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Key Facts

éthe second largest airline in Germany.

éthe third largest low cost carrier in Europe.

éan established quality carrier, serving destinations worldwide. 

éan ambitious airline, well known for its on-board service. 

éa Berlin company, generating new jobs.

éthe winner of several prestigious awards.

éan airline with a Hybrid Carrier model.

éYour Airline.

Key Figures:

28.6 Mio. Passengers in 2008 (+ 2,5 %)

8.400 Employees (including subsidiaries)

Awardsairberlin isé
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Brand-Triad airberlin
awareness ïsympathy ïbooking willingness

2000 2001 2002 2003 2004 2005 2006 2007 2008 2009

awareness

sympathy

booking willingness

Specifications:

- tracking information
- figures per cent

Source: F.U.R. Reiseanalyse 2000-2009
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Country Awareness

Germany 92,0 %

Austria 68,1 %

Switzerland 57,0 %

Spain 38,2 %

Netherlands 26,2 %

UK 22,2 %

Denmark 19,6 %

Italy 16,8 %

Finland 14,8 %

Russia 13,3 %

Belgium 9,6 %

France 7,6 %

Sweden 6,0 %

Source: airberlin Online-Surveys  2007-2008

portion airberlin aided known

Aided Awareness in Europe
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Air Berlin

HYBRID
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Air Berlin's óHybrid Strategyó: Value For Money

8

CORPORATE ACCOUNTS

QTargeting price-oriented 
business customers

QHigh frequency schedules on 
high demand routes

TOUR OPERATORS

QExploiting excellent  
market position in charter 
segment

QVast network service to 
Mediterranean  and other 
tour operator destinations

PRIVATE TRAVELERS

HYBRID
STRATEGY

HOLISTIC SINGLE-CLASS MARKET COVERAGE

Q High frequency service on 
higher volume O&Ds with 
attractive timings

Q Combination of schedule and 
charter service rotations to 
achieve higher asset utilization

Q Single class concept

Q Full Economy service with buy-
on-demand product items

Q Attractive customer loyalty 
program

Q Highly recognized and 
cherished brand

Q Simplified processes

COMPETITIVE, 

VALUE-FOR-MONEY PRODUCT 

& PRICING APPROACH

Q The Air Berlin hybrid business model allows an 
optimal exploitation of the different customer 
segments  willingness to pay

QTargeting clients with 
medium-range price 
sensitivity 

QVast network from all 
major German catchments

Air Berlin is not a classic LCC. We operate at low costs but offer high quality 
service to the customer
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business traveller

Å high percentage of men

Å Short advance booking time

Å Booking via company 

travel centre or internet

leisure traveller

Å a balanced distribution 

between the sexes 

Å time of booking in advance 

is varied

Å Lots of bargain hunter but

also lots of regular commuter

packaged tourists

Å high percentage of families

Å long time of booking in advance

Å generally booking via travel

Source: airberlin studies

Target Groups of airberlin
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1) Newspapers, seat reservation, free entertainment on board

2) Only on long-haul services with A 330   3) At DUS

Q Primary airports

Q Hubs and 
network

Q FFP

Q Separate check-
in for premium 
travelers

Q Lounges

Q Class differen-
tiation on board

Q Free meals and 
additional frills1)

2)

3)

ñHybridñ Means Premium Service At Low Cost
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(* : 1=lunes, 2=martes, 3=miércoles, 4=jueves, 5=viernes, 6=sábado, 7=domingo )

a/desde 18 ciudades alemanas

Berlin Tegel 2xdiario +
1,3,5,7

Bremen Xe2,4
Colonia diario + Xe2,4
Dortmund diario + 5,7
Dresde 3,5,6,7
Dusseldorf 3xdiario
Erfurt 3,7
Frankfurt 2xdiario
Hamburgo 2xdiario + 1,3,5
Hannover 2xdiario
Karlsruhe Xe2,4
Leipzig diario + 3,5,7
Munich 2xdiario
Munster diario + 1,3,5,7
Nuremberg diario + 3,5,7
Paderborn diario + 3,5,6,7
Sarrebruck Xe1,3
Stuttgart 2xdiario
Sylt 5,7

Sylt

Ciudad Real

PMI invierno 2009/10
Estocolmo

Helsinki
Gotemburgo

Sylt

Cracovia

Nice

Oslo

a/desde 17 ciudades europeas

Copenhague diario 
Cracovia 1,3,5,7
Estocolmo 7
Faro diario
Graz 1,3,5,7
Helsinki diario ex 6
Lisboa diario
Londres diario ex 6
Milan diario ex 6
Nice 7
Oporto diario ex 2,4
Oslo 7
Paris ORY/CDG diario ex 6
Salzburgo diario ex 2,4
Viena diario
Zurich diario

incoming






















