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New applications are becoming available for airlines to analyse revenue
data in detail within hours of flight closure so that analysts can be aware
of performance. This makes it possible to make revenue management
decisions dynamically rather than reactively.

Systems &t techniques
to analyse revenue ¢t
yield performance

nalysing revenue and yield

performance involves several

levels for an airline. The first is

analysing the fares, fare classes
and revenue already generated on flights
prior to departure, while also examining
the fares all competitors have available and
how these are changing. By doing this, the
performance of each flight can be
improved before all remaining inventory is
sold, and gives airlines the possibility of
selling remaining inventory at higher fare
classes to obtain a higher vield mix, or of
selling ar lower fare classes to avoid low
load factors.

A second level of analysing revenue
and vield performance examines revenue
and vield data from existing bookings pre-
flight and from revenue accounting post-
flighe. This information can be used in a
feedback process to improve future
performance through better forecasting. It
is also possible to further analyse which
sales channels are delivering the highest
volume of sales in which cabin classes and
on which roures. With an increasing
number of codeshare agreements and
airline alliances, airlines also need to know
which connecting flights and pro-rate
agreements are generating the most
revenue for themn.
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Real-time sales analysis

Sabre is one provider of systems to
analyse what competitors are doing in a
market or particular route. *Competitors’
fares are clearly an important issue in
today’s market, and airlines need to react
dyvnamically to what their competitors are
doing,” says Darren Rickey, vice president
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of airline solutions management, AirVision
Management and Planning at Sabre Airline
Solutions. “We have a ‘Compertitive RM'
module in AirVision so that an airline can
look several ames a day to see the fare
classes offered by their competitors. The
system gives the airline user the availabiliy
of cach fare offered by every competitor.
The airline can decide whether to martch a
fare, or leave their own fare availability
unchanged. This decision will depend on
the speed at which remaining inventory is
being booked and sold. This process can be
managed in real time and the user
constantly monitors, re-assesses the
situation and adjusts. Changes in capacity
and schedules can also be monitored.”
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Revenue opportunity

As well as the software for analysing
competitors” action in terms of fare
availability, capacity and schedules, a range
of analytic tools now allows airline
analysts and revenue management (RM)
managers to improve sales performance for
each flight as it progresses prior to
departure.

While revenue performance can be
determined some time after flight departure
with data from revenue accounting, this is
only useful in making long-term analvsis of
the data so it can be used to forecast future
demand and for making general decisions
in relation to RM and pricing.

What airlines really need is to analyse
sales performance in the days and weeks
prior to departure so that decisions relating
to fare availability and RM can be made.
The objective is to improve the overall
vield mix.

Sabre’s AirVision application can be
used by analysts prior to particular flights
to identify opportunities for improving
revenue performance. “This starts with
basics such as seats already sold and
bookings already taken, as well as current
revenue generated,” says Rickey. “More
derailed analysis can be made by drilling
down into existing dara and analysing
average yiclds and revenue per seat that
has already been achieved. This
information can then be used to make
decisions about fare availability going
forward up to time of departure. Analysts
can pre-define standard reports and look at
these ar regular intervals,

“The real value comes in AirVision's
revenue opportunity module,” continues
Rickey. “This presents data for a particular
flight in tabular form. Columns of dara
shown are presented for cach cabin or fare
class (see table, page 23). One of these is
demand, which is a measure of the number
of people expected or forecast at each fare
class, and is based on past performance.
Nexr to this is acmal traffic, which is the
actual number of tickets sold at the fare
class. Then next to this is “no controls’,
which is the number of sears that would
have been sold at the fare class withour any
RM management intervention. The
cheapest fares available would therefore be
sold first, resulong in a low revenue
performance for the flight. The next
column is ‘perfect controls’, which is the
opposite of ‘no controls” and achieves the
best yield mix the airline can expect to get.

* Actual revenue (see table, page 23) is
the revenue achieved from the actual traffic
or sears withour any RM management
input,” continues Rickey. “Maximum
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