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Customer dynamics

Changing society Travel experience

Price

- Mass leisure globe trotting Value for 7= Time

Convenience

e Cash-careful; functional luxury e Price-sensitive, ‘value for money’
e ‘Gravity moving East’ & emerging « In-flight experience & inspiration
middle classes , - Choice & control (a la carte)

= More diverse travelers - Strict travel policy (trading down)

e Convenience with tighter security
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... leading to structural changed customer
behavior?

e Price-sensitive (“value-for-money”), less focus on luxury

e Focus on sustainability and “quality-time”

e Customer demands more choice & simplicity

e Customer wants to be in control, inspired, and recognized

e Customer explores alternatives, that meet new customer values
(videoconferencing, train)

e Business travelers are “trading down” (to economy class, to low-cost)

Air France KLM Global accounts behaviour study, Oct 2009

TYPE
Yes | Yes %' | Change(Ptz) | Yes%' | Yes % | Yes™

1 USE OF RESTRICTED TICKETS 116 63% +20 43% 3% 25%
PRICING 2 BEST BUY 095 E2% +13 R 3T IR

3 CHEAFEST PREFFERED CARRIER 114 @% +0 535 447 31%

4 BUSINESS TO ECONOMY 72 9% +13 26% 1@ 4%

3 TO LOW COST CARRIERS 53 29%, +10 1% 13% 10
SHIFTING

B TO RAIL 64 35% +5 et 26% 1%

7 TO VIDED CONFERENCING™ 64 35% +21 4 129 12%

B MORE CONTROL 136 T4% +16 BE% B4 45%
CONTROLLING 3 HIERARCHY APPROVAL 96 52% +15 Ire 3% 4%

10 OHLY CUSTOMER MEETINGS 48 26% +1 25% 15% 10
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Competitive forces by Porter

Bargaining power
of suppliers

Suppliers

Threat of substitute
products or services

Potential entrants

Threat of
HeW eRIranRis

Industry Low cost carriers

competitors

Buyers

Rivalry among

existing firms Bargaining power

of buyers

Videoconferencing
(High speed) trains

2



Best of both worlds ... convergence!
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Convenient
airports

Right times of day

High frequency

Home Plan and Book Prepare for travel Flying Blug KLM for business Shout KLM Custar]

Book your flight

@ peturn  One way

From Recent searches @ Departure Travel class
[sohammestura o Tambo (7] vawemo |6
To Search destination £ Return Adult (15+ years)
|Enter city, airport (code) or cuur‘ ‘20/10/2010 ‘ 2]

™ Return from / to a different " Search these dates [T 1 am travelling with

-y ' - - - destination S Soaech arnnd thase child{ren) (<15 years) &=
Ryanair's O'Leary Plans Shift to Major Airports i e
as Growth Slows
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Stuck on the escalator =
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The answer iIs In the total
proposition |

o

- short/medium ha
- long haul
- general
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Flight duration affects travellers’ needs!

Business class/Europe Select travellers are willing to compromise on comfort on
shorter flight (less than 1.5h) and then become more demanding on the on board
services and product. All the others are easier and don’t expect more
(than expect in their class) on flight shorter than 2.5h /7 3h

Level of expectations

Business Class /
Europe Select
Travellers
Economy &
Premium voyageurs
Travellers
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Forced by

Corporate
Travel polic

Growing
segments

New European Offer
based on reguirements and needs

Drivers

A

Business class/Select

» Comfort
* Flexibility

""" A N
£

\ « Flexibility

. Business travelers in Economy | ° Efficiency/Price

\

KLM customer appreciation

« crew highly rated
* low appreciation seat

Business travelers in Economy

comfort (worst-in-class)
Business class/Select |« low catering

* low score on
“value-for-money”
* low rating ground

/ \ experience

* Price

Leisure travelers in Economy

Leisure travelers in Economy

« overall appreciation
good & on target (just
above peers)
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Economy Comfort

Meeting new customer requirements




A la carte catering pilot




World-wide portfolio with partners

e T T o —,

The world's largest network built around two hubs

« 2 hubs: Paris-Charles de Gaulle and Amsterdam-Schiphol

« 244 destinations
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Travel efficiencies

- Speed on the ground

- priority lanes at border control
- priority boarding

- Mobility
- continue to work in the lounge/at the gate
- hotspots and battery charge facilities




Online products and services

Connectivity & convenience

AIR FRANCE & KLM
Global Meetings
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Join About Club Africa

Club

How to Contribute

Mirs. ELTZABETH MENKE

Card number: 2015065563
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Trade in the transport and logistics sector: opportunities abound
The Southern African Netherlands Chamber of Gommerce (SAMEC) was established in 1992
Itaims to foster business relations between Southern Africa and The Netherlands and thus to

achieve closer economic ties and a better mutual understanding to the benefit of both regions
SANEC recently organized the SADC Comidar Mission inthe Netharlands
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Enhancing our relation with all business
travellers
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Corporate social responsibility

Pro-active in CSR

. Dow Jones
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