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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

This report looks at the following areas:

• High-profile transportation mishaps could deter travelers
• Consolidation muddles brand identities
• Competition may be arriving from abroad

Airlines in the US appear to have found the solution to profitability – consolidation, more strategic
capacity management, and ancillary fees. However, airlines remain in fierce competition for the
lucrative business traveler who has driven changes in airline loyalty programs while also trying to
appeal to the more price-conscious leisure travelers. Meanwhile, the merger of two top US carriers
(American Airlines and US Airways) has created the newest largest airline in the world, which has
airfare watchdogs and travelers alike on alert for potential route monopolies.

This report explores external forces shaping the airline industry and the challenges it faces,
opportunities for growth, and innovations, as well as consumers’ travel habits, preferences, and
attitudes toward airlines.
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Figure 47: Southwest Airlines “Welcome Aboard” Ad, 2013
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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
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Figure 75: Reasons to avoid an airline when flying for personal reasons, by airline purpose, June 2014
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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
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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

Figure 98: Airline clusters, June 2014
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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

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

Cluster methodology
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Technology/mobile

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 – I have looked up/talked about this brand online on social media, by demographics,
June 2014
Figure 119: American Airlines – Activities done – I have contacted/interacted with the brand online on social media to, by
demographics, June 2014
Figure 120: American Airlines – Activities done – I follow/like the brand on social media because, by demographics, June 2014

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

Figure 122: Delta Air Lines – Activities done – I have looked up/talked about this brand online on social media, by demographics, June
2014
Figure 123: Delta Air Lines – Activities done – I have contacted/interacted with the brand online on social media to, by demographics,
June 2014
Figure 124: Delta Air Lines – Activities done – I follow/like the brand on social media because, by demographics, June 2014

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

Figure 126: United Airlines – Activities done – I have looked up/talked about this brand online on social media, by demographics, June
2014
Figure 127: United Airlines – Activities done – I have contacted/interacted with the brand online on social media to, by demographics,
June 2014
Figure 128: United Airlines – Activities done – I follow/like the brand on social media because, by demographics, June 2014

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

Figure 130: Southwest Airlines – Activities done – I have looked up/talked about this brand online on social media, by demographics,
June 2014
Figure 131: Southwest Airlines – Activities done – I have contacted/interacted with the brand online on social media to, by
demographics, June 2014
Figure 132: Southwest Airlines – Activities done – I follow/like the brand on social media because, by demographics, June 2014

Figure 133: Southwest Airlines – Activities done – I have researched the brand on social media to, by demographics, June 2014

Figure 134: JetBlue – Activities done – I have looked up/talked about this brand online on social media, by demographics, June 2014

Figure 135: JetBlue – Activities done – I have contacted/interacted with the brand online on social media to, by demographics, June
2014
Figure 136: JetBlue – Activities done – I follow/like the brand on social media because, by demographics, June 2014

Appendix – Social Media
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Figure 137: JetBlue – Activities done – I have researched the brand on social media to, by demographics, June 2014

Figure 138: Virgin America – Activities done – I have looked up/talked about this brand online on social media, by demographics, June
2014
Figure 139: Virgin America – Activities done – I have contacted/interacted with the brand online on social media to, by demographics,
June 2014
Figure 140: Virgin America – Activities done – I have researched the brand on social media to, by demographics, June 2014

Passenger service class traveled
Figure 141: Past 12 month airline use, by service class, June 2014

Figure 142: Past 12 month airline use, average number of flights, June 2014

Figure 143: Past 12 month airline use, by age, June 2014
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Figure 145: Past 12 month airline use, by generations, June 2014
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Figure 150: Past 12 month airline use – Frequency – Light, medium, high, ultra, by race/Hispanic origin, June 2014

Air travel booking
Figure 151: How reservations for most recent flight were made, by gender, June 2014

Figure 152: How reservations for most recent flight were made, by age, June 2014

Figure 153: How reservations for most recent flight were made for personal reasons, by age, June 2014

Figure 154: How reservations for most recent flight were made for personal reasons, by household income, June 2014

Figure 155: How reservations for most recent flight were made for personal reasons, by airline frequency, June 2014

Factors impacting airline selection
Figure 156: Most important factors in airline selection for personal reasons, by gender, June 2014

Figure 157: Most important factors in airline selection for personal reasons, by household income, June 2014

Figure 158: Most important factors in airline selection for personal reasons, by airline frequency, June 2014

Figure 159: Most important factors in airline selection for personal reasons, by airline service class, June 2014

Interest in loyalty rewards
Figure 160: Loyalty rewards of greatest interest, by age, June 2014

Figure 161: Loyalty rewards of greatest interest, by household income, June 2014

Figure 162: Loyalty rewards of greatest interest, by generations, June 2014

Figure 163: Loyalty rewards of greatest interest, by airline frequency, June 2014

Figure 164: Loyalty rewards of greatest interest, by airline service class, June 2014

Reasons to avoid an airline
Figure 165: Reasons to avoid an airline when flying for personal reasons, by age, June 2014

Figure 166: Reasons to avoid an airline when flying for personal reasons, by household income, June 2014

Figure 167: Reasons to avoid an airline when flying for personal reasons, by airline frequency, June 2014

Figure 168: Reasons to avoid an airline when flying for personal reasons, by airline service class, June 2014

Attitudes toward airlines and airline travel

Appendix – Other Useful Consumer Tables
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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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