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Piotr Kozlowski - CV 

EDUCATION 

Place of birth: Krakow 1985 

Nationality: Polish 

 Jagiellonian University in Krakow, Master Degree, Business Management (spec. tourism management) 

 International University of Applied Sciences Bad Honnef – Bonn, Certificate, Aviation Management 

 IATA, Certificate, Airline Revenue Management 

PROFESSIONAL EXPERIENCE 

 Comarch SA, Krakow, Poland – Consulting Director, Airline/Travel Loyalty Solutions, EMEA & Asia Pacific 

 Comarch SA, Krakow, Poland – Business Solution Management, Loyalty & Marketing Solutions  

  Biala Airport Sp. z o.o., Warsaw, Poland – Director Business Development 

  Lufthansa Consulting GmbH, Frankfurt/Main, Germany – Business Development Manager Europe 

  Lufthansa Consulting GmbH, Frankfurt/Main, Germany – Associate Consultant 

  Lufthansa Consulting GmbH, Cologne, Germany – Freelancer 

  The Wisla Ski School NARTUS, Wisla, Poland – Ski instructor 
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Exam 

• Written 

• 10 – 15 open questions 

• based on lectures only 

• over 50% of points to pass 

Exam 
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Piotr Kozlowski – contact details 

After every lecture CONSULTATIONS 

E-MAIL pkozlowski@wsiz.rzeszow.pl 
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Aviation marketing course will be limeted few aspects of 

aviation: 

- Focus on airline marketing 

- Focus on passenger transportation 

- Focus on qualitive aspects of marketing 

- Focus on airport marketing 
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Aviation Marketing course - content 

1. Introduction to aviation marketing 

2. Customer 

3. Product 

4. Marketing strategies and airline alliances 

5. Customer loyalty and FFP 

6. Distribution and E-commerce 

7. Airport marketing 
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Role of our industry… 
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Aviation – services industry 
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Intangible 

Human touch 

Perishables 
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Shift of company principles 
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PAST NOW 

Focus on maximising productivity Focus on customer satisfaction 
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What is marketing… customer focus 
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  Starting point                    Objective                        Activities                    Result 

Company Products Sales and  

promotion 

Profits as 

result of  

sales volume 

Target  

market 

Customers  

needs 

Integrated 

marketing 

Profits as 

result customer 

satisfaction 

Source: Kotler, Marketing, Rebis, Warszawa 2004 
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Two faces of marketing… 
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Qualitive Quantitive 
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Marketing process 
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Gather market 

information 

Segment 

your 

market 

SWOT 

Objectives 

and 

strategies 

Develop 

and 

implement 

plans 

Review and 

improve 

Source: Kotler, Marketing, Rebis, Warszawa 2004 
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Simple marketing system 

Industry 

(suppliers) 

Market 

(customers) 

communications 

goods and services 

money 

information 

Source: Kotler, Marketing, Rebis, Warszawa 2004 
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Market dimensions 

 Market - total number of travellers (region / country / 

airport level 

 Market potential travellers 

 Market: domestic / international 

 Market: mode split up 

 Market: O&D 

 Market: major market segments (purpose of travel 

 Market: premium/economy 

17 
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Marketing definition 

18 

Marketing is the process of planning and realization of 

ideas, setting prices, promotion and distribution of ideas, 

goods and service that creates exchange that fulfills the 

objectives of company and individuals. 

Source: Kotler, Marketing, Rebis, Warszawa 2004 
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Needs 

19 Source: thestamp.umd.edu/GH/basic_needs/index.html 
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Airline marketing mix 

PRODUCT 

PROMOTION 

PRICE 

PLACE 

Marketing Mix 
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Marketing 
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Marketing = Market Oriented Management 

Marketing in conjunction with aviation can 

be defined as a customer oriented aviation 

management 

Source: Stephan Strobl 
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Aviation Marketing 
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Decision and activities of custome-oriented 

management are concentrated on target 

groups inside and outside of a company. 

Internal 

marketing 

External 

marketing 

Source: Dr. Stefan Strobl, Airline Management course, presentation 
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Marketing management 
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Marketing management can be defined as the art and 

methodology of selecting target markets, acquisition, 

retention and expansion of customer groups, trough 

creation of better value, delivering it to the customer.  

Source: Kotler, Marketing, Rebis, Warszawa 2004 
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Customer focus 

24 
Source: www.customermarketing.com/html/whatisit.htm 
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Airline Marketing… 

25 
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Customer 

Piotr Kozlowski 
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What do we sell to the customer… Flight??? 

 Emotions 

 Opportunities 

 Memories 

 Joy 

 …….. 

 …….. 

 

27 
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Customer 

value 

Total customer 

value 

Total customer 

costs 
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Determinants of customer value 

29 

Customer value 

Total customer value Total customer costs 

Product value 

Service value 

Personel value 

Image value 

Financial cost 

Time cost 

Energy cost 

Psychological cost 

Source: Kotler, Marketing, Rebis, Warszawa 2004 
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Decision process and value 

evaluation 

30 
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Decision making process (typical) 
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Decide time and 

costs 

parameters 

Shortlist 

destinations 

Compare 

brochures – 

select best 

itinerary 

Make 

bookings 

Source: IATA 
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Consumer vs. customer 

32 

Consumer Customer 

Consumers are the people, who are 

using the service or product. With 

regard to aviation, consumers are 

passengers on board. 

Customer is defined as a decision 

maker. 
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Roles in the decision making process 
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Specifier – the person or the group of people, who decide to pick a particular 

company to deliver a product. Decision maker. 

User – the person or who use or consume service 

Influencer – the person or group that influences or approves the purchase. A 

travel agent or company contraller, for example. 

Source: IATA 
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Classification of behavioral types of customers 

 Cold prospect 

 Warm prospect 

 First-time customer 

 Repeat customer 

 Regular customer 

 Loyal customer 

 Advocate 

34 

Source: IATA 
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Market segment 

35 

Market segment – is a group of Customers 

who have suffient in common that they form a 

viable basis for a product/price/promotion 

combination. 
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Market segmentation 
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Market segmentation – process of dividing 

customer into smaller, relatively homogeanous 

groups that are distinct from each another.  
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Market segmentation process 
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1 

2 

3 

4 

5 

6 

7 

Segmentation based on needs 

Segments identification 

Segments atractiveness 

Segments profitability 

Segments positioning 

Segment scenarios 

Marketing mix strategy 

Source: Kotler, Marketing, Rebis, Warszawa 2004 
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Key mistakes in segmentation 

process 

38 

Over-segmentation 

Under-segmentation 

Optimal segmentation 
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Airline market segments 

39 

Business Travel Holiday Travel VFR 
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Business Travel 

40 

Convinient timing 

High requency 

Business class, comfortable seats 

Higher crew qualification 

Sophisticated IFE 

Relatively low price sensivity 

Books relatively late in the booking process 
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Holiday Travel 

41 

Elastic on price changes 

Early booking 

Flexibility in planning 

Usually economy class 

Low yield passenger 
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VFR (Visiting Friends and Relatives) 

42 

Elastic on price changes 

Early booking 

Flexibility in planning 

Usually economy class 

Low yield passenger 
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Shortcomings of traditional segmentation 

 Over-generalization 

 Ommission of key information about 

customer 

 Failure to see customer as an 

indivudual 

43 

Source: IATA 
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Segmentation criteria 

 Value 

 Motivation 

 Travel Pattern 

 Buying pattern 

 Needs and wants 

 Satisfaction 

 Influence 

 Demographics 

44 
Source: IATA 
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Market segments – master list 

45 

Business travellers (sponsored by 

third party) 

Other travellers (sponsored by third 

party) 

Leisure travellers (paying theirself) 

Other travellers (paying theirself) 

Source: IATA 
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Corporate business travellers 

46 
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Individual business traveller 

47 
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Events conventions 

48 
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Incentive groups 

49 
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Ship crews / oil platform workers 

50 
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Labor traffic 

51 
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Government workers 

52 
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Teachers 

53 
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Military 

54 
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Group vacation makers 

55 
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Individual vacation makers 

56 
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Citi-breaks 

57 
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Sport travel 

58 
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Stag/hen parties 

59 
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Students 

60 
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Immigrants 

61 
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VFR 

62 
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Religious traveller 

63 
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Target segments 

64 

M1 M2 R3 

P1 

P2 

P3 

Concentration on one segment 

M1 M2 M3 

P1 

P2 

P3 

Selective specialization 

M1 M2 M3 

P1 

P2 

P3 

Product specialization 

M1 M2 M3 

P1 

P2 

P3 

Market specialization 

M1 M2 M3 

P1 

P2 

P3 

Serving entire market 

Source: Kotler, Marketing, Rebis, Warszawa 2004 
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Market segmentation vs. Target Segmentation 

65 

Process of dividing market 

into smaller more meaningful 

groups 

Process of 

selection priority 

markets to focus 

on 

Market segmentation Target segmentation 
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Market segments ranking – three 

dimensions 

66 

A
tt
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c
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o

n
 

Peformance 

C 
A 

B 
D 
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SWOT 

67 

Strenghts Weaknesses 

Opportunities Threats 
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Different purposes for travel 

68 

Monday - Friday 

August 
Weekend Christmast 
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Needs 

69 

Short-haul / business travelers 

Needs of different travellers 

Long-haul / business travelers Long-haul / leisure travelers 

1. Safety 

2. Punctuality 

3. Convenience 

4. Price 

5. Comfort 

6. Loyalty Schemes 

7. IFE 

1. Safety 

2. Comfort 

3. Punctuality 

4. Convenience 

5. IFE 

6. Loyalty Schemes 

7. Facilities 

1. Safety 

2. Price 

3. Culture comfort 

4. IFE 

5. Punctuality 

6. Loyalty Schemes 

7. Convenience 

Source: IATA 
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Pareto`s Principle 

70 

80-20 Rule 

20% of your customers are 

responsible for 80% of your 

company revenues. 
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Front of the cabin makes the business 

71 
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Premium traffic 

72 
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Premium traffic 

73 
Source: IATA 
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Premium passengers share in total pax demand 

74 
Source: IATA 
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Passenger demand vs. global trade 

75 
Source: IATA 



                     University of Information Technology and Management in Rzeszow 

Aviation Marketing 

Piotr Kozlowski 

Traffic segments by regions 

76 
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Premium traffic development by 

routes 

77 
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Traffic development by region 

78 
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Product 

Piotr Kozlowski 
University of Information Technology and Management in Rzeszów 
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Product 5 levels (Porter) 

80 Source: www.provenmodels.com/16 
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What aviation product is… 

81 

A B 
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Product – customer experience 

82 

Booking 
Getting to the 

airport 
Check-in 

Getting on 

board 

Flying to the destination 

Immigration 

and luggage 

claim 

Getting to the 

final 

destination 

Unpacking 

Source: IATA 
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Airline product 

83 

Hardware Software 

Part of the product that has mainly 

to do with facilities and equipment, 

in the air and on the ground. 

Features that are related to the 

contact of the customer with the 

airline and airport staff – human 

touch 
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Length of travel… 

84 
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Source: IATA 
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Airline product dimensions 

85 

Sheduling features 

Airline product 

Class of service features Ancillary features 

1. Aircraft 

2. Frequency 

3. Timings 

4. Transfers 

1. Cabin 

2. Seat confirgurations 

3. In-flight catering 

4. IFE 

5. Airport product 

6. Airport lounge 

7. Lugagge allowance 

1. Reseravation 

2. Bookings 

3. Special service 

4. Customer support 

 

Source: IATA 
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Aircraft 

86 

JET TURBO-PROP 
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Turboprop vs. Jet 

87 

Criteria Turboprop aircraft Jet aircraft 

Size Turboprops are significantly 

smaller than jet aircrafts 

Jet engines can supply wider range 

of aircraft sizes from small regional 

airlines such as Embraer 145, as 

well as the largest aircrafts such as 

Airbus A380 

Speed Relatively low, ground speed does 

not exceed 500 km/h 

Are much faster than turboprops, 

can achieve speed over 800 km/h 

Cruising altitude Low High  

Range Short range Short, medium and long range 

Routes Regional, short-haul routes Jet aircraft can operate various 

routes from regional up to 

intercontinental depending on the 

specific aircraft model 

Comfort Comfort of travelling for 

passenger is relatively lower, due 

to the size of the aircraft and noise 

in the cabin 

Higher than in turboprops 

Fuel efficiency Turboprops are significantly more 

fuel efficient (fuel burned per 

available seat kilometer) 

Jet aircrafts consumer more fuel per 

available seat kilometer ) 

Environmental 

impact 

Due to the lower fuel consumption 

turboprops are more 

environmental friendly 

Jets are less environmental friendly 
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Aircraft based campaign product 

88 
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Aircraft 

89 

Russian-built aircraft Western built aircraft 
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Class of service 

90 

First class Business class Economy class 
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Class of service versus length of a haul 

91 

Long-haul 

Medium-haul 

Short-haul 

Economy class Business class First class 

+ + + 

+ + - 

+ +/- - 
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Business class on short haul flights 

92 
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Short haul business class product 

93 
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Business class short haul product differentiator 

94 

Economy Business 
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Timings RZE – WAW / conecting flights 

95 

RZE 

09:15 10:05 

WAW 

10:45 

MCT 

11:00 ATH 

12:45 

11:40  BCN 

11:05  OTP 

12:45  BUD 

12:45  CAI 

11:45  SVO 

11:45  CDG 

12:35  PRG 

11:10  RIX 
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Timings 

96 

RZE 

06:00 07:10 

WAW 

07:50 

MCT 

07:50 BRU 

09:30 BUD 

08:40 TXL 

09:40 LIS 

09:50 

08:20 CPH 

09:15 FRA 

09:35 GDN 

09:55 GVA 

08:35 HAM 

08:20 HEL 

09:40 HEL 

09:55 SVO 

08:50 MUC 

09:55 MUC 

09:35 PRG 

08:35 SZZ 

08:40 VIE 
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Business traveller – short haul routes 

97 7 a.m. 9 a.m. 

Onward flight Meetings & work Flight back 

7 p.m. 4 p.m. 

 Demand volume and demand 

structure is highly dependant on 

the time of the day. 

 Business travelers tend to travel 

early mornings and evening, 

whereas leisure travellers are 

more flexible with regards to time 

of travelling. 
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Business traveller – short haul routes (overnight) 

98 

9 a.m. 

Meetings & work Flight back 

7 p.m. 4 p.m. 

Onward flight 

7 p.m. 4 p.m. 

Day 1 

Day 2 
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In-flight catering 

99 
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Short haul Medium haul Long haul 
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What are the boundaries of airline product… 

100 

flight time  < 1h 

Limited selection of soft drinks. No food.  

Usually no beverage. Sweets eventually. 

1h < flight time  < 2,5h hour 

Snack, sweets. Selection of soft drinks 

and beverages. 

2,5h < flight time  < 6h 

Full meal, snack. Wide selection of 

drinks. Continuous water service. 

flight time  > 6h 

2 x full meals. Wide selection of drinks. 

Continuous water service. 
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Special meals 

101 
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Special meals 

102 
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Special meals 

103 
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Airport product – process 

104 

1 

2 

3 

4 

5 

6 

7 

Arrive to the airport 

Check-in 

Baggage drop off 

Secutity control 

Waiting lounge 

Gate  

Boarding / aircraft embarkssion 
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Common check in 

105 

Common check in 

LOT 

All flights 

LOT 

All flights 

LOT 

All flights 

LOT 

All flights 

LOT 

All flights 

One queue for all flights 
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Flight check in 

106 

Common check in 

LOT 
New York (JFK) 

LOT 
Paris (CDG) 

LOT 
Nice (NCE) 

LOT 
Moscow (SVO) 

LOT 
Lviv (LVO) 

JFK queue CDG queue NCE queue SVO queue LVO queue 
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New check in options 

107 
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In flight entertainment 

108 
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Airport lounge 

109 
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Special services 

110 

WCHR 

passenger requires wheelchair for distance within airport 

but is able to ascend or descend stairs 

 

WCHS 

passenger is able to walk but unable to ascend or descend 

stairs 

 

WCHC 

passenger is paraplegic/quadriplegic, requires an on-board 

wheelchair and must be carried to/from cabin seat 
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Booking 
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Cultural awareness 
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Where does an airline product start…. 
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Delivering an aviation product 

process 
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Sales activities Service - core 
Post sales 

activieties 
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Market strategies 
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Aggressive 

Defensive 

Customer focus 

Objective: increase maket share 

Objective: maintain market share 

Objective: gain customer 

commitment and loyalty 
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Criteria: market dominance 

Leader 

Challenger 

Follower 

Nicher 
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Market strategies 
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Differentiation 

Porter`s generic strategies 

Cost leadership Niche market 
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Criteria: innovation strategies 

Pioneer 

Close followers 

Late followers 
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Market strategies 
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Market 

penetration 

Criteria: product/market 

(Ansoff matrix) 

New products Existing products 
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Product 

development 

Diversification 
Market 

development 
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Growth strategies 

Vertical integration 

Horizontal integration 

Diversification 

Intensification 
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Airline 

Ground handling company 

In-flight catering company 

Travel agency 

Terminal operator 

MRO company 

Vertical integration is cooperation 

activity between companies that 

depend on each other within the 

production process. Companies 

involved in the alliance are 

supplier or customers of each 

other, but they are not 

competitors at any stage of value 

chain. 
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Horizontal integration 
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Airline A Airline B Airline C 

Horizontal integration can be defined, as a cooperation 

between companies, which are operating at the same 

level within production process. In other words it is 

cooperation activity between companies, which can be 

considered as a competitors between each other. 
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What is strategic alliance 
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Strategic alliance can be defined as a long term 

cooperative agreement between two or more independent 

firms that engage in business activities for mutual 

economic gain. 

Tsang 1998, Strategic Alliances in Central and Eastern Europe, Akmal S. Hyder, Desalegn Abraha 
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Why airlines needs alliances… 
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Benefits on an alliance 
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Risk/benefits of an alliances 
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Levels of integration 
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Source: Airline Leader 
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Alliances position in global aviation 

market 
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Source: Airline Leader 
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Airline alliance level of integration 
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Source: Iatrou, Oretti; Airline Choices for the Future, from alliances to mergers, Ashgate 2007 
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Network objectives of an alliance 
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Alliances value chain 
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What is JV? 
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When to set up JV – TK approach 
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JVs landscape 
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Emirates/Qantas JV 
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Airline alliances landscape 
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Alliances benefits 

147 



                     University of Information Technology and Management in Rzeszow 

Aviation Marketing 

Piotr Kozlowski 

Technology needs to handle it… 

 

148 
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What are the objectives of marketing? 
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Business development 

Airline marketing objectives 

Business retention  
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Price reductions vs. Loyalty programmes 
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CUSTOMER 

LOYALTY 

Discount Loyalty programms 

Customers gets only 

financial reward post 

factum – lack of 

relationship and 

flexibility 

Delivers more values 

than only financial 

reward – loyalty 

programs look into 

the future 

relationship rather 

than backwards 
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Frequent Flier Programme 
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REWARDS 

FFP Benefits 

RECOGNITION RELATIONSHIP 

Source: IATA 
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Reward 
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 Incentives for passengers – passenger earns miles for flying with an airline 

 It can be also considered as a bribe for selecting flight with particular airline 

Source: IATA 
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Recognition – benefit for an airline 
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Market segmentation on the basis of 

actual customer usage 
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Recognition – benefit for an airline 
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Deliver recognition benefits to the most 

valuable customers 
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Recognition – benefit for an airline 
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Ability to customize product for the 

particular customer 

How FFP can support product customisation: 

 Storing and analysing data on travel prefferences 

 Targeted sales calls to particular customer to customise the sales process 

 Measuring customer profitability 

 Customising exclusive service 

 
Source: IATA 
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Relationship 
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Indentify and communicate with 

individuals 
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Relationship 
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Potential of FFPs in product determination 

(examples) 
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Deciding which seats to buy for new Business Class… 

Selecting suitable hotel partners… 

Advising on cabin crew features… 

Choosing the right meals services… 

Changing times and frequency… 

Source: IATA 
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Optmizing revenues and demand throught FFP 
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LO3806 

RZE – WAW 

0905 – 0955 

Demand: 60 seats 

 

LO3802 

RZE – WAW 

1400 – 1450 

Demand: 43 seats 

 

LO3808 

RZE – WAW 

1800 – 1850 

Demand: 73 seats 

 

Bonus miles 

Shift demand to earlier flight 
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Ancillary revenue through partnerships 
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Flights 

Hotels 

Car rental 

Credit cards 

Subsciptions and books 

Telecommunications 

Shopping 
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FFPs challenges and problems 
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Costs of establishing and maintenance  

Costs of service 

Revenue displacement 

Accured liability 
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FFPs trade offs 
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Airline 
Passenger 

(consumer) 

FLIGHT 

MILES 

LOYALTY 

INFORMATION 



                     University of Information Technology and Management in Rzeszow 

Aviation Marketing 

Piotr Kozlowski 

How to make money on FFP 
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