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MOBILE
WORKING

Airlines are snapping up the service
opportunities of mobile phones, but
their attention is now also shifting
towards revenue raising potential

They can also play games on their mobiles
that allow them to accrue points, shop and
access some specialised content.

“These services generate over ¥40 hillion
[$437.6 million), which accounts for about
15% of our internet sales, and we expect this
to grow,” says Maoakd Takayanagi, senior man-
ager, consumer sales and marketing. ANA's
priority, and challenge, is to drive more cus-
tomers to use mohile services and turn them
into repeal customers.

AirAsia is already using promotional tools
to drive sales via its mobile services, A promo-
tion in May, bookable by mobile and online
channels, delivered hundreds of thousands of

| Malaysian ringgit booking revenue during just

one day of the campaign. Meanwhile, take-up
of its flicht booking, seat selection, check-in
and flight status services is about 1-2%. But
by the vear-end, when iPhone, BlackBerry
and Android apps will be added, AirAsia

| hopes to achieve a double-digit take-up rate.

passes each week, Air Canada is now eyeing |
reVEnue opportunities.

Chief information officer Lise Fournel
hopes to have a mobile e-payment pilot up
and running by the end of this year. She adds:
“We have an Air Canada Vacations
subsidiary and we're looking
at the cost of offering deals
of the week. as well as
searching and booking
vacations on mobile. We
also have a cargo business
and we are looking at cargo
notifications by mobile.”

A maore recent adopter, Vir-
gin Blue, has launched book-
ings. flight changes, cancella-
tions, check-in and 2D boarding
passes by mobile. Tt has also
unveiled a BlackBarry app aimed
squarely at business travellers,
which has already clocked up more
than 6,000 downloads.

Beyond this, it has plans to add in-
flight tracking, timetahles, lovalty pro-
gramme and mobile marketing services.
“Chur aim is to provide a single platform to
help guests manage their entire travel jour-
ney,” says the airline.

A suite of web services gives an airline trac-
tion, enabling it to grow revenues. All Nippon
Airways customers can use their mobile to
make domestic and international bookings,

xeitement about mobile technol-
ogy is palpable: mobile phone
sales are soaring and Momgan
Stanley predicts that mobile Inter-
net will be bigger than desktop
Internet by 2015. This frenzy is reflected in
the 2010 Airline IT Trends Survey, which |
reveals that by the end of 2011 most airlines
will offer mobile phone check-in, bar coded
boarding passes and flight status updates.

At the moment, most airlines are using
mobile services to deliver passenger process-
ing and self-service efficiencies. Revenue gen-
eration is a longer-term goal, but savvy opera-
tors are already seizing these opportunities. In
the Future, airlines will be looking to further ‘

simplify the passenger journey and engage
with customers in real-time, as they travel.
But rolling out mobile innovations is no sim-
ple feat, not least because of the overwhelm-
ing speed with which the mobile market and
technology is transforming,

Specialist IT research and advisory com-
pany Gartner says worldwide mobile phone
sales increased 17% in the first quarter of this |
vear. Sales of smart phones, which now repre-
sent 17.3% of the total, have experienced a
massive 48, 7% growth surge. Gartner predicts
that consumers will spend $6.2 billion in
mobile application stores this vear,

Air Canada tapped into the mobile sphere
earlier than most; it offered domestic mobile
check-in back in 2006, With 500,000 down-
loads of its iIPhone and BlackBerry apps under
its belt and issuing 25,000 mobile boarding

assign seals, change or cancel reservations,
make hotel bookings and redeem award miles.
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SNATCHING TIME

Regional head of innovation, commercial and
technology, Lau Kin Choy is aiming for the
customer experience on mobile to be similar
to AirAsia.com and, by the third quarter, the
ability to purchase food, insurance and bag-
gage will be added, along with the ability to
change bookings.

“Similar to how we drive people to the
Internet with low fares etc, we need to find
wayvs to move them to use mobile gadgets,”
Choy explains, “Nothing beats having the
ahility to perform all the transactions
you need via a mobile phone in
our busy schedules. We wanl our
guests to use this as a lifestyle tool
and not another e-commerce
application.”

But is this really exta reve-
nue and not just a switching
from one sales channel to
another? Gerry Samuels,
executive  director at
Mohile Travel Technolo-
gies, which developed
the mobhile airline plat-

form used by both Vir-
b gin Blue and AirAsia,
" is convinced mobile is
attracting new spend.
“TF it was an exact substitute, [

would expect the booking path for
mobile to be closely correlated with web and
it is mot at all. Tt is clear that there are revenues
that would not have been garnered with the
regular web, Its do with immediacy and
where that person is at that point in time.”

There is an increasing segment of busy peo-
ple who are confident booking on mobile and

| snatching opportunities to do so. “If you think

how people use BlackBerries for &-mail when
they have spare time before meetings, in the
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