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Introduction

Emotionally attached passengers are loyal passengers.

In the current fiercely competitive marketplace of the air
travel industry, there are many pressures that encour-
age airlines to make short-term decisions that can have
an unprofitable influence on long-term value. Cutting
pricesinordertoretain and attract new passengers and
gain a larger market share are insufficient and ineffec-
tive. Such tactics do not produce the desired outcomes.
Reducing prices leads to a visible decrease in the quali-
ty of products and services, which in turn leads to lower
levels of traveler satisfaction.
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Passengers stay loyal as long as they
achieve observable benefits.

The mostimportant objectiveis toidentify the mostloy-
alandvaluable passengersand brew loyalty in a broad
sense,notmerely limited to the accrual of frequent fly-
ermileage. Knowing passenger preferences, the ability
to predict purchasing habits and making dynamic deci-
sions based on these data are crucial elements for ful-
filling traveler expectations and maximizing revenues.
Such precision is why the best loyalty programs have
a clearly defined goal, carefully created strategy, and
an overall organizational commitment.

How are travelers convinced to become
loyal?

Comarch has the tools to help you find the most effective
and efficient solution in accordance with your strategy.

Comarch Loyalty Management FFP is our comprehen-
sive loyalty managementsolution dedicated to the air-
line market. It enablesacompany planning toinvestin
anew loyalty management suite to overtake their com-
petitorsin the race for retaining loyal travelers and at-
tracting new patrons.

CLM FFP provides airlines with direct, personalized com-
munication with travelers and gives individual custo-
mers the feeling of being cared for. By taking advanta-
ge of our solution, airlines can manage their Frequent
Flyer Programs with greater flexibility and ease. In re-
turn, they offer the highest level of services; magnifying
passenger’s loyalty, increasing revenues and evolving
their cost-effective marketing programs.

Beat the Competition in the Airline Industry?

The current airline market is
characterized by:

- Intense global competition

- Decreasing prices and margins

- Ever-increasing traveler expectations

« Shrinking profits

 Growing costs - fuel, labor, security, marketing

Increased competition provides the reason for escala-
ted pressure toreduce costs and prices. Airline suppliers
mustdirectly compete with each otherinastrong mar-
ket while fighting for access to the traveler’s wallet. No-
wadays travelers have very sophisticated tastes. If an
airline is to meet customer needs, increase revenue and
improve efficiency itis necessary toincrease the atten-
tion paid to the most valuable passengers.

Passenger expectations are diverse. Business passen-
gers are more likely to travel frequently. They tend to
purchase upgraded services which produce higher mar-
gins for the airline. On the other hand, leisure travelers
are less likely to purchase premium services and are
very price sensitive. During times of economic uncer-
tainty the number of leisure travelers will decline. Pas-
sengers who are dissatisfied with the quality of pur-
chased services will go elsewhere in search of another
carrier who is able to provide good products and serv-
icesatan affordable price.Infact,itisimportanttoact
proactively. Most essential is to know who the custom-
ers are, what they want, how they want it and where
to deliver it. When determining these parameters it is
necessary to take into account time, money, personal
preferences and convenience. Only in thiswayisit pos-
sible to anticipate passenger needs and improve their
satisfaction.



The mostimportantassumptions airline companies sho-
uld take into consideration are the ability to: facilitate
loyalty offerings to frequent flyers by providing them
with the highest level of services at the lowest possi-
ble cost, service passengers using streamlined user in-
terfaces, create innovative promotions and communi-
cations, and offer program members the capability to
choose benefits they value.

In these times of fierce competition, winning a new
traveler is several times more expensive than retain-
ing an existing one. Considering the enormous bene-
fitsawell functioning loyalty program could bring, itis
critical to choose theright tool to support the manage-
ment of such a program and all of its related aspects.
CLM FFPis such atool - an affordable, state-of-the-art
and flexible solution designed to support the manage-
ment of Frequent Flyer Programs.

Successfully Implementing a Frequent

Flyer Program Leads to:

- Creation and maintaining of positive relationships
- constant communication with travelers provides
insightinto theirrequirements while creating a feeling
of personalized care as well as an awareness of the
passenger’s value

- Increased number of flights - the frequency of
traveler-initiated flights increases - especially business
trips
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- Increased customer retention - existing members
remain loyal

- Increased number of new passengers - buzz advertis-
ing by loyal travelers brings in new customers

- Increased brand value - enhance the company
brand while simultaneously attracting and retaining
customers

Benefiting from these resultsis only a matter of making
the right decision to implement a loyalty program. Le-
ave the rest to Comarch. Our system strategy is to pro-
videaninstrumental toolin building brand recognition
and a positive corporate image. We will design a busi-
ness model customized to the individual needs of your
business and implement a solution that fully employs
the assumed strategy.
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Architecture

Thanks to its design architecture, the system is well
suited to the execution of projects of any size and on

any geographical scale. The system is physically divid-
ed into a central core and satellites which can be sit-

uated in various business locations. Individual system

elements can be freely configured either globally or lo-

cally. The end result is various configuration settings
within the entire system:

Reservation System

Departure Control
System

Internet Booking

Engine
Business
Admini-
stration
PNR Database

Revenue Accounting
System

File Processor

Contact
Center

Business Administration

The general system and program interface enables in-
itial system configuration and ongoing maintenance.
The web interface covers all of theadministrative tasks.
Anindividual set of features is presented to every user
according to assigned roles that convertdirectly to ac-
cess privileges. System operations are reduced to mere-
ly entering appropriate parameters and selecting re-
quired options.

Transaction
Processor

Report Engine

Customer
Web Portal

Logistic
Module

Content Distribution Module

HTTP HTTP
N\ J’
www

Comarch Loyalty Management FFP logical architecture



Contact Center Web Portal

Aseparate applicationis designed for servicing loyalty
program participantsand users. The Contact Center ap-
plication works with the central database of CLM FFP
and supports the management of orders and claims as
well as parameter modifications by designated opera-
tors. Theimplemented CRM functions manage contact
with program participants as well as tasks for technical
support. The Internet browser interface makes it pos-
sible to use the application from any location with se-
cure Internet access.

B2C Customer Web Portal

In order to make the loyalty program more attractive,
members are given access to a special web portal, al-
lowing them to view theiraccount balance and history,
order rewards as well as view promotions and reward
catalogues. The portal provides many other options re-
lated tointeraction between the operatorand program
participants. The portal can beintegrated into an exist-
ing corporate website or built as an entirely separate
Internet site.
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B2P Business Partner Web Portal

Ina multi-partner environment, all airline and non-air-
line business partners have access to business dataand
program parameterization tools through the B2P por-
tal. In addition, this portal provides partners with ad-
vanced reporting features including multi-party clear-
ing and invoicing.

Logistics Partner Module

An additional applicationis used for controlling the in-
ventory of gifts, advertising materials and membership
cards. Thisapplication enables logistical partners to ac-
cess relevant data. This web application also supports
the gift ordering process.
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Benefits

Universal

The modularstructureand widerange of parameter def-
inition enables the successful implementation of CLM
FFP in the airline business environment. It is a highly
advanced solution, both in terms of IT technology as
well as functionality. Scalable architecture facilitates
the expansion of the loyalty program along with the
company’s growth.

Multi partner programs can benefit from Comarch’s ex-
perience across various marketsincluding, among oth-
ers, retail and finance. Comarch’s vast experience which
has been built into the solution and the high degree
of program flexibility make CLM FFP the perfect cross-
market solution.

Open

The system’s architecture is modern and flexible. The
platform applies state-of-the-art technologies enabling
integration with many other external systems which op-
erate alongside the Frequent Flyer Program, such as:

+ Reservation Systems

- Departure Control Systems

- Internet Booking Engines

« Revenue Accounting Systems

- PNR Databases

« Other external IT systems

Integration of CLM FFP with an airline company’s en-
vironment leads to more convenient operation and an
increasein loyalty program potential. Our applications
canintegrateacrosssolutions, platforms and technolo-
gies while complying with the enterprise architecture.
Communication with external systems can proceed in
both on-line and off-line mode. The most common in-
tegration mechanisms include Web Services, JMS/Mes-
sage MQ, PL/SQL, XML files and flat files.

Flexible

Our easy-to-use and sophisticated tool for managing
accrual,redemption, participants, partners and system
parameters provides FFP operators with a wide range
of possibilities. Comarch Loyalty Management FFP is
a priceless tool for devising creative marketing activi-
ties.Oursolution helps develop targeted marketing pro-
motions that support assumed airline business goals.
In addition, the system’s graphical user interfaces are
suited for users possessing only rudimentary skills in
the operation of computer applications.

Efficient and Scalable

The scalable architecture ensures the development of
the program together with the growth of company po-
tential. All these factors make CLM FFP a tool which is
tailored to every customer, no matter the size or type of
businessactivity. Due toits modular structure and wide
range of parameter options, Comarch Loyalty Manage-
ment FFP can be successfully usedin both small or me-
dium sized companies as well as large enterprises.

Secure

Security mechanisms ensure the safety of stored data
(e.g. balances, customer data etc.) as well as the data
sent between partners in various locations. Advanced
system algorithms provide airlines companies with
fraud protection capabilities in case of frequent flyer
program misuse.

Reliable

High availability mechanisms ensure that the system
is available from 98% to 99.9% of the time. Comarch’s
strategy is to provide the most cost-effective method
of CLM FFP availability to its customers.



Key Features

The modular structure as well as an extended param-
eterization mechanism enables Comarch Loyalty Man-
agement FFP to beimplemented inany architectural or
logical configuration. Comarch’s frequent flyer system
is the ideal solution for airline suppliers that want to
build theirindividual relationship with travelers. It helps
keep the appropriate balance between maximizing the
salesrevenue of airline tickets and providing customers
with a positive experience by redeeming their earned
miles. By using this tool, airlines are able to communi-
cate more effectively and strengthen loyalty.

The system performs any combination of the following:

Communication

CLMincludesacompound communication solution. It pro-
vides capabilities not only for providing members with a
constant flow of information but also for efficient assess-
ment of message campaigns currently in progress. Mes-
saging campaigns are responsible for providing passen-
gers with constant information regarding mile balances,
mile redemption, gifted miles etc. as well as giving them
a sense of care, attention and unique treatment. Messag-
es are responsible not only for information and creation
of emotional loyalty, but also for communication efficien-
cy and marketing strategy measurement. All messages are
targeted and sent through predefined channels specified
for particular passenger groups. Channels include but are
not limited to: text messages, e-mail, traditional mail and
web messages.

Message template
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Tiers & Segmentation

The system provides powerful tools and functionalities
that support tier and segment management. CLM FFP
enables customer distinction in terms of event habits,
userservices and activities. Segmentation is processed
on the basis of stored events,award orders and a histo-
ry of useractivity. Reports and analyses deliver crucial
information for thorough client segmentation.

CLM FFP defines a tier as a combination of privileges
and special business rules that are available only for
selected groups of program members. Aclient’s tier de-
pendson the activities and actions that are processed.
Conditions for entering a specified tier are fully con-
figurable and the new status is automatically applied
to the member.

Member management
Comarch Loyalty Management FFP offers advanced
mechanism for member management.

Each member participating in the Frequent Flyer Pro-
gram has anaccount to collect miles. One or more mem-
bers (such as an entire family) may participate in the
program on the same account. Our member manage-
ment structure is very configurable. The system can
support the situation where many cards are assigned
to one account. Each member may have one or more
cards attached to an account that identify the card-
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holder as well as allow for performing available opera-
tions (collecting miles, redemption of miles, accessing
the WWW service), depending on the member/account
configuration.

CLM FFP gathers extensive information about program
members. This data gives airlines information about mem-
ber preferences, transactions, communication, personal
habits, interests and activity within the program. Our solu-
tion allows members to be described inincreasingly great-
er detail, allows new members to be created dynamically
and furthermore, assigns them to specified segments. This
functionalityis crucial for the proper execution of segmen-
tation processes,and enables the definition of memberand
future customervalue andalso helpsairlines treatall mem-
bers as individuals. In addition, member data can be flexi-
bly modified atany time.

Promotions

Depending on preferences and strategy, promotions
can be created using various combinations. CLM FFP
provides airlines companies with a wide range of pos-
sible attributes for promotion design, with conditions
related to time, location, flight segments, airline serv-
ices, non-airline partner services and others.

Operators can adjust frequent flyer programs in order
to reward various types of participant expectations.

e mmee

Promotion Designer

Miles can be awarded for flights, hotels, car rentals,
purchases of particular products and services, other
loyalty-related events (i.e. when customers join a pro-
gram or complete a questionnaire) orany combination
of the above activities. Each defined promotion has the
ability to be parameterized. Personalized messages can
be sentautomatically once the promotion transaction
has been completed.

When developing a promotion, the system allows for
defining rules and consequently grants miles in align-
ment with the campaign rules. Comarch’s innovative
tool forcampaign development makes construction of
multi-partner promotions easy.

Mile calculations, tariff conditions and formulas are
edited via the unique Promotion Designer graphical
interface. Promotion Designer allows the creation and
instant validation of very complicated rules and pro-
motions without advanced knowledge and computer
skills. Its user friendly interface represents one of CLM
FFP’s strongly competitive advantages among world-
class loyalty management systems.

Mileage accrual

Comarch Loyalty Management FFP provides a wide
range of mile management functionalities. Miles are
what members accrue in the program and they are of-

Program Miles



fered in many forms depending on the airline and its
partners. It is very important to mention that there is
no limitation on the number and type of miles.

Customers who perform any transactions (flights, service
usage, product purchases)will receive miles in theamount
and type defined in the mile formula by the program oper-
ator. The amount depends on a range of conditions which
are analyzed by the promotion engine. These conditions
can include customer segmentation, transaction aspects
(transaction value, transaction frequency), location (part-
ner branch), time (occasions - birthdays, enrollment anni-
versaries, happy hours) or any other defined period. These
factorsare combined inacondition tree defined by the pro-
gramadministrator. Accrual rules use counters to gatherin-
formation about past transactions, reward the most active
membersand create promotions extended in time that re-
quire constant customer activity. FFP CLM is an online ap-
plication that gives members the possibility of reviewing
their mile accounts instantly after transactions. Members
can check their balance through the customer web appli-
cation, IVR or via SMS/text message. Messages are person-
alized and can be sentautomatically once the transaction
has been completed. Program partners can deliver miles
that are best suited to their markets and customer needs.
Oursolutionenables conversion and recalculation of miles
between partners. Miles may also be transferred between
program members as gifts .

Inaddition to the real-time one-at-a-time issuance of miles
described earlier, CLM also provides mileissuancein batch
mode. Batch processing is possible in several ways:

By importing and processing a file which includes all
the transactions to be booked (multiple formats are
handled by the system),

By receiving information on-line from the POS about
a batch of transactionsinasingle message (orasmall
number of messages), or finally

By receiving a series of transaction requests using the
standard interface (one by one) with or without a reply.

Trade & Services

Expiration dates can be set for some or all accrued miles.
Thisencourages members to spend their miles as opposed
tosaving them. Expiration dates can be modified and previ-
ously expired program currency can be renewed. Our solu-
tionalso makes it possible to convertdifferent partner cur-
rencies. Additionally, conversions can be treated as events
and used in further promotion design.

Inthe event of discrepanciesin accrued miles, members
can file claims for the absent miles either through the
customer portal or via a call center. Detailed data con-
cerning theflightis gathered, the claimis processed and
the miles are accrued to the member’s account.

Redemption

Comarch Loyalty Management FFP supports all types of
loyalty rewards including prizes, services, percentage dis-
countsand quantitative discounts (coupons,vouchers). The
systemdifferentiates prices for rewards depending on vari-
ous membersegments, tier levels and distribution variants.
Using our system, airline companies can redeem miles for
flights as well as offer other goods and services of value such
as booking class upgrades, airline lounge access, free wire-
less internet connection, hotels rooms or rental cars.

Intoday’s competitive airline market, cooperation between
airlines carriersand non-airline partnersisanimportant as-
pect of any frequent flyer program. Coordinated relation-
ships add significant benefits to any program. Non-travel
companies create value by offeringa wide range of services
that effectively expand the customer relationship beyond
travel into everyday life. Such interactions have a great in-
fluence on passenger loyalty.

Itis possible to construct pricing plans based onamilesonly
model,a money only model ora mixed model. For every re-
ward, price plans can be defined separately for each chan-
nel and member segment. Each award definition (in com-
bination with channels and participant segments) creates
the possibility to set up values for the following parame-
ters: value in miles, minimal sum of miles, maximum sum
of money and ratio of miles to money.
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Comarch Airline Suite

CLM FFPis part of the Comarch Airline Suite, a compre-
hensive solution focused on passengers and their needs.
Asetoffourcomplementary products helps manage and
fulfill increasing customer requirements, while at the
same time, allowing for the creation of a unified cus-
tomer view, providing added value and opening new
revenue possibilities.

Airport Information Services

Airport Information System (AIS) is a tool designed to
aid travelers in controlling their journeys. It is a mod-
ern, modular and easy to use application that can vir-
tually guide passengers. Personalized and up to date
travel information is delivered directly to passengers’
mobile devices. Users are able to access their itinerar-
ies, flights details, predicted weather conditions, gate
information and baggage location. In addition, the sys-
tem offers alerting services to remind passengers about
all important events, like check-ins or boarding. Mes-
sages, received as emails or sms, provide information
about any flight schedule anomaly. Other functionali-
ties include, but are not limited to: airport navigation,
delivery of dedicated offers and promotions, entertain-
mentservices such as music, videos on demand, online
games or community portal.

CLM FFP

Airport
Information
Services

Comarch Airline Suite

Integrated with core loyalty modules, it offers a powerful
means of satisfying passengers and keeping them loyal.
At the same time facilitates gaining ancillary revenue.

Concierge Agent

Thisisatool used forimproving satisfaction of the most prof-
itable passengers-VIP members. Comarch Concierge Agent
(CA)enablesacustomerservice agent, eitheratacomputer
orwithahand held device, to anticipate traveler needs and
preventnegative customer experiences by proactively man-
agingtheiritineraries. CAworks to insure a smooth airport
experience by managinga customer’s check-in, flight delay
notification, airportassistance, and other concierge servic-
es. CA’'sability tointeract with members through supported
communication channels including telephone, email, text
message, and instant messaging/chatinsuresahigher lev-
el of customer satisfaction.

Smart Analytics

Smart Analytics (SA) is aninnovative solution based on
datawarehouse technology. Its main goal is to provide
organized and lucid information that supports decision-
making processesin the entire company. Itisavery pow-
erful tool connected with a loyalty system - it enables
the identification of customer behavior and trends.

Concierge
Agent

Smart
Analytics
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