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Executive summary The air travel market has grown resilient in spite of the ongoing recession. In 2007, the number of
passengers at the UK air ports has reached more than 271 million. As more people seek commercial air travel, the
low-cost, no frills airline model has proved to be efficient with 18% gain in market share between 2000 and 2004.
Several factors affect the cost of air travel of which was the drop in fuel prices in 2009 and an increase in the retirement
age, meaning that more people will have a higher pension income and would consider leisure travelling to holiday
destinations. Furthermore, the market shows that 55% of people book their flights online making the Internet the most
popular medium for advertisement within the travel industry, with more that 8.1% of the total Internet advertisement
revenue coming from travel companies. These investments are justified by the fact that 80% of the homes in the UK
have broadband Internet service translating to more than 20 million people. The main players within budget air travel in
Europe are: EasyJet, Ryanair, Flybe, Norwegian, Veuling, and bmibaby in addition to others. EasyJet and Ryanair own
19.1% and 18.77% respectively of the total market. [-pagebreak-] Since price is the main competitive edge for all
commercial airlines, the key marketing area for any is to compete on services alongside price. The target customers are
working and retired individuals aged 25 to 60 living in the UK and Europe. To appeal to the price conscious mind of the
target group a commercial airline company could offer a membership club that gives rewards on flights taken by an
interrelated group. The main message is: &ldquo;Commercial airline is better for your family and friends; better for
you&rdquo;.  The club is to support build the airline brand as a favourite airline since it rewards people for flying and
over powers the frequent flyer concept by giving points based on group travels. The promotion would start with a direct
communication to the airline registered website visitors providing them with the details of the club and asking them to
refer at least three more individuals to register with the site. It is estimated that this first level of communication would
generate more than 64,000 new records and more than £314,000 in revenue. The numbers would double through a
brand awareness campaign targeting customers through online advertisement, TV commercials, outdoor display ads,
and press advertisement.  The allocated budget is set initially to £1.4 million for the first quarter of 2010 and would be
followed by another run of the most effective communication channel to establish the club within the minds of the target
consumers. The campaign success would be measured against the completed registration on the site and the increase
in conversion rate. Furthermore, a survey would be provided to customers who registered and the results would bring
more insights and better understanding of how the travel club would serve the commercial airline as a customer loyalty
program. 
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