
AVIATION LOYALTY AFTER THE REBOOT



E-commerce

Points sales
Insurance
Commissions
Media

SME
Corporate

VFR, Holidays
Weekend breaks

LCC

STAGGERED RESTART

CARGO

LOYALTY

BUSINESS 
TRAVEL

LEISURE 
TRAVEL

INFREQUENT
TRAVEL

Speed of recovery driven by risk appetite, 
immunology and vaccine development 
plus use of rapid testing



VALUE OF A LOYALTY PROGRAM

Emotional Equity

Currency Equity

Customer Understanding

Business Asset

Monetization



USING DATA INSIGHTS

• RFM

• Different audiences

• Price sensitivity

• Signals

• Keeping cobrand 
customers

• Cash yields but stimulate 
redemption

YOUNG TRAVELERS

BUSINESS 
TRAVELERS

FAMILY HEADS

OFWs



REDEMPTION AND THE BROKEN MODEL

• High volume earn  

• Redemption seat availability

• 80% flights to 100% non-flying

• Cash versus trust conservation

• High or low fares?

• Relative perceived values

• Capacity burn

• The go forward model for redemption



SERVICE AND THE CONTACTLESS 
EXPERIENCE



USING LOYALTY TO GET BEYOND FLYING

Insurance JV

e-commerce PaymentsInsurance

AIRLINE LED LOYALTY PROGRAM

Media and 
advertising

Customer data lake and analytics



THANK YOU AND 
QUESTIONS

e:  niklaming@urbanleopardloyalty.com

t:  +63 998 967 9056

mailto:niklaming@urbanleopardloyalty.com

