RELATIONSHIP TIPS
FOR AIRLINES
Boxever polled over 1,000 travellers to gather
insight on the latest expectations of airlines and the results were surprising.
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TRAVELLERS & AIRLINES - A RELATIONSHIP ANALYSIS
1 - HOW THEY WANT TO COMMUNICATE 
WITH YOU
New reports in 2018 have suggested that
onlinecustomer service is still a weak area for
airlines. Despite the buzz around chatbots,
only 11% of respondents use them, while 50%
prefer to reach out via email or phone.
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2 - WHAT THEY EXPECT YOU TO
REMEMBER

58% expect their airline to remember their
seat preferences. 27.5% expect them to
DRINK PREF.
remember if they’re a member of any fastGLOBAL ENTRY INFO track arrival programmes. 17% expect them to
remember specific requirements(for example
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extra space). 14% expect them to remember
their family situation.
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3 - WHEN THEY EXPECT YOU TO RESPOND
62% of respondents expect to hear from their
airline within 30 minutes when a problem suchas
a lost bag occurs. When problems have o
 ccurred,
35% of respondents said they had r eceived support
within 20 minutes. This is setto become the norm
- if leading airlines are delivering rapid response
customer service, soon everyone will have to follow.
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Additionally, younger Millennials and Gen
Z whotravel for business are more likely to
book additional days for leisure, so offering
options to extend theircity stay will be
appreciated.

4 - HOW THEY WANT TO BE REWARDED
35% of loyalty programme members said 
points were the most important reward. Other
important rewards included flight upgrades
(21%), priority check-in and boarding (16%),
and fee waivers (15%).

5 - WHATBREAKS THEIR TRUST

60%

57% would choose not to use an airline in
thefuture because of hidden fees. 44%
would o
 pt for another airline after unexplained
delays - communicating information to
travellers to make sure they feel informed
can help maintain the relationship.
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It’s clear airlines have a balance to strike. First and
foremost, they need to find ways to understand their
customers’ current expectations and quickly translate
these into meaningful experiences. But they also need to
look beyond the horizon and create new expectations for
tomorrow’s customer.
In this environment, it will be the airlines that make the
smartest digital investments that will thrive. Technology
can harness data to identify and understand customers,
unlock trends, and empower an endless range of unique
customer experiences in both the digital and physical
world.
Boxever is on hand to help. We’re a customer intelligence
cloud that unleashes the power of data to drive more
efficient marketing - and make every interaction smarter.
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The airline industry is awash with promises of a

digital revolution. Seamless journeys. Personalized
interactions. Exciting airport and in-flight
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there is still a substantial
disconnect
between
what airlines are delivering
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Boxever polled over 1000 travellers between

the ages of 18 and 65 on their expectations from
airlines, and the results are surprisingly simple.*
Factors like communication, availability and trust
topped the list.
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The fundamentals of any good relationship are
equally true in the world of travel. So airlines, here
are the five biggest expectations your passengers
currently have of you.
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Airlines should consider these four steps as they look to improve customer
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1. IMPROVE YOUR DATA TO GET AHEAD

Data is the way in which you can translate ‘customer
centricity’ efforts into real experiences. Look for ways
to capture the right data. What experience do your
customers want and need? What data do you need
to deliver it? With the right data in place you’ll be ready
to apply AI and analytics to deliver the experiences that
will impress your customers - and get you new ones.

2. START TO REALLY LISTEN TO YOUR
CUSTOMERS

Delivering leading customer experience depends on
really understanding trends and interrogating what
your customer data is telling you about what they want.
Be strategic with your customer data - use it across
your business to define a customer experience strategy.

3. DON’T DISMISS ‘TRADITIONAL’ CHANNELS
They’re still important - the trick is to understand
how best to use them. Invest in exploring what
different passengers want from each channel,
and spend time making sure each fulfils its role.

4. START SMALL WITH PERSONALISATION THEN TEST, LEARN, AND GROW

It’s easy to look at mountains of data and not know
where to start. Start small - pick a couple of use cases
and focus on proving the value to both customers
and the business. Set some metrics that will determine
success, test and don’t be afraid to throw out what
isn’t working for customers.
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*Google Consumer Survey comprised of responses from
1,017 U.S.-based consumers, conducted between March 6
and March 11, 2018.

