǊȅ AirlinePlus platform, an ancillary service hub widely regarded for its speed to market and used 
by many European low-cost carriers. Instead of an implementation period of anywhere from 6 to 12 months, Airsavings 
is able to implement new ancillary revenue programs like travel insurance, in as little as 2 weeks. 
 
SmartWings, which flys to 20 destinations in Central and Western Europe, Moscow and most recently Dubai, has been 
working with Airsavings for the past 2 months, to enhance its ancillary revenue streams by offering customers 
ŀŘŘƛǘƛƻƴŀƭ ǎŜǊǾƛŎŜǎ ŀƭƭ Ǿƛŀ ǘƘŜ !ƛǊǎŀǾƛƴƎǎΩ AirlinePlus dynamic packaging platform. 
 
While the established model for trip insurance is often a uniform product, unilateral in its coverage regardless of trip 
ŘǳǊŀǘƛƻƴΣ ƴǳƳōŜǊ ƻŦ ǇŀǎǎŜƴƎŜǊǎΣ ƻǊ ǘƘŜ ǇǊƻȄƛƳƛǘȅ ƻŦ ǘƘŜ ōƻƻƪƛƴƎ ŘŀǘŜ ǘƻ ǘƘŜ ŘŜǇŀǊǘǳǊŜ ŘŀǘŜΣ !ƛǊǎŀǾƛƴƎǎΩ AirlinePlus 
platform takes all of these variables into account, yielding a tailor-made insurance product for each SmartWing 
ǇŀǎǎŜƴƎŜǊ ŀƴŘ ōŀŎƪŜŘ ōȅ !·!Ωǎ ƭŜŀŘƛƴƎ Ǉƻǎƛǘƛƻƴ ƛƴ ǘǊŀǾŜƭ ƛƴǎǳǊŀƴŎŜ ŎƻǾŜǊŀƎŜΦ 
 
¢ƘŜ ǇǊƻŎŜǎǎΣ ƭƛƪŜ ǘƘŜ ǇŀǊǘƴŜǊǎƘƛǇ ƛǘǎŜƭŦΣ ǊŜŦƭŜŎǘǎ !ƛǊǎŀǾƛƴƎǎΩ Ƴǳƭǘƛ-tier philosophy concerning ancillary revenue creation 
ŀƴŘ {ƳŀǊǘ²ƛƴƎǎΩ ŜǘƘƻǎ - offer a wide range of services, increase the volume of services sold, and enhance the margins 
ƻŦ ǘƘƻǎŜ ǎŜǊǾƛŎŜǎΦ ¢ƘŜ ǎŜƎƳŜƴǘŀǘƛƻƴ ƻŦ !·!Ωǎ ƛƴǎǳǊŀƴŎŜ ǇǊƻŘǳŎǘ ƳŀŘŜ ǇƻǎǎƛōƭŜ ōȅ !ƛǊǎŀǾƛƴƎǎΩ ŘȅƴŀƳƛŎ ǇŀŎƪŀƎƛƴƎ ƭŜŀŘǎ 
to both a diversity of product available and a more attractive offering in the eyes of the traveler, increasing the 
probability of purchase.  As trip insurance is generally considered one of the highest-margin/lowest-cost ancillary 
ǎŜǊǾƛŎŜǎ ŎǳǊǊŜƴǘƭȅ ƻŦŦŜǊŜŘΣ ¢ǊƛǇ LƴǎǳǊŀƴŎŜ ƛǎ άǊŜǎǇƻƴǎƛōƭŜέ ŦƻǊ ŀōƻǳǘ пл҈ ƻŦ ǘƘŜ ŀƴŎƛƭƭŀǊȅ ǊŜǾŜƴǳŜǎ ǘƘŀǘ ŀƴ ŀƛǊƭƛƴŜ ŎƻǳƭŘ 
generate on-line, the AXA partnership fulfills the third component of the ancillary revenue ethos as well and most of 
all, the new tri-partnership between Airsavings and AXA Assistance instantly brings quality brand recognition to the 
low-cost carrier, as well as the best conversion rates and the highest margins possible.  
 
ά{ƳŀǊǘǿƛƴƎǎ Ƙŀǎ ŀŘƻǇǘŜŘ ŀ ǎǘǊŀǘŜƎȅ ǘƻ ƛƳǇǊƻǾŜ ǘƘŜ ǉǳŀƭƛǘȅ ŀƴŘ ǾŀǊƛŜǘȅ ƻŦ ǘƘŜ ŀƴŎƛƭƭŀǊȅ ǎŜǊǾƛŎŜǎ ƻŦŦŜǊŜŘ ƻǘ ƻǳǊ 
passengers.  By teaming-ǳǇ ǿƛǘƘ !ƛǊǎŀǾƛƴƎǎΩ 5ȅƴŀƳƛŎ tŀŎƪŀƎƛƴƎ Ƙǳō ά!ƛǊƭƛƴŜtƭǳǎέΣ ǿŜ ŀǊŜ ŀōƭŜ ǘƻ ŎƻƴƴŜŎǘ  ƛƴǎǘŀƴǘƭȅ ǘƻ 
AXA insurance products as well as the different hotels and cars offers from Airsavings. At a time when increased 
ŀƴŎƛƭƭŀǊȅ ǊŜǾŜƴǳŜ ƛǎ ŎǊƛǘƛŎŀƭ ŦƻǊ ƻǳǊ ƛƴŘǳǎǘǊȅΣ L ŀƳ ǇƭŜŀǎŜŘ ǘƻ ƘŀǾŜ ƛƳǇƭŜƳŜƴǘŜŘ ǎǳŎƘ ŀ ǎƻƭǳǘƛƻƴέΣ ǎŀƛŘ {ƳŀǊǘǿƛƴƎǎΩ 
Managing Director, Thomas Steen Joergensen. 
 
CƻǊ ƳƻǊŜ ƛƴŦƻǊƳŀǘƛƻƴ ŀōƻǳǘ {ƳŀǊǘ²ƛƴƎǎΩǎ ƴŜǿ ǘǊŀǾŜƭ ƛƴǎǳǊŀƴŎŜ ƻŦŦŜǊƛƴƎ ǿƛǘƘ !·! ŀƴŘ !ƛǊǎŀǾƛƴƎǎΣ ǇƭŜŀǎŜ Ǿƛǎƛǘ 
www.airsavings.net, or contact Vanessa Horwell at vanessa@thinkinkpr.com or +1.305.776.8817.  

http://www.smartwings.com/
http://www.airsavings.net/
http://www.airsavings.net/
mailto:vanessa@thinkinkpr.com
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AIRSAVINGS PARTNERS WITH AXA ASSISTANCE TO CREATE NEW AIRSAVINGS PARTNERS WITH AXA ASSISTANCE TO CREATE NEW 

REVENUE STREAMS FOR LOW COST CARRIERSREVENUE STREAMS FOR LOW COST CARRIERS  
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Marrakech, Morocco - January 23, 2008--  Moroccan low-cost airline Atlas Blue is the first carrier in Africa and 
second in Europe to offer carbon offsets to air travelers as part of its booking platform. At a time when 
environmental impact of air travel is increasingly important to consumers, Atlas Blue passengers reserving a 
flight on its website www.atlas-blue.com, can now cancel out harmful carbons emitted during their trip by 
contributing to carbon-neutralizing projects around the globe.  The program, powered by Airsavings SA, a 
European supplier of back-end technology and solutions to low-cost carriers, calculates flight emissions based 
on distance traveled, fuel consumed, load, capacity and radiation effect. The program computes a monetary 
contribution based on these coordinates sufficient to neutralize the carbon emitted. Contributions go directly 
to ActionCarbone, a European-sponsored nonprofit organization that funds carbon-offsetting projects like tree 
planting and alternative energy implementation. ActionCarbone (www.actioncarbone.org) is backed by ADEME, 
CǊŀƴŎŜΩǎ ƎƻǾŜǊƴƳŜƴǘ ŀƎŜƴŎȅ ŦƻǊ ŜƴǾƛǊƻƴƳŜƴǘ ŀƴŘ ŜƴŜǊƎȅ ƛǎǎǳŜǎΣ ŀƴŘ ƛǎ ƻǇŜǊŀǘŜŘ ōȅ DƻƻŘtƭŀƴŜǘΣ ŀƴ bDh ǘƘŀǘ 
promotes sustainability and ecological preservation. 

NEWSFLASH NEWSFLASH --  Carbon Offset Program Launches for Air Travelers in Europe Carbon Offset Program Launches for Air Travelers in Europe and Africaand Africa  

http://www.atlas-blue.com
http://www.actioncarbone.org
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The Federal Reserve's $85 billion bridge loan has rescued AIG for now, but questions remain 
over what will become of its travel-related subsidiaries: the travel insurance company Travel 
Guard and the International Lease Finance Corp., one of the world's largest aircraft leasing 
firms. 
 
AIG is expected to sell some of its business operations, but it has not revealed which ones, 
Travel Guard said. 
Industry experts predict that ILFC will be sold -- and will fetch a good price. 
 
"ILFC has a strong list of assets," said Raphael Bejar, CEO of AirSavings.net, which specializes in 
fuel and ancillary purchases for airlines. 
 
That asset base was in no way affected by the mortgage drains that caused the financial crisis 
at AIG, Bejar said. "Those are completely different markets." 
 
Still, the bailout of AIG helped to cement the value of ILFC and its assets, he said. Without the 
financial life preserver, ILFC, Travel Guard and other AIG companies could have been pulled 
down and drowned in AIG's mortgage problems. 
 
The federal loan kept AIG solvent, giving it time to reorganize and sell business units to fund 
repayment. John Noel, CEO of AIG Travel Guard, called the latest news a positive development 
for policyholders and travel agency distributors. Travel Guard has been an AIG unit for two 
years. 
 
Noel promised in a statement last  week that "Travel Guard is strong, and the AIG insurance 
companies that underwrite our policies are strong, with ample resources to pay claims to poli-
cyholders and commissions to our travel partners."  
 
The restructuring of AIG will not affect day-to-day operations at Travel Guard, he said. The 
unit, he added, "continues to be one of many profitable and growing enterprises within AIG's 
insurance operations." 

By Michael Fabey  and Nadine Godwin 

http://www.travelweekly.com/Article.aspx?id=179858&terms=Airsavings 

Future of Travel Guard, ILFC still unknownFuture of Travel Guard, ILFC still unknown  
Monday, September 22, 2008 

http://www.travelweekly.com/Article.aspx?id=179858&terms=Airsavings
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Ancillary Revenue Generation: Here and NowAncillary Revenue Generation: Here and Now  
By Raphael Bejar, CEO, Airsavings SA 
September 2008 

Ancillary revenue generation for airlines seems simple enough a concept.  After all, hotels, retailers and other 
industries routinely generate substantial percentages of revenue from outside of their core product offerings; why 
ŎƻǳƭŘƴΩǘ ŀƛǊƭƛƴŜǎΣ ǿƛǘƘ ƻƴŜ ƻŦ ǘƘŜ ƳƻǊŜ ǇŜǊƛǎƘŀōƭŜ ŎƻǊŜ ǇǊƻŘǳŎǘǎ ƛƴ ǘƘŜ ƳŀǊƪŜǘΣ ŀƭǎƻ ŘŜǾŜƭƻǇ ǘƘƻǎŜ ŀǳȄƛƭƛŀǊȅ ǎǘǊŜŀƳǎΚ 
 
Low cost carriers were pioneers in the area of ancillary revenue generation, taking advantage of this key aspect of the 
airline business model years before their legacy counterparts began to.  LCCs were often more innovative when it came 
to implementing ancillary revenue generation initiatives as well, creating opportunities for additional sales instead of 
charging for existing services or increasing existing fees (though, of course, that was done as well). 
 
But now that legacies have embraced the ancillary revenue phenomenon wholeheartedly, how can LCCs maintain their 
competitive edge in this arena? If legacies have usurped the ancillary advantage once possessed by LCCs, how will they 
then differentiate themselves in a newly crowded field? 
 
Low cost carriers can achieve this by focusing on three areas of ancillary revenue development where they are best 
positioned to compete with legacy carriers; 

 
First, LCCs must continue to evolve toward an ecommerce model at a faster rate than their legacy competitors. 
 
Second, LCCs must continue to leverage the flexibility of their business model to remain at the forefront of 

 ancillary revenue innovation, and continue to lead the industry toward new products and services. 
 
And last, but perhaps most importantly, LCCs can make the next great leap forward in ancillary revenue 

 generation by reimagining one of the more successful legacy-initiated concepts of the last three decades: the 
 loyalty program. 
 
By excelling in these three areas - ecommerce, innovation, and loyalty - LCCs can beat back the legacy intrusion into the 
ancillary revenue arena and maintain their competitive edge. 
 

Leading Edge Again 
LCCs as a group were early to recognize the power of the internet to facilitate ancillary revenue generation.  Just look 
at LCC pioneer Ryanair as it included the two most popular ancillary offerings - hotel booking and car hire- when it first 
launched its website in 2000¹. Other low cost airlines soon followed suit.   Almost a decade one, the role of the 
individual airline website has increased exponentially for LCCs, becoming the engine of ancillary revenue growth and 
the launching pad for nearly every new initiative implemented by LCCs.  As (increasingly) the only portal through which 
the customer has contact with an airline before actually boarding the airplane, the typical LCC website must focus on 
ōƻǘƘ ƳŜŜǘƛƴƎ ǇŀǎǎŜƴƎŜǊǎΩ ŜȄǇŜŎǘŀǘƛƻƴǎ ŀƴŘ ŜȄǘǊŀŎǘƛƴƎ ŀǎ ƳǳŎƘ ǊŜǾŜƴǳŜ ŦǊƻƳ ǘƘŀǘ ŜƴŎƻǳƴǘŜǊ ŀǎ ǇƻǎǎƛōƭŜΦ   
 
Fortunately, these are not mutually exclusive concepts, as the success of enterprises like Amazon.com demonstrates.  
LCCs will do well to incorporate some basic ecommerce tactics into their overall web strategies, primarily the effective 
tracking and management of customer data and the automatic presentation of additional high-adoption-potential 
offerings.  This technology is already available; it has just needs to be taken up by the industry.  And if the LCC sector 
can beat the legacies to the ecommerce model, it can and will maintain its ancillary revenue edge. 
 
 

Media Contact: 
Vanessa Horwell 

ThinkInk for Airsavings 
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Vanessa@thinkinkpr.com 
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The Ancillary Revenue Generation: A New Era 
LŦ ƛǘ ǎŜŜƳǎ ƭƛƪŜ ƭŜƎŀŎȅ ŀƛǊƭƛƴŜǎ ƘŀǾŜ ǎǘǳƳōƭŜŘ ƛƴǘƻ ǘƘŜ ŀƴŎƛƭƭŀǊȅ ŜǊŀΣ ƛǘΩǎ ǇǊƻōŀōƭȅ ōŜŎŀǳǎŜ ǘƘŜȅ ƘŀǾŜΦ  ²ƘƛƭŜ ƛǘ ƳŀƪŜǎ 
logical sense in a time of record fuel prices to effectively tax excess flight weight, thereby encouraging less fuel usage 
while simultaneously generating revenue (i.e., the checked baggage fees now imposed by many legacy lines), consumer 
and media backlash was strong against it.  American Airlines began offering passengers the ability to choose their own 
seats, only to turn around a couple of years later and charge them for the privilege.  While both of these examples had 
been implemented by LCCs long before the legacies adopted them (Spirit Airlines began charging a fee for the first 
checked bag in 2007², nearly a year before American³ become the first legacy to do so), the LCCs experienced far less 
consumer anger.  In part, this is because many LCCs had the advantage of starting without frills, whereas legacies had 
to fight a heritage of bundled luxuries.  And LCCs, with mostly point-to-point and regional service and operating models 
that preclude large advertising and marketing budgets, are often farther outside the public eye than their legacy 
counterparts. 
 
.ǳǘ [//ǎ ƘŀǾŜ ŀƭǎƻ ŎƻƴǎƛǎǘŜƴǘƭȅ ōŜŜƴ ƳƻǊŜ ƛƴƴƻǾŀǘƛǾŜ ǿƛǘƘ ǘƘŜƛǊ ŀƴŎƛƭƭŀǊȅ ƻŦŦŜǊƛƴƎǎΣ ŀ ǘǊŜƴŘ ǘƘŀǘ ƳŀƪŜǎ ǘƘŜƛǊ Ψƴƻ-ŦǊƛƭƭǎΩ 
baseline a lot more palatable to consumers.  With this, LCCs have created the perception of a customizable flight 
experience, rather than a slow degradation of a familiarly-packaged item.  The myriad and inventive booking path 
options (including single-use lounge passes, online gaming, carbon offsets, and seat spacing upgrades) have facilitated 
this perception, as have new in-cabin options coming online (like in-flight internet service Gogo, which is already in use 
by American and coming soon to Virgin America).  LCCs need to maintain their edge in new product innovation if they 
are to compete with the majors for ancillary revenue market share. 
 

A New Take on a Tried-n-Tested Concept 
Perhaps the newest take on an old standby is the substantial revamping of tired frequent flier programs.  Probably the 
ŦƛǊǎǘ ΨŀƴŎƛƭƭŀǊȅΩ ǊŜǾŜƴǳŜΣ ŦǊŜǉǳŜƴǘ ŦƭƛŜǊ ǇǊƻƎǊŀƳǎ ōŜƎŀƴ ƛƴ мфум ǿƛǘƘ !ƳŜǊƛŎŀƴΩǎ !!ŘǾŀƴǘŀƎŜ ŀƴŘ ¦ƴƛǘŜŘΩǎ aƛƭŜŀƎŜ tƭǳǎщΣ 
and have been bright spots for legacy operations ever since.  However, issues with mile redemption and perceived 
value have dogged the lucrative assets in recent years. 
 
Loyalty initiatives, particularly frequent flier programs, should be linked to ancillary services, either by promotion or by 
direct sale.  This allows for the effective retention of ancillary-purchasing customers to the booking platform.  It also 
serves as an outlet for miles, points or other promotionals that have fallen on disfavor due to lack of redeemability.  In 
fact, frequent flier programs are ideal ancillary opportunities, provided they are framed effectively to participants. 
66% of airlines believe frequent flier programs generate significant ancillary revenue, with 65% of that revenue, on 
average, being derived from the sale of loyalty units (miles, etc.) to 3rd party credit cards. 
 
If LCCs can capitalize on this burgeoning phenomenon, they can lay claim to the first (and last) authentic legacy-
initiated ancillary. 
 
With these three strategies firmly in mind, LCCs can continue to compete effectively in a difficult operating 
environment. Already in a good position from an expense standpoint (low cost, after all, being their defining 
ŎƘŀǊŀŎǘŜǊƛǎǘƛŎύΣ ǘƘŜ ǎŜŎǘƻǊΩǎ ŎƻƴǘƛƴǳŜŘ ƭŜŀŘŜǊǎƘƛǇ ƛƴ ǘƘŜ ŀǊŜŀ ƻŦ ŀƴŎƛƭƭŀǊȅ ǊŜǾŜƴǳŜ ƎŜƴŜǊŀǘƛƻƴ ǎƘƻǳƭŘ ƘŜƭǇ [//ǎ ǘƻ ǘƘǊƛǾŜΣ 
even perhaps grab some market share from the lumbering legacies. 
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BiosBios  

Raphael Bejar, CEORaphael Bejar, CEO  
 
Raphael Bejar spent 15 years in the airline industry studying finance and purchasing methodology before 
creating Airsavings in 2001.  Having worked previously with Jet Finance, Credit Foncier, and SH&E, he had 
the experience and vision to apply group purchasing business models familiar in other industries to both 
the cost reduction and ancillary services area of airline operations. Through his company, Mr. Bejar has 
created cost saving opportunities for low cost and mid sized airlines, otherwise unattainable except by 
industry giants. Three years ago, Mr. Bejar combined his innovative group buying technique with 
burgeoning web services technology to provide ancillary revenue solutions to those airlines as well. Mr. 
Bejar holds a degree in aeronautical engineering from the ESTACA in Paris and a postgraduate degree in 
Banking and Finance from Paris University.  

Geoffroy de Pennart, Corporate Communications DirectorGeoffroy de Pennart, Corporate Communications Director   
 
Geoffroy de Pennart handles all the documentation, presentation strategy and design for Airsavings.   He 
owned his own advertising and corporate communications agency before founding Airsavings with 
Raphael Bejar, providing a vital understanding of the marketing and distribution systems necessary for 
the effective disbursal of ancillary services.  Through his firm, Mr. de Pennart dealt with high-profile 
clients such as the Louis Vuitton Group and Renault, honing his expertise in the marketing of goods to 
consumers with substantial spending power.  

Gilles Pozniak, Information Technology DirectorGilles Pozniak, Information Technology Director   
 

DƛƭƭŜǎ tƻȊƴƛŀƪ Ƙŀǎ ƳƻǊŜ ǘƘŀƴ нл ȅŜŀǊǎΩ ŜȄǇŜǊƛŜƴŎŜ ŘŜǾŜƭƻǇƛƴƎ ŀƴŘ ƛƳǇƭŜƳŜƴǘƛƴƎ ǘŜŎƘƴƛŎŀƭ ǎǘǊŀǘŜƎƛŜǎ ŦƻǊ 
direct consumer bookings.  The architect of the AirlinePlus platform, Mr. Pozniak is an expert on web 
service and XML functionality, making the sale of ancillary services convenient and simple.  He has 
created e-commerce platforms, content management applications, booking engines and middleware 
solutions for industry leaders including EDF, Société Générale and leading low-cost airlines. Mr. Pozniak 
graduated from the Ecole National Supérieure des Arts et Industries de Strasbourg. 
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