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1. General information airberlin
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Key Facts

…the second largest airline in Germany.

…the third largest low cost carrier in Europe.

…an established quality carrier, serving destinations worldwide. 

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

…a Berlin company, generating new jobs.

…the winner of several prestigious awards.

…an airline with a Hybrid Carrier model.

…Your Airline.

Key Figures:

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

8.400 Employees (including subsidiaries)

Awardsairberlin is…
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Brand-Triad airberlin
awareness – sympathy – booking 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

28%

89%

8%

7%

42%

45%
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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 ‘Hybrid Strategy‘: Value For Money

8

CORPORATE ACCOUNTS

 Targeting price-oriented 
business customers

 High frequency schedules on 
high demand routes

TOUR OPERATORS

 Exploiting excellent  
market position in charter 
segment

 Vast network service to 
Mediterranean  and other 
tour operator destinations

PRIVATE TRAVELERS

HYBRID
STRATEGY

HOLISTIC SINGLE-CLASS MARKET COVERAGE

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

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

 Single class concept

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

 Attractive customer loyalty 
program

 Highly recognized and 
cherished brand

 Simplified processes

COMPETITIVE, 

VALUE-FOR-MONEY PRODUCT 

& PRICING APPROACH

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

 Targeting clients with 
medium-range price 
sensitivity 

 Vast 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

• high percentage of men

• Short advance booking time

• Booking via company 

travel centre or internet

leisure traveller

• a balanced distribution 

between the sexes 

• time of booking in advance 

is varied

• Lots of bargain hunter but

also lots of regular commuter

packaged tourists

• high percentage of families

• long time of booking in advance

• 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

 Primary airports

 Hubs and 
network

 FFP

 Separate check-
in for premium 
travelers

 Lounges

 Class differen-
tiation on board

 Free meals and 
additional frills1)

2)

3)

“Hybrid“ 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
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(* : 1=lunes, 2=martes, 3=miércoles, 4=jueves, 5=viernes, 6=sábado, 7=domingo )

a/desde 15 ciudades españolas

Alicante 3xdiario
Almería 3,7
Asturias/Oviedo                    diario
Barcelona 2xdiario
Bilbao 2xdiario
Ciudad Real 1,4,5,7   
Ibiza diario
Jerez diario
Madrid                                    diario
Mahón 5,7
Málaga                                    2xdiario
Murcia diario ex2,4
Santiago de Compostela        diario + 5,7
Sevilla 3xdiario
Valencia 2xdiario+ Xe7

Sylt

Ciudad Real

PMI invierno 2009/10 Estocolmo

Helsinki
Gotemburgo

Sylt

Cracovia

Nice

Oslo

outgoing
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PMI hub

Local time 8h 9h 10h 13h 14h 15h 18h 19h 20h

***PMI*** ***PMI******PMI***
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2. airberlin.com
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Visits 6,5 Mio.

Page Impressions 45 Mio.

Length of Stay 6:27 Min.

Seen Pages 6,93

airberlin.com – Performance Data 08/2009
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• In the last 5 years continuously rise of visits on airberlin.com

• In 2009 approximately 75.000.000 visits on airberlin.com 

0

10.000.000

20.000.000

30.000.000

40.000.000

50.000.000

60.000.000

70.000.000

80.000.000

2005 2006 2007 2008 2009*

airberlin.com – Visits 2005-2009

Source: eTracker estimation
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airberlin.com – Website

Booking steps

 Minimized to all necessary information (detailed information with mouse-over)

 all costs and flight times are shown at first sight without scrolling

 in and outbound flights at one page (Business Class => tabs)

http://www.aireuropa.com/uk/en/default.html
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airberlin.com – Website

Your Airline. Your Website.

 Individualized website with Log-in

 Customerized information (CRM)

Frequent flyer status (topbonus)

 Future:

 Preselection of origin airport

 Special offers from origin airport
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airberlin.com – Website

Preflight newsletter

 Flight data and information of the departure and arrival airport (personalized)

 information about e-services, entry regulations, 

topbonus and partner offers (personalized)

 Preflight newsletter will be sent 7 days in advance

 Target Group: German-speaking passengers

 Up to 5.000 - 10.000 preflight newsletter per day

 Ancillary revenues (Hotels, Rental Cars, etc.)

 Germany: Legal problems
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Monthly bargain tickets deal for airberlin’s topbonus members

airberlin.com – topbonus Topdeal Tickets

 Discounted award flights introduced in December 2008

 topbonus members save up to 60 %

4,500 miles instead of 10,000 for Europe flights

17,500 miles instead of up to 35,000 for long haul flights

 On short call bookable at airberlin.com/topdeal

 Selected routes and travel periode every month
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- Increasing the visibility in search engine result pages (focused on Google AdWords)

- Fast and realizable promotion of new flight destinations

- Language oriented airberlin.com offers

- Global delivery for English / Spanish keywords (not in our target markets)

e.g. „flight mallorca berlin“ – in South Korea

airberlin.com – Search Engine Marketing
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- Strong presence on Facebook and Twitter

- Presenting airberlin.com as an innovative company

- Opening up new customer segments and intensifying with present “fans”

- Acquiring customers with an high affinity for internet

- Connection of airberlin.com and web 2.0 networks

Social Media: Web 2.0 Communication
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airberlin.com - etracker Visitor voice
How satisfied are our visitors?

online questionnaire tool on website, individualized  placed and individual questions

Satisfation analysis

• Who are the visitors of our website?

• What do our visitors expect concerning 

the website?

• Which goals do they have?

• Why do the leave sometimes the website?

• How (dis)satisfied are our visitors?

• What hast to be improved?

Advantages

• Understanding

• Insights

• Recommendations for action

• Continuous analysis

continious, direct and 

interactive

communication 

with our customer

http://www.etracker.com/en/etracker-products-realtime-webcontrolling-visitor-voice/visitor-voice-visitor-questioning-customer-satisfaction/visitor-voice-advanced-onlinequestionnaire-customersatisfa.html
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3. airberlin.com e-services
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airberlin.com – e-Services

Web Check-in

 Save the passengers‘ time and make the check-in more comfortable

 At the airport you can go straight to the gate:

No waiting time at the check-in desk!
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airberlin.com – e-Services

Mobile Check-in

 Challenges:

no IATA standards and security restrictions!

 airberlin was the first airline worldwide

offering Mobile Check-in (Launch in March 2006)

 Available within Austria, Germany and Switzerland

The airberlin MMS Check-in allows you to manage your entire check-in process quickly 

and easily by mobile. You will need to have an MMS-capable mobile phone, as well as a 

German or Austrian mobile network. We will send your boarding pass – in the form of a 

barcode – directly to your mobile using the MMS facility.

 Future: Online Check-in with airberlin„s mobile website
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airberlin.com – e-Services
e-Push: Seat reservation by text message

 This service allows you to reserve your seat when out and about

– simply by sending us a text message.

This invitation will be sent to you for each leg of your journey. We will take your 

individual preferences – window, aisle seat or sitting together – into account, 

subject to availability. At least one hour before the scheduled departure time. When 

you arrive at the airport you can obtain your boarding pass as usual from the 

airberlin check-in desk or from a Quick Check-in machine.

Example: 

airberlin - Seat Reservation: Flight AB 6205 TXL-MUC  01Apr, 

at 17:00. To reserve a seat please reply to this textmessage 

with: 6205
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airberlin.com – e-Services

mobile.airberlin.com

 Flight booking and re-booking

 Timetable

 Arrivals and departures information

 Check-in with seat selection

You can book and rebook your flights. 

Check in by mobile phone at mobile.airberlin.com 

makes boarding your flight quicker. 
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4. Hybrid Destination Marketing



Destination 

Marketing : 

Microsite

3

(5) Newsletter

Content:

(1) Flight Only

(2) Hotel Only

(3) Package Binoli

(4) One-source content 

by linking

(6) Viral marketing game



Vielen Dank!

Lorem Ipsum Blindtext
Thank you very much!


