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Airline reservation systems are still structured around a silo approach to
booking engines, pricing rules, and CRM. New reservation technologies

aim to inte

ce these so that sales channels can identify individual

passengers and target them with specific fares & products.

New technologies for
reservations €t ticketing

ile the technology of
airline reservarion and
ticketing systems has
progressed a lot over the
past 10-12 vears, airlines are still lagging
behind other major forms of retail in
terms of targering individual customers.
Airline reservation systems are soll
structured around a silo approach o
booking engines, fare and pncang rules,
and customer relationship management
(CRM). These are not interfaced or
merged with each other, so airline sales
channels are unable to idennfy individual
customers, target them, and offer them
ancillary products and fares based on
their previous buying behaviour. This
contrasts with major on-line retailers, in
particular Amazon.com, which nses
various technologies to identify customers
and target them by offering products
according to their previous purchases.
Airline reservation systems providers
are now offering products that use smart
and predictive technologies to ideneify
and better target individual customers.
These new technologies idenrify
individuals by their name, e-mail address,
telephone number or frequent flyer
number. One technique is for an airline to
offer different fares at the same time to
different individuals logging on to their
websites, or enquiring through other sales
channels, and making a reservation for
the same flight in the same cabin class.
Different people will have different
buying behaviour and reactions to the
same fare. These new technologies could
also be used o offer prospective buvers
different ancillary products and services
according to their previous buying
history. Some passengers like to pay extra
for exit-row or aisle sears, while others
like business-class lounge access or
upgrades to premium cabins. Others may
only express occasional interest in car
hire or travel insurance.
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Reservation technologies

Amadeus is one supplier of
reservation systems that has vsed smart
or predictive technologies to look at a
person’s buying behaviour. “We have
analysed airline websites, and while many
ask for the person’s frequent flver number
when they log on, none use a person’s
previous buying behaviour to predict
what they may be mterested in buying,”
says Denis Lacroix, vice president of
product development ar Amadeus.

Airline revenue generaring systems
store data thar relare to individual
customers for the purposes of CRM. This
includes name, address, various other
personal details and previous flight and
purchase history. These data are mainly
held for frequent flyer programmes, and
are rarely used for other purposes.

One possible use thar has emerged in
recent years is to use the data for more
effective marketing of ancillary products.
CRM systems do not store data on what
ancillary products passengers have
bought. CRM dara and information
relaring to previous buying history could
be used to target individuals with specific
ancillary products, rather than blanker-
targeting all buyers thar log onto the
airline’s websire, or make purchases
through other sales channels, such as call
centres and travel agents.

“CRM data should be extended to
include the ancillary products that have
been bought in the past. There are several
other potential uses for CRM data, and
one of these is targeting with individual
fares,” continues Lacroix. “Another
potential use is to improve customer
service by keeping a record of passengers
whose baggage has been lost. Airlines
could use these records to compensare
passengers, but this cannot be done
because the different silos of information
in the system are not interfaced. With the

right technology, airlines could provide
passengers with an apology by e-mail,
provide a small refund or give some sort
of concession or upgrade. What they
actually offer depends on the relative
importance of the passenger in terms of
their previous buying history, which
would come from the CRM database,
and would be decided by a rules engine.
“A second example of improving
customer service 1s when passengers miss
connecting flights,” continues Lacroix.
“Each will have to be re-scheduled onto
new connections. CRM data could be
used o determine which passengers get
priority treatment and upgrades.”
Traditional airline reservation systems
have been based around passenger name
record (PNR) data. This information has
a lot of data relating to the schedules the
person has selected, the fare and booking
class, extras and ancillary products they
have paid for, frequent flyer numbers, and
personal details. “The new philosophy of
reservation systems is to use this to build
a customer profile, and progress from a
frequent flyer programme to a living
document each time a customer makes
contact with the airline,” says Alessandro
Cianmino, vice president of Europe at
Sabre Airline Solutions. “The philosophy
that we adopted two years ago is to use
the reservarion platform as a CRM
platform, so that all the information
gathered during the reservation process
can be used to build the customer profile,
and predict what they are likely to be
interested in buying in the future. This is
through not just the airline’s website, but
also every customer touch point and sales
channel an airline has, like call centres,
check-in agents and self-service kiosks.
“This means thar all sales channels
need to identify the person when they
make imitial contact. A call centre, for
example, would use a person’s phone
number,” continues Cianmino. “This
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