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KEEPING FREQUENT FLIERS
The problem of the development of new methods for demand stimulation in passenger air transportation by creating programmes for frequent flying passengers is searched. Analysis of FFP programmes development in leading airlines of the world was made. Proposals of development and performance FFP progpammes in airlines of Ukraine and structure of their usage are defined.
Airline loyalty programmes have boomed over the past decade. Global Flight Management now holds a database of 120 airlines, which operate their own loyalty schemes. There are at least another 100 airlines which have no scheme of there own but have forged FFP links with one or more operators, typically signing with at least one major airline partner. Such cross-participations takes the number of FFP links past 700. Success in building a Frequent Flier Programme (FFP) appears to be more of an art then a science. Perhaps it is time for a more systematic approach to building and maintaining FFP. The loyalty programme has come of age as a centerpiece of airline marketing strategy.

Not all are winners, which begs the question: what makes some loyalty programmes more successful then others?  Although no two schemes are ever quite alike, Global Flight Management’s experience suggests there are fundamental rules, which govern the development of a FFP. They hinge on getting the airline’s aims and structure laid down from the start. 

The starting point is what you hope the programme will achieve. The obvious answer is to increase seat sales – either by generating repeat business among loyal customers, or, if the programme is powerful enough, to attract new passengers. But there are other significant aims to worth pursuing. One benefit stems from having the ability to communicate with customers, using the FFP database as a source of marketing information. Another is to develop an additional source of revenue through the trade of FFP points to associated partners.

Next come the issues about who to target and how. Will the scheme target only frequent high-yield travelers and, if so, how they are defined? Should occasional leisure travelers be included? In which markets should the product be positioned? How it will behave in relation to alliance partners? How does the FFP fit into your overall sales and marketing strategy? These questions need to be asked regularly so the programme can adapt to constantly changing market conditions. Nothing kills frequent flier success like a static programme and such redevelopment is at least as important as the initial design. 

The temptation may be to design a programme around the market sectors, but keep in mind that customers act globally. Another challenge is to win internal support for the FFP. Every department needs to recognize the FFP as a key marketing tool. Experience suggests that at least 80% of all programmes lack level of internal priority.

The first question that any customer is likely to ask about an FFP structure is how long it will take to win an award flight. The differences between programmes are tremendous.

One example is bonuses applied to travel in business class cabins, compared with economy. They range from no bonus on Midwest Express (which only operates business class) through to significant multiples for many Eastern European carriers. Hungarian’s Malev offers triple points for business travel and Czech flag carrier has a six-fold bonus. Between the extremes there is a wide variation. Carriers in North America, Asia and Australia tend to offer a 25% bonus, but airlines such as Continental or US Airways, which operate a two-class service, to that with 50%. European majors such as Swissair or Air France also work on 50%, but more offer 100%, including KLM, Lufthansa, Virgin Atlantic, SAS, Finnair and Olympic. There is a clear trend to respond to customer expectations, making the programmes more flexible, rather then less. Any attempt to tighten the rules can quickly attract complaints, as well as aggressive marketing attention by competitors.
Summarizing above mentioned some proposals could be given to airlines of Ukraine. Specific of our air transportation market is characterized by high level of risk in financial sphere. There also many problems with the structures of all airlines of Ukraine. FFP programmes should become an integral part of airline strategy. Individual mailings, unique special offers, personalized luggage tags and dedicated telephone numbers are just some measures to make customer feel special. But the customer is hardly attracted by direct mail opportunities or airline revenue targets. His interest is in the awards and service benefits that he can expect to win. A programme structured to meet those expectations will have played an important role in helping to differentiate the airline from the crowd. In some ethnic markets such status can be critical. It is important not to focus narrowly on one particular objective and risk doing damage to the scheme at whole. The most successful FFP’s are those that work across all of their strategic aims. A successful FFP programme must be one that is based on clear strategic goals, and that achieves a balance between them supported by an attractive programme structure benchmarked against best global practice.
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