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DEVELOPING A MOBILE STRATEGY FOR TRAVEL COMPANIES

I g2NR 2F I ROAOS AT &
on a mobile project: STOP!

Before you charge travellers to receive their
itinerary by SMS or let them manage their
0221Ay3 FTNRY | Y20AfS
step back.

2 K2Qa
strategy?

RSFAYAY D

Mobile is much more than a
technology project. Think of
mobile in the context of your
overall communication strategy.

Implemented well, mobile can
extend your communication
window, enhance customer
satisfaction and increase
ancillary sales.
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WEB AND MOBILE ARE NOT THE SAME [NEREEISOJINEY

Think about when and why your customers
want to interact with you through their
mobile phones.

Tr{ae E%gogest IFﬁ]!.stzT:LeS you)éan H1a|.ke1w§h t
mobile is simply replicating existing web
functionality on a mobile handset.

For example, the main objective of an

I A NX A v6ife @ & selbs&ats. However,
before investing in technology that lets
people book flights from their mobile phone,
ask: who wants this functionality? When
would they use it? And, is this a viable
distribution channel?
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regular Internet access. We all carry our
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is when mobile comes into its own.
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FOCUS ON WANTS AND NEEDS

So, thinkabout g K Sy & 2 dzQNEB

information and assistance do you want and

MANTC

o TellmewK | Q& KatryllSy Ay 3a POINT

destination (tours, sight-seeing,

G4 NY @S fréstéu)faésfbeve%tﬁ?l' G

needwhen® 2 dZQNB 2y UKS Y2 BSK yopmeifihave a problem (e.g.

For example:

Warn me of traffic delays en-route

Check my itinerary (flight, hotel, hire
car, etc)

Check my flight status (is my flight on
time, how long is the airport security
queue?)

Let me change my booking

Learn about last-minute deals (e.g.
upgrades, one off lounge access)

travel insurance details, emergency
numbers, etc)?

e Etc, etc

I YR R2y QiU FT2NB&I (2
potential mobile interaction fits with your
existing policies.

For example, you may want to allow
travellers to change a flight. But, if your
policy forbids changes after the first flight
departs, is it worth developing this type of
functionality for mobile?
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EXPLOIT ITINERARY KNOWLEDGE

THINK TRIPS NOT FLIGHTS

Mobile can liberate your communication
strategy. Airlines, in particular, can break
out of the Hight(mindset and think instead
about trips X the same way that customers

view their travel plans.

When you develop your communication
strategy around the trip, you can extend
your existing communication window (see
diagram below) to improve customer service
and increase ancillary sales.

Of course, when you focus on the trip, other
sites will be vying for your O dz& G 2 "o&iIBNA Q

attention too.

But, you have one big advantage: you
control the booking process. You know the
travellerWidinerary. This means you can
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Airline communication window
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with mobile.
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PROVIDE RELEVANT CONTENT

iGN} @St f SNRa

GdKS

time, location and context:

TIME tells you when the person is

travelling and how long it K SEe Q f €

away, so you can serve content
relevant to their travel mode (when
theyQ NiBvelling, when theyQ NS
their destination, etc)

LOCATION tells you where the
person will be on a given day so you
can serve location specific content
(e.g. places to visit, things to do, etc)

CONTEXT allows you to fine-tune
your content based on trip duration,
reason for travel, number of
travellers, etc
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OFFER PEOPLE A CHOICE POINT
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and context, not all travellers want the same

mobile experience.

So, create a range of mobile packages that
appeal to different customer segments.

For example: ski, golf, business, family, city
break, and party-goer packages.

And, offer people a choice of 2-3 packages
most suited to their profile.

CAPTURE PEOPLE WHEN THEY BOOK

To provide travellers with a highly relevant
and personalised experience you need to
know who the person is when they access
your mobile services.
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Asking them to text their flight number or
destination to initiate an SMS service, or

providing a generic mobile-web URL just
g 2 yeit.

Many first-generation mobile-web sites
fall down because they rely on travellers
remembering a mobile URL.

These sites are essentially a collection of

disparate tools, bundled together (e.g.
flight status, destination guides, weather
forecasts).

And, painfully, because these sites are
generic and non-personalised, switching
from one tool to another involves re-
selecting your flight or destination
details. Not a great user experience.
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Whether you charge for your mobile content POINT
or provide it for free, the ideal place to offer
these services is in your booking flow ¢ using

the same dynamic packaging technique you

use to offer car hire and hotels.

¢tKSYy> 06SOlFdzaS e&2dz KIS (KS LIS
permission, you can pro-actively kick off a

personalised mobile dialogue shortly before
theirtripbegins0 S®3 d® o6& {a{ 2NJ a2 !t

t dzaXk ée@WKA OK YSI yWwaQ il RIS £ SNE R
to remember how to access your services.

Note: Booking flow integration can be a
major task. There are other less integrated
ways of inviting travellers to use your mobile
service that can get you up and running
quickly ¢ especially for a trial period.
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display an offer from the duty free
FOLLOW store on a page about the airport
facilities). With SMS, serve 1-2 ads per
If you fOfUS on providing the content and person. Our experience is that over
FTdzyQuAzylfAGe &2dzNJ Odza U 2 X% NAE pedIB hiZhdNb Zon &R
soon uncover new ways to make money funded service if they value the
from mobile. content provided.
For example:
3. DISTRESSED INVENTORY ¢ extend
1. MOBILE CONTENT ¢ charge travellers your ancillary sales window to create
to access useful content (e.g. weather one last sales opportunity for you and
forecasts, traffic alerts, itinerary your affiliates (e.g. to sell upgrades, or
reminders, lotto updates). This works offer last minute trip insurance).
with SMS because people know you
have to cover your distribution costs. 4. IMPULSE SPENDING ¢ develop new
But, with the mobile-web people may affiliate relationships to tap into
expect this information for free. impulse spend while people are away

(e.g. excursions, events, etc)
2. DISCREET ADVERTISING ¢ charge

advertisers for targeted access to your
customers. With mobile-web, place
ads alongside related content (e.g.
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EMBRACE MULTIPLE CHANNELS

To ensure maximum uptake of your services,
embrace technologies that have (or will
have) the broadest reach:

e SMS
e MOBILE-WEB.

SMS (TEXT MESSAGES)

Today, SMS is the only mass market mobile
technology. M:Metrics, an organisation that
collates data on mobile usage, suggests that
over 90% of European mobile owners sent
or received a text message in 2007.

If you want to generate revenue from
mobile today, you need to offer SMS.

But, SMS has its downsides:

* You have to pay to send each message

© 2008 Mantic Point Solutions Ltd
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e Messages are limited to 160
characters of plain text

L aw

Example of an SMS flight update

MOBILE WEB

Currently, then mobile-web is a niche, but
fast growing, market.

In the UK, one of the more mature markets
for mobile-web access, M:Metrics estimates
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that around 15% of people browsed the
mobile web in the last 3 months of 2007.

Malaga l
. Wed 20th. Max
e Wind moderate
o ol
Light rain in aft  INGZES

Gatwick (South Terminal)
iNTERACTRVE ARV [org:74 Malaga 09:30
MEDUA MORT ENGAC IING

On-Time

What Next?
1. _View my itinerary

iNTERACTRVE ADVERTISING
3. Local search MEDuA MORE ENoAG NG
® 2002 Mantic Point Solutions Ltd

2. Find things to do
M23 Junctions 7-8
A Southbound delays
(More)
What Next?

1_Check latest traffic en-route
2_I'm at the airport
05 Mas
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Example mobile-web interface. The user interface changes
depending on time, location, and context.

However,tK S A Y UNR RdzOU-A 2y 2

FNASYRt ¢ KIyRaS am
the falling cost of mobile data access are
helping to fuel mobile-web growth.

You should target this platform too.
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The mobile-web offers a richer graphical
environment than SMS, so you can deliver
more content, more easily and more
attractively. And, your service delivery costs
are lower because the user pays the
network charges.

However, not all mobile handsets are
created equal, so youQ fieéd to create a
number of versions of your mobile site to

suit the capabilities of different device types.

And, not all devices render content in the
same way, so youQ heéd to test your site
with as many different handsets as possible.

If you decide to do-it-yourself dev.mobi is a
g_l_reat&eg)%rce té(o %egygu started. And, Ad-
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popular handsets by region.
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ABOUT MANTIC POINT Existing clients include Air New Zealand, POINT
easylet, BAA and WAYN.com. R

Mantic Point operates white-label services,
providing up-to-date travel information to

holidaymakers and business travellers

through their mobile phones. These services

help travel companies keep in touch with LT &2dzQNBE OdzNA2dza G2 FAYR 2 dz
their customers while they are on the move, like help defining your mobile strategy,

providing up-to-the-minute, personalised please contact us:

travel information, which is delivered direct
G2 0KS Odzadi2YSNDa Y20

proven SMS and mobile-web technology. METHEI RGNS Nt S Ere

Round Foundry Media Centre

alydAO t2AyiQa az2faol Foundry Street
travel brands update their customers {eatk
: L e . LS11 5QP
automatically with timely, personalised "
information about their trip, including flight
information, snow reports, weather email: info@manticpoint.com
forecasts, traffic updates, itinerary web: www.manticpoint.com

reminders, destination information, special

Showecase site: www.streamthru.com

offers and even quizzes to help pass the

time.
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