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“While airlines have regained their financial footing and
have returned to profitability, the industry is facing a new
set of challenges.”

— Lauren Bonetto, Lifestyles & Leisure Analyst
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Figure 47: Southwest Airlines “Welcome Aboard” Ad, 2013
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Figure 51: Selected American Airlines Twitter mentions, November 2013
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Figure 54: Mentions, by topic of conversation, selected airline brands, July 21, 2013-July 20, 2014
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Those aged 25-44 in “prime air traveling years”
Figure 55: Mode of travel used for domestic trips in previous 12 months, car versus plane, by age, January 2013-March 2014

Travelers average about two airplane trips per year
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Those aged 25-34 most frequent flyers
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Figure 60: Past 12 month airline use, by age, June 2014

Millennial men most likely to fly premium service classes
Figure 61: Past 12 month airline use, by gender and age, June 2014

Air Travel Booking

Key points
Three quarters of passengers book themselves

Figure 62: Airline reservations, June 2014

Personal versus business travel booking
Figure 63: Airline reservations, June 2014

Younger consumers more tech-savvy but may not be booking their own travel
Figure 64: How reservations for most recent flight were made, by generations, June 2014

Women book online while men seek a helping human hand
Figure 65: How reservations for most recent flight were made for personal reasons, by gender, June 2014

Factors Impacting Airline Selection

Key points
Price and schedule are important, but not the only factors considered

Figure 66: Factors impacting airline selection, June 2014

Millennials poised to influence in-flight offerings
Figure 67: Most important factors in airline selection for personal reasons, by age, June 2014

Business takes priority
Figure 68: Most important factors in airline selection for personal reasons, by airline purpose, June 2014

Interest in Loyalty Rewards

Key points
Small perks can go a long way in driving loyalty

Figure 69: Loyalty rewards of greatest interest, June 2014

Men want to feel like VIPs, women want to save money
Figure 70: Loyalty rewards of greatest interest, by gender, June 2014

Personal/business travelers also want to feel like VIPs
Figure 71: Loyalty rewards of greatest interest, by airline purpose, June 2014

Reasons to Avoid an Airline

Key points

Is all fair in airfare advertising?
Figure 72: Reasons to avoid an airline when flying for personal reasons, June 2014

Women more selective than men
Figure 73: Reasons to avoid an airline when flying for personal reasons, by gender, June 2014

Millennials surprisingly more forgiving
Figure 74: Reasons to avoid an airline when flying for personal reasons, by generations, June 2014

Personal travelers keep their mind on their money
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Figure 75: Reasons to avoid an airline when flying for personal reasons, by airline purpose, June 2014

Attitudes Toward Comfort and Safety

Key points

Call me (in flight), maybe?
Figure 76: Attitudes toward in-flight phone conversations, June 2014

Figure 77: Attitudes toward in-flight phone conversations — Any agree, by age, June 2014

A matter of trust
Figure 78: Attitudes toward trust in US airlines over international airlines, June 2014

Disasters abroad less impactful than matters close to home
Figure 79: Attitudes toward airline safety, June 2014

Attitudes Toward Loyalty Programs/Brand Differentiation

Key points

The price, the whole price, and nothing but the price (+ fees and taxes)
Figure 80: Attitudes toward online ticket price display, June 2014

Figure 81: Attitudes toward online ticket price display — Any agree, by gender, age, and household income, June 2014

Loyalty programs favor business travelers
Figure 82: Attitudes toward airline loyalty programs and business travelers’ benefits, June 2014

Non-business travelers feel neglected

Figure 83: Attitudes toward airline loyalty programs and effort, June 2014

Figure 84: Attitudes toward airline loyalty programs and effort — Any agree, by age, June 2014
Airlines not leaving an impression on one third of passengers

Figure 85: Attitudes toward ability to remember last airline flown, June 2014

Figure 86: Attitudes toward ability to remember last airline flown — Any agree, by age, June 2014

Attitudes Toward Technology/In-flight Entertainment

Key points
Majority of passengers seek in-flight connectivity

Figure 87: Attitudes toward internet connectivity in-flight, June 2014

BYOE — Bring Your Own Entertainment
Figure 88: Attitudes toward in-flight entertainment on own devices, June 2014

Nearly four in 10 want to chat in-flight
Figure 89: Attitudes toward talking on phones in-flight, June 2014

One third prefer mobile apps to full websites for airline information
Figure 90: Attitudes toward using mobile apps over full websites for airline information, June 2014

Electronic methods preferred over interactions with airline personnel
Figure 91: Attitudes toward airline personnel and technology, June 2014

Impact of Race and Hispanic Origin

Key points

Asians are the most likely flyers
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Figure 92: Past 12 month airline use, by race/Hispanic origin, June 2014

Whites book online, Black travelers seek human help
Figure 93: How reservations for most recent flight were made for personal reasons, by race/Hispanic origin, June 2014

Black travelers are price-sensitive
Figure 94: Most important factors in airline selection for personal reasons, by race/Hispanic origin, June 2014

Black travelers may be swayed by shopping perks
Figure 95: Loyalty rewards of greatest interest, by race/Hispanic origin, June 2014

Black respondents more forgiving of fees and schedules
Figure 96: Reasons to avoid an airline when flying for personal reasons, by race/Hispanic origin, June 2014

Non-White consumers have safety concerns
Figure 97: Attitudes toward airlines and airline travel — Any agree, by race/Hispanic origin, June 2014

Cluster Analysis

Figure 98: Airline clusters, June 2014

Cluster 1: Up-and-Comers
Demographics
Characteristics

Opportunity

Cluster 2: Average Travelers
Demographics
Characteristics

Opportunity

Cluster 3: Infrequent Leisure Travelers
Demographics
Characteristics

Opportunity

Cluster 4: Frequent Travelers
Demographics
Characteristics

Opportunity

Cluster characteristics
Figure 99: Past 12 month airline use, by airline clusters, June 2014

Figure 100: Past 12 month airline use — Personals, by airline clusters, June 2014

Figure 101: Past 12 month airline use — Business, by airline clusters, June 2014

Figure 102: How reservations for most recent flight were made for personal reasons, by airline clusters, June 2014
Figure 103: Most important factors in airline selection for personal reasons, by airline clusters, June 2014

Figure 104: Loyalty rewards of greatest interest, by airline clusters, June 2014

Figure 105: Reasons to avoid an airline when flying for personal reasons, by airline clusters, June 2014

Figure 106: Attitudes toward airlines and airline travel — Any agree, by airline clusters, June 2014

Cluster demographics
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Figure 107: Airline clusters, by demographics, June 2014

Cluster methodology
Comfort/safety
Loyalty/differentiation

Technology/mobile

Appendix — Social Media

Brand analysis
Figure 108: Key social media indicators of selected airline brands, July 2014

Online conversations
Figure 109: Online mentions, selected airline brands, July 21, 2013-July 20, 2014

Brand usage or awareness
Figure 110: Brand usage or awareness, June 2014

Figure 111: American Airlines usage or awareness, by demographics, June 2014
Figure 112: Delta Air Lines usage or awareness, by demographics, June 2014
Figure 113: United Airlines usage or awareness, by demographics, June 2014
Figure 114: Southwest Airlines usage or awareness, by demographics, June 2014
Figure 115: JetBlue usage or awareness, by demographics, June 2014

Figure 116: Virgin America usage or awareness, by demographics, June 2014

Activities done
Figure 117: Activities done, June 2014

Figure 118: American Airlines — Activities done — | have looked up/talked about this brand online on social media, by demographics,
June 2014

Figure 119: American Airlines — Activities done — | have contacted/interacted with the brand online on social media to, by
demographics, June 2014

Figure 120: American Airlines — Activities done — | follow/like the brand on social media because, by demographics, June 2014

Figure 121: American Airlines — Activities done — | have researched the brand on social media to, by demographics, June 2014

Figure 122: Delta Air Lines — Activities done — | have looked up/talked about this brand online on social media, by demographics, June
2014

Figure 123: Delta Air Lines — Activities done — | have contacted/interacted with the brand online on social media to, by demographics,
June 2014

Figure 124: Delta Air Lines — Activities done — | follow/like the brand on social media because, by demographics, June 2014

Figure 125: Delta Air Lines — Activities done — | have researched the brand on social media to, by demographics, June 2014

Figure 126: United Airlines — Activities done — | have looked up/talked about this brand online on social media, by demographics, June
2014

Figure 127: United Airlines — Activities done — | have contacted/interacted with the brand online on social media to, by demographics,
June 2014

Figure 128: United Airlines — Activities done — | follow/like the brand on social media because, by demographics, June 2014

Figure 129: United Airlines — Activities done — | have researched the brand on social media to, by demographics, June 2014

Figure 130: Southwest Airlines — Activities done — | have looked up/talked about this brand online on social media, by demographics,
June 2014

Figure 131: Southwest Airlines — Activities done — | have contacted/interacted with the brand online on social media to, by
demographics, June 2014

Figure 132: Southwest Airlines — Activities done — | follow/like the brand on social media because, by demographics, June 2014

Figure 133: Southwest Airlines — Activities done — | have researched the brand on social media to, by demographics, June 2014
Figure 134: JetBlue — Activities done — | have looked up/talked about this brand online on social media, by demographics, June 2014
Figure 135: JetBlue — Activities done — | have contacted/interacted with the brand online on social media to, by demographics, June

2014
Figure 136: JetBlue — Activities done — | follow/like the brand on social media because, by demographics, June 2014
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Figure 137

Figure 138
2014

Figure 139
June 2014
Figure 140

: JetBlue — Activities done — | have researched the brand on social media to, by demographics, June 2014
: Virgin America — Activities done — | have looked up/talked about this brand online on social media, by demographics, June
: Virgin America — Activities done — | have contacted/interacted with the brand online on social media to, by demographics,

: Virgin America — Activities done — | have researched the brand on social media to, by demographics, June 2014

Appendix — Other Useful Consumer Tables

Passenger service class traveled

Figure 141
Figure 142

Figure 143:
Figure 144:
Figure 145:
Figure 146:
Figure 147:
Figure 148:
Figure 149:
Figure 150:

: Past 12 month airline use, by service class, June 2014

: Past 12 month airline use, average number of flights, June 2014

Past 12 month airline use, by age, June 2014

Past 12 month airline use, by household income, June 2014

Past 12 month airline use, by generations, June 2014

Past 12 month airline use, by airline frequency, June 2014

Past 12 month airline use — Frequency — Light, medium, high, ultra, by gender, June 2014

Past 12 month airline use — Frequency — Light, medium, high, ultra, by age, June 2014

Past 12 month airline use — Frequency — Light, medium, high, ultra, by household income, June 2014

Past 12 month airline use — Frequency — Light, medium, high, ultra, by race/Hispanic origin, June 2014

Air travel booking

Figure 151:
Figure 152:
Figure 153:
Figure 154:
Figure 155:

How reservations for most recent flight were made, by gender, June 2014

How reservations for most recent flight were made, by age, June 2014

How reservations for most recent flight were made for personal reasons, by age, June 2014

How reservations for most recent flight were made for personal reasons, by household income, June 2014

How reservations for most recent flight were made for personal reasons, by airline frequency, June 2014

Factors impacting airline selection

Figure 156:
Figure 157:
Figure 158:
Figure 159:

Most important factors in airline selection for personal reasons, by gender, June 2014
Most important factors in airline selection for personal reasons, by household income, June 2014
Most important factors in airline selection for personal reasons, by airline frequency, June 2014

Most important factors in airline selection for personal reasons, by airline service class, June 2014

Interest in loyalty rewards

Figure 160
Figure 161
Figure 162
Figure 163
Figure 164

: Loyalty rewards of greatest interest, by age, June 2014

: Loyalty rewards of greatest interest, by household income, June 2014
: Loyalty rewards of greatest interest, by generations, June 2014

: Loyalty rewards of greatest interest, by airline frequency, June 2014

: Loyalty rewards of greatest interest, by airline service class, June 2014

Reasons to avoid an airline

Figure 165
Figure 166
Figure 167
Figure 168

: Reasons to avoid an airline when flying for personal reasons, by age, June 2014
: Reasons to avoid an airline when flying for personal reasons, by household income, June 2014
: Reasons to avoid an airline when flying for personal reasons, by airline frequency, June 2014

: Reasons to avoid an airline when flying for personal reasons, by airline service class, June 2014

Attitudes toward airlines and airline travel
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Figure 169: Attitudes toward airlines and airline travel — Any agree, June 2014

Figure 170: Attitudes toward airlines and airline travel — Any agree, by gender, June 2014

Figure 171: Attitudes toward airlines and airline travel — Any agree, by age, June 2014

Figure 172: Attitudes toward airlines and airline travel — Any agree, by household income, June 2014
Figure 173: Attitudes toward airlines and airline travel — Any agree, by airline service class, June 2014
Figure 174: Attitudes toward airlines and airline travel — Any agree, by airline purpose, June 2014

Figure 175: Attitudes toward airlines and airline travel — Any agree, by airline frequency, June 2014

Appendix — Trade Associations
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