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Abstract	

As	it	has	been	found	from	theory,	loyal	customers	are	highly	important	for	all	brands,	since	these	

customers	are	returning	and	advocating	these	brands	to	friends	and	relatives.	It	is	cheaper	for	a	

brand	to	take	care	of	its	loyal	customers	than	creating	new	marketing	schemes	in	order	to	gain	a	

hold	on	new	customers,	who	have	jet	to	try	the	brand.	Loyalty	programs	have	been	found	to	be	a	

great	tool	to	keep	customers	coming	back,	and	can,	if	performed	correctly,	create	the	necessary	

structure,	which	create	this	loyalty.	

	

This	thesis	was	conducted	in	order	to	investigate	what	traditional	carriers	can	do	in	order	to	

become	more	attractive	for	the	young	traveller	segments,	know	as	generation	Y	and	generation	Z.	

Who	have	been	found	to	be	a	highly	important	segment,	when	talking	about	tourism.	Since	they	

have	a	high	spending	power	and	are	travelling	more	for	leisure,	and	for	a	longer	period	than	seen	

before	with	other	segments.	Since	these	segments	have	become	such	powerful	players	within	

tourism,	it	has	been	seen	that	different	industries,	within	this	industry,	have	begun	to	meet	these	

consumers	by	striving	to	meet	their	needs,	as	it	has	been	found	with	Marriott	hotels	and	their	

openings	of	the	Moxy	brand,	which	is	a	cheaper	alternative	for	the	young	travellers.	

	

To	investigate	what	traditional	carriers	should	do,	in	order	to	become	more	attractive	for	this	

segment,	this	thesis	have	used	an	online	questionnaire	to	ask	young	travellers,	within	the	Danish	

market,	what	they	value	when	buying	airline	ticket,	and	to	investigate	if	there	would	be	an	

interest,	within	this	market,	for	a	frequent	flyer	program	targeted	specifically	for	these	travellers.	

	

Seeing	that	the	market	for	young	travellers	are	growing,	and	that	they	have	this	high	spending	

power,	it	has	been	interesting	to	see	that	traditional	carriers	have	not	fully	embraced	these	

travellers.	It	has	been	found	that	traditional	airlines	have	strived	to	provided	these	travellers	with	

discount	airfares,	where	many	only	are	provided	to	students.	It	seems	like	the	traditional	airlines	

have	kept	their	focus	on	the	business	travellers,	and	turned	a	blind	eye	to	the	young	travellers	by	

not	wanting	to	compete	with	the	low	cost	carriers	(LCCs),	which	have	been	found	to	be	the	

preferred	airlines	of	the	young	segment.	This	has	been	found	to	be	a	mistake	since	these	

customers,	as	a	consequence	have	become	loyal	towards	the	LCCs,	and	it	can	therefore	be	
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expected	that	when	these	young	travellers	gain	a	higher	income	they	will	still	be	loyal	towards	

these	airlines.	

	

For	this	reason,	it	has	been	found	interesting	that	traditional	airlines	have	not	strive	to	get	a	better	

hold	on	these	young	travellers	in	order	to	be	able	to	compete	with	LCCs	in	the	long	run.	In	order	to	

do	so	the	traditional	airlines	have	to	gain	an	understanding	of	what	these	young	travellers	believe	

to	be	important	when	buying	airline	tickets,	and	what	they	want	to	gain	out	of	a	frequent	flyer	

program.		

	

This	thesis	found	that	the	price	of	the	ticket	means	everything	for	young	travellers,	when	they	are	

considering	which	airline	to	fly	with,	this	was	also	the	case	for	young	travellers,	who	were	found	to	

be	part	pf	an	existing	frequent	flyer	programs.	However,	even	though	price	have	such	a	great	

impact	on	the	young	travellers,	the	thesis	found	that	the	main	reason	for	why	many	of	these	

young	travellers	are	not	part	of	a	frequent	flyer	program	is	due	to	lack	of	knowledge	of	how	these	

programs	works	and	which	benefits	it	provides.	Travellers	believe	they	do	not	fly	enough	to	

accumulate	enough	points,	or	miles,	to	actually	get	something	out	of	these	programs.	From	the	

online	questionnaire,	conducted	by	Danes	fitting	the	age	target	for	generation	Y	and	Z,	it	was	seen	

that	there	was	an	interest	in	a	frequent	flyer	program,	which	also	have	been	support	by	the	notion	

that	Norwegian	have	almost	gained	the	same	number	of	members	within	their	loyalty	programs,	

as	SAS	has.	This	shows	that	travellers	who	chooses	to	fly	with	LCCs	still	are	interested	to	gain	

additional	benefits	and	wants	to	be	part	of	a	game	where	they	not	necessarily	know	who	they	are	

up	against,	but	at	the	same	time	provides	these	members	to	compete	against	themselves	in	the	

quest	of	earning	the	necessary	points.	
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1. Problem	formulation:	why	is	this	relevant	
As	theory	has	proven	time	and	time	again,	loyal	customers	are	less	costly	to	maintain	than	the	

cost	of	persuading	non-users	to	shift	provider	(Kotler	&	Keller,	2011).	By	having	loyal	customers,	a	

company	gains	free	advertisement,	through	customers	positively	advocating	the	brand	to	its	

peers.	As	with	frequent	flyer	programs	(FFP)	one	sees	some	of	the	same	tendencies,	but	having	

loyalty	program	provides	the	brand	with	a	database	with	relevant	information	about	customers’	

preferences	and	from	that	be	able	to	create	a	better	service.	

	

According	to	the	International	Air	Transport	Association	(IATA)	the	profitability	cycle	of	airline	

industry	is	8-9	years	from	peak	to	peak,	the	lowest	point	for	the	current	cycle	was	in	2009	(IATA,	

2015).	In	2015	the	airline	industry	saw	a	strong	demand	in	passenger	travel	growth,	which	is	

expected	to	grow	even	further	in	2016	(IATA,	2015),	but	even	though	the	airline	demand	in	

passenger	travel	is	growing	airlines	are	still	expected	to	earn	less	than	US$	10	per	carried	

passenger,	which	means	that	the	airline	industry	is	viewed	as	being	fragile	and	not	stable	(IATA,	

2015).		

	

What	makes	this	thesis	relevant,	is	the	notion	that	when	consumers	talk	about	FFPs,	they	are	very	

much	associating	these	programs,	as	programs	only	targeted	and	meaningful	for	business	

travellers.	Which	when	looking	at	the	existing	FFPs,	provided	by	different	airlines,	seem	to	have	

some	truth	to	it.	Since	business	travellers	are	those	bringing	the	airlines	the	most	revenue.	From	a	

business	point	of	view,	it	is	understandable	that	the	airlines	want	to	create	some	form	of	loyalty	

among	those	who	fly	more	and	who	does	not	have	the	time	schedule	to	take	a	plane	early	or	late	

in	the	evening.	Business	travellers	are	assumed	to	value	flights,	which	have	many	connections	in	a	

day,	and	that	they	use	the	time	most	efficiently	either	by	taking	a	direct	fly,	or	if	having	a	

connecting	flight,	they	do	not	want	to	be	stuck	in	an	airport	for	several	hours.	What	is	also	

assumed	about	FFPs,	is	the	notion	that	those	flying	for	business,	who	are	members,	also	tend	to	

choose	the	same	airline	when	they	are	travelling	for	leisure	and	therefore	keep	bringing	business	

to	the	airline	to	which	program	they	belong	to.	
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2. Research	question	 	
	

What	is	important	for	young	travellers	in	order	to	become	more	loyal	towards	traditional	

carriers?		

	

2.1. Sub	question	

• Is	it	necessary	for	an	airline	to	be	a	brand?	
• Are	airlines	with	a	frequent	flyer	program	more	successful?	
• What	does	frequent	flyer	programs	mean	for	airlines	
• What	do	young	travellers	value	when	choosing	an	airline?	

2.2. Hypotheses		

• Young	travellers	tend	to	be	more	price	sensitive	and	will	therefore	chose	the	cheapest	
airline	ticket	

• If	providing	a	loyalty	program	directly	targeted	towards	young	travellers,	with	the	
services	they	would	value.	This	segment	might	turn	more	loyal	towards	that	specific	
airline	than	going	after	lowest	price.		

3. Limitations	
In	order	to	make	this	research	some	limitations	had	to	be	made.	The	sample	of	the	questionnaire	

was	small,	only	150	answers,	out	of	201,	were	usable	and	lived	up	to	age	criteria	of	being	under	36	

and	who	completed	the	questionnaire.	Another	limitation	is	that	the	subjects	who	participated	in	

the	questionnaire	and	in	the	focus	group,	were	drawn	from	Denmark,	which	only	creates	the	

picture	of	what	young	Danes	find	as	attractive	if	wanting	to	be	part	of	a	FFP.	Due	to	time	

management	the	airlines,	which	have	been	chosen	to	be	looked	upon,	for	information	about	their	

function	in	a	FFP,	are	those	airlines,	which	are	on	the	market	leaders	at	Copenhagen	Airport.	This	

means	that	airlines	such	as	American	airlines,	have	been	disregarded,	even	though	it	was	the	first	

airline	to	introduce	a	FFP.		

	

Benefits	within	the	different	FFP,	which	does	not	have	anything	to	do	with	the	flight	will	not	be	

looked	into,	since	it	has	been	deemed	not	applicable	when	it	comes	to	young	travellers	and	

loyalty,	however	it	is	acknowledge	that	agreement	with	other	partners,	from	other	industries	than	

the	aviation	industry,	can	play	a	role	when	travellers	have	to	chose	an	airline	and	if	they	want	to	

join	a	FFP.	
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4. Methodology	
The	aim	of	this	thesis	is	to	answer	the	research	question	and	the	related	sub-questions,	by	

investigating	what	young	travellers	value	when	flying.	This	section	seeks	to	clarify	the	

methodology,	which	will	be	used	in	order	to	reach	the	needed	findings.	This	thesis	will	utilize	the	

research	‘onion’	(Saunders,	et	al.,	2009)(Appendix	1)	in	order	to	provide	the	research	structure,	

since	this	model	provides	the	reader,	and	the	research,	with	a	layout,	which	is	easy	to	understand	

and	follow.	

	

4.1. Research	philosophy	

In	order	to	conduct	this	thesis,	the	research	philosophy	has	to	be	established,	to	secure	that	there	

is	a	coherence	between	how	the	data	has	been	collected	and	how	it	is	analysed.	As	it	can	be	seen	

in	the	‘Onion’	there	are	four	approaches,	which	this	thesis	can	undertake.	These	are	positivism,	

realism,	interpretivism	and	pragmatism.	According	to	Saunders,	et	al.	(2009)	The	research	

philosophy	helps	to	understand	how	a	study	sees	and	understands	the	world,	which	it	is	

investigating.	

	

By	adopting	the	positivism	approach,	the	thesis	will	see	the	world	as	being	objective,	meaning	that	

what	is	observed;	is	as	it	is,	and	is	independent	of	social	actors	(Saunders,	et	al.,	2009).	Knowledge	

within	the	positivism	approach	comes	from	the	observed	social	reality	and	uses	existing	theory	in	

order	to	create	hypothesis	(Saunders,	et	al.,	2009),	the	thesis	will	be	independent	of	the	date	and	

strives	to	have	an	objective	standpoint	(Saunders,	et	al.,	2009).	A	thesis	undertaking	this	approach	

is	mainly	using	and	collecting	quantitative	data	(Saunders,	et	al.,	2009).		

	

The	realism	approach,	is	on	some	levels,	quite	similar	to	the	positivism	approach.	It	also	sees	the	

world	as	being	objective	and	exist	independently	of	human	thoughts,	and	the	way	humans	

perceived	their	own	existence	(Saunders,	et	al.,	2009).	However,	within	this	approach	the	world	is	

interpreted	through	social	conditions	(Saunders,	et	al.,	2009).	The	focus	on	a	thesis	undertaking	

the	realism	approach	is	to	explain	within	a	context(s)	(Saunders,	et	al.,	2009).	From	a	realism	

approach	cultural	experiences,	upbringing	and	worlds	view	will	impact	the	thesis,	which	help	to	

the	statement	that	social	conditioning	can	effect	the	result	(Saunders,	et	al.,	2009).		
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The	interpretivism	approach,	views	the	nature	of	reality	as	being	socially	constructed	and	

changeable	(Saunders,	et	al.,	2009),	knowledge	is	gained	from	the	details	of	a	situation	and	the	

reality	behind	those.	Saunders	et	al.	(2009)	states	“that	within	this	approach	one	has	to	

understand	that	humans	play	a	part	on	the	stage	called	life”,	this	means	that	humans	will	take	on	

different	social	roles	in	accordance	with	their	own	meaning,	and	interpretation	of	their	role	and	

the	different	situations.	This	means	that	a	thesis	adopting	this	approach	is	not	able	to	separate	

itself	from	the	subject	it	is	researching,	which	means	that	the	thesis	will	be	subjective,	meaning	it	

is	value	bound	by	the	researcher	(Saunders,	et	al.,	2009).	Qualitative	methods,	such	as	in-depth	

interviews,	are	the	most	preferred	data	collection	method	used	for	researches	undertaking	this	

approach	(Saunders,	et	al.,	2009).			

	

The	last	approach,	Pragmatism,	understands	the	nature	of	reality	from	both	the	objective	and	

subjective	point	of	view.	Which	viewpoint	to	use	depends	on	which	of	the	two	the	researcher	

finds	most	suitable,	in	order	to	answer	the	research	question	(Saunders,	et	al.,	2009).	

Observations	and	subjective	meanings	can	create	the	acceptable	knowledge,	either	on	their	own	

or	by	mixing	the	two	perspectives	together.	Integrating	both	perspectives	can	help	to	interpret	the	

data	in	a	more	valid	way	(Saunders,	et	al.,	2009).	Data	will	be	collected	in	a	mixed	manner	so	both	

quantitative	and	qualitative	methods	will	be	used	to	find	the	conclusion	(Saunders,	et	al.,	2009).	

	

This	thesis	will	be	take	on	the	pragmatism	approach,	as	its	research	philosophy,	due	to	the	notion	

that	it	sees	the	world	as	a	mix	between	the	objective	and	subjective.	It	understands	that	what	the	

data	reveals	can	be	as	it	is,	but	at	the	same	time,	it	can	also	be	effected	by	different	social	beliefs.	

The	collection	of	data	for	this	thesis	mainly	consists	of	quantitative	data,	in	the	form	of	a	

questionnaire,	but	qualitative	data	have	also	been	found	useful	in	order	to	support	the	

quantitative	findings,	and	have	been	collected	with	the	help	of	a	focus	group.	
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4.2. Research	approach	

The	next	layer	of	the	‘Onion’	is	called	research	approach.	Here	one	has	to	consider	whether	the	

thesis	is	conducted	using	a	deductive	or	inductive	approach	and	how	one	applies	theory	when	

using	one	of	these	(Saunders,	et	al.,	2009).		

	

A	deductive	thesis	means,	that	it	strives	to	develop	a	theory	and	hypotheses	and	form	a	research	

strategy	to	test	these	(Saunders,	et	al.,	2009).	The	inductive	approach,	on	the	other	hand,	is	

concerned	with	first	the	gathering	of	data	and	from	the	following	analysis	create	the	theory	

(Saunders,	et	al.,	2009).	By	undertaking	an	inductive	approach,	a	thesis	research	will	investigate	a	

small	test	sample	to	find	meanings	of	what	humans	attach	to	a	specific	case	(Saunders,	et	al.,	

2009),	whereas	a	research	undertaking	the	deductive	approach	will	investigate	bigger	test	samples	

in	order	to	generalize	the	conclusion	(Saunders,	et	al.,	2009).		

	

Acknowledging	that	both	approaches	can	be	useful	in	their	own	way,	and	a	thesis	can	come	to	the	

same	conclusion	by	choosing	either	approach,	this	thesis	is	perceived	as	following	the	inductive	

approach	since	it	strives	to	collect	and	analysis	data	and	from	these	findings,	develop	a	theory.		

	

4.3. Research	strategies	

Going	further	into	the	layers	of	the	‘onion’,	one	reaches	the	research	strategies.	At	this	layer	one	

should	consider	whether	the	thesis	is	an	exploratory	or	a	descriptive	thesis.	An	exploratory	thesis	

strives	to	clarify	ones	understanding	of	a	problem,	it	is	seen	as	being	flexible	and	adaptable	to	

changes	(Saunders,	et	al.,	2009).	The	descriptive	thesis	strives,	as	the	name	suggest,	to	gain	insight	

into	an	accurate	profile	of	the	investigated	subject	by	describing	the	nature	of	the	subject	

(Saunders,	et	al.,	2009).		

	

This	thesis	will	be	considered	to	be	a	variation	of	the	descriptive,	which	is	known	as	description-

explanatory	(Saunders,	et	al.,	2009).	This	means	that	it	will	set	out	to	be	descriptive	at	the	

beginning	of	the	thesis,	in	order	to	describe	the	different	concepts,	such	as	the	different	

generations	of	consumers	deemed	appropriate	for	this	thesis,	what	loyalty	means	and	is	being	

perceived,	how	current	FFPs	work	and	what	different	airlines	are	doing	in	order	to	attract	the	



	 10	

young	flyers.	After	the	descripting	part	the	explanatory	method	will	be	used	to	analyse	the	data.	In	

order	to	conduct	this	thesis,	primary	and	secondary	data	will	be	used.	The	primary	data	will	be	in	

form	of	a	focus	group	and	an	online	questionnaire.	The	secondary	data	is	taken	from	websites,	

annual	reports,	articles	written	about	the	subject	of	loyalty,	loyalty	programs	and	other	surveys	

executed	by	other	researchers,	on	the	subject	of	FFPs.			

	

4.3.1. Primary	data	

4.3.1.1. Focus	group	

A	focus	group	was	made	in	order	to	get	a	clear	understanding	of	how	young	consumers	evaluate	

airlines	before	buying	a	ticket,	but	also	in	order	to	try	to	understand	how	young	consumers	feel	

about	loyalty	programs	in	general,	mainly	in	relation	to	airlines.	According	to	Bryman	&	Bell	(2011)	

a	typical	focus	group	should	consist	of	6-10	people,	however,	the	size	of	the	focus	groups	can	

depend	on	how	much	one	expect	the	participants	to	talk	about	the	topic	(Bryman	&	Bell,	2011).	if	

participants	are	expected	to	be	less	involved,	then	a	large	group	is	recommended.	If	participants	

are	expected	to	be	highly	involved,	a	small	group	is	then	recommended	(Bryman	&	Bell,	2011).	

According	to	Bryman	&	Bell	(2011)	it	can	be	easy	to	recruit	people	to	attend	a	focus	group,	but	a	

major	problem	with	focus	groups	is	the	no-showers,	even	though	one	have	contacted	the	

participants	with	reminders,	it	is	not	sure	that	they	will	show	up.			

	

Since	the	thesis	wished	to	have	a	highly	involved	focus	group	six	persons	were	invited	to	

participate,	unfortunately	three	participants	had	to	cancel	due	to	personal	problems.	This	meant	

that	the	focus	group	only	consisted	of	three	participants.	But	with	the	notion	above,	that	small	

focus	groups	are	recommended,	when	the	researcher	are	expecting	participants	to	be	highly	

involved	in	the	focus	group,	it	was	deemed	that	the	focus	group	of	three	participants	was	still	be	

relevant	and	useful,	even	though	some	may	argue	that	a	true	group	dynamic,	which	can	be	found	

in	larger	samples,	will	not	be	as	visible.		

	

The	focus	group	was	homogeneous,	since	it	consisted	of	3	women	all	in	their	20’s,	two	of	them	

were	fulltime	students,	the	last	was	working	fulltime.	The	atmosphere	within	the	group	was	very	

relaxed,	but	it	was	noticed	by	the	researcher	that	one	of	the	women	took	on	the	role	as	the	
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initiator	(Gordon,	1999),	and	was	the	one	who	began	the	discussion,	talked	a	bit	more	than	the	

rest	of	the	group	and	for	example	took	the	lead	during	one	of	the	exercises,	where	the	group	was	

asked	to	rank	different	services	according	to	importance	when	buying	an	airline	ticket.	The	other	

two	in	the	group	were	actively	participating,	and	can	be	viewed	as	switching	between	the	roles	of	

the	builder	and	the	opinion-giver,	as	they	would	speak	up	whenever	they	felt	that	something	was	

not	right	or	something	was	contradicting	their	own	believes	or	viewpoints	of	the	ranking	of	the	

most	and	the	least	important	factors.	Even	though	the	group	did	have	a	leader,	the	dynamic	of	the	

group	was	still	relaxed	and	they	stayed	within	the	agenda	and	did	not	drift	to	much	off	topic,	and	

when	it	happened	they	were	good	to	return	to	the	dialog	topic	regarding	loyalty	programs,	

without	the	moderator	having	to	steer	them	back	and	ruin	their	dynamic.			

	

The	main	reason	for	why	a	focus	group	was	conducted,	was	to	find	out	whether	there	would	be	an	

interest	in	a	FFP	targeted	specifically	for	young	travellers,	and	if	so,	to	get	an	understanding	of	

what	these	participants	wanted	from	such	a	program.	The	findings	of	the	focus	group	ware	mainly	

used	as	a	guide	for	the	development	of	the	online	questionnaire,	but	the	findings	were	also	

deemed	useful	in	the	analysis	part.		

	

4.3.1.2. Online	questionnaire	

A	questionnaire	was	conducted	in	order	to	understand	what	travellers	from	generation	Y	and	

generation	Z	finds	important	in	relation	to	flying,	and	what	they	would	prefer	in	a	FFP	specifically	

targeted	to	these	segments.	The	questionnaire	was	made	so	respondents	over	the	age	of	36	

would	not	be	able	to	complete	the	questionnaire,	and	would	be	send	directly	to	the	ending	of	the	

questionnaire.	The	reasoning	for	why	people,	older	than	36	years	were	deemed	not	to	be	valid	

had	to	do	with	the	notion	that	it	should	be	for	generation	Y	and	Z.	Another	reasoning	for	why	the	

age	was	said	to	be	below	36,	has	to	do	with	the	assumption	that	people	above	this	age	could	be	

flying	more,	and	therefore	might	have	other	factors	effecting	their	choice	when	buying	a	ticket,	

they	might	have	a	family	that	they	travel	with,	which	means	that	they	would	need	other	services	

which	would	not	fit	with	the	needs	of	other	young	travellers,	who	mainly	travel	with	friends,	

partners	or	on	their	own.	Those	who	mainly	travel	for	business	might	already	be	part	of	one	or	
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more	FFPs,	due	to	the	assumption	that	they	can	benefit	more	from	the	offerings	within	such	a	

programs,	due	to	them	flying	more	frequently	than	young	travellers.		

	

The	participants,	who	qualifies,	are	thus	people	who	are	35	years	old	or	younger.	These	have	been	

chosen	due	to	the	assumption	that	these	are	either	fulltime	students,	especially	those	below	26,	

who	therefore	might	want	to	save	money	by	buying	the	cheapest	airline	ticket	and	might	not	

consider	other	factors	besides	time	of	departure	and	arrival.	Seeing	that	some	of	traditional	

carriers,	such	as	SAS	and	Air	France,	already	have	some	offers	for	lower	fares	to	young	travellers	

under	26	years,	it	makes	sense	to	investigate	what	this	segment	want	out	of	a	FFP,	if	wanting	to	

join	and	to	buy	a	more	expensive	ticket	with	a	traditional	carrier	than	buying	one	from	a	LCC.	

	

The	reasoning	for	why	travellers	in	the	age	group	27-35	also	have	been	allowed	to	participate	in	

the	questionnaire	is	due	to	the	notion	that	they	might	still	be	choosing	to	travel	on	a	budget	due	

to	several	reasons,	such	as	they	might	not	yet	have	a	job	that	provides	them	with	a	high	income	or	

they	might	want	to	save	their	money	for	other	material	things,	and	as	a	consequence	search	for	

the	cheapest	ticket,	which	indicates	that	they	might	still	have	some	of	the	same	consideration	

when	going	on	holiday,	as	students	have.	Another	reason	for	why	this	age	group	also	have	been	

accepted	is	due	to	the	fact	that	they	might	have	had	a	wish	to	join	a	specific	FFP	targeted	specific	

for	the	young	audience	if	it	had	existed,	and	therefore	can	bring	insight	of	what	is	needed	in	such	

a	program	in	order	to	make	it	more	appealing.	

	

Those	participants	who	are	under	18	have	been	permitted	to	answer	due	to	the	need	to	

understand	what	the	next	generation	want	and	what	attracts	them.	This	is	particular	important	

since	they	are	the	ones,	who	should	be	captured	and	nurtured	to	make	sure	that	they	will	stay	on	

with	the	specific	airline,	when	they	grow	older.	It	is	assumed	that	those	below	18,	for	the	most	

part,	do	not	buy	their	own	airline	tickets	themselves,	but	rather	that	they	are	paid	for	by	their	

parents,	which	is	something	that	is	going	to	be	investigated	in	the	online	questionnaire.	It	is	

therefore	important	that	the	traveller	below	18	can	influence	their	parents	to	buy	a	ticket	with	the	

airline,	which	it	is	a	member	of.	Due	to	this	customer’s	need	of	belonging,	and	to	show	that	it	is	

loyal	towards	the	airline.	If	the	traveller	below	18	can	persuade	its	parents	to	travel	with	a	specific	
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airline	due	to	the	different	offerings,	the	young	traveller	might	become	more	loyal	towards	this	

airline	when	it	grows	older	and	the	airline	will	benefit	the	free	advertising	gained	from	the	word	of	

mouth	created	by	the	young	passenger.		

	

4.3.1.3. Notes	about	focus	group	and	online	questionnaire	

The	online	questionnaire	and	focus	group	were	conducted	in	Danish,	since	this	was	deemed	most	

relevant,	as	participants	where	Danish,	and	therefore	might	not	feel	comfortable	enough	by	

answering	the	questions	in	English.	If	participants	where	asked	to	answer	in	English,	they	might	

not	have	understood	the	questions	in	the	right	manner,	or	during	the	focus	groups	participants	

might	even	feel	to	insecure	with	their	English	skills,	which	could	lead	to	them	not	wanting	to	

participate	in	the	discussion.	The	transcription	of	the	focus	group	has	been	done	in	Danish,	since	

translating	it	to	English	could	have	the	risk	of	altering	the	understanding	of	what	was	meant	by	the	

participants.	However,	since	this	thesis	is	writing	in	English	it	has	been	decided	that	it	would	make	

best	sense	to	translate	quotes	so	that	readers,	will	be	able	to	understand,	and	make	sense	out	if	

these.	This	has	also	been	the	case	with	the	online	questionnaire,	which	has	been	translated	into	

English	when	used	in	the	thesis,	however	this	has	not	been	deemed	to	effect	the	result,	since	the	

questionnaire	was	made	in	such	a	way	that	it	was	mainly	multiple	choice	and	not	having	the	

respondents	to	answer	in	writing.		

	

4.4. Reliability	and	validity	of	the	data	

When	using	primary	and	secondary	data,	the	question	of	whether	the	data	is	reliable	and	valid	

need	to	be	asked.		

4.4.1. Reliability	

The	reliability	of	the	data	comes	from	whether	the	method	used	for	collecting	and	analysing	ones’	

data	will	create	significant	results,	which	are	not	a	one-off	a	kind	finding,	but	can	be	found	if	

another	researcher	follows	the	same	experiment	under	the	same	conditions	(Saunders,	et	al.,	

2009).	There	are	some	biases	attached	to	the	reliability,	which	can	have	an	effect	on	the	collected	

date.	These	biases	can	be	due	to	the	subject	or	participants’	bias	and	error,	if	the	participants	

answered	a	question	in	a	manner	which	they	believe	would	be	what	the	researcher	wanted	to	

hear,	or	if	in	a	focus	group,	would	state	something	they	truly	do	not	believe	to	be	true,	but	
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believes	that	is	what	the	rest	of	the	group	members	will	like	to	hear	(Saunders,	et	al.,	2009).	The	

notion	of	focus	groups	can	be	controlled	by	only	having	participants	who	does	not	know	each	

other	in	advance.	When	it	comes	to	interviews	and	questionnaires,	one	way	a	researcher	can	

ensure	this	bias	from	happening	is	to	let	the	interviewee	or	respondent	be	anonymous.	This	can	

create	a	sense	of	security	since	the	interviewees	can	come	out	with	what	they	truly	feel	and	

believe	about	the	subject,	which	is	being	investigated.	It	is	easier	to	enforce	the	sense	of	security	

for	respondents	of	an	online	questionnaire	since	they	do	not	have	to	answer	any	personal	

information	such	as	their	name	or	number.	Another	threat	of	the	reliability	a	researcher	can	meet	

when	collecting	data	is	the	observation	error	(Saunders,	et	al.,	2009),	which	can	occur	if	there	is	

not	structure	of	how	question	are	asked	or	if	what	is	being	said	is	understood	in	a	incorrect	

manner.	There	is	therefore	a	need	to	structure,	how	the	researcher	should	ask	question	with	the	

interviews	or	the	focus	groups,	in	order	to	make	sure	that	all	questions	are	being	asked,	and	that	

the	questions	are	been	asked	in	the	same	manner,	when	holding	more	interviews	or	focus	groups.	

However,	there	is	need	to	figure	out	how	structured	it	should	be.	For	this	thesis	a	semi	structured	

method	was	used	for	the	focus	group,	in	order	to	have	the	questions	which	needed	to	get	

answered,	in	order	to	understand	how	the	participants	felt	about	FFPs	and	loyalty	programs	in	

general,	but	also	to	have	room	for	participants	to	ask	each	other	questions	if	they	needed	to	have	

something	clarified,	but	also	allows	for	additional	questions	when	participants	touch	upon	a	

subject,	which	should	be	looked	further	into.		

	

4.4.2. Validity		

Validity	is	concerned	with	whether	the	thesis	findings	are	as	they	appear	to	be	(Saunders,	et	al.,	

2009,	p.	157).	For	this	thesis,	the	collected	data	can	be	seen	as	being	valid	since	the	findings	were	

as	they	appeared	to	be,	all	participants	of	the	focus	group	talked	about	FFPs,	and	their	attitudes	

towards	these	and	what	they	believed	to	be	important	for	a	FFP	for	young	travellers.	Comparing	

these	findings	with	those	from	the	online	questionnaire,	it	was	seen	that	they	also	stayed	to	the	

topic	of	FFP	and	whether	there	would	be	a	market	for	such	a	program	for	young	travellers.	

However,	since	the	online	questionnaire	had	few	respondents	and	participants	were	mainly	

female,	it	can	be	said	that	these	findings,	are	low	in	validity.	As	with	reliability,	validity	also	have	

factors,	which	can	threaten	the	thesis,	some	of	the		factors	are	history,	testing	and	mortality	
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(Saunders,	et	al.,	2009).	History	can	effect	the	thesis	if	different	ways,	depending	on	what	the	

topic	of	investigation	is,	if	the	topic	of	investigation	is	to	find	customers	perception	of	a	brand,	

then	it	can	depend	on	how	long	it	has	been	since	the	participants	have	used	the	brand	in	order	for	

them	to	recall	the	quality	(Saunders,	et	al.,	2009).		

	

History	can	effect	this	thesis,	since	it	is	assumed	that	young	travellers	do	not	travel	as	much	with	

traditional	carriers,	and	as	such	not	members	of	frequent	flyer	programs.	Therefore,	it	could	be	

assumed	that	they	would	find	it	difficult	to	understand	what	the	questionnaire	was	about,	and	if	

they	would	be	able	to	understand	the	idea	to	what	a	FFP	for	this	segment	could	be.		

	

Testing	can	have	an	effect	on	the	result	if	those	performing	the	measurement	thinks	that	the	

result	will	harm	them	and	therefore	will	try	to	interfere	with	the	results	(Saunders,	et	al.,	2009),	

since	there	have	been	no	testing	in	order	to	conduct	this	thesis	it	will	not	be	touched	upon	

further.	Mortality	deals	with	the	notion	of	participants	opting	out	of	the	experiment	and	as	such	

effect	the	results	(Saunders,	et	al.,	2009).	This	has	been	found	to	be	true	by	the	thesis,	since	

participants	of	the	focus	grouped	had	to	cancel,	and	since	it	could	be	seen	that	there	were	some	

who	had	begun	to	answer	the	online	questionnaire,	but	who	unfortunately	did	not	finish	it.		

	

It	should	be	stated	that	the	findings	of	this	thesis	might	not	be	generalizable,	since	participants	of	

the	focus	group	and	respondents	of	the	online	questionnaire	lived	in	Denmark,	where	there	is	a	

limited	number	of	airports,	with	the	main	player	is	located	in	Copenhagen.		

	

4.5. Time	horizon	

Due	to	the	time	constraints,	set	by	the	Danish	government,	when	writing	this	thesis,	a	cross-

sectional	study	was	chosen	in	order	to	investigate	how	young	travellers	perceive	loyalty	and	what	

they	deem	relevant	when	buying	tickets	with	an	airline.	It	will	be	a	snapshot	of	the	generation	Z	

and	Y,	according	to	Saunders	et	al.,	(2009)	a	cross-sectional	study	provides	a	very	valuable	insight	

into	the	current	situation	(snapshot	of	the	current	situation),	but	at	the	same	time	the	findings	can	

become	obsolete	or	irrelevant	over	time	as	factors	and	societies	change.	As	such	this	thesis	could	

be	deemed	obsolete	when	consumers	within	these	generations	have	become	too	old	to	be	
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enrolled	in	a	possible	FFP	for	young	travellers	or	technologic	advances	and	so	on	changes	the	

setting	of	the	topic.				

	

5. Theory		
5.1. Branding	

Over	the	years	the	word	brand	has	been	defined	in	many	ways,	depending	on	which	perspective	is	

viewing	the	brand	(Heding,	et	al.,	2009).	The	classic	definition	is	linking	the	brand	to	the	

identification	of	product	in	order	to	differentiated	it	from	competitors	through	the	use	of	name,	

logo,	design	or	other	visual	signs	and	symbols,	as	defined	by	the	American	Marketing	Association	

in	the	1960	(Heding,	et	al.,	2009).	Over	the	years	the	definition	of	a	brand	has	evolved	and	now	

includes	more	concepts,	such	as	geographical	locations	and	services	(Heding,	et	al.,	2009).		

	

In	order	to	create	a	brand	and	maintaining	it,	managers	have	to	look	at	the	brand	portfolio	and	

the	brand	architecture	(Heding,	et	al.,	2009)	in	order	to	understand	which	direction	they	want	

their	brand	to	go,	should	it	be	a	corporate	brand	or	an	isolated	brand?	This	depends	on	whether	

they	want	the	customers	to	feel	differently	when	buying	one	brand,	over	another,	within	the	

brand	portfolio	(Heding,	et	al.,	2009).	When	branding	a	product	or	service	the	manager	also	has	to	

consider	the	brand	essences,	which	is	the	core	of	the	brand	and	often	defines	what	the	brand	is	

striving	to	be.	The	brand	essences	becomes	active	through	the	brand	identity,	which	are	a	set	of	

associations	created	through	the	marketing	strategy	(Heding,	et	al.,	2009).		

	

Branding	is	being	used	for	this	thesis,	since	it	is	important	to	understand	how	an	airline,	traditional	

as	well	as	low	cost,	wants	to	be	perceived	by	passengers.	If	the	airline	is	following	a	cost	leader	

strategy,	within	Porter’s	generic	strategies	(Kotler	&	Keller,	2011,	p.	51),	which	is	what	most	LCCs	

are	following,	then	branding	should	not	create	a	false	image	of	these	airlines	of	providing	its	

passengers	with	a	variety	of	services	and	benefits.	Traditional	carriers	can	be	seen	as	being	

following	the	differentiation	strategy	(Kotler	&	Keller,	2011,	p.	51)	and	can	therefore	use	branding	

in	order	to	differentiate	from	other	airlines.		
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5.2. Customer	decision	journey		

The	customer	decision	journey	model	(Appendix	2)	as	seen	from	Edelman	(2010)	has	been	chosen	

since	it	provides	a	great	overview	of	the	stages	consumers	go	through,	when	buying	brands.	For	a	

long	period	of	time	marketers	believed	that	consumers	began	with	a	great	among	of	potential	

brands	in	their	mind	and	methodically	sorts	out	brands	in	order	to	decrease	their	option,	until	

they	had	one	brand,	which	would	then	be	the	one	they	would	buy,	this	believe	was	known	as	the	

funnel	metaphor	(Edelman,	2010).		

	

However,	new	research	has	found	that	this	is	no	longer	the	case.	Today	it	is	believed	that	

consumers	are	rather	systematically	when	narrowing	their	choices	(Elmore,	2015),	at	the	

beginning	of	the	customer	decision	journey	the	customer	begins	at	the	consideration	stage,	here	it	

is	the	top-off	mind	brands	and	products	which	the	customer	has	been	in	contact	with,	either	from	

advertising	shown	in	the	different	media,	or	from	friends	and	families	(Elmore,	2015).	This	differs	

from	the	old	funnel	metaphor,	where	the	consumer	had	began	with	a	large	number	of	options,	in	

the	customer	decision	journey	have	limited	this	due	to	the	media	(Edelman,	2010).		

	

The	second	stage	of	the	customer	decision	journey	is	the	evaluation	stage.	Here	the	consumer	

uses	information	gain	from	its	peers,	reviews	etc.,	in	order	to	get	a	full	picture	of	which	brand	to	

buy.	At	this	stage	it	is	often	seen	that	the	consumer	adds	new	brands	and	disregard	some	of	the	

brands,	which	they	had	in	the	beginning,	due	to	new	information	which	they	have	gained,	and	

from	this	have	changes	their	selection	criteria	(Edelman,	2010).	

	

After	the	evaluation	stage,	the	consumer	might	have	made	the	choice	of	which	brand	to	buy,	if	the	

product	is	bought	at	a	physical	store,	then	the	consumer	can	change	its	mind	of	which	brand	to	

buy,	due	to	the	different	touch	points	(Edelman,	2010),	such	as	price,	availability,	sales	person	etc.	

Buying	online	can	decrease	the	touch	points	which	can	persuade	the	customers	to	change	their	

mind	about	which	brand	to	buy,	if	the	consumers	are	buying	directly	from	the	homepage	of	the	

brand.	If	the	customer	has	chosen	to	buy	e.g.	an	airline	ticket	through	a	website	such	a	

momondo.com,	where	they	might	see	a	better	offer	from	another	airline	and	therefore	buy	this	

offer,	instead	of	buying	from	the	original	brand.		
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After	the	purchase	the	customer	begins	to	create	a	deeper	connection	with	the	brand	where	the	

consumer	is	more	likely	to	talk	about	the	consumer’s	feelings	and	experiences	with	the	brand.	The	

stronger	the	tie	to	a	brand	the	more	likely	it	would	be	that	the	consumer	will	advocate	for	it	

through	positive	word	of	mouth,	and	become	one,	who	will	influence	another	customers	

evaluating	stage,	by	emphasising	the	potential	of	the	brand	(Edelman,	2010).	When	the	bond	

between	the	consumer	and	the	brand	has	become	strong	the	consumer	is	said	to	begin	its	enjoy-

advocate-buy	loop	(Edelman,	2010),	also	known	as	the	loyalty	loop,	where	the	consumer,	when	

having	to	repurchase	an	item,	will	skip	the	consideration	and	evaluation	stages	and	directly	

purchase	the	brand,	which	the	consumer	is	in	a	relationship	with	(Edelman,	2010).		

	

5.3. Loyalty	in	general		

In	the	late	1980s	a	new	marketing	approach	began	to	spring	up,	this	was	known	as	the	

relationship	orientation	approach	(Zineldin,	2000).	It	was	understood	that	there	was	a	need	to	

form	a	relationship	with	the	customers	in	order	to	retain	them.	In	order	to	retain	these	customers,	

companies	had	to	understand	the	customers’	satisfaction	level,	willingness	to	repeat	purchase	and	

their	loyalty.		

	

But	what	is	loyalty?	Loyalty	has	been	described	as	consumers	being	faithful	towards	a	specific	

brand	or	product	(Palmer,	et	al.,	2000),	but	it	is	also	seen	as	a	state	of	mind,	a	set	of	believes,	

attitudes	and	desires	(Zineldin,	2000,	p.	141).	If	the	brand	lives	up	to	these	believes,	attitudes	and	

desires	the	customer	will	become	satisfied	with	the	product	or	service,	and	repeat	its	purchase,	

thus	creating	the	loyalty	(Palmer,	et	al.,	2000).	However,	in	order	to	keep	the	loyalty	strong,	the	

quality	of	the	product	or	service	have	to	live	up	to	the	expectation	of	the	consumer,	if	the	

standard	does	not	live	up	to	the	consumer’s	expectation	then	the	consumer	might	switch	to	

another	brand	and	might	even	begin	to	create	negative	word	of	mouth	and	might	therefore	scare	

off	potential	customers.	

	

Such	consumers	are	known	as	a	client	within	the	‘Ladder	of	loyalty’	(Christopher,	et	al.,	

2002)(Appendix	3),	the	client	is	described	as	someone	who	have	done	repeated	business	but	may	

have	a	negative	or	a	neutral	attitude	towards	the	brand.	On	the	bottom	of	the	ladder	one	finds	
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the	Prospect,	those	who	are	on	this	step	is	believed	to	be	a	potential	customer	whom	can	be	

persuaded	to	do	business	with	the	specific	brand.	Next	step	is	called	purchaser;	this	is	someone	

who	have	bought	once	from	the	company.	The	fourth	step,	on	the	Ladder	of	loyalty,	is	the	

supporter,	who,	as	the	name	suggest,	is	someone	who	supports	the	company	or	brand,	but	who	

does	it	in	a	passive	manner.	The	second	to	last	step	is	known	as	the	advocate,	this	is	some	one	

who	actively	create	positive	word	of	mouth,	which	means	free	advertisement	for	the	company.	On	

the	last	step	the	partner	is	found,	those	found	here,	are	those	who	are	in	a	relationship	with	the	

company	(Christopher,	et	al.,	2002).	The	goal	with	the	Ladder	of	loyalty	is	to	have	the	prospects	to	

climb	the	ladder,	and	become	either	an	advocate	or	a	partner,	since	this	is	where	a	company	gain	

the	most	out	of	being	in	a	relationship	with	the	customers.		

	

However,	as	noted	by	Christopher	et	al.	(2002)	not	all	customers	are	suited	to	be	a	partner	or	an	

advocate.	It	is	therefore	necessary	for	a	company	to	consider	the	existing,	and	potential,	lifetime	

value	of	customers	an	determine	who	is	appropriate	to	make	commitments	to	(Christopher,	et	al.,	

2002).	With	the	notion	that	loyal	customers	repeat	their	business	with	the	brand	of	which	they	are	

loyal	to,	helps	to	support	that	loyal	customers	are	more	profitable	for	a	company	(Heding,	et	al.,	

2009),	since	they	are	seen	as	less	price	sensitive,	increase	their	spending		and	the	notion	that	they	

are	willing	to	recommend	the	brand	to	non-users	(Dowling	&	Uncles,	1997).		

	

With	this	in	mind,	and	the	known	claim	that	it	is	more	costly	to	persuade	none	customers	to	try	

something	new,	than	it	is	to	convince	existing	customers	to	stay,	and	to	keep	doing	business	with	

that	particular	company	(Dowling	&	Uncles,	1997),	companies	should	strive	to	make	sure	that	

existing	customers	are	happy.		

	

When	talking	about	loyalty	and	profitable	customer,	the	80/20	law	(Dowling	&	Uncles,	1997)	

should	also	be	mention.	Which	states	that	80	%	of	revenue	comes	from	20	%	of	customers.	This	

means	that	those	20	%	are	the	ones	which	a	company	should	strive	to	attract.	However,	this	is	a	

hard	task	since	those	20	%	are	heavy	users	of	a	brand,	it	does	not	necessarily	mean	that	they	are	

the	most	loyal	customers	(Dowling	&	Uncles,	1997).	Evidence	shows	that	these	heavy	users	also	
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tend	to	be	a	heavy	user	of	other	brands,	hence	those	who	are	most	profitable	for	one	company	

will	also	be	the	most	profitable	for	another	company	(Dowling	&	Uncles,	1997).		

5.4. Loyalty	programmes	and	why	companies	implement	them		

As	mentioned	above,	the	most	loyal	customers	are	not	always	the	most	profitable,	and	those	who	

are	loyal	towards	a	company	also	tends	to	be	it	towards	other	companies.	Therefore,	the	question	

is	why	do	companies	implement	a	loyalty	program	and	spend	much	of	their	marketing	

expenditures	on	such	a	program?	As	already	touched	upon	the	idea	with	loyalty	programs	is	

encourage	customer	to	return	to	do	business,	and	to	set	off	a	loyal	behaviour	within	the	

customers’	mind.	According	to	Keller	(2003,	pp.	189-190)	the	sole	purpose	of	a	loyalty	program	is	

to	identify,	maintain	and	increase	the	yield	from	a	firms	best	customers.	Loyalty	programs	are	

often	seen	as	an	extensive	co-branding	arrangements	or	brand	alliances	(Keller,	2003),	as	it	can	be	

seen	with	a	loyalty	program,	such	as	Club	Matas,	where	members	also	can	earn	point	when	

shopping	with	partners	of	Matas.	As	stated	by		Zichermann	&	Linder	(2010)	and	Hughes	(2003)	

loyalty	programs	should	encourage	the	members	to	accumulate	points,	or	miles,	in	order	to	

advance	and	gain	more	status	within	the	program.	The	members	should	see	the	collection	of	miles	

and	points	as	a	game,	which	they	become	obsessed	with	playing	and	wanting	to	play	more	and	

more	to	reach	the	next	level	and	gain	more	benefits.	

	

However,	the	positive	attitude	towards	playing	the	game	mainly	applies	for	the	ultimate	loyalty	

program	the	FFPs	(Zichermann	&	Linder,	2010).	But	loyalty	programs	do	also	have	a	positive	effect	

on	other	industries	besides	airlines,	but	in	another	way	(Hughes,	2003),	and	helps	the	companies	

who	have	embedded	them	into	their	strategy.	What	speaks	for	companies,	within	all	industries,	to	

implement	a	loyalty	program	is	that	they	gain	valuable	consumer	insights,	both	when	it	comes	to	

buying	behaviour	and	what	the	customers	value	with	a	specific	product	or	service.	When	talking	

about	loyalty	programs,	for	the	service	industry,	customers	are	willing	to	share	information	about	

themselves	such	as	which	floor	they	would	like	to	stay	on,	how	many	pillows	one	prefers	to	sleep	

with,	the	softness	of	the	bed,	if	it	is	for	a	hotel.	For	airlines,	customers	will	share	information	

about	their	preferred	choice	of	seat	e.g.	a	window	or	aisle,	if	they	want	to	sit	near	the	exit,	if	they	

need	a	special	meal	on	routs	where	meals	are	provided.	With	information	like	this,	employees	

know	how	to	give	the	most	suitable	service	to	that	specific	customer	to	maintain	the	satisfaction.	
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Loyalty	programs	have	been	found,	by	researchers,	to	be	more	effective	when	the	product	or	

service	has	high-involvement	for	the	customer	(Yo	&	Jeon,	2003),	high-involvement	means	that	

the	customer	have	to	investigate	the	product	or	service	more	than	it	would	for	a	low-involvement	

product	e.g.	washing	powder	(Percy	&	Rosenbaum-Alliott,	2012).	High-involvement	services	or	

products	can	be	buying	an	airline	ticket	where	the	customer	weigh	more	factors	against	each	

other	before	deciding	which	airline	to	travel	with.	Some	of	the	factors	could	be	price,	time	of	

departure,	if	it	is	direct	or	they	need	to	transfer,	services	provided	on-board,	airline	reputation	etc.	

With	this	in	mind	airlines,	and	other	high-involvement	companies,	should	consider	what	their	

competitors	are	providing	and	what	they	should	implement	in	a	loyalty	program,	in	order	to	

persuade	customers	to	choose	them	over	competitors.	What	also	speaks	for	companies	to	

implement	a	loyalty	program	is	that	it,	if	managed	correctly,	can	become	a	very	valuable	asset	for	

a	company,	due	to	the	notion	that	satisfied	customers,	and	not	at	least	loyal	customers,	are	willing	

to	advocate	for	the	brand	(Zichermann	&	Linder,	2010).	Mathies	&	Gudergan	(2012)	found	that	

those	who	were	member	of	a	loyalty	program	within	the	travel	industry	tended	to	express	a	

significantly	high	brand	preference	towards	their	brand	and	a	higher	willingness	to	pay	than	non-

members.	Members	also	had	a	tendency	to	choose	their	brand	if	they	where	close	to	be	degraded	

to	a	lower	level	within	the	program,	and	loose	some	of	the	privileges	which	they	have	gotten	used	

to	(Mathies	&	Gudergan,	2012).	This	fits	in	accordance	with	Zichermann	&	Linder	and	their	

statement	that	members	sees	loyalty	programs	as	a	game	which	they	do	not	want	to	lose.		

	

When	having	a	loyalty	program,	companies	create	switching	barriers	(Zineldin,	2000,	p.	143),	

which	means	that	customers	wanting	to	switch	to	another	company	are	meet	with	different	

challenges.		

	

These	switching	barriers	can	be	seen	as	the	customers	have	to	spend	time	searching	for	a	new	

provider,	learning	cost	which	arises	when	the	customer	has	to	learn	how	to	use	this	new	provide,	

in	the	case	of	FFPs	this	can	come	if	a	member	of	e.g.	EuroBonus	decides	to	become	a	member	of	

Norwegian	Reward,	which	are	two	examples	of	two	ways	to	structure	a	FFP,	one	is	level	based	the	

other	rewards	by	number	of	flights.	There	is	also	a	question	of	emotional	cost	(Zichermann	&	

Linder,	2010),	this	comes	to	play	due	to	the	member	have	developed	a	relationship	with	the	
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brand,	and	it	can	therefore	be	hard	for	them	to	determinate	the	relationship,	as	it	can	be	seen	in	

any	relationship.	The	fact	that	members	are	accumulating	points	can	also	create	a	switching	cost	

since	the	unused	points	can	not	be	transferred	or	paid	back	to	the	customer	in	the	form	of	cash,	

which	means	that	the	customer	has	to	begin	from	scratch	when	becoming	a	member	of	another	

FFP.		

5.5. Loyalty	within	aviation	

Before	the	deregulation	of	the	aviation	industry	in	the	United	Stats	in	1978,	the	government	had	

control	over	aviation,	which	meant	that	they	decided	the	price	of	the	fare,	which	airlines	should	

fly	on	specific	routs	and	set	up	barriers	to	entry	(Zichermann	&	Linder,	2010),	which	meant	that	

airlines	competed	on	services.	The	deregulation	meant	that	the	airlines	now	had	to	competed	on	

other	factors	beside	the	service	which	they	provided.	In	1981	American	Airline	introduced	one	of	

the	worlds	first	FFPs,	AAdvantage,	where	they	offered	members	rewards	for	choosing	to	fly	with	

American	Airlines	(Zichermann	&	Linder,	2010).	AAdvantage	led	the	way	for	how	to	implement	a	

FFP	and	other	airlines	soon	followed	with	adding	status	levels,	where	members	can	advance	

within	the	program,	depending	on	how	many	miles	they	have	flown,	and	from	that	gain	more	

benefits	and	services.	By	implementing	a	FFP	some	airlines	began	to	reduce	some	of	their	services	

within	their	core	business	of	getting	people	for	point	A	to	point	B	and	began	to	compete	with	

prices	and	routes	instead	(Zichermann	&	Linder,	2010).	This	meant	that	the	offerings	in	the	FFP	

became	more	encouraging	for	travellers	to	become	a	member,	especially	those	who	appreciate	

service	on-board	the	flight	(Zichermann	&	Linder,	2010).	

	

From	the	passenger’s	point	of	view,	a	FFP	might	be	one	of	the	biggest	help	to	differentiated	

airlines	from	each	other,	since	most	passenger’s	cannot	distinguish	the	different	airlines	from	each	

other	and	therefore	need	to	weigh	other	factors	such	as	FFP	and	price	against	each	other	when	

choosing	which	airline	to	buy	from	(Zichermann	&	Linder,	2010).	From	a	branding	point	of	view,	it	

is	necessary	for	an	airline	be	a	brand	in	order	to	stand	out	from	the	other	airlines,	this	can	be	seen	

with	the	notion	of	LCCs	who	brand	themselves	as	having	the	lowest	ticket	prices	and	whom	

passengers	know	will	not	provide	any	additional	services	without	the	passengers	having	to	pay	for	

it.	A	study	made	by	Dolnicar	et	al.	(2011)	found	that	FFPs	where	more	attracted	for	those	

travelling	for	business,	than	those	travelling	for	leisure.	The	reason	being	that	those	flying	for	
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leisure	do	not	fly	enough,	to	accumulate	the	needed	points	to	claim	the	benefit	which	FFP	offers	

(Dolnicar,	et	al.,	2011).		

	

The	study	developed	for	Deloitte	found,	that	only	half	of	travellers,	who	travel	for	leisure,	states	

that	they	will	fly	with	their	preferred	airline	(Wissenberg	&	Holdowsky,	2013)	which	can	been	seen	

as	a	positive	thing	for	that	preferred	airline,	however	when	asked	if	the	travellers	wanted	to	

become	a	brand	ambassador	for	that	airline	two	thirds	claimed	that	they	would	not,	and	that	

when	asked	if	those	who	were	part	of	a	FFP	would	consider	switching	to	another	FFP	when	

reaching	the	highest	level	with	their	preferred	airline	FFP	two	thirds	said	that	they	would	be	open	

to	the	idea	(Wissenberg	&	Holdowsky,	2013)	this	statement	helps	to	support	the	notion	of	

Zichermann	&	Linder,	who	states	that	people	perceives	being	a	member	of	a	FFP	means	being	part	

of	a	game	that	they	want	to	participate	in	(Zichermann	&	Linder,	2010),	so	when	they	have	‘won’	

the	game	by	reaching	the	highest	status	level	within	one	program,	the	next	challenge	in	the	mind	

of	the	travellers	is	to	reach	the	highest	level	in	another	FFP	(Zichermann	&	Linder,	2010).		

In	the	Deloitte	report	it	was	also	found	that	leisure	travellers	can	be	said	to	be	more	faithful	

towards	FFPs,	since	only	12	%	of	the	participants,	of	the	survey	for	Deloitte,	stated	that	they	were	

enrolled	in	four	or	more	programs	(Wissenberg	&	Holdowsky,	2013),	but	leisure	travellers	have	

been	found	not	to	be	concerned	with	the	collecting	of	points	as	much	as	business	travellers	are	

(Wissenberg	&	Holdowsky,	2013).		

	

As	stated	above	Zichermann	&	Linder	(2010)	states	that	travellers	who	are	members	of	a	FFP	

perceives	it	as	a	game	in	their	quest	to	achieve	the	highest	status	within	the	programs.	The	two	

authors	therefore	have	suggested	that	FFPs	should	be	constructed	as	game,	which	members	are	

encouraged	to	keep	playing	(Zichermann	&	Linder,	2010).	This	is	possible,	since	FFP	has	an	

unlimited	amount	of	customization,	since	airlines	can	include	all	their	services	plus	services	with	

partners.	On	the	other	hand,	with	all	these	service	there	is	the	risk	that	a	FFP	can	become	to	

complex	and	thereby	confuse	non-members	who	might	therefore	not	take	part	of	the	FFP,	but	it	

can	also	be	confusing	for	those	who	are	members	of	another	FFP	and	who	therefore	might	not	

want	to	invest	their	time	to	learn	and	understand	this	new	set	up	and	as	a	consequence	do	feel	

that	the	cost	of	switching	is	to	high	(Zichermann	&	Linder,	2010).		
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When	talking	FFP	there	is	one	important	aspect	which	needs	to	be	touched	upon,	the	power	of	

points	(Zichermann	&	Linder,	2010).	Points	can	be	earned	and	redeemed	in	many	ways	e.g.	by	

flying	or	using	partners	of	the	FFP,	when	members	have	gotten	used	to	how	the	point	system	

works	they	are	often	seen	to	attach	an	extra	value	to	the	points	(Zichermann	&	Linder,	2010),	as	

these	are	seen	to	help	them	gain	the	benefits	and	social	status	they	desire.	Consumers	who	have	

entered	into	a	relationship	with	the	FFP,	and	the	game	of	collecting	points,	have	been	found	to	be	

willing	to	purchase	additional	points	for	cash	if	they	do	not	have	the	time,	energy	or	desire	

(Zichermann	&	Linder,	2010)	to	earn	them	the	normal	way,	this	is	something	airlines	have	taken	

advantages	of	by	charging	an	additional	fee	for	points	which	could	be	gained	for	‘free’	

(Zichermann	&	Linder,	2010).	Customers	have	been	found	more	willing	to	read	what	is	being	send	

to	them	from	a	FFP	than	other	companies,	which	means	that	FFP	has	a	greater	potential	to	get	

through	the	clutter,	this	is	attractive	for	other	business	and	the	primary	reason	for	why	FFPs	are	

able	to	offer	a	range	of	partners	for	its	members	(Zichermann	&	Linder,	2010).			

	

5.5.1. Existing	frequent	flyer	programs	

5.5.1.1. EuroBonus	

Looking	at	the	different	FFPs	which	are	being	offered	at	the	moment,	one	which	would	be	talked	

about	in	this	thesis	is	EuroBonus,	which	is	SAS’s	FFP.	EuroBonus	has	four	different	levels,	where	

the	first	level	is	called	‘member’,	which	is	the	basic	level,	where	members	earn	benefits	by	

collecting	and	using	points	gain	by	flying	with	SAS	or	with	Star	Alliances	partners,	they	gain	special	

offers	for	SAS	and	Star	Alliance	partners,	discounts	from	partners,	free	calls	and	text	messages	to	

contract	other	members	through	the	EuroBonus	app	(SAS,	2016a).	When	the	member	has	flown	

10	times	one-way	or	earned	20,000	points	(SAS,	2016b)	the	member	will	level	up	to	Silver	status.	

Here	the	member	can	enjoy	the	same	benefits	as	the	basic	member	level,	but	will	also	gain	

additional	benefits	in	the	form	of	being	able	to	check-in	with	business	class,	to	use	the	SAS	fast	

track	and	lounges	in	the	Summer	and	Winter	period,	one	extra	free	luggage		on	SAS	flights	(SAS,	

2016a).	When	a	member	has	flown	45	times	one-way	or	earned	45,000	points,	the	member	

becomes	a	Gold	member	(SAS,	2016b).	At	this	level	the	additional	benefits	are	two	extra	pieces	of	

free	luggage		on	SAS	flights,	one	free	piece	of	luggage	on	Star	Alliance	flights,	can	use	Star	Alliance	



	 25	

lounges	whenever	they	fly	with	these	partners,	free	Wi-Fi	on-board	the	airplane,	priority	luggage	

handling	and	boarding,	seat	selection	in	advance,	guaranteed	seat	when	booking	48	hours	before	

departure	and	the	chance	to	give	a	silver	card	to	a	friend	or	family	member	(SAS,	2016a).	The	last	

level	which	a	member	of	the	EuroBonus	can	reach	is	called	Diamond,	which	can	be	reached	when	

a	member	has	flown	90	times	or	earned	90,000	points	(SAS,	2016b).	The	additional	benefits	on	

this	level	is	a	welcome	gift,	extended	point	validity	and	the	chance	to	give	away	a	gold	card	or	two	

silver	cards	(SAS,	2016a).	By	allowing	the	members	to	give	away	a	card	to	its	peers	can	help	non-

users	to	join	EuroBonus,	and	might	become	loyal	towards	SAS	if	finding	the	benefits	attractive.	At	

the	moment	EuroBonus	have	4.3	million	members	(SAS,	2016c),	where	60	%	of	these	are	flying	

business	class	(SAS,	2015a),	of	the	total	passenger	revenue	the	members	of	EuroBonus	account	for	

more	than	50	%	(SAS,	2015a).	As	an	effort	to	bring	EuroBonus	to	another	level,	and	to	create	more	

value	and	a	sense	of	belonging	within	EuroBonus,	SAS	introduced	Remap	in	December	2015	(SAS,	

2016c).	Remap	is	a	function	where	the	member	can	share	its	route	with	friends	and	family,	and	

these	can	then	give	tips	on	where	to	go	and	what	to	stay	away	from	(Scandinavian	Traveler	,	

2016),	it	is	sort	of	a	guide	book	but	where	the	authors	are	people	who	know	the	reader	and	what	

that	specific	individual	likes	and	dislikes.		

	

5.5.1.2. Flying	Blue	

In	June	2005	Flying	Blue	was	founded	as	a	joint	FFP	of	the	two	airlines	Air	France	and	KLM,	which	

the	year	before	had	joint	forces	and	became	Air	France	KLM	group	(KLM,	2016a).	This	FFP	has	over	

25	million	members	(Air	France	KLM	Group,	2014).	Flying	Blue	has	won	several	awards	and	in	2015	

it	was	named	the	best	FFP	in	its	category	(Airfrance	KLM	Group,	2015).		

	

A	member	of	Flying	blue	can	earn	miles	with	Air	France	and	KLM	but	also	by	flying	with	Skyteam	

partners.	As	with	EuroBonus,	Flying	Blue	also	consist	of	different	levels	and	opens	up	for	more	

benefits.	The	basic	level	at	Flying	Blue	is	known	as	Ivory.	At	this	level	one	can	be	upgraded	to	

another	class,	than	the	one	paid	for,	a	50	%	discount	on	the	first	piece	of	luggage	to	check-in	on	

KLM	European	flights,	when	checking	in	at	the	airport	the	member	will	be	able	to	select	their	

preferred	seat	free	of	charged	(Flying	Blue,	2016a).	When	a	member	has	collected	25,000	Miles	or	

15	qualified	travels,	which	as	with	EuroBonus	is	a	one-way	ticket	(Flying	Blue,	2016b),	it	climbs	the	
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status	level	and	enters	into	what	is	called	silver.	The	additional	benefits	by	being	a	silver	member	

of	Flying	Blue	is	that	they	can	maintain	their	membership	status,	if	going	on	maternity	leave,	can	

carry	over	level	miles,	first	additional	piece	of	luggage	to	check	in	is	free,	priority	check-in	and	

luggage		drop-off,	silver	members	can	board	the	airplane	after	Sky	Priority	holders	but	before	

economy	class,	can	bring	one	extra	piece	of	luggage	on	flights	operated	by	SkyTeam	partners,	

access	to	Air	France,	KLM	and	Delta	lounges,	preferred	waiting	list	and	standby	status,	25	%	

discount	on	economy	comfort,	preferred	seats	and	seats	with	extra	legroom	on	KLM	flights	and	

free	standard	seat	selection	on	Air	France	and	KLM	Flights	(Flying	Blue,	2016a).	When	a	member	

reaches	the	40,000	miles	or	30	qualified	flights	(Flying	Blue,	2016b)	it	will	become	a	gold	member,	

here	the	benefits	are	similar	to	the	ones	gained	the	silver	level,	the	difference	is	that	a	gold	

member	will	become	a	Sky	Priority	member	and	gain	these	services,	such	as	faster	check-in,	

boarding	and	security,	they	can	use	Air	France’s	and	KLM’s	lounges,	but	also	lounges	belonging	to	

other	SkyTeam	members,	guaranteed	a	seat	in	economy	on	long-haul	flights,	50	%	discount	on	

comfort	seats,	seats	with	extra	legroom	on	KLM	flights,	50	%	discount	on	seat	plus	on	Air	France	

flights,	gets	free	transfer	between	Paris	–	Charles	de	Gaulle	and	Paris	–	Orly	(Flying	Blue,	2016a).	

The	highest	level	which	can	be	reached	is	the	platinum	level	which	is	reached	after	70,000	miles	or	

60	qualified	flights	(Flying	Blue,	2016b).	Platinum	members	get	free	economy	comfort	and	free	

seat	with	extra	legroom	on	KLM	flights,	pre-seating	in	economy	comfort	on	flights	operated	by	

KLM,	free	seat	plus	on	Air	France	flights	and	if	the	member	has	been	a	platinum	member	for	10	

consecutive	years,	then	the	member	will	become	a	platinum	member	for	life	(Flying	Blue,	2016a).			

	

5.5.1.3. Miles	&	More	

Miles	&	More	is	the	FFP	introduced	by	Lufthansa	in	1993	(Webflyer,	2011),	and	to	day	is	the	joint	

FFP	of	more	than	11	airlines,	including	Swiss	and	Brussels	airlines	(Miles	&	More,	2016a).	As	

EuroBonus,	Miles	&	More	is	also	part	of	Star	Alliances,	which	means	that	members	flying	with	

another	Star	Alliance	partner	will	earn	points	as	well	as	when	they	fly	with	the	fully	integrated	

members	of	Miles	&	More.	Miles	and	more	has	over	25	millions	members	and	is	the	leading	FFP	in	

Europe	(Lufthansa	Group,	2014).	As	with	Flying	Blue,	Miles	&	More	members	earns	miles	in	order	

to	advance	within	the	program	(Miles	&	More	,	2016b).	As	EuroBonus,	the	basic	level	is	called	

member,	at	this	level	the	members’	miles	are	valid	for	3	years,	gaining	access	to	first	class	terminal	
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in	Frankfurt,	if	flying	first	class	with	either	Swiss	or	Lufthansa.	At	the	first	class	terminal	the	

member	will	be	allocated	a	personal	assistant	and	will	be	in	a	relaxing	environment	either	in	the	

terminal	or	in	the	first	class	lounge	(Lufthansa,	2016b;	Miles	&	More	,	2016b).	Passengers	holding	

a	Member	level	card	are	allowed	to	bring	one	golf	bag	within	the	permitted	luggage		allowance	

and	are	permitted	to	use	business	class	counters	for	check-in	(Miles	&	More	,	2016b).	When	a	

member	reaches	35,000	miles	or	have	flown	30	flights	operated	by	Miles	&	More	airlines	or	Star	

Alliances	partners	within	one	calendar	year,	the	member	advances	to	the	next	level	which	is	called	

Frequent	Traveller,	here	the	benefits	include	non-expiry	of	miles	earned,	25	%	more	miles,	on	

waiting	list	members	with	Frequent	member	status	will	have	the	third	highest	waiting	list	priority	

of	the	four	membership	levels,	if	a	Frequent	traveller	travels	on	economy	class	he/she	is	allowed	

to	bring	one	addition	piece	of	luggage	and	they	gain	access	to	business	lounge	(Miles	&	More	,	

2016b).	After	reaching	100,000	miles	within	one	calendar	year	the	member	reaches	the	Senator	

status,	here	the	benefits	also	include	two	e-vouchers,	one	is	guaranteed	a	booking	up	to	48	hours	

before	departure,	is	ranked	the	second	highest	priority	on	a	waiting	list,	can	check	in	at	first	and	

premium	classes	counters,	are	allowed	to	bring	2	or	on	some	routs	3	additional	pieces	of	luggage		

on	economy	class,	3	when	travelling	on	a	economy	plus	or	business	class	ticket	and	4	when	

travelling	on	first	class,	have	access	to	the	Senator	and	Star	Gold	Lounges	(Miles	&	More	,	2016b).	

The	last	level	of	Miles	&	More	is	called	HON	Circle	member,	this	level	is	reached	if	a	member	

reaches	600,000	miles	within	two	repeated	calendar	years,	the	members	will	earn	6	e-vouchers,	

are	guaranteed	a	booking	up	to	24	hours	before	departure,	have	the	highest	priority	on	waiting	

list,	are	permitted	to	use	first	class	check-in	and	can	check-in	at	the	first	class	terminal,	are	

permitted	access	to	the	first	class	lounge	of	Lufthansa	and	Swiss,	and	Austrian	HON	lounge	and	

can	give	a	Senator	membership	card	to	spouse	or	partner	(Miles	&	More	,	2016b).				

	

5.5.1.4. Norwegian	reward	

Even	though	Norwegian	is	a	LCC	and	its	main	objective	to	compete	on	price	and	on	services,	they	

introduced	their	own	FFP	in	2009	(Check-in,	2009)	and	has	4	million	members	(Krog,	2016).	This	

FFP	differs	from	the	three	above	due	to	the	notion	that	it	belongs	to	a	LCC	and	therefore	needs	to	

fit	the	brand	and	have	to	be	as	cost	efficient	as	possible.	In	the	beginning	the	program	offered	the	

basic	services	for	a	FFP	by	having	members	earning	CashPoint	from	their	flights,	which	then	could	
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be	redeemed	to	another	airplane	ticket	with	Norwegian,	seat	selection,	luggage	to	check-in	which	

is	still	the	approach	they	are	still	using	(Norwegian,	2016a).	In	2016	Norwegian	reinvented	the	

reward	program	by	adding	new	rewards	to	its	members	(Graubæk,	2016),	with	the	new	features	

members	earn	what	Norwegian	is	calling	a	reward	after	6	flights	with	Norwegian,	the	member	

earns	1	out	of	5	rewards,	the	first	reward	the	member	will	earn	is	to	gain	2%	cashpoints	boost,	

then	after	another	6	flights	the	member	can	choose	the		reward	in	form	of	free	seat	selection	or	

free	fast	track,	after	18	flights	the	last	reward	will	be	available	which	is	free	luggage		allowance	

(Norwegian,	2016b).	The	rewards	are	made	to	be	valid	for	a	year,	and	a	member	can	earn	8	

rewards	in	total,	meaning	that	a	member	can	have	all	of	the	above	mentioned	rewards,	and	can	

have	the	2%	boost	of	cashpoints	in	a	total	of	three	times	(Norwegian,	2016b).	The	rewards	are	

personal	and	only	applicable	for	the	member	who	have	earned	them,	meaning	that	people	travel	

with	a	member	who	have	earned	the	right	of	free	seat	selection	will	not	be	able	to	choose	a	seat	

for	free	as	well	(Norwegian,	2016c).		

	

5.6. What	does	traditional	airlines	do,	in	order	to	attract	young	travellers	

This	section	will	provide	an	overview	of	what	some	of	the	major	traditional	airlines,	within	the	

Danish	aviation	market,	are	doing	at	the	time	of	writing,	in	order	to	persuade	young	travellers	to	

choose	them,	over	LCCs	and	other	means	of	transportation,	when	travelling.		

	

5.6.1. KLM		

In	order	to	create	a	bigger	demand	from	young	travellers,	KLM	has	introduced	a	special	offer	for	

this	segment,	or	in	reality,	for	students	going	abroad	for	studying	purposes	only	(KLM,	2016b).	

Students	taking	advantages	of	this	special	offer	are	allowed	to	check-in	one	additional	piece	of	

luggage	and	is	allowed	a	free	stopover	in	KLM’s	hub	in	Amsterdam	(KLM,	2016b).	This	means	that	

young	travellers	who	are	not	studying	have	to	buy	tickets	on	the	same	terms	as	everybody	else	

travelling	with	KLM.		

	

5.6.2. Air	France	

Air	France	has	a	FFP	for	travellers	between	2-24	years	old,	in	order	to	become	a	member	of	this	

FFP	members	have	to	be	a	resident	of	France	(Air	France,	2016).	When	a	traveller	first	becomes	a	
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member	of	this	loyalty	scheme	one	earns	miles	on	flights	operated	by	Air	France,	KLM	and	

SkyTeam	partners.	What	is	special	with	this	program	is	the	notion	that	the	member	does	not	gain	

any	additional	offers	or	discounts	on	tickets	with	these	airlines	(Air	France,	2016).	The	program	

however,	offer	a	discount	for	the	members	who	need	to	check-in	their	luggage,	if	this	is	not	

already	included	in	their	ticket	(Air	France,	2016).			

	

5.6.3. Lufthansa	

Lufthansa	provides	its	young	travellers	with	a	mix	of	what	KLM	and	Air	France	is	doing,	by	creating	

an	travel	site	exclusively	for	young	travellers	between	the	age	of	12-25	or	to	passengers,	who	are	

enrolled	at	a	U.S.	college	or	university	(Lufthansa,	2016a).	The	site	offers	the	lowest	student	fare	

on	Lufthansa	flights,	but	in	order	to	reach	these	low	fares	the	traveller	has	to	create	an	account	to	

entre	the	program	by	using	a	valid	‘.edu’	or	k12.[state].us	email	address	(Lufthansa,	2016a).		

	

5.6.4. Scandinavian	airline		

SAS	introduced	their	youth	tickets	in	2011	(Kiener,	2011),	in	the	hopes	to	attract	more	young	

travellers.	In	order	to	be	able	to	buy	this	ticket	type,	one	has	to	be	under	26	years	old	and	needs	

to	be	a	member	of	EuroBonus.	The	ticket	includes	some	of	the	same	benefits	as	a	regular	ticket	

with	SAS,	such	as	a	piece	of	checked-in	luggage,	a	guarantee	of	money	back	within	24	hours	and	

coffee	and	tea	on-board	(SAS,	2016d).	By	having	the	young	traveller	submit	to	the	EuroBonus	

program	SAS	is	getting	permission	to	send	direct	marketing	to	these	young	members	in	the	hopes	

that	they	might	consider	buying	another	ticket	with	SAS	for	their	next	travel,	which	is	shown	by	a	

statement	made	by	the	head	of	communication	for	SAS	Trine	Kronmann-Mikkelsen:	

	

“The	idea	with	SAS	youth	ticket	is	to	attract	the	young	leisure	travellers,	who	either	are	visiting	

their	friends	or	family,	going	backpacking	etc.	the	reason	for	why	this	segment	is	so	attractive	

for	SAS	is	the	notion	that	they	want	to	have	a	strong	relationship	with	the	customer	after	they	

have	turned	26.”	(Christensen,	2014)		

	

Being	a	EuroBonus	member	allow	the	young	traveller	to	check-in	online,	seat	selection,	free	Wi-Fi	

on-board	the	plane	plus	all	the	benefits	which	comes	with	this	FFP	(SAS,	2016d).	With	the	bonus	



	 30	

points	which	the	young	traveller	collects,	when	flying	with	SAS	and	Star	Alliances	partners	can	

advance	within	this	program	and	enjoy	more	of	the	benefits	which	comes	at	top	levels.	However,	

this	ticket	type	cannot	be	bought	with	points,	if	the	young	traveller	wants	to	fly	with	SAS	on	a	

ticket	which	as	been	bought	by	redeeming	points,	one	has	to	purchase	it	from	the	separate	site,	

which	means	that	the	young	traveller	cannot	use	its	point	as	payment	for	some	of	the	amount	of	

the	ticket.		

	

5.7. Loyalty	within	the	young	segments		

For	this	project	two	segments	have	been	deemed	appropriate	to	discuses.	These	are	the	

generation	Y	also	known	as	the	Millennial	generation	(Elmore,	2015)	and	the	generation	Z	is	

known	as	the	Homeland	generation	(Elmore,	2015).	The	reason	for	why	these	have	been	chosen	is	

due	to	the	notion	that	these	two	segments	captures	the	wanted	target	audience	which	this	thesis	

is	striving	to	investigate.			

	

5.7.1. Generation	Y	

This	thesis	is	interested	in	whether	or	not	it	is	possible	to	create	a	FFP	for	young	fliers	in	the	age	

up	to	26,	where	the	majority	at	the	moment	are	part	of	the	generation	Y.	Generation	Y	is	defined	

as	being	born	between	1980	and	1994	(Lazarevic,	2012).	The	size	of	this	generation	is	believed	to	

be	between	31	–	70	million	(Lazarevic,	2012)	world	wide,	and	the	spend	around	US$	153	–	155	

billion	annually	(Lazarevic,	2012).	What	is	special	about	this	segment	is	that	they	are	perceived	as	

being	disloyal	towards	brands,	due	to	them	seeing	brands	as	an	extension	of	themselves,	this	

means	that	the	brand	need	to	fit	with	the	believes	of	the	customer,	and	the	groups	the	customer	

belongs	to,	seeing	that	generation	Y	are	very	concerned	with	how	they	are	being	perceived	by	

others	and	if	they	have	a	trendy	social	image	(Lazarevic,	2012)	.	Generation	Y	is	also	known	as	

being	heavily	influenced	by	the	internet	and	the	opportunity	to	interact	and	connect	with	the	

brand.	With	the	need	to	fit	in	with	its	peers	and	with	maintaining	their	social	status	the	consumers	

will	lose	respect	for	a	brands	core	identity	is	inconsistent	with	the	marketing	messages	(Lazarevic,	

2012).		
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Looking	at	generation	Y	from	a	markets	perspective	it	has	been	found	that	the	generation	are	

more	influenced	when	marketing	communication	is	being	presented	across	multiple	forms	of	

media	and	not	just	sticking	to	one	specific,	they	also	value	fun,	excitement	and	enjoyment	when	it	

comes	to	consumption	experiences	but	also	when	it	comes	to	advertisements	(Lazarevic,	2012)	

this	knowledge	can	help	brands	to	create	that	connection	which	will	make	the	generation	Y	

consumer	relate	to	the	brand	and	therefore	be	more	willing	to	enter	into	a	relationship	with	the	

brand	(Lazarevic,	2012).	Even	though	generation	Y	is	being	viewed	as	being	disloyal	toward	

brands,	schemes	like	loyalty	programs	and	membership	programs	are	working	very	well	within	this	

generation,	due	to	the	fact	that	such	schemes	helps	to	increase	the	feeling	of	belonging	to	a	group	

(Lazarevic,	2012)	and	the	notion	that	being	part	of	a	loyalty	program	can	generate	special	offers	

and	allow	the	member	to	show	themselves	off	(Lazarevic,	2012)	e.g.	as	with	FFPs	where	members	

with	silver	statues	are	allowed	to	use	the	check-in	counters	normally	reserved	for	business	class	

travellers.	Generation	Y	can	also	be	stated	as	having	no	problem	in	enrolling	into	marketing	

schemes	for	companies,	since	they	sees	the	monitoring	of	consumers	as	both	being	acceptable	

and	normal,	due	to	them	believing	that	this	will	help	the	company	to	deliver	a	better	and	more	

customized	product	or	service	(Wood,	2013).			

	

For	generation	Y	value	for	money,	safety	and	on	time	arrivals	and	departures	are	deemed	

important	attributes	when	flying	(Wissenberg	&	Holdowsky,	2013).	They	see	attributes	such	as	

access	to	airport	lounges,	option	to	exchange	points	for	free	nights	at	hotels	as	being	highly	

important	for	loyalty	programs	(Wissenberg	&	Holdowsky,	2013).		

	

5.7.2. Generation	Z	

Generation	Z	is	defined	as	those	born	between	1995	and	2007	(Wood,	2013).	They	share	some	of	

the	same	characteristics	as	generation	Y,	but	they	also	have	some	differences.	They	are	known	as	

being	independent,	cynic	and	have	a	tendency	to	not	be	loyal	towards	a	brand	(Wood,	2013).	They	

are	perceived	as	being	brand	sensitive	but	not	brand	loyal	(Wood,	2013),	meaning	that	brands	do	

effect	them	and	how	they	are	perceived,	but	if	a	brand	they	use	is	being	considered	old	fashion	

then	the	generation	Z	most	likely	will	chose	to	buy	another	brand.	This	goes	well	with	the	notion	

that	this	generation	is	above	all	things	more	influenced	by	its	real	life	friends	and	peers	than	
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anything	else,	in	order	to	still	be	considered	part	of	the	group	(McMullen,	2014),	generation	Z	

simply	cares	for	brands	that	their	friends	care	for.	Seeing	that	this	generation	is	born	in	the	dot-

com	bubble,	means	that	this	generation,	to	a	greater	extent	than	the	generation	Y,	is	more	keen	

towards	the	social	media	where	self-expression	(McMullen,	2014)	can	come	out	to	life,	especially	

media	such	as	Instagram,	Snapchat	and	YouTube	are	highly	valued	by	generation	Z,	since	such	

graphic	driven	design	are	more	likely	to	catch	the	eye	of	generation	Z	(McMullen,	2014).	

	

What	is	important	to	know	about	this	generation,	is	the	fact	that	even	though	they	might	not	have	

the	highest	disposable	income,	much	of	them	are	to	the	date	of	writing	tweens	and	teenagers,	

which	only	income	might	be	allowances	paid	by	their	parents,	however	they	do	have	a	huge	

influence	in	what	is	being	bought,	which	make	them	have	a	high	buying	power,	due	to	the	nagging	

effect	(McMullen,	2014),	those	in	the	age	of	9	to	13	spend	around	US$	43	billion	annual	only	in	the	

United	States	(McMullen,	2014).	An	aspect	where	this	generation	differ	from	generation	Y	is	in	

spending	money,	generation	Z	prefers	to	save	their	money,	whereas	generation	Y	likes	to	spend	

them,	this	can	have	something	to	do	with	the	notion	that	generation	Z	was	brought	up	in	a	time	of	

recession	where	generation	Y	grew	up	in	a	strong	economy	(Wood,	2013;	Elmore,	2015).	

Generation	Z	understand	that	organisations	are	trying	to	follow	them	in	order	to	understand	their	

consumer	behaviour,	but	prefers	not	to	subscribe	to	anything	due	to	the	notion	that	they	value	

privacy	(Elmore,	2015).		

6. Data	collection	
As	mention	an	online	questionnaire	was	made	in	order	to	investigate	whether	there	would	be	an	

interested	in	a	FFP	for	young	travellers	and	if	so	which	services	would	be	most	valued	for	these	

travellers.	The	questionnaire	was	distributed	through	direct	mail	and	social	media.	The	direct	mail	

was	used	as	a	mean	to	increase	the	reach,	by	having	people	who	are	not	connect	with	the	author's	

network	on	social	media.	Mails	where	send	out	to	the	author’s	networks	friends’	and	co-workers’	

children	under	36	years.	The	social	media,	which	where	used	to	get	respondents	were	Facebook	

and	LinkedIn,	and	was	shared	by	the	authors	network	as	well	through	these	channels.	With	the	

notion	that	the	questionnaire	was	distributed	from	the	authors	private	Facebook	page	can	have	

had	an	effect	on	the	outcome	of	the	gender	of	the	respondents	which	where	2/3	females	and	1/3	
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male.	The	questionnaire	was	open	for	4	weeks	and	had	a	total	of	201	respondents,	where	150	

respondents	were	deemed	usable.	33	did	not	complete	the	entire	questionnaire	and	18	did	not	

live	up	to	the	age	criteria.		

	

The	notion	of	the	gender	distribution	can	be	viewed	as	a	bias,	since	the	thesis	can	be	viewed	as	

snapshot	as	picture	of	what	females	want	out	of	a	FFP	for	young	travellers.	It	could	therefore	be	

argued	that	the	analysis	should	be	done	in	two	parts	one	for	males	and	one	for	females,	however,	

by	dividing	them	into	two	groups,	it	can	create	a	problem,	when	combining	the	findings	into	one	

program.	If	the	two	groups	however	do	have	similar	meaning	of	what	it	values	in	a	FFP,	then	it	

does	not	make	much	sense	to	divide	the	respondents	into	two	groups.	If,	however	the	analysis	of	

the	two	genders	separately	finds	the	values	to	be	to	different	it	can	be	argued	that	creating	a	

program,	which	strives	to	satisfy	all	can	be	hard	to	realize,	and	might	only	be	attractive	for	one	of	

the	genders,	which	might	lead	to	the	other	will	choose	to	fly	with	another	airline.	Acknowledging	

the	existing	FFPs,	such	as	AAdvantage,	EuroBonus	and	Flying	Blue,	it	can	be	seen	that	it	is	possible	

to	mix	the	two	genders,	however	it	has	to	be	stated	that	these	established	programs	are	viewed	as	

being	more	for	the	business	traveller	segment	rather	than	the	leisure	travellers.	With	this	in	mind	

the	analysis	of	the	genders	will	be	mixed	in	order	to	find	the	most	optimal	solution	in	branding	a	

FFP	for	young	travellers.	

	

6.1. Findings	

This	section	strives	to	break	down	the	findings	of	the	online	questionnaire	in	to	useful	information	

in	order	to	answer	the	research	question.	As	stated	above	this	research	will	be	looking	at	the	

results	without	distinguishing	the	genders.	

	

6.1.1. The	formalities	

The	age	distribution	shows	that	those	who	answered	the	questionnaire	are	mainly	between	the	

age	of	21-25,	which	make	up	for	55.3	%	of	all	participants	(Appendix	4).	The	second	larges	age	

group	which	is	represented	are	those	between	26-30	years	who	make	up	30.7	%.	These	age	

groups	are	seen	to	belonging	to	generation	Y	and	will	create	great	insights	to	what	young	

travellers	value	at	the	moment.	Both	age	group	of	participants	under	18	and	between	18	and	20	
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both	make	up	for	2.7	%	each,	this	can	be	deemed	as	to	few,	seeing	that	they	are	the	

representative	of	generation	Z	and	therefore	are	those	who	a	potential	FFP	has	to	gain	an	be	

targeted	to,	but	seeing	that	these	two	generations	are	not	that	different	it	will	be	deemed	

irrelevant	and	still	be	taken	into	consideration	of	whether	or	not	it	is	possible	to	create	a	loyalty	

program	for	young	travellers.	Those	in	the	age	group	31-35	make	up	8.6	%	of	the	participants,	

again	these	are	the	oldest	part	of	the	generation	Y	and	their	inputs	are	therefore	still	valid.	

	

A	majority	of	the	participants,	81,3	%,	live	in	the	Capital	region	of	Denmark.	6.7	%	of	the	

participants	live	in	region	Zealand.	6	%	live	in	region	Southern	Denmark,	2.7	%	live	in	region	

Central	Denmark,	2	%	live	abroad	and	1.3	%	live	in	region	North	Denmark.	As	expected,	from	the	

age	groups,	the	majority	of	participants	are	fulltime	students	64	%,	30.7	%	are	working,	while	2	%	

are	in	primary	school	and	1.3	%	are	jobs	seekers	(Appendix	5).	

	

When	asked	about	annual	income	30	%	stated	that	they	earn	between	50,000	and	100,000	DKK,	

15.3	%	earn	100,000-150,000	DKK,	9.3%	have	an	annual	income	is	150,000-200-000	DKK,	8	%	did	

not	want	to	tell	their	annual	income	or	simply	did	not	know	it,	8	%	stated	to	earn	0-50,000	DKK.	

6.7	%	have	an	annual	income	between	400,000-500,000	DKK,	6	%	of	the	participants	have	an	

annual	income	of	200,000-250,000	DKK,	the	same	percentage	goes	for	those	with	an	annual	

income	of	300.000-400.000	DKK.	5.3%	have	an	annual	income	between	200,000-250,000	DKK,	the	

same	percentage	apply	for	those	with	an	annual	income	above	500,000	DKK	(Appendix	6).		

	

6.1.2. Travel	experiences	

From	the	questionnaire	most	respondents	stated	that	they	travel	1-2	times	a	year	(51.3%),	which	

is	most	applicable	across	all	age	groups,	when	digging	into	the	data	it	can	be	seen	that	most	

travels	for	leisure,	45.3	%	of	these	travellers	are	travelling	for	leisure.	23.3	%	of	the	participants	

stated	that	they	fly	around	3-4	times	a	year.	10	%	stated	to	fly	5-6	times	a	year,	with	the	majority	

of	these	being	between	26-30	years	old,	with	a	total	of	7	participants.	Surprisingly	12.7	%	of	the	

participants	stated	the	they	flew	more	than	6	times	a	year,	but	digging	a	little	deeper	in	the	

answers	it	can	be	seen	that	those	who	fly	more	than	6	times	are	within	the	age	group	of	26	and	30	

and	fly	mainly	for	business.	An	interesting	finding	is	that	those	flying	more	than	6	times	and	are	
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between	21-25	years	old	travels	for	leisure.	10	%	fly	between	5-6	times,	again	the	majority	flew	for	

leisure,	only	2.7	%	stated	not	to	have	been	flying	within	a	year	(Appendix	7).		

	

Participants	were	asked	who	paid	for	their	airline	tickets	(Appendix	8),	this	was	asked	in	order	to	

see	if	this	could	have	an	impact	on	the	airlines	they	fly	with	and	what	they	value	if	joining	a	FFP.	

79.3	%	stated	that	they	paid	for	their	own	tickets	for	all	occasions	except	of	course	those	who	

travel	mainly	for	business,	then	it	is	as	expected	the	employer	who	pays.	It	was	a	bit	surprising	

that	13.3	%	of	all	participants	had	their	tickets	paid	by	their	parents,	it	is	no	surprise	that	those	

under	18,	had	their	tickets	paid	for,	but	it	is	a	bit	surprising	that	the	majority	of	those	who	have	

their	parents	pay	for	their	tickets	are	between	21	and	25	years	old,	2	of	the	respondents	even	had	

an	agreement	with	their	parents	that	they	themselves	paid	half	the	ticket	and	the	parents	paid	the	

remaining	half.	

	

Respondents	where	asked	to	identify	their	preferred	airline	(Appendix	9),	in	order	to	see	if	there	

was	a	preference	towards	LCCs,	such	as	easyJet,	Ryanair	and	Norwegian,	which	would	fit	with	the	

assumption	that	young	travellers’	choose	to	fly	with	airlines,	which	are	perceived	as	having	cheap	

tickets	over	traditional	carriers,	which	are	known	for	having	high	ticket	prices	but	provides	some	

additional	services	on-board	the	flight.	The	findings	from	the	data	seems	to	support	the	

assumption	that	young	travellers	choose	the	LCCs	over	traditional	carriers,	28.7	%	stated	that	they	

preferred	Norwegian.	22	%	stated	that	they	did	not	have	a	preferred	airline,	but	when	asked	what	

they	found	most	important	when	buying	airline	tickets	88	%	(Appendix	10)	of	these	stated	price	to	

be	the	most	important	factor,	which	can	indicate	that	they	would	prefer	to	fly	with	a	LCC	and	save	

money	on	the	ticket	prices	rather	than	flying	with	a	more	expensive	airline,	what	also	supports	

this	notions,	is	that	those	who	does	not	have	a	preferred	airline	would	chose	a	LCC	over	traditional	

carriers	is	the	fact	that	what	this	groups	sees	as	important	factors	for	why	to	buy	an	airline	ticket	

has	to	do	with	the	flight	itself,	such	as	time	of	departure,	time	of	arrival,	total	time	of	travelling	

and	direct	connections.	They	do	not	find	special	services	on-board	the	flight	or	at	the	airport,	such	

as	Wi-Fi,	fast	track	at	security,	the	airport	which	one	arrives	at	and	FFPs	to	hold	any	significant	

effects	when	they	buy	airplane	tickets.	Of	those	who	stated	that	Norwegian	was	their	preferred	

airline,	72	%	claimed	that	price	was	the	reason	for	why	they	prefer	this	airline	over	others.		



	 36	

	

An	interesting	finding,	but	not	surprising,	is	that	those	who	stated	as	having	a	traditional	carrier	as	

their	preferred	airline,	the	main	reasons	was	the	service,	and	that	they	trusted	the	reputation	of	

the	airline.	For	those	stating	that	they	preferred	SAS	had	to	do	with	SAS	youth	ticket.	This	can	

again	support	the	notion	that	young	travellers	are	more	price	sensitive	and	are	looking	for	the	

best	and	cheapest	deals.	However,	some	respondents	who	claimed	to	prefer	traditional	carriers,	

stated	that	they	would	like	to	fly	more	with	their	preferred	airline,	but	due	to	price	they	would	

choose	to	fly	with	a	LCC.		

	

Respondents	were	asked	whether	they	knew	about	SAS	youth	ticket,	and	if	so	whether	they	had	

bought	such	a	ticket	(Appendix	11).	This	was	asked	due	to	the	assumption	that	if	there	where	

respondents	who	preferred	a	traditional	carrier,	but	at	the	same	time	still	want	to	get	the	best	

offer	for	airline	tickets.	Another	important	reason	for	why	this	question	was	asked	was	to	see	

whether	or	not	there	was	a	market	for	such	a	concept	for	young	travellers,	seeing	that	it	is	the	

only	one	available	at	the	moment	on	the	Danish	market.	From	the	responds	47,3	%	knew	about	

SAS	youth	ticket,	of	these	22	%	had	bought	a	ticket	with	them.	52.7	%	of	the	respondents	stated	

that	they	did	not	know	about	the	concept.		Seeing	that	it	is	almost	50/50	one	could	argue	that	

there	is	a	market	for	concepts	specifically	targeted	for	young	travellers.	From	the	data	it	was	

found	that	the	majority	of	those	who	did	not	have	any	knowledge	about	SAS	youth	ticket,	were	

not	members	of	any	FFP,	which	can	be	part	of	the	reason	for	why	they	do	not	know	about	the	

concept,	since	one	has	to	be	a	member	of	EuroBonus	before	one	can	purchase	a	SAS	youth	ticket.			

	

6.1.3. Frequent	flyer	programs	

Respondents	where	asked	if	they	were	members	of	any	FFPs.	A	majority,	57.3	%	(Appendix	12),	

where	found	not	a	member,	this	finding	is	not	that	surprising,	due	to	the	notion	that	people,	who	

mainly	travel	for	leisure,	do	not	believe	or	think	that	they	will	get	any	thing	out	of	being	part	of	a	

FFP	since	they	do	not	fly	enough	to	maintain	and	gain	the	necessary	points.	79.7	%	of	the	

respondents	who	stated	that	they	are	members	of	a	FFP,	stated	that	they	were	members	of	

EuroBonus.	The	next	program	which	had	most	members	of	the	participant	with	39.1	%	members	is	

Norwegian	rewards.	That	it	is	these	two	reward	programs,	which	have	more	members	does	not	
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come	as	a	surprise,	since	it	is	the	two	airlines	most	participants	stated	to	be	their	preferred	

airlines.	Flying	Blue	came	in	third	with	14.1	%	participants	as	being	members	of,	this	was	a	bit	

surprising	since	only	2.7	%	of	all	participants	stated	that	they	preferred	to	fly	with	KLM	or	Air	

France.		

	

Almost	half	of	the	people	who	are	members	of	a	FFP	were	members	of	more	the	one,	where	the	

majority,	17	respondents	out	of	29,	were	members	of	two,	mainly	SAS	and	Norwegian	Reward.	

This	support	the	finding	by	Lazarevic	(2012),	about	generation	Y,	and	the	notion	that	they	like	to	

be	part	of	loyalty	programs	in	order	to	be	part	of	a	group	and	to	gain	special	offers.	The	reason	for	

why	two	or	more	memberships	can	be	seen	as	supporting	this	is	the	notion	that	young	travellers	

are	more	likely	to	go	for	which	ever	airline	who	can	provide	them	with	the	cheapest	offer,	which	

can	indicate	the	reason	for	why	it	is	EuroBonus	and	Norwegian	Rewards	most	participants	belongs	

to	when	belonging	to	more	than	one.		

	

When	asked	what	participants	found	most	important	with	a	FFP,	it	was	clear	that	bonus	travels,	

with	35	%	(Appendix	13)	of	the	participants’	votes,	were	the	winner	and	that	the	runner	up	was	

access	to	lounges	which	had	gotten	18.8	%	of	the	votes,	these	findings	support	those	of	

Wissenberg	&	Holdowsky	(2013)	who	also	stated	that	these	two	where	highly	valued	by	

generation	Y.	Other	important	factors	for	loyalty	programs,	preferred	by	those	who	participated	in	

this	online	questionnaire	were	assets	such	as	seat	selection,	free	of	charges	and	fast	track	at	

security.	Assets	which	did	not	score	high	in	importance	of	a	FFP	are	upgrades	to	better	class,	

priority	on	waiting	list,	use	points	on-board	and	the	chance	to	collect	points.	The	notion	about	the	

collection	of	points	can	be	perceived	as	having	a	higher	priority,	but	in	a	hidden	way,	since	

members	of	a	FFP	has	to	collect	points	in	order	to	advance	to	another	level,	which	open	up	for	the	

benefits	they	find	so	important.	The	assets	which	are	being	perceived	as	being	in	the	middle	of	

having	an	importance	within	a	FFP,	and	something	that	is	valued	are	benefits	such	as	priority	

boarding,	guaranteed	seat	on	flights	and	priority	luggage	handling.	The	notion	of	priority	boarding	

fits	well	with	what	the	participants	of	the	focus	group	stated	they	enjoy	and	would	enjoy	when	

travelling,	since	they	liked	the	idea	of	showing	other	people	that	they	will	have	status,	and	might	
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feel	that	they	are	a	bit	superior	than	other	travellers,	which	again	fits	with	the	notion	about	

generation	Y	wanting	to	show	others	what	they	got.	

	

A	remarkable	showing	from	the	data	is	the	finding	that	7	out	of	the	64	participants	stated	that	

they	found	the	offerings	from	such	programs	to	be	irrelevant	for	them	since	they	do	not	travel	

enough	to	gain	the	right	amount	of	points,	and	as	one	stated	even	though	she	was	part	of	a	FFP	

she	only	was	in	order	to	gain	the	special	low	fare	campaigns.	What	makes	this	finding	so	

remarkable	is	the	fact	that	not	more	participants	stated	that	they	found	the	programs	to	be	

irrelevant	for	them,	since	theory	suggest	that	FFPs	are	for	those	who	travel	for	business,	due	to	

the	notion	that	they	earn	points	quicker	than	those	who	travel	for	leisure.	

	

10	out	of	the	64	participants	who	are	members	of	one	or	more	FFPs	stated	that	they	do	not	have	

any	preferred	airline,	which	makes	it	interesting	that	they	will	be	enrolled	in	such	a	program.	As	

one	stated	“I	do	not	fly	enough	to	gain	the	any	benefits	therefore	the	program	is	irrelevant	for	me”	

another	one	stated	“I	do	not	think	I	have	gotten	anything	out	of	it”,	with	statements	like	these	

again	help	to	the	support	that	young	travellers	go	for	what	gives	them	the	cheapest	ticket.	The	

respondents	belonging	to	this	group	finds	the	same	assets,	as	those	who	have	a	preferred	airline	

to	be	the	same,	which	again	helps	to	support	the	findings	of	Wissenberg	&	Holdowsky	(2013)	

seeing	that	this	group	also	prioritise	access	to	lounge	and	bonus	travels	above	all	other	benefits.	

Taking	a	closer	look	at	the	data	one	finds	that	the	majority	of	the	respondents	who	do	not	have	a	

preferred	airline	still	fly	3-4	times	a	year,	for	leisure.	Seeing	that	there	are	travellers	who	are	

members	of	a	FFP,	could	be	perceived	as	being	willing	to	also	become	members	of	program	with	

benefits,	specifically	targeted	for	young	people,	which	can	be	reached	faster	than	what	is	seen	in	

the	established	programs.	

	

6.1.3.1. None	members	of	a	frequent	flyer	program	

As	expected,	when	conducting	the	questionnaire,	not	all	respondents	are	members	of	a	FFP.	

Those	who	were	none	member	of	a	FFP	stated	that	is	was	due	to	lack	of	knowledge	and	

awareness	about	the	programs	59.3	%	(Appendix	14).	Another	important	reason,	for	why	

respondents	choose	not	to	be	part	of	such	loyalty	programs	had	to	do	with	the	notion	that	they	



	 39	

did	not	feel	that	they	are	not	able	to	earn	enough	points	in	order	to	gain	the	wanted	benefits,	30.2	

%	of	the	respondents	stated	this	to	be	the	case.	Only	2.3	%	stated	that	they	thought	the	benefits	

provided	by	the	programs	where	not	good	enough	for	them	to	invest	their	time	and	become	a	

member.	As	with	the	people	who	did	not	have	a	preferred	airline	but	still	members,	5	respondents	

claimed	that	they	found	these	loyalty	program	irrelevant	for	them,	the	main	reason	why	these	

persons	found	a	FFP	irrelevant	had	to	do	with	the	fact	that	they	again	did	not	fly	enough	to	take	

full	advantages	of	the	programs,	another	stated	that	she	normally	switched	airlines	every	time	she	

had	to	fly,	this	again	indicates	that	young	travellers’	priorities	the	price	more	than	any	additional	

benefits.		

	

6.1.4. The	idea	of	a	new	frequent	flyer	program	

In	the	online	questionnaire	participants	where	introduced	to	the	idea	of	a	new	FFP	targeted	for	

young	travellers,	they	where	told	that	it	would	be	easier	to	collect	points	and	gain	travel	related	

benefits	from	fewer	flights	then	what	is	known	from	current	FFPs.	A	few	examples	of	what	such	a	

program	might	include	was	given,	in	order	for	the	respondents	to	be	able	to	answer	the	very	first	

question,	which	was	‘How	interested	could	you	be	in	such	a	program?’.	48	%	of	the	respondents	

claimed	that	they	would	be	interested	in	joining	such	a	program	(Appendix	15),	17.3	%	claimed	

they	where	very	interested,	14	%	claimed	they	where	less	interested,	13.3	%	stated	that	they	were	

neither	interested	nor	not	interested,	only	7.3	%	stated	that	they	were	not	interested	at	all	in	such	

a	loyalty	program.	Looking	deeper	into	the	data	it	did	not	come	as	a	surprise	that	it	was	those	

respondents	who	were	members	of	one	or	more	FFP	also	were	those	observed	to	be	more	keen	to	

become	a	member	of	such	a	FFP	for	young	travellers.	51.6	%	stated	that	they	would	be	interested	

and	18.8	%	stated	they	would	be	very	interested,	comparing	this	with	the	respondents	who	are	

not	part	of	a	FFP	45.3	%	claimed	to	be	interested	and	16.3	%	claimed	that	they	would	be	very	

interested.	Of	the	non-members	16.3	%	stated	that	they	were	neither	interested	nor	were	they	

not	interested,	the	same	percentages	also	claimed	that	they	were	less	interested	in	becoming	a	

member	and	5.8	%	stated	that	they	were	not	at	all	interested.	

Of	those	who	where	members	of	other	FFPs	10.9	%	claimed	that	they	were	less	interested,	9.4	%	

stated	that	they	were	not	at	all	interested	and	9.4	%	said	that	they	were	neither	interested	nor	

were	they	not	interested.	Those	9.4	%	who	stated	that	they	were	not	at	all	interested	were	all	
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over	26	years	old,	which	means	that	they	would	not	meet	the	age	criteria,	and	it	can	therefore	be	

stated	that	their	opinion	about	whether	or	not	they	could	be	interested	in	such	a	program	would	

be	viewed	as	not	important.	Looking	at	the	majority	of	the	non-members	who	stated	that	they	

would	not	be	interested	in	such	a	concept	where	between	21-25	years,	who	stated	price	as	being	

the	most	important	factor	when	buying	airline	tickets,	and	that	they	stated	lack	of	knowledge	and	

what	can	be	gained	from	loyalty	programs.	It	can	therefore	be	stated	that	these	respondents	need	

more	information	about	what	a	FFP	for	young	travellers	will	consist	of,	before	even	considering	to	

become	a	member	of	such	a	concept.	

	

The	respondents	who	stated	very	interested,	interested	and	neither	nor,	were	asked	to	choose	a	

maximum	of	five	services	and	benefits	they	would	appreciate	if	such	a	program	was	to	exist.	Those	

who	stated	that	they	where	less	interested	or	not	interested	at	all,	were	also	asked	to	state	a	

maximum	of	five	services	and	benefits	which	should	be	included	in	such	a	program	in	order	for	

them	to	become	interested	in	joining.	The	services	and	benefits	which	respondents	could	choose	

between	where	similar	and	also	had	an	‘other’	section	if	the	respondents	had	any	idea	to	what	

they	might	think	could	persuade	them	to	join	such	a	program.	The	only	difference	between	the	

two	questions,	beside	the	wording,	is	the	fact	that	those	who	stated	not	to	be	interested	at	all	and	

to	be	less	interested	also	had	the	choice	to	choose	that	they	where	not	interested	in	a	loyalty	

program	at	all.	

	

Those	who	claimed	to	have	some	form	of	interest	stated,	not	surprisingly,	bonus	points	which	can	

be	redeemed	to	purchase	tickets	as	being	the	most	important	benefit	(Appendix	16),	points	which	

can	be	redeemed	into	adventures,	hotel	stays	or	restaurants	visits,	extra	free	luggage	came	in	at	a	

third	place.	What	was	interesting,	was	the	notion	that	lounges	access	only	came	in	sixth	of	

services	and	benefits	deemed	important	in	such	a	loyalty	program.	It	is	remarkable	that	this	was	

not	perceived	as	being	more	important	since	it	was	the	most	important	services	for	those	who	

already	were	members	of	an	already	existing	FFP.	Looking	at	the	services	of	what	have	been	

deemed	important	for	such	a	loyalty	program,	one	finds	fast	track	at	the	security,	bonus	points	

which	can	be	redeemed	on-board	the	aircraft	or	at	the	airport.	It	is	interesting	to	see	that	the	

respondents	will	value	to	get	through	security	higher	than	faster	boarding	or	check	in,	which	
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where	something	the	participants	of	the	focus	group	stated	would	be	of	a	great	value,	since	they	

would	like	to	skip	in	front	of	every	one,	and	as	above	mentioned	wanting	to	show	off.	One	of	the	

respondents	stated	that	she	would	like	to	get	special	offers	on	cheaper	tickets,	this	suggestion,	

together	with	the	notion	of	the	preferences	toward	lower	prices,	can	be	assumed	to	be	something	

other	young	travellers	also	might	enjoy	and	might	even	find	more	important	than	some	of	the	

other	benefits.	

	

When	looking	at	those	respondents	stating	not	to	have	any	interested	in	such	a	program,	also	

viewed	redemption	of	points	to	tickets	as	the	most	attractive	service,	which	should	be	provided	by	

such	a	program,	in	order	to	become	more	attractive	for	these	respondents	(Appendix	17).	The	

second	most	attractive	benefit	which	could	help	these	respondents	to	be	interested	in	such	a	

program,	was	the	chance	for	faster	check-in,	closely	followed	by	extra	luggage,	bonus	points	which	

could	be	redeemed	in	to	hotel	stays,	adventures	or	restaurant	visits.	The	services	and	benefits	

which	they	considered	to	be	less	attractive,	are	redemption	of	points	on-board	the	flight	or	to	be	

used	at	the	airport,	additional	service	on-board,	discount	on	food	on-board	and	the	possibility	to	

earn	and	use	points	at	different	partners.		

	

Only	6	respondents	of	those	who	stated	not	to	have	an	interest	in	such	a	FFP	also	stated	that	they	

did	not	have	an	interest	in	loyalty	programs	at	all.	The	majority	of	these	where	21-25	year,	which	

is	the	age	group	which	a	young	traveller	loyalty	program	will	be	interested	in,	but	since	it	is	only	6	

respondents	who	claims	that	they	are	not	at	all	interested	in	loyalty	programs,	it	is	not	seen	as	

being	a	problem	since	consumers	are	different	and	it	is	hard	to	persuade	all	to	join	a	FFP	and	stay	

loyal	towards	the	airline	which	provides	such	a	program.		

	

Respondents	were	asked	to	stated	how	much	they	would	be	willing	to	pay	for	an	airline	ticket	with	

an	airline	they	belong	to,	if	being	a	member	of	such	a	loyalty	program,	compared	with	the	

cheapest	price	of	a	ticket	from	another	carrier	(Appendix	18).	This	question	was	asked	in	order	to	

investigate	if	respondents’	willingness	to	pay	in	order	to	travel	with	an	airline	of	which	they	are	

members	of	and	therefore	support.	Not	surprisingly	the	majority	20	%	stated	that	they	where	not	

willing	to	pay	more	in	order	to	travel	with	the	specific	airline,	and	those	stating	that	they	where	
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not	interested	in	loyalty	programs	in	general	belongs	to	this	category.	15.3	%	stated	that	they	

were	willing	to	pay	between	51-100	DKK	and	12.7	%	were	willing	to	pay	between	1-50	DKK,	this	

shows	that	people	are	willing	to	pay	a	bit	more	for	a	ticket	in	order	to	fly	with	an	airline	of	which	

they	are	a	member,	but	it	is	still	a	small	prices	difference	they	will	be	willing	to	pay,	and	it	can	

almost	be	said	that	they	would	prefer	not	to	pay	more	for	an	airline	ticket.	14	%	of	the	

respondents	stated	that	they	would	be	willing	to	pay	between	101-150	DKK,	this	can	be	said	to	be	

a	small	amount,	but	seeing	that	the	respondents	are	fulltime	students	and	do	not	have	a	small	

annual	income,	these	amounts	can	be	viewed	as	being	high	for	them.	A	surprising	finding	is	that	

10	%	of	respondents	stated	that	they	where	willing	to	pay	between	201	-	250	DKK,	while	7.3	%	

stated	they	were	willing	to	pay	between	151-200	DKK	and	7.3	%	also	stated	that	they	were	willing	

to	pay	over	400	DKK,	what	was	interesting	about	those	wanting	to	pay	above	400	DKK,	was	that	

they	paid	for	their	own	airline	ticket,	but	that	the	majority	were	above	26,	and	had	a	higher	annual	

income	before	taxes	which	could	suggest	that	they	have	a	higher	disposable	income.	Respondents	

tended	to	be	less	willing	to	pay	between	301-350	DKK	for	an	airline	ticket	with	the	airline	of	which	

the	were	a	member	of.		

	

The	last	question	respondents	were	asked,	was	to	state	whether	or	not	they	would	be	more	

willing	to	fly	with	an	airline	which	had	introduced	a	FFP	targeted	specifically	for	young	travellers.	

The	majority,	66.7	%	(Appendix	19)	stated	that	they	would	while	the	remaining	1/3	stated	they	

would	not.	Not	surprisingly	those	who	stated	that	they	would	not	be	interested	in	such	a	program	

where	also	those	who	answered	no	to	this	question.	Of	those	who	had	stated	that	they	where	

interested	nor	not	interested,	a	bit	more	stated	that	they	too	would	not	chose	to	fly	with	an	airline	

which	had	introduced	such	a	program.	The	majority	who	stated	that	they	would	prefer	to	fly	with	

an	airline	with	a	for	young	travellers,	flew	for	leisure.	Of	these	68.1	%	stated	to	be	positive	

towards	wanting	to	travel	with	the	airline,	and	the	remaining	31.9	of	leisure	travellers	stated	not	

to	be	willing	to	travel	with	such	an	airline.		

	

Since	the	respondents	where	overly	represented	by	respondents	between	the	ages	of	21-30	it	did	

not	come	as	a	surprise	that	these	were	also	those	who	were	more	keen	toward	this	new	initiative.	

However,	the	notion	that	the	few	under	20	years	old	stated	that	they	were	willing	to	fly	with	an	
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airline,	can	indicate	that	other	within	this	age	group	will	be	willing	as	well	to	fly	with	such	an	

airline	and	can	therefore	indicate	that	there	will	be	a	market	for	such	a	FFP	even	when	generation	

Z	begins	to	overtake	the	market	for	the	young	fliers.		

	

Another	important	finding	in	order	to	see	if	there	will	be	market	for	a	FFP	for	young	travellers,	is	

that	67.4	%	of	the	respondents	who	are	not	members	of	a	FFP	(Appendix	20)	stated	that	they	

would	be	interested	in	flying	with	an	airline,	which	had	established	such	a	frequent	flyer	and	only	

32.6	%	of	the	non-members	said	no.	Not	surprisingly,	those	who	had	stated	that	they	where	not	

interested	in	the	initiative	also	stated	that	they	where	not	interested	in	loyalty	programs	at	all,	

and	that	they	would	not	be	interested	in	flying	more	with	such	an	airline.	65.6	%	of	the	

respondents	who	were	members	of	one	or	more	existing	FFP	also	stated	that	they	would	be	

willing	to	fly	more	with	an	airline	with	a	loyalty	program	targeted	for	young	travellers,	of	these	the	

majority	was	between	21	and	25	years	old.	

	

6.2. Part	conclusion	for	findings	

This	section	will	sum	up	the	findings	fro	the	online	questionnaire,	and	to	provide	the	reader	with	a	

clearer	understanding	of	what	the	majority	of	the	respondents	want	from	a	FFP.	As	it	was	stated	

in	the	beginning	of	the	findings	part,	the	majority	of	respondents	are	young	people	between	21	

and	30	years	old,	they	are	mainly	living	in	the	Capital	region	of	Denmark	and	are	studying	fulltime,	

they	have	an	annual	income	between	50,000	and	100,000	DKK,	this	could	be	viewed	as	creating	a	

bias	and	only	show	what	people	within	this	segment	prefers,	and	not	what	the	next	generation	

wants.	However,	as	stated	before	the	two	generation,	who	are	appropriate	for	such	a	new	

concept,	are	deemed	to	be	relatively	similar,	which	means	that	even	though	the	majority	belongs	

to	generation	Y,	what	they	prefer	and	value	might	also	be	transmitted	to	generation	Z.		

The	notion	that	the	majority	of	the	respondents	live	in	the	Capital	region	of	Denmark	also	suggest	

that	this	questionnaire	might	not	provided	the	best	picture	of	what	young	Danes	will	value	and	

benefit	from	a	FFP.		
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7. Analysis	
This	section	will	strive	to	mix	the	primary	data	and	secondary	data	in	order	to	understand	what	it	

is	young	travellers	want,	when	they	buy	airline	tickets	and	what	airlines	have	done	over	the	years	

in	order	to	become	more	attractive,	and	ultimately	be	able	to	come	answer	the	research	question	

and	provide	traditional	carriers	with	suggestion	of	what	they	should	do	to	persuade	these	young	

travellers.	The	structure	of	this	sections	follows	the	sub-questions,	this	has	been	done	since	it	is	

necessary	to	understand	these	both	from	an	airline	perspective	but	also	from	the	perspective	of	

the	young	traveller	and	from	this	answer	the	research	question.	

7.1. Is	it	necessary	for	an	airline	to	be	a	brand?	

As	stated	in	the	theory	section,	airlines	need	to	differentiate	themselves	in	a	market,	where	

competition	is	fierce,	and	where	the	core	of	the	service,	getting	customers	from	point	A	to	point	B	

(Zichermann	&	Linder,	2010),	is	the	same	for	all	players	on	this	market.	It	is	therefore	necessary	

for	an	airline	to	differentiated	itself	in	order	to	persuade	customers	to	chose	this	specific	airline	

over	its	competitors.	This	can	be	done	by	creating	a	brand,	where	the	customer	knows	what	it	will	

get	when	flying	with	a	specific	carrier.	

	

Looking	at	the	aviation	industry	one	sees	that	there	are	two	markets	the	traditional	and	low	cost	

market.	The	traditional	market	can	be	seen	as	striving	to	gain	customers	by	keeping	it	as	they	

know	it,	by	offering	different	class	on-board	and	providing	them	with	more	unique	services	e.g.	by	

helping	customers	with	the	check-in.	The	low	cost	market	really	got	a	hole	on	the	airline	industry	

in	the	US	market	after	the	deregulation,	a	tendency	which	was	soon	followed	on	the	European	

market	as	well	(CAPA	Centre	for	Aviation,	2013).	The	LCCs	provided	the	passenger	with	a	cheaper	

alternative,	where	all	none	necessary	services	have	been	cut	away.	What	has	been	seen	after	the	

entry	of	LCC’s,	is	that	more	and	more	customers	have	taken	a	liking	towards	these	rather	than	

flying	with	traditional	carriers,	especially	the	trend	has	been	viewed	as	being	a	help	for	those	

travelling	for	leisure	who	now	might	be	able	to	fly	more	than	they	did	before,	due	to	the	cheaper	

prices.	With	this	in	mind,	one	could	make	the	notion	that	LCC	are	more	of	a	treat	towards	

traditional	carriers,	since	leisure	travellers	are	more	price	sensitive	than	those	flying	for	business	

(Heding,	et	al.,	2009),	and	as	it	can	be	seen	from	the	findings	of	the	online	questionnaire	even	

those	who	stated	to	have	a	traditional	carrier	as	their	preferred	airline	they	still	had	price	as	the	
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most	important	factor	when	buying	tickets,	and	the	majority	of	respondents	stated	to	have	

Norwegian	as	the	preferred	airline,	which	again	help	to	support	the	notion	that	leisure	travellers	

prefer	LCCs.		

	

When	looking	at	the	history	of	the	aviation	industry,	airlines	had	to	come	up	with	new	ideas	after	

the	deregulation	(Zichermann	&	Linder,	2010),	where	before	it	had	been	only	based	on	the	

different	services,	airlines	could	then	compete	on	prices	as	well.	Becoming	a	brand	could	be	the	

way	to	go,	for	airlines	to	differentiated	themselves,	both	within	the	LCC	market	and	within	the	

traditional	carrier	market.	

	

Looking	at	the	LCC	market	there	are	three	airlines,	which	stands	out	as	being	the	leaders	of	the	

Europe	marker,	these	are;	Ryanair,	Norwegian	and	easyJet.	Ryanair	is	branding	itself	as	being	a	

cheap	alternative,	and	charge	a	passenger	different	fees	if	they	want	any	additional	services.	

Passengers	are	aware	of	this	fact	and	chooses	to	accept	this	because	they	know,	or	are	least	are	

aware,	that	this	is	the	strategy	Ryanair	has	chosen	when	being	a	LCC.	Norwegian	is	branding	itself	

differently	from	Ryanair,	it	has	branded	itself	as	being	perceived	as	more	of	a	traditional	carrier	at	

a	lower	fare	cost.	One	way	they	do	this	is	with	Norwegian	Reward,	which	is	one	of	the	more	

established	FFPs	within	the	LCC	market.	With	this	program	Norwegian	recognised	that	its	

customers	want	more	than	just	a	seat	on-board	the	aircraft,	they	enjoy	the	possibility	of	being	

able	to	be	part	of	the	game,	which	is	earing	points,	in	order	to	reach	better	benefits.	As	it	can	be	

seen	from	the	introduction	of	Norwegian	Reward,	it	has	undergone	a	structural	change,	from	

being	a	program	where	passengers	earned	cashpoints,	which	could	be	redeemed	to	the	entire	

amount	of	a	ticket	or	only	a	portion	of	the	amount.	It	now	gives	passenger	the	possibility	to	chose	

which	benefits	they	believe	fits	them	the	best,	which	means	that	they	have	the	change	to	

customize	their	own	FFP	in	order	for	it	to	fit	their	life	style.	The	notion	about	customization	could	

be	something,	which	young	travellers	could	be	persuaded	by	and	choose	to	join	this	form	of	

loyalty	program,	especially	since	young	consumers	are	being	perceived	as	being	more	keen	in	

wanting	to	standing	out	and	not	just	be	one	of	the	crowd.	The	more	engaging	customers	can	be,	

the	more	likely	it	is	that	they	will	prefer	this	brand	over	others	(Lazarevic,	2012).	Another	reason	

for	why	passengers	might	want	to	choose	to	fly	with	Norwegian	and	being	part	of	their	program	is	
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the	notion	that	Norwegian	have	low	prices,	which	as	seen	by	the	online	questionnaire	as	being	the	

most	important	factor	for	travellers	when	buying	tickets.		

	

Where	Norwegian	strives	to	introduce	some	sense	that	passengers	are	still	sort	of	flying	with	a	

traditional	carrier	and	Ryanair	is	branding	itself	as	only	being	a	LCC	without	the	privileges’	which	

one	gets	at	the	traditional	carrier,	easyJet	can	be	seen	as	being	in	the	middle	of	these	two	serving	

the	customers	who	does	not	really	care	of	which	airport	he/she	arrives	at,	and	that	he/she	has	to	

depart	early	or	late	in	the	morning.	As	with	Norwegian,	easyJet	also	has	introduced	a	loyalty	

scheme,	which	the	customer	has	to	pay	£	170	(easyJet,	2016a),	corresponding	to	1,600	DKK,	for	a	

one-year	membership	(easyJet,	2016b).	This	loyalty	scheme	grants	members’	different	benefits	

such	as	free	seat	selection,	fast	track	at	security	at	specific	airports,	one	counter	for	luggage	drop	

of	meaning	that	members	can	skip	the	queue,	priority	boarding	and	allowed	to	bring	an	additional	

cabin	bag	(easyJet,	2016c).	This	sort	of	loyalty	scheme	differ	from	what	has	been	introduced	by	

other	airlines,	as	this	membership	does	not	create	the	feeling	of	playing	a	game	and	the	members	

do	not	earn	point	or	miles	by	flying	frequently	with	easyJet,	they	pay	a	set	price	in	order	to	gain	

the	benefits.	However,	just	because	customers	do	not	have	to	fly	frequently	with	this	airline,	it	

does	not	mean	that	they	do	not	feel	some	sort	of	loyalty	towards	this	airline.	It	could	be	assumed	

that	passengers	who	have	paid	to	be	a	member,	would	fly	more	with	easyJet	in	order	to	get	

something	out	of	this	program.	This	shows	that	loyalty	programs,	within	aviation	does	not	

necessarily	have	to	award	passengers	with	miles	or	points,	but	given	them	the	opportunity	to	

purchase	the	benefits	for	one	year	can	also	due	the	trick.	

	

The	traditional	carriers	such	as	SAS,	KLM	and	Lufthansa,	all	have	their	own	FFPs.	Which	from	a	first	

glimpse	they	seem	very	similar,	with	all	of	them	having	lounges	access,	different	tiers	to	which	

members	can	advance	too,	the	more	they	fly	with	the	airline.	As	it	can	be	seen	in	the	theory	part	

these	programs	differ	mainly	in	the	way	of	how	much	a	passenger	needs	to	earn	in	order	to	

advance,	but	it	also	differs	with	the	different	benefits,	e.g.	EuroBonus	members	are	allowed	to	

give	a	lower	membership	card	to	a	friend,	when	reaching	a	specific	tier,	and	have	access	to	Wi-Fi	

on-board.	Even	though	these	programs	can	seem	similar	for	an	outsider,	but	seeing	that	

passengers	tend	to	be	members	of	more	than	one	FFP,	it	can	be	seen	as	quit	an	advantages	for	
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these	airlines	to	be	quit	similar	since	passengers	will	have	an	idea	of	what	they	are	getting	but	still	

wants	to	play	the	game	of	collecting	points	or	miles	in	order	to	gain	the	different	benefits,	and	as	

seen	with	Zichermann	&	Linder	(2010),	a	passenger	reaches	the	highest	level	within	a	program,	

they	challenges	themselves	to	reach	the	highest	level	in	other	programs	and	therefore	making	it	

into	a	game	for	themselves.		

	

7.2. What	does	frequent	flyer	programs	mean	for	airlines?	

As	one	can	see	from	the	section	above,	FFPs	can	be	seen	as	the	biggest	parameter,	that	can	help	

customers	to	differentiate	the	airlines	from	one	another,	that	is	if	the	customers	of	course	knows	

about	the	program.	As	it	could	be	seen	from	the	online	questionnaire	the	main	reason	for	why	

respondents	were	not	members,	had	to	do	with	lack	of	knowledge	about	the	programs	and	what	

these	can	do	for	its	members.	However,	seeing	that	almost	half	of	the	respondents	where	

members	of	a	FFP	can	suggest	that	it	has	something	to	due	with	the	non-members	basically	just	

want	to	fly	on	the	cheapest	ticket	and	do	not	consider	other	factors	to	be	deemed	relevant.	To	get	

back	to	the	notion	that	a	FFP	is	a	big	part	of	what	helps	the	customer	to	differentiated	the	airlines	

from	one	another,	can	suggest	that	it	is	one	of	the	biggest	assets	an	airline,	as	seen	with	

EuroBonus	almost	50	%	of	SAS	revenue	(SAS,	2015a)	is	generated	by	EuroBonus	members,	this	

again	supports	the	fact	that	having	a	FFP	is	of	a	huge	importance	for	an	airline	and	is	therefore	

something	that	needs	to	be	taken	care	of.	Seeing	that	some	LCCs	also	have	introduce	FFPs,	or	

other	forms	of	loyalty	schemes,	can	suggest	that	it	is	no	longer	just	a	question	of	providing	

travellers	with	the	cheapest	price,	but	actually	engaging	them	in	flying	more.	

	

Another	reason	for	why	LCCs	have	introduced	these	loyalty	schemes	can	be	due	to	the	notion	that	

they	have	open	their	eyes	for	the	potential	generation	Y	and	Z	brings.	Seeing	that	these	

generation	likes	to	be	part	of	something	bigger,	and	not	just	some	one	in	the	crowd.	From	the	

perspective	of	the	airlines,	the	notion	of	having	a	FFP	is	of	course	to	help	them	earn	a	profit	and	to	

have	returning	business,	as	the	notion	with	a	loyal	customer	is	less	expensive	and	time	consuming	

as	it	is	to	go	out	and	gain	new	customers.	Seeing	that	a	majority	of	EuroBonus	members	fly	on	

business	class,	it	can	be	suggested	that	these	passengers	are	also	travelling	for	the	purpose	of	

business.	This	can	have	an	effect	the	travellers’	choice	of	airline	when	he/she	is	flying	for	leisure	
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purposes,	if	the	customer	is	part	of	the	FFP	and	is	missing	some	points	in	order	for	him/her	to	

advance	to	the	next	tier	or	just	to	make	sure	that	it	will	still	be	at	its	existing	tier,	he/she	might	fly	

with	the	airline	to	which	it	belongs	to,	in	order	to	keep	the	benefits	and	not	be	kicked	out	of	the	

game	and	then	have	to	begin	from	scratch.	

	

The	notion	that	members	of	EuroBonus	when	reaching	the	Gold	level	can	give	out	a	Silver	card	to	

a	family	member	or	a	friend	can	be	seen	as	a	clear	strategic	marketing	tool	made	by	SAS,	because	

this	shows	true	loyalty	from	already	existing	members	and	the	value	of	positive	word	of	mount,	

since	this	shows	that	a	member	of	EuroBonus	believe	in	the	program	so	much	and	appreciate	it	

enough	for	him/her	to	want	it	relatives	and	acquaintances	to	experience	the	many	benefits	which	

comes	from	the	EuroBonus.	And	what	is	better	than	having	a	friend	telling	you	to	try	out	a	new	

concept,	instead	of	having	an	airline	advertising	telling	new	customers	the	different	benefits	of	

being	a	member,	where	a	traveller	who	only	travels	1-2	times	a	year	and	for	this	reason	might	feel	

that	they	cannot	get	full	use	out	of	it,	since	they	will	not	be	able	to	earn	enough	points	to	gain	the	

benefits,	this	can	be	seen	from	the	focus	group	where	Ghita	said	about	her	membership	with	

Norwegian	reward:		

	

“I	earned	50	points	for	a	flight	to	New	York	with	Norwegian	right,	and	I	receive	mails	from	

them	all	the	time	telling	me	that	my	balance	is	still	50	points,	and	the	thing	is	that	you	have	to	

use	a	minimum	of	1,100	just	to	be	able	to	buy	a	sandwich	at	the	airport.	It	is	just	so,	like,	how	

many	flights	do	I	need	in	order	to	reach	this.”	(Appendix	21,	p.98)	

	

This	could	be	a	statement	which	many	none	frequent	flyers	could	identify	with,	and	it	also	

provides	an	insight	about	FFPs	and	the	assumption	that	they	mainly	are	made	in	order	to	serve	

those	who	fly	frequently.		

	

What	also	could	speak	for	why	young	travellers	might	not	be	seen	as	those	generating	the	highest	

value	for	airlines,	with	a	FFP,	is	the	notion	that	sometimes	people	just	become	members	of	a	

loyalty	program,	because	they	feel	they	have	to.	As	Ghita	said,	during	the	focus	group	when	asked	

about	how	the	participants	felt	about	loyalty	programs	in	general:		
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“I	am	also	a	member	of	Club	Matas,	but	I	have	never	really	understood	the	purpose	with	it…to	

be	honest.	They	just	ask	are	you	a	member,	yes	but	okay…I	am	also	a	member	of	Magasin,	but	I	

never	shop	at	Magasin,	I	always	get	mails	from	them,	that	is	really	annoying.”	(Appendix	21,	

p.97)	

	

This	statement	indicates	that	even	though	she	is	a	member	of	two	different	loyalty	programs	she	

does	not	really	know	what	to	do	with	it,	and	she	mainly	became	a	member	because	she	was	asked	

to	join,	not	because	she	really	felt	like	joining.	Whereas	a	person	like	Camilla	seems	more	eager	to	

join	loyalty	programs	such	as	Club	Matas,	because	she	likes	and	support	the	brand	as	she	sais:		

	

“I	like,	as	you	mention,	Club	Matas,	because	then	you	know	that	you	can	get	something	for	the	

money	which	you	have	spend	in	the	store	when	buying	a	product	e.g.	nail	polish	or	something	

else	you	can	earn	ones	points	from,	but	on	the	other	hand	I	also	think	it	is	stressful	when	e.g.	

Nordisk	film	cinemas	begins	to	tell	that	my	points	are	about	to	expire,	so	that	you	have	to	

manage	to	spend	them	before	they	expire,	and	it	is	often	that	those	things,	which	one	can	

spend	ones	points	on,	are	expensive	which	means	that	you	often	buy	something	you	did	not	

want	to	have	or		something	one	does	not	use	or	something	else.”	(Appendix	21,	p.96)	

	

This	statement	also	shows	that	she	likes	to	get	some	sort	of	reward	by	being	loyal	towards	Matas	

and	being	a	member	of	their	loyalty	program.	She	also	stated	that	just	being	a	member	of	Club	

Matas,	not	only	give	the	possibility	to	accumulate	points,	which	can	be	used	for	special	deals.	But	

a	member	of	Club	Matas	also	gets	invited	to	specials	events,	which	none	members	are	not	invited	

to.	When	this	knowledge	came	into	light	the	group	where	more	positive	towards	these	sort	of	

reward	program,	as	Camilla	also	stated:	“But	again,	if	one	is	talking	about	EuroBonus	at	SAS,	if	one	

does	not	travel	that	often,	then	one	does	not	really	use	the	points,	which	I	feel	is	a	bit	of	a	wasted	

compared	to	Mata	where	one	is	shopping	more	frequently.”(Appendix	21,	p.	97)	This	again	support	

the	notion	that	part	of	the	reason	why	young	travellers	is	not	part	of	a	FFP	has	to	do	with	the	

feeling	of	not	getting	enough	out	of	it.	

	



	 50	

As	the	focus	group	also	showed	was	that,	even	though	participants	are	member	of	a	loyalty	

program	no	matter	whether	it	is	a	FFP,	or	a	loyalty	program	at	a	detail	store,	they	still	could	forget	

to	use	claim	their	points	or	rewards,	those	who	where	members	of	a	FFP	stated	that	they	would	

forget	that	they	where	a	member	and	therefore	not	give	their	member	information	during	check-

in,	where	Gro,	who	is	not	a	member	of	a	FFP	said:	“I	believe	that	if	I	were	to	travel	more,	then	I		

would	consider	to	join,	but	again,	a	bit	like	what	the	other	said,	I	will	forget	it	a	bit.	When	you	

finally	are	there	[at	the	airport]	then	you	forget	that	you	are	a	member”	(Appendix	21,	p.98).	This	

shows	that	the	participant	is	aware	that	she	only	can	gain	benefits	from	a	FFP	if	travelling	more	

and	is	therefore	open	to	the	possibility	to	join	a	FFP,	well	knowing	that	she	might	forget	all	about	

her	being	a	member	when	the	chance	to	gain	points	and	from	this	gain	benefits.	

	

The	fact	that	the	participant	is	willing	to	join	a	FFP,	knowing	that	it	takes	time	for	her	to	gain	

enough	points	to	get	something	out	of	the	program	and	advance	to	the	different	levels,	can	be	

seen	as	support	to	Zichermann	&	Linder	(2010)	since	it	shows	that	the	near	thought	of	collecting	

points	and	the	game	this	is	considered	to	be	exciting.	It	can	be	discussed	whether	the	thought	of	

collecting	points	and	gaining	benefits	is	pure	loyalty	towards	the	airline	which	one	is	a	member.	

Since	it	can	be	argued	that	the	wanting	to	gain	the	benefits	is	greater	than	the	notion	of	flying	

with	a	specific	airline,	and	more	importantly	for	the	airline,	wanting	to	tell	friends	and	family	

about	experiences	with	the	airline	and	wanting	these	acquaintances	to	become	a	member	of	the	

FFP.	As	it	can	be	seen	from	the	statement	of	Camilla	when	telling	the	other	participants	about	the	

benefits	when	being	a	member	of	Club	Matas,	this	can	be	seen	as	true	loyalty	towards	a	brand	and	

not	just	towards	collecting	the	benefits,	which	comes	with	the	loyalty	program.			

	

7.3. Are	airlines	with	a	frequent	flyer	program	more	successful?	

Having	a	FFP	can	be	beneficial	for	an	airline,	as	a	strong	marketing	tool	to	gain	revenue	and	

customers,	but	it	also	as	mention	gain	value	added	information	about	customers	and	their	

purchases	habits	(Ernst	&	Young	Advisory,	2014).	Seeing	that	FFP	have	been	implemented	by	more	

airlines	(Ernst	&	Young	Advisory,	2014),	it	can	be	hard	to	stated	whether	an	airline	is	more	

successful	or	not.	But	it	can	be	stated	that	these	programs	help	airlines	to	gain	returning	

customers.	More	and	more	LCC’s	has	seen	some	of	the	advantages	with	evolving	their	business	



	 51	

model	and	have	begun	to	look	for	other	ways	to	compete	besides	low	air	fares	(CAPA	Centre	for	

Aviation,	2013).	Some	of	the	reason	why	more	and	more	LCC’s	have	begun	to	introduce	loyalty	

schemes	has	to	do	with	the	growing	recognition	that	these	schemes	do	not	always	mean	higher	

cost,	and	the	high	awareness	that	these	schemes	can	lead	to	additional	revenue	(CAPA	Centre	for	

Aviation,	2013).	In	2013	commercial	director	of	easyJet,	Catherin	Lynn	stated:	“Corporate	

travellers	like	FFPs,	but	the	growth	in	the	industry	is	mainly	in	the	leisure	segment,	where	points	

are	less	valued.”	(CAPA	Centre	for	Aviation,	2013).	This	statement	can	be	supported	with	the	fact	

that	30.2	%	of	the	respondents	from	the	online	questionnaire,	who	were	not	members	of	a	FFP,	

stated	that	is	was	due	to	them	not	being	able	to	accumulate	enough	points	to	create	any	benefits,	

meaning	that	these	respondents	do	not	see	any	need	or	value	in	joining	a	FFP.	According	to	

Catherin	Lynn	the	reason	why	easyJet	have	not	implemented	a	FFP	has	to	do	with	the	fact	that	

such	programs	add	extra	cost	and	are	complex	to	maintain	(CAPA	Centre	for	Aviation,	2013).	

	

However,	easyJet,	besides	having	its	own	loyalty	scheme,	has	also	joined	in	a	reward	schemes	with	

the	loyalty	programme	partner	Nectar	and	Emirates.	The	partnership	with	Nectar	allows	the	

members	to	redeem	their	points,	earned	from	other	partners,	for	ticket	with	easyJet	(easyJet,	

2016d;	CAPA	Centre	for	Aviation,	2013;	easyJet,	2016c).	The	partnership	with	Emirates	allows	

those	who	are	members	of	Skywards,	the	FFP	of	Emirates,	to	redeem	their	points	for	flights	with	

easyJet	and	additional	services	(Emirates,	2016;	CAPA	Centre	for	Aviation,	2013).	This	shows	that	

easyJet	acknowledge	the	belief	that	FFPs	can	be	beneficial,	but	with	the	statement	made	by	

Catherin	Lynn,	it	is	clear	that	easyJet	wants	to	keep	to	their	original	business	plan	as	being	a	LCC.		

Norwegian	have	had	its	FFP	for	7	years,	which	indicate	that	it,	as	other	LCC,	has	acknowledge	that	

FFPs	can	be	a	powerful	tool	for	an	airline,	and	as	stated	by	form	CCO	Daniel	Skjeldam,	at	the	time	

of	introduction	of	Norwegian	Reward:		

	

“The	loyalty	program	is	part	of	our	continual	work	in	striving	to	provide	our	customers	with	the	

best	offers	as	possible.	We	know	that	our	customers	appreciate	our	low	prices,	continuous	new	

and	improve	routes,	new	airplanes	and	seats	with	increased	leg	space.	This	loyalty	program	is	

an	additional	confirmation	which	shows	that	we	are	listening	to	our	customers	and	are	

providing	a	simple	and	good	offer	to	all	of	the	target	groups.”	(Check-in,	2009) 	
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This	statement	shows	that	Norwegian	mainly	introduced	the	FFP,	but	one	could	also	believe	that	it	

has	to	do	with	a	wanting	to	gain	some	market	share	and	especially	take	some	of	the	customers	

from	SAS,	who	is	considered	to	be	their	main	competitor	within	the	Scandinavian	market	

(Frausing,	2014).	By	allowing	customers	with	the	possibility	to	accumulate	cashpoints,	it	might	be	

able	to	take	some	customers	from	EuroBonus,	especially	those	who	travel	strictly	for	leisure	who,	

as	seen	from	the	online	questionnaire	and	from	(Dolnicar,	et	al.,	2011),	are	more	interested	in	

buying	the	cheapest	airfare	as	possible.		

	

Seeing	that	Norwegian	Reward	has	passed	4	million	members	in	2016,	shows	that	Norwegian	is	

able	to	compete	with	their	main	competitor	SAS,	who	have	over	4.3	million	members.	This	notion	

can	suggest	that	despite	the	fact	that	leisure	travellers	want	to	save	money,	they	also	like	to	be	

part	of	something	bigger	a	feel	like	they	belong	in	a	group,	with	this	in	mind	it	can	be	suggested	

that	there	is	a	market	for	a	FFP	targeted	towards	young	travellers.		

	

7.4. What	do	young	travellers	value	when	choosing	an	airline?		

As	seen	from	the	findings,	price	was	the	most	important	variable	when	buying	airline	tickets,	both	

for	generation	Y	and	generation	Z,	which	does	not	come	as	a	surprise	since	they	majority	within	

generation	Y	are	fulltime	students	and	have	a	low	annual	income	which	could	indicate	that	they	

need	to	save	where	it	is	possible.	The	notion	that	price	plays	such	a	big	role	for	travellers,	

belonging	to	generation	Y,	when	going	on	holiday	was	also	seen	to	be	the	case	of	the	founding	

made	by	Vukic,	et	al.	(2015).	The	respondents	from	generation	Z,	are	below	18	years	and	

therefore	are	assumed	to	still	live	with	their	parents	and	seeing	that	they	are	still	in	primary	school	

have	a	low	annual	income.	It	was	a	bit	surprising	that	the	majority	of	those	from	generation	Z,	

who	stated	that	prices	had	a	major	importance,	when	buying	ticket,	had	their	ticket	paid	for	by	

their	parents.	This	could	lead	to	the	belief	that	these	respondents	should	be	less	effected	by	the	

price	of	the	ticket.	This	finding	could	indicate	that	these	respondents	do	not	wish	to	spend	all	their	

parents’	money	on	an	airline	ticket,	or	that	they	are	from	families	where	they	normally	are	looking	

for	the	best	deal,	as	has	been	found	to	be	what	most	leisure	travels	are	likely	to	do	(Wissenberg	&	

Holdowsky,	2013).	With	the	notion	that	generation	Z	are	from	a	time	where	there	has	been	a	
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financial	downturn,	it	can	therefore	be	suggested	that	those	belonging	to	generation	Z	have	been	

brought	up	to	believe	that	they	need	to	be	cautious	with	what	they	spend	their	money	on.		

	

The	second	most	important	factor	for	the	respondents	when	buying	airline	tickets	and	wishing	to	

be	on	a	direct	flight,	this	is	applicable	for	both	generations.	This	finding	contradicts	the	old	believe	

that	young	travellers	are	more	keen	to	chose	flights	only	from	the	perspective	of	what	is	cheapest	

and	then	do	not	dislike	the	idea	of	flying	either	late	or	early	in	the	morning	(Ernst	&	Young	

Advisory,	2014).	This	again	has	shown	not	to	be	true	at	least	for	those	respondents	representing	

generation	Y	from	the	online	questionnaire,	since	these	respondents	stated	time	of	arrival	and	

time	of	departure	and	total	amount	of	time	spent	on	the	travel	as	being	the	third	most	important	

considerations	when	buying	tickets.	These	considerations	also	came	up	as	being	an	important	

variable	for	the	participants	of	the	focus	group.	Seeing	that	time	management	have	become	

important	for	the	young	traveller,	can	have	something	to	do	with	them	wanting	to	get	what	they	

want	when	they	need	it,	but	also	due	to	the	fact	that	they	do	not	want	to	waste	their	time	as	

stated	by	Ghita:	“Time	[is	the	most	important],	I	do	not	want	to	wait	for	many	hours	in	an	airport,	I	

just	want	whatever	is	fastest”	(Appendix	21,	p.	99).	This	shows	that	there	is	a	wish	to	get	to	the	

destination	as	fast	as	possible.	However,	seeing	that	there	is	a	wish	to	get	from	point	A	to	Point	B	

as	fast	as	possible	it	is	quit	remarkable	that	the	respondents	did	not	see	the	possibility	of	priority	

boarding	high	on	the	list	of	important	variables	when	buying	an	airline	ticket,	the	change	for	

priority	boarding	only	scored	a	10th	place	out	of	13,	only	beating	loyalty	programs	and	fast	tack	at	

security,	which	each	came	in	respectively	11th	and	13th	place.	One	reason	for	why	such	a	service	as	

getting	through	security	faster	and	having	priority	boarding	can	be	due	to	the	notion	that	the	

majority	of	the	respondents	are	not	members	of	a	FFP,	and	therefore	only	have	experience	with	

having	to	wait	with	other	passengers,	who	are	in	the	same	boat	as	these	respondents.	Another	

reason	for	why	using	fast	track	at	the	security,	and	why	priority	boarding	was	not	deemed	

important	when	buying	an	airline	ticket	can	be	due	to	the	fact	that	one	has	to	pay	more	for	a	

ticket	in	order	to	get	the	possibility	to	use	these	additional	services,	e.g.	for	priority	boarding	one	

has	to	fly	either	business	or	first	class	or	be	a	member	of	a	FFP.	In	order	to	use	fast	track	at	CPH	

airport	a	passenger	also	have	to	either	fly	first	class,	business	class	or	Norwegian	flex	(CPH,	2016).	

From	the	finding	of	the	online	questionnaire	it	was	seen	that	the	majority	of	respondents	
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preferred	to	fly	with	a	LCC,	which	are	know	for	only	having	one	class,	this	can	then	also	be	part	of	

the	reason	for	why	these	young	travellers	do	not	want	to	pay	for	a	ticket	in	first	or	business	class	

they	want	what	is	cheapest.		

	

The	reputation	of	the	airline	came	in	4th	as	an	important	factor	for	generation	Y	when	buying	an	

airline	ticket.	This	can	both	be	seen	as	why	SAS	came	in	second	place,	as	being	the	must	preferred	

airline.	SAS	has	over	the	years	been	one	of	the	most	punctual	airlines	in	the	world	(SAS,	2015b;	

Businessclass.dk,	2015).	When	looking	at	the	LCC	which	has	been	deemed	the	most	punctual	

airline	one	finds	Norwegian	(Businessclass.dk,	2015;	Berlingske	Nyhedsbereau,	2015).		

	

The	fact	that	an	airlines	reputation	scored	high	on	the	list	of	importance	when	buying	a	ticket	does	

not	come	as	a	surprise,	seeing	that	consumers	are	more	willing	to	pay	more	for	at	ticket	with	an	

airline,	which	have	a	good	reputation	(Graham	&	Bansal,	2007)	as	consumers	are	also	more	willing	

to	buy	from	companies	who	are	perceived	as	having	a	better	reputation	than	others	(Graham	&	

Bansal,	2007).	What	also	could	be	perceived	as	a	reason	for	why	reputation	is	important	for	young	

travellers	can	have	to	do	with	the	notion	that	generation	Y	care	about	other	people	meanings,	

with	this	in	mind,	it	can	explain	why	young	travellers’	state	reputation	to	score	high	as	an	

important	factor	when	buying	airline	tickets,	since	they	probably	would	choose	an	airline,	which	

have	a	good	reputation,	and	are	being	perceived	as	living	up	to	their	lifestyle	what	they	stand	for	

and	that	its	network	will	feel	that	their	choice	of	airline	is	acceptable.		

	

Seeing	that	some	respondents	from	the	online	questionnaire	stated	that	they	would	never	fly	with	

Ryanair	and	only	3	respondents	stated	that	this	was	their	preferred	airline,	suggest	that	this	LCC	

has	a	bad	reputation	and	is	not	being	perceived	as	having	a	high	status.	However,	the	reputation	

of	the	airline	does	not	have	to	be	positive,	as	it	can	be	seen	with	Ryanair	and	its	lawsuit	in	2015	

from	the	Danish	labour	union	about	the	working	conditions	for	its	employees	within	the	Danish	

market	closed	its	base	in	Copenhagen	(Nielsen,	2015),	according	to	Ryanair’s	CEO	Michael	O’Leary	

the	growth	rate	will	not	be	as	high	as	expected	but	it	will	increase	due	to	the	media	coverage,	

which	have	created	brand	awareness	for	Ryanair	and	its	routes	(Krog,	2016).	During	the	focus	

group	the	topic	of	Ryanair	not	paying	its	employees	well	enough,	according	to	Danish	standards,	
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the	participants	where	asked	whether	they	would	consider	not	to	fly	with	Ryanair	due	to	this	as	

stated	by	Gro:	“If	I	had	the	to	go	to	e.g.	London	and	Ryanair	charged	let	us	say	100	DKK,	and	SAS	

charged	600	DKK,	then	I	would	definitely	choose	Ryanair…At	least	that	is	what	I	would	do	if	it	was	

within	these	prices”	(Appendix	21,	p.	106).	And	as	Camilla	stated:		

	

“…The	first	thought	I	had	when	I	heard	they	were	coming	to	Copenhagen	was	of	

course	that	it	was	great	since	you	could	get	cheap	tickets.	It	was	very	interesting,	but	

then	you	hear	all	the	negative	stories	in	the	news	and	so	on,	so	I	sort	of	lost	a	bit	of	

believing	in	them,	and	then	I	am	almost	more	willing	to	support	SAS	which	is	

Scandinavian	and	all	that,	I	would	rather	support	those	kinds	of	airlines,	than	those	

who	treats	its	personal	badly.	So	I	do	not	know	if	I	ever	will	fly	with	Ryanair,	if	so	it	

has	to	be	really	cheap.”	(Appendix	21,	p.	106)	

	

Statements	like	Gro’s	and	Camilla’s	support	the	believe	of	Michael	O’Leary,	seeing	that	prices	as	

so	often	mentioned	is	the	main	driver	for	young	travellers	when	purchasing	an	airline	ticket.	This	

could	also	indicate	that	even	though	an	airline	has	been	through	negative	media	coverage	and	

have	lost	some	of	its	brand	credibility,	young	travellers	can	be	more	willing	to	over	look	it,	if	the	

service	and	product	provided	is	cheap	enough,	as	the	case	with	the	two	participants	who	would	fly	

with	Ryanair	if	the	prices	is	low	enough.		

	

As	mention	previously	generation	Y	are	perceived	as	being	the	generation	expected	to	be	the	next	

big	segment	within	the	tourism	industry	(Benckendorff,	et	al.,	2009;	Vukic,	et	al.,	2015).	What	can	

be	said	about	generation	Y	and	their	role	as	a	tourist	is	that	they	are	travelling	more	frequently	

than	what	is	seen	with	generation	X	(Benckendorff,	et	al.,	2009),	generation	Y	likes	to	explore	new	

destinations,	but	are	also	more	likely	to	revisit	destinations	(Benckendorff,	et	al.,	2009;	Vukic,	et	

al.,	2015),	this	can	again	have	something	to	due	with	the	notion	that	these	are	young	adults	and	as	

such	do	not	have	the	highest	disposable	income,	which	have	been	supported	by	the	findings	from	

the	online	questionnaire	and	from	the	findings	of	both	Bendckendorff,	et	al	(2009)	and	Vukic,	et	al	

(2015).	When	the	young	travellers	are	out	visiting	new,	or	revisiting,	destinations	they	spend	

around	US$	2,600	or	around	17,200	DKK	(Vukic,	et	al.,	2015,	p.	482),	on	their	main	trip.	An	
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explanation	for	why	they	spend	this	around	this	amount	has	to	due	with	the	fact	that	this	

generation	often	are	away	for	a	longer	period	of	time,	on	average	they	stay	for	53	days	(Student	

marketing,	2016).	When	generation	Y	has	been	replaced	by	generation	Z	as	young	adults,	it	is	

expected	that	generation	Y	will	use	the	gained	experience	from	its	travels	for	future	travels	but	

with	an	expected	travel	budget	on	US$	40,000	–	120.000	per	travel	(Student	marketing,	2016).		

	

7.5. What	should	be	in	a	frequent	flyer	program	for	young	travellers	

As	it	could	be	seen	from	the	findings,	the	online	questionnaire	was	created	in	a	manner,	so	that	

those	who	were	not	interested	in	a	FFP	was	asked	to	identify	which	elements	they	believe	should	

be	in	a	loyalty	program	in	order	for	such	an	initiative	to	become	attractive	for	these.	Those	who	

were	interested	had	to	state	what	they	would	appreciate	in	order	for	such	an	initiative	to	work.	

	

This	section	will	be	analysing	these	findings	separately	in	order	to	gain	an	overview	and	to	make	it	

clearer	which	services	should	be	included	for	this	to	work,	if	such	initiative	is	even	relevant.	As	it	

has	been	seen	over	the	years	FFPs	have	been	viewed	as	an	important	tool	for	airlines	since	those	

who	are	members	have	been	found	to	create	the	biggest	share	of	the	revenue,	and	as	stated	by	

Kotler	&	Keller	(2011,	p.	142)	those	who	implement	a	FFP	first	are	those	who	will	benefit	the	most,	

since	customers	have	grown	accustomed	to	how	this	FFP	works,	and	due	to	the	notion	of	

switching	cost,	if	wanting	to	terminate	an	existing	relationship	with	an	airline.	What	have	been	

found	by	both	this	thesis	and	Deloitte,	is	that	travellers	tend	to	be	a	member	of	more	than	one.	

Deloitte	also	found	that	2/3	of	leisure	travellers	claimed	that	they	were	willing	to	switch	to	

competing	FFP	(Wissenberg	&	Holdowsky,	2013).	This	indicate	that	being	part	of	a	FFP	is	a	game	

for	the	travellers,	as	stated	above	it	can	be	hard	to	determine	whether	a	FFP	truly	creates	loyalty	

or	if	it	is	only	seen	as	a	useful	tool	to	make	customers	chose	an	airline	over	others.	As	it	was	found	

by	Whyte	(2004)	only	7	%	of	the	respondents	of	their	survey	of	132	respondents	from	South	

Australia,	claimed	to	be	highly	committed	to	their	preferred	airline,	and	45	%	claimed	to	be	mostly	

committed	to	their	airline.	This	suggest	that	travellers	of	all	ages	are	more	willing	to	switch	to	

another	airline	if	they	feel	that	they	will	get	more	value	for	the	money	spend.		
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7.5.1. Those	who	show	interest	in	a	frequent	flyer	program	for	young	travellers		

From	the	online	questionnaire	it	can	be	seen	that	those	interested	in	such	an	initiative	believe	that	

the	chance	to	redeem	points	into	flight	tickets,	was	found	to	be	the	must	important	service	for	

such	a	program	both	for	generation	Y	and	generation	Z.	Both	generation	also	stated	that	they	

would	enjoy	the	possibility	to	redeem	bonus	points	into	adventures,	restaurants	visits	and	hotels	

stays.	On	the	third	place	for	what	would	be	deemed	relevant	in	such	a	program	was	the	chance	for	

additional	luggage,	or	if	not	included	in	the	price,	the	possibility	to	bring	check-in	luggage	for	free.	

The	forth	place	deem	relevant	is	the	chance	for	redeeming	bonus	points	for	services	on-board	the	

airplane	or	at	the	airport.	The	fifth	relevant	benefit	which	would	be	appreciated	in	such	a	program	

is	access	to	lounge.	Comparing	these	result	with	what	the	respondents	believe	to	be	important	for	

the	FFPs	the	respondents	already	are	a	member	of,	shows	that	redemption	of	bonus	points	for	

flights	are	the	most	important	benefit	of	these	programs,	the	second	most	important	benefit	

which	comes	from	being	a	member	is	access	to	lounges	and	the	third	is	the	possibility	to	select	

their	own	seat	on-board	the	plane.		As	stated	under	findings	the	what	was	deem	less	relevant	of	

being	a	member	of	a	FFP	is	the	possibility	to	accumulate	points,	priority	on	waiting	lists,	upgrades	

and	the	possibility	to	use	points	on-board	the	plane.	It	is	interesting	to	see	that	those	who	are	a	

member	of	one	or	more	FFPs	are	less	likely	to	state	that	the	possibility	to	redeem	points	on-board	

the	plane	as	being	important,	when	this	service	was	said	to	be	the	forth	service	which	respondents	

would	deem	important	in	a	FFP	for	young	travellers.	What	could	be	the	reason	for	this	difference	

of	opinion,	can	be	due	to	the	fact	that	those	who	are	members	of	one	or	more	FFPs	do	not	feel	

that	they	travel	enough	to	accumulate	the	need	points.	Whereas,	with	a	program	targeted	young	

travellers,	they	might	see	it	as	being	easier	to	accumulate	the	needed	points.		

	

7.5.2. Those	who	were	not	interested	in	a	frequent	flyer	program	for	young	travellers	

The	findings	showed	that	those	who	stated	not	to	be	interested	in	the	idea	of	a	FFP	for	young	

travellers,	tended	also	not	to	be	a	member	of	an	already	existing	FFP.	It	is	therefore	vital	that	the	

benefits	and	services,	which	this	group	of	respondents	states	to	be	important,	should	be	included	

in	such	a	program	also	are	considered	since	those	who	are	not	members	make	up	the	majority	of	

the	respondents	and	are	the	ones	a	such	an	initiative	as	the	thesis	is	striving	to	examined.	Since	it	

is	assumed	that	those	who	are	already	members	of	existing	programs	might	be	more	likely	to	stay	
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with	the	programs	and	not	switch	to	another	program,	on	the	other	hand	since	those	who	are	

members	stated	that	they	would	be	likely	to	join	a	FFP	for	young	travellers	it	could	indicate	that	

they	are	willing	to	switch	program	if	they	feel	that	they	will	gain	something	out	of	the	new	

program.		

	

But	this	section	will	aim	to	undercover	what	it	will	take	in	order	to	become	attractive	for	non-

members	and	respondents	who	stated	not	to	have	any	interest	in	a	program	for	young	travellers.		

The	top	5	of	services	which	a	FFP	for	young	travellers,	shows	that	the	redemption	of	bonus	points	

for	airline	tickets	is	still	seen	as	being	the	most	important,	the	second	most	important	service	was	

the	possibility	for	priority	check-in,	which	can	be	a	wanting	created	from	these	respondents	

experiencing	frequent	flyer	members	being	able	to	go	to	another	counter	or	skip	a	queue	due	to	

their	membership.	On	a	shared	third	place	was	additional	luggage	and	fast	track	at	security,	the	

notion	of	wanting	to	get	through	security	in	a	hurry	can	come	from	the	interest	of	wanting	the	

time	spend	at	the	airport	to	be	as	limited	as	possible.	Wi-Fi	was	stated	as	being	the	forth	most	

attractive	benefit	in	order	to	create	an	interest.	Since	Wi-Fi	is	being	perceived	aa	an	important	

service	can	be	in	direct	line	with	both	generation	Y	and	generation	Z	are	used	to	always	be	online	

and	share	with	their	friends	and	network	what	they	are	doing	at	all	times,	but	also	to	stay	up	to	

date	with	what	is	friends	are	doing.	The	fifth	important	service	which	a	FFP	should	include	in	order	

to	be	interesting	for	these	respondents	is	the	possibility	for	priority	boarding,	which	again	can	be	a	

result	from	the	observing	members	being	able	to	access	the	airplane	first,	together	with	business	

class	and	first	class,	but	it	could	also	have	something	to	do	with	the	wanting	to	show	of	and	

become	part	of	this	group,	then	again	this	could	also	have	something	to	due	with	just	wanting	to	

not	waste	time	and	begin	the	vacation	as	fast	as	possible.		

	

7.5.3. Combining	the	wanting’s	of	young	travellers	

Seeing	that	both	groups	of	respondents,	those	interested	and	not	interested	in	such	a	concept,	are	

interested	in	the	option	to	redeem	points	earn	into	airline	tickets	can	be	in	direct	line	with	the	

notion	that	the	young	traveller	segment	wants	to	get	an	airline	ticket	as	cheap	as	possible,	which	

when	being	a	member	of	a	FFP	comes	from	redeeming	points	or	miles.	



	 59	

What	these	two	groups	also	have	in	common	is	the	notion	that	they	both	believe	that	additional	

luggage	or	the	possibility	to	check-in	one	piece	of	luggage	hold	a	high	value.	As	it	can	be	seen	from	

those	who	claimed	to	have	some	interested	in	a	new	program,	they	are	more	interested	in	using	

their	accumulated	points	than	any	other	services,	which	can	come	from	being	a	member	of	a	

loyalty	program.	Seeing	that	respondents	stated	that	the	use	of	points	is	an	important	factor	also	

have	an	interest	in	a	new	program	can	have	something	to	do	with	them	already	be	a	member	of	a	

FFP	and	know	what	these	programs	can	include.	Those	who	claimed	not	to	have	an	interest	in	a	

new	FFP,	where	those	who	did	not	belong	to	a	FFP,	which	leads	back	to	the	lack	of	knowledge	and	

not	believing	they	will	benefit	form	the	program.	As	stated	those	who	claimed	not	to	be	interested	

in	this	new	initiative	are	the	ones,	airlines	should	look	at	when	considering	what	this	initiative	

should	contain,	since	they	have	provided	the	answer	of	what	they	would	in	enjoy,	however	it	has	

to	be	stated	that	a	slight	majority	of	these	still	stated	that	a	frequent	flyer	for	young	travellers	

would	not	make	them	fly	more	with	the	airline	to	which	it	belongs,	even	if	they	where	a	member.		

As	stated	above	it	has	been	seen	that	there	is	a	low	feeling	of	loyalty,	since	members	are	keen	to	

be	part	of	more	than	one	FFP,	but	do	not	really	take	full	advantage	of	being	in	these	programs.		

	

7.6. The	customer	decision	journey		

As	it	can	be	seen	from	the	customer	decision	journey,	there	is	a	connection	between	how	

customers	consider	and	evaluate	different	factors	when	they	have	to	purchase	a	brand.	

This	is	also	true	for	young	travellers,	since	they	first	have	to	consider	all	the	different	alternatives,	

where	they	might	have	talked	with	their	peers	or	seen	advertisement	from	different	airlines.	At	

this	stage	of	the	customer	decision	journey,	the	young	traveller	might	already	have	decreased	the	

number	of	airlines,	by	only	consider	the	LCCs,	due	to	the	importance	of	the	tickets	price.	

	

At	the	evaluation	stage,	the	young	traveller	might	look	further	into	the	different	services	which	

are	being	provided	by	the	airlines,	and	decide	which	airline	live	up	to	the	believes	and	values	of	

the	traveller.	Seeing	that	the	majority	of	the	respondents	of	the	questionnaire	were	not	members	

of	a	FFP,	it	does	not	come	as	a	surprise	that	these	loyalty	programs	does	not	hold	any	significant	

importance,	when	these	young	travellers	have	to	consider	which	airline	they	want	to	buy	a	ticket	

with.	This	can	be	seen	as	a	direct	link	from	the	finding	that	these	travellers	did	not	know	what	they	
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could	gain	out	of	being	part	a	member	of	a	FFP,	and	that	they	do	not	believe	that	they	can	collect	

enough	points	to	get	anything	out	of	these	programs	from	the	few	number	of	travellers	they	do	

over	a	year	are	crucial	finding	for	traditional	carriers,	LCCs,	since	it	suggest	that	the	more	these	

airlines	can	provide	these	travellers	with	information	need,	in	order	to	have	a	FFP	which	create	

the	experience	needed	to	form	a	bond	between	the	traveller	and	the	airline.	But	as	it	was	seen	

above,	just	because	the	traveller	is	a	member	of	an	airlines	FFP,	it	does	not	mean	that	the	traveller	

will	choose	that	specific	airline,	if	it	can	buy	a	cheaper	ticket	with	a	competitor.	But	as	the	online	

questionnaire	found,	there	is	an	interest	in	a	FFP	targeted	specifically	for	young	travellers.	There	is	

a	need	to	traditional	carriers	to	combine	the	price	sensitiveness	of	the	young	travellers	with	a	FFP,	

which	at	the	same	time	makes	it	clearer	for	the	member	to	accumulate	points	and	gain	the	

benefits.	

	

When	the	young	travellers	have	bought	a	ticket	they	have	formed	an	open	relationship	with	that	

specific	airline,	if	of	course	they	enjoyed	the	flight,	if	they	liked	the	experience	of	flying	with	that	

airline	they	might	climb	the	ladder	of	loyalty	and	begin	to	advocate	for	the	airline	by	telling	others	

about	the	experience	and	how	good	the	airline	is	compared	to	others.	If	the	passenger	begins	to	

feel	that	the	bond	between	itself	and	the	airline	has	become	stronger,	it	will	skip	the	the	stages	of	

consideration	and	evaluation	and	go	directly	to	the	airline	itself	to	buy	the	next	ticket	it	needs.	

What	have	been	seen	with	these	travellers,	is	that	they	do	not	always	fly	with	the	same	airline	no	

matter	the	price	or	if	they	are	a	member	of	a	FFP.	This	again	emphasise	the	need	for	traditional	

airlines	to	communicate	better	what	they	can	offer	these	travellers,	especially	if	they	want	these	

travellers	to	become	members	of	their	FFP	in	the	hopes	to	have	these	travellers	as	loyal	customer	

in	the	future.	Again	seeing	that	there	is	an	interest	in	a	FFP	for	young	travellers,	traditional	carriers	

could	benefit	from	introducing	such	a	program,	what	have	been	seen	from	the	questionnaire	is	

that	young	travellers	are	willing	to	pay	a	bit	more	to	fly	with	an	airline	of	which	they	are	a	member	

of	if	the	FFP	is	beneficial	for	them.	With	this	in	mind	it	could	be	argued	that	traditional	airlines	

should	introduce	a	special	ticket	type	with	lower	rates	than	they	at	the	moment	offer.	For	them	to	

be	able	to	compete	with	the	LCC	which	has	been	taken	gaining	more	market	share	over	the	years.					
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It	is	important	for	airlines	to	understand	the	reasoning	behind	travellers,	young	as	old,	since	this	

information	are	generally	set	to	drive	the	pricing	and	the	yield	management	decisions	of	the	

airline	management	(Suzuki,	2007).	Looking	at	the	study	made	by	Suzuki	(2007)	about	the	“two-

step”	process	travellers	undergo	when	buying	airline	tickets,	it	can	be	seen	that	there	is	a	

coherence	between	his	findings	and	the	findings	of	this	thesis.	As	Suzuki	found	the	travellers	

undergo	a	“two	step”	process	when	deciding	which	airline	to	buy	a	ticket	from,	in	his	study	it	was	

found	that	travellers	first	screen	which	airlines	are	at	each	airport	and	form	that	reduces	the	

number	of	potential	airlines,	since	this	thesis	only	have	been	looking	at	young	travellers	in	

Denmark,	the	notion	of	multiple	choices	of	airports	have	not	been	discussed	since	the	majority	of	

the	responds	of	the	questionnaire	lived	in	the	Capital	region	of	Denmark	and	since	Copenhagen	

Airport	is	the	biggest	airport	in	Denmark	and	the	Nordic	countries	(Christensen,	2016),	it	has	been	

assumed	that	these	young	travellers	chooses	to	fly	from	Copenhagen	Airport,	and	therefore	only	

consider	those	airlines,	which	fly	from	this	airport.	The	“two-step”	decision	process,	can	be	seen	

as	being	the	consideration	and	evaluation	stage	of	the	customer	decision	journey,	but	lacking	the	

most	valuable	asset,	of	the	customer	decision	journey,	the	‘loyalty	loop’.	The	loyalty	loop	is	

important	for	airlines	to	create,	since	this	is	where	customers	skip	the	consideration	and	

evaluation	stages,	and	means	that	the	traveller	will	buy	from	that	specific	airline	all	the	time.	

	

7.7. Other	industries	and	their	pursuit	for	young	members	

Seeing	that	generation	Y	has	such	a	huge	purchasing	power	it	is	understandable	that	other	

industries	want	to	have	their	share	of	this	growing	market.	This	section	strives	to	investigate	what	

these	industries	have	done	in	order	to	become	more	attractive	both	for	generation	Y	and	

generation	Z.	And	to	investigate	whether	some	of	the	initiatives	provided	by	these	industries	can	

be	applicable	for	airlines	in	the	pursuit	of	becoming	attractive	for	the	young	generations.		

	

For	this	thesis	two	industries	will	be	looked	upon	for	help	to	understand	what	it	is	these	

generations	want,	the	two	industries	are	hotel	and	public	transportation.	Hotels	have	been	chosen	

since	this	industry	is	so	closely	tied	with	the	aviation	industry,	seeing	that	they	are	in	a	

collaboration	with	the	different	FFPs.	Public	transportation	has	been	looked	upon	since	it	can	be	

seen	as	a	substitute	for	travelling	by	air,	which	means	that	if	this	industry	can	get	a	hold	with	these	



	 62	

to	generations	early	on	in	the	life	cycle	a	shift	of	preferred	mean	of	transportation	might	take	

place,	and	it	could	be	expected	that	young	travellers	as	such	will	be	more	likely	to	use	trains	when	

going	on	vacation.		

		

7.7.1. Hotel	industry	

Recognizing	that	young	travellers	have	become	a	bigger	player	in	the	tourism	industry	and	due	to	

the	increasing	competition	from	private	and	cheaper	renting	concepts	such	as	Airbnb	(Roliggaard,	

2016)	more	and	more	hotels	have	begun	to	find	new	ways	in	which	to	gain	a	piece	of	the	

generation	Y	segment.		

	

In	2013	Marriott	introduced	a	new	brand	called	Moxy	hotels	(Roliggaard,	2016).	They	introduced	

this	concept	in	order	to	serve,	what	Marriott	believed	to	be	an	underserved	market,	the	

generation	Y	(Rosenbloom,	2015).	When	Marriott	analysed	generation	Y,	in	order	to	understand	

what	this	segment	would	appreciate	in	a	hotel	specific	for	them,	it	found	that	this	generation	are	

not	keen	to	choose	hotels	which	feels	to	corporate,	they	are	immersed	in	social	media	and	enjoy	

shared	spaces	for	work	and	fun	(Rosenbloom,	2015).	These	findings	helped	to	create	the	Moxy	

brand,	with	a	playful	living	rooms,	free	Wi-Fi,	electronic	outlets	so	the	hotel	guests	have	the	

possibility	to	always	have	their	electronic	devices	charges	and	games,	which	the	guests	can	play	

with	each	other	(Rosenbloom,	2015).	Acknowledging	that	this	segment	is	know	for	“want	what	it	

wants,	when	it	wants	it”	(Rosenbloom,	2015)	Moxy	have	a	24	hour	self-service	café	in	order	to	

meet	this	requirement.	As	found	with	the	generation	Y	and	their	liking	to	be	on	the	social	media,	

Moxy	makes	sure	that	the	photos,	which	customers	are	sharing	on	Instagram	with	the	hashtag	

‘atthemoxy’	will	be	featured	on	Moxy’s	own	homepage	and	on	the	screen	called	the	‘guest	book’,	

which	is	to	be	found	in	the	living	room	(Rosenbloom,	2015).	The	reasoning	for	why	Moxy	have	

chosen	to	include	the	guest	moments	can	be	seen	as	a	reaction	to	the	notion	that	generation	Y	is	

used	to	be	online	and	emerging	themselves	with	social	media	and	as	stated	by	Lazarevic	(2012)	

this	generation	care	about	their	social	image	both	offline	and	online	and	therefore	would	be	likely	

to	use	the	hashtag	when	telling	their	followers	where	they	are	and	what	they	are	doing.		
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Marriott	has	a	loyalty	program	called	Marriott	Rewards,	which	is	constructed	in	such	a	way	that	its	

members	earn	points	from	the	money	they	spend	while	staying	at	a	hotel	within	the	brand	

portfolio	(Marriott,	2016a).	Looking	at	the	way	in	which	this	reward	program	has	been	build,	one	

can	see	that	it	follows	the	traditional	settings,	with	levels	which	members	can	advance	into	by	

earning	enough	points,	or	staying	at	the	hotels	for	a	specific	amount	of	nights	(Marriott,	2016b),	

as	it	also	can	be	seen	with	the	FFPs	of	traditional	carriers.	When	staying	at	the	Moxy	hotel	the	

guest	accumulates	points	from	the	amount	spend	on	the	room	(Marriott,	2016a),	with	the	notion	

that	they	guest	can	advance	within	the	program	by	the	number	of	nights	it	is	staying,	at	the	hotel	

and	combining	this	with	the	finding	that	young	travellers	are	travelling	for	a	longer	period	of	time	

than	other	travellers,	it	can	be	assumed	that	these	young	travellers	will	be	able	to	advance	faster	

within	this	program,	if	off	course	they	decide	to	stay	with	the	same	hotel	chain	for	the	entire	time,	

while	being	away,	and	not	using	other	alternatives	such	as	Airbnb.	But	seeing	that	young	travellers	

are	not	interested	in	accumulating	points,	but	much	rather	wants	to	get	a	quick	payback	

(McCartney,	2015),	this	notion	is	something	which	not	only	benefits	hotels,	but	can	also	be	used	

to	benefit	other	industries,	with	this	thesis	the	airline	industry.	This	shows	that	if	wanting	to	gain	a	

bigger	part	of	the	young	traveller	segment	airlines,	and	other	companies,	have	to	come	up	with	

other	initiative	in	order	to	convinced	these	travellers	that	they	will	gain	something	out	of	being	a	

member	of	a	FFP,	both	in	the	long-run	and	in	the	short-run.		

	

7.7.2. Public	transportation	

Another	industry	who	wants	to	gain	a	piece	of	the	powerful	generation	Y,	is	the	public	

transportation	industry,	with	DSB	as	being	the	front	runner,	with	their	offer	to	young	people	

between	the	age	of	16	and	25	(DSB,	2016).	This	concept,	or	reward	program,	is	a	bit	like	the	one	

seen	with	easyJet,	since	members	have	to	pay	a	annual	fee	of	125	DKK	(DSB,	2016)	in	order	to	gain	

additional	discounts.		

	

By	being	a	member	of	DSB	Ung,	one	gain	different	deals	such	as	being	able	to	earn	a	discount	up	

to	50	%	when	travelling	Monday	to	Thursday	and	up	to	25	%	when	travelling	Friday	to	Sunday,	

both	discounts	can	only	be	maintained	when	the	travel	is	being	made	out	side	peak	hours	(DSB,	

2016).	For	those	traveling	across	Denmark,	members	of	DSB	Ung	can	buy	a	ticket	for	89	DKK	
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seated	on	a	folding	seat	(DSB,	2016).	As	a	way	to	make	sure	that	members	get	more	out	of	the	

program,	DSB	Ung	provides	the	members	with	the	possibility	to	buy	a	charity	bracelet	for	the	

street	party	Distortion,	which	is	a	three-day	festival	occurring	in	the	centre	of	Copenhagen.	The	

bracelet	gives	access	to	better	benefits	at	Distortion	such	as	free	beer,	access	to	toilet	which	

flushes	and	will	be	cleaned	more	frequently,	those	who	have	bought	such	a	bracelet	will	be	able	to	

participate	in	what	is	called	Super	Bingo	with	prices	sponsored	by	DSB	and	holders	of	the	bracelet	

will	be	able	to	participate	in	the	main	party	the	last	day	of	Distortion	(DSB,	2016).	Members	of	DSB	

Ung	is	also	given	a	20	%	discount	on	selected	products	at	7-Eleven,	which	can	be	found	of	almost	

all	stations	in	Denmark	(DSB,	2016).		

	

Seeing	that	members	of	DSB	Ung	are	able	to	gain	benefits	from	other	brands	besides	DSB,	can	

turn	out	to	be	an	important	variable,	in	order	to	awake	an	interest	for	the	program	within	the	

young	segment,	who	does	not	want	to	be	tied	to	a	program.	If	they	do	not	feel	like	they	get	

anything	out	of	such	program	and	who	might	feel	that	the	money	they	have	spend,	to	become	a	

member	of	the	program,	could	be	considered	to	a	waste	if	there	were	not	the	option	to	gain	

benefits	at	7-Eleven	and	additional	benefits	if	participating	in	distortion.	This	also	support	the	

notion	that	young	consumers	want	more	than	collect	points,	which	they	do	not	gain	with	DSB	Ung,	

they	want	benefits	right	away	and	at	the	time	they	want	it.	

8. Conclusion	
The	notion	that	young	travellers,	are	travelling	more	frequently	for	leisure	than	any	other	

travellers,	and	acknowledging	that	they	have	a	high	purchasing	power	and	the	finding	that	the	

majority	of	the	respondents	of	the	online	questionnaire	stated	to	be	interested	in	a	FFP	targeted	

for	young	travellers,	can	help	to	suggest	that	there	is	a	market,	which	have	not	been	fully	grasped	

and	taken	care	of	by	the	traditional	airlines.	It	is	quit	puzzling	that	these	airlines	have	not	jet	

strived	to	gain	a	better	hold	on	these	young	travellers,	and	only	have	had	their	focus	on	those	who	

travel	for	business,	when	it	comes	to	the	established	FFPs,	being	provided	at	the	time	of	writing.		

	

It	has	to	be	said	that	even	though	some	airlines	have	strived	to	get	a	hold	on	these	young	

consumers	by	offer	them	special	discounts	it	has	not	been	sufficient,	seeing	that	the	majority	of	
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these	discounts	mainly	are	provided	to	students,	and	not	to	those	young	travellers	who	whished	

to	see	the	world.	Only	a	few	airlines	have	created	special	programs	for	the	young	travellers	such	

as	Air	France	with	Flying	Blue	Jeune,	which	target	group	are	residents	of	France	in	the	age	

between	2	and	24	years	old.	Lufthansa	has	their	program	for	students.	SAS	has	proven	to	be	the	

only	airline,	on	the	Danish	market,	who	have	been	trying	to	establish	a	better	relationship	with	the	

young	travellers	by	acknowledging	the	fact	that	this	young	segment	is	mainly	driven	by	the	price	

of	the	ticket	and	therefore	have	introduced	a	cheaper	tickets	type	for	those	travellers	under	the	

age	of	26	years.	As	stated	under	SAS,	where	this	concept	was	explained,	the	fact	that	those	

wanting	to	fly	on	a	youth	ticket	has	to	be	a	member	of	EuroBonus	and	from	this	create	valuable	

customer	insight	for	SAS	and	a	valuable	source	for	direct	marketing.	

	

Seeing	that	they	majority	of	the	respondents	of	this	thesis’s	questionnaire	were	found	not	to	be	a	

member	of	a	FFP,	and	that	it	had	to	due	with	two	things,	lack	of	knowledge	about	the	existing	

programs,	and	not	believing	they	would	be	able	to	accumulate	enough	points	to	gain	any	of	the	

benefit,	could	suggest	that	those	who	wanted	to	become	a	member	of	a	FFP	for	young	travellers,	

would	be	those	who	were	already	seen	as	being	members	of	another	FFP.	Nevertheless,	this	thesis	

will	still	state	that	if	market	and	implemented	in	the	right	manner,	so	that	those	who	doubt	they	

will	be	able	to	accumulate	the	needed	points	will	get	a	better	opportunity	to	earn	them	and	hence	

gain	the	desired	benefits	and	status.	As	it	was	seen,	generation	Y	are	perceived	as	wanting	to	

belong	to	groups	and	are	keen	to	become	part	of	loyalty	programs,	when	they	of	course	know	

about	and	believe	it	is	useful	for	them.	

	

During	the	analysis	it	was	seen	that	what	these	young	travellers	value	above	all	other	things	when	

it	comes	to	purchasing	airline	tickets	is	the	price,	almost	everything	could	lead	back	to	price	as	

being	the	main	variable,	when	these	consumers	had	to	decide	which	airline	to	buy	from.	What	

came	as	a	bit	of	a	surprise	during	the	analysis	was	the	finding	that	young	travellers	have	become	

more	aware	of	their	own	time	and	are	worrying	about	time	of	departure,	time	of	arrival	and	total	

time	of	the	flight,	this	has	long	been	considered	as	not	having	the	biggest	impact	on	young	

travellers’	buyer	behaviour	due	to	the	assumption	that	as	long	as	the	price	is	low	then	these	young	

travellers	would	not	mind	taking	an	early	flight,	or	choosing	a	route	with	connecting	flights.	Part	of	
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the	reason	why	one	can	see	the	shift	in	consideration	with	time	can	be	seen	as	a	result	that	LCCs	

are	offering	many	different	departures	at	a	lower	ticket	price	than	traditional	carriers,	and	the	fact	

that	respondents	of	the	online	questionnaire	were	found	not	to	be	interested	in	which	airport	

they	will	arrive	at,	shows	that	there	is	a	coherence	between	wanting	to	go	with	the	cheapest	

airline,	but	still	is	concerned	with	the	time	of	departure.		

	

Generation	Y	and	Z	have	been	found	to	be	more	interested	in	getting	their	‘reward’	in	the	form	of	

services	and	benefits	faster,	and	not	wanting	to	collected	a	specific	amount	of	bonus	points	or	

miles	in	order	for	them	to	be	able	to	gain	the	better	benefits,	FFP	have	to	be	willing	to	submit	to	

this	fact	and	be	structured	in	a	way	that	speaks	more	for	these	generation,	if	wanting	them	to	fly	

with	a	specific	airline	every	time	they	are	travelling.	Traditional	carriers	should	therefore	consider	

to	create	a	new	FFP	that	allows	these	young	travellers	with	either	a	faster	way	to	advance	in	an	

already	existing	program,	or	they	should	strive	to	create	a	entirely	new	FFP	for	these	young	

travellers,	where	they	can	customize	their	own	benefits,	so	the	traveller	will	be	able	to	get	a	

specific	service	they	deem	most	relevant	for	them,	e.g.	if	the	young	traveller	has	a	burning	wish	to	

be	allowed	access	to	the	different	lounges,	it	has	to	fly	more	times	with	an	airline	than	it	normally	

do	in	order	to	earn	enough	points/miles	to	advance	to	a	level	where	such	service	is	achievable	

when	being	a	member	of	an	old	fashion	FFP.	

	

In	order	for	tradition	airlines	to	create	loyalty	with	the	young	travellers	they	can	implement	a	FFP	

which	have	taken	the	needs	of	this	segment	into	mind,	by	acknowledging	that	this	segment	have	

become	more	used	to	travelling,	and	wants	to	gain	some	of	the	benefits,	which	comes	from	flying	

with	such	airlines	but	at	a	cheaper	price.	As	it	was	seen,	most	respondents	were	willing	to	pay	a	

bit	extra	in	order	to	fly	with	a	traditional	airline,	if	they	were	members	of	a	FFP	designed	for	them.	

If	an	airline	truly	should	benefit	from	implementing	such	a	FFP,	it	has	to	be	able	to	maintain	the	

young	traveller	when	it	reaches	the	age	limit,	this	can	be	done	by	transferring	the	member	directly	

to	the	already	establish	FFP	or	by	having	the	member	enrolled	themselves.		
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9. Recommendations	
Seeing	that	generation	Y	and	Z	are	being	the	next	hot	segment	in	the	tourism	industry	traditional	

airlines	have	to	due	better	in	order	to	get	a	hold	on	these	customers.	In	order	to	fit	with	the	

different	airlines	and	their	brand	identity	this	thesis	has	come	up	with	two	different	

recommendations	on	how	to	structure	such	a	FFP.		

	

When	this	section	is	mentioning	the	‘old’	or	‘original’	program,	it	is	referring	to	the	existing	FFPs	

provided	by	traditional	carriers,	such	as	EuroBonus	and	Flying	Blue.	When	this	section	is	

mentioning	the	‘new’	program	it	refers	to	a	FFP	targeted	for	young	travellers.		

	

9.1. Structure	of	frequent	flyer	programs	for	young	travellers			

Due	to	price	playing	such	a	major	role	for	young	travellers	of	their	choice	of	airline,	traditional	

carries	are	recommended	to	follow	SAS	by	offering	special	ticket	prices	for	young	people,	in	order	

to	lure	these	customers	to	buy	a	ticket	with	a	traditional	airline	and	then	have	the	FFP	as	the	

access	point.	As	it	was	found	from	the	analysis,	the	redemption	of	points	has	a	great	value	for	

young	travellers	who	are	members	of	a	FFP	which	shows	that	it	is	an	important	service	which	

should	also	be	included	in	a	program	for	young	travellers.	

	

This	recommendation	will	mainly	be	to	create	a	loyalty	program	that	looks	quit	similar	to	the	ones	

which	are	already	known	from	the	existing	programs	by	offering	the	possibility	to	advance	into	

different	status	levels,	but	providing	the	members	with	a	different	combination	of	the	services.	

Then	there	is	the	question	of	how	the	points	should	be	accumulated,	either	by	miles	flown	or	from	

money	spend	on	the	ticket.	What	speaks	for	the	possibility	to	earn	points	from	money	spend	on	

the	ticket,	is	the	notion	that	it	can	be	faster	for	the	young	member	to	earn	enough	points	and	get	

to	use	them.	The	notion	of	getting	quick	payback	of	what	they	have	spend	with	the	airline	is	

another	reason	for	why	points	should	be	collected	from	the	money	spend	and	not	from	miles	

flown,	this	can	help	to	eliminate	the	young	travellers	feeling	of	not	being	able	to	fly	enough	and	as	

such	not	gain	the	benefits.		
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A	reason	for	why	a	FFP	for	young	travellers	should	be	level	based,	has	to	do	with	the	notion	that	

generation	Y	like	to	show	their	surroundings,	what	they	have,	and	from	the	notion	that	collecting	

points	is	a	game,	even	though	the	members	do	not	know	who	is	their	competitors.	Members	of	a	

FFP	are	assumed	to	be	more	eager	to	fly	with	the	airline,	of	which	they	belong	to,	in	order	to	

maintain	their	current	level	or	to	collect	the	reaming	points	in	order	to	reach	the	next	level.	

Having	these	levels	within	a	program	for	young	members	can	also	be	beneficial	when	members	

turn	27	and	will	be	joining	the	‘old’	FFP.	

	

However,	when	merging	the	young	member	with	the	‘old’	FFP,	some	precautions	have	to	be	

made.	Should	a	shift	from	the	‘new’	to	the	‘old’	program	also	mean	that	points,	which	the	

member	have	on	its	account,	be	transferred	with	the	member,	and	if	so,	what	if	points	earned	

within	the	‘old’	program	is	gained	from	miles	flown	and	the	points	from	the	‘new’	is	based	on	

money	spend,	or	vice	versa.	If	a	system	is	created	in	such	a	manner	that	will	make	sure	that	the	

points	will	be	equal	to	fit	the	‘old’	program,	the	members	balance	might	be	set	to	be	less	than	

what	the	member	had	on	its	balance	within	the	‘new’	program.	Then	the	member	might	feel	that	

it	has	been	mistreated,	and	might	lose	confidence	in	the	airline	and	the	program,	or	worse	

become	angry	with	the	brand	and	opt	out	the	of	the	program	completely.	There	is	also	the	

question	of	whether	the	status	level	will	be	transferred	with	the	member.	If	the	member	has	

reached	e.g.	the	highest	status	within	the	‘new’	program,	but	might	not	be	deemed	allowed	at	the	

highest	level	of	the	‘old’	program,	which	again	can	take	some	of	the	prestige	from	the	young	

traveller	and	awake	a	feeling	of	being	bullied.	One	way	to	which	an	airline	can	get	around	this	

problem	is	by	allowing	the	member	to	maintain	its	status	level	for	a	year	with	the	‘old’	program,	

meaning	that	if	the	member	of	the	young	program	is	a	e.g.	silver	member	will	also	become	a	silver	

member	within	the	‘old’	program.	The	reason	for	why	a	member	should	be	allowed	to	maintain	its	

status	has	to	do	with	the	game-based	theory,	since	the	member	would	be	allowed	to	experience	

the	special	services	which	are	being	provided	by	the	airline	at	this	stage.	If	they	member	gets	used	

to	these	benefits,	it	is	assumed	that	he/she	would	strive	to	fly	more	with	set	airline	in	order	to	

maintain	the	benefits.	Therefor,	by	allowing	the	customer	to	get	a	taste	of	what	it	might	get,	the	

competitiveness	of	accumulate	more	points/miles	and	earn	better	benefits.		
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If	the	airline	chooses	to	implement	a	special	ticket	concept	for	young	travellers	to	coexist	with	the	

new	program	and	also	choosing	the	notion	of	points	to	be	collected	form	money	spend	with	the	

airline,	it	first	has	to	define	what	one	point	is	worth,	since	this	can	have	a	big	importance	for	

members	wanting	to	enrol	in	the	program.	If	the	points	are	1:1	with	the	price	it	can	be	seen	as	

being	to	easy	to	earn	the	necessary	points,	if	buying	a	ticket	for	e.g.	1,000	DKK,	its	balance	will	

then	also	be	1,000.	This	can	be	attractive	for	new	members,	since	they	know	how	points	are	

earned	and	they	can	arrange	their	travellers	around	it,	so	if	they	need	600	points	in	order	to	

advance	to	the	next	level	they	might	be	more	liable	to	buy	a	ticket	with	the	airline	which	has	this	

‘new’	program	instead	of	buying	from	a	competing	airlines.	As	it	could	be	seen	from	the	‘old’	

programs	the	points/miles	needed	in	order	to	advance	from	the	basic	level	are	around	20,000,	

which	also	could	be	argued	to	fit	this	renovated	new	program	for	young	travellers,	since	members	

have	to	travel	20	times	if	the	ticket	cost	1,000	DKK.	

	

9.1.1. Rethinking	existing	frequent	flyer	program	for	young	travellers		

As	recommended	for	this	program	it	should	be	level	based,	this	means	that	these	levels	should	be	

made	in	such	a	way	that	would	make	sure	that	its	members	will	be	willing	to	fly	with	the	airline	in	

order	to	accumulate	points.	It	would	be	suggested	that	this	program	should	have	three	different	

levels,	the	basic	member	level,	the	silver	level	and	the	gold	level.	The	basic	level	should	provide	its	

member	with	benefits	and	services	that	create	a	whish	to	be	part	of	the	program,	but	at	the	same	

time	creates	value	and	a	sense	of	belonging	for	the	member,	while	being	at	this	level.	Seen	form	

the	analysis	the	young	travellers	value	the	possibility	to	redeem	their	points	for	other	services	and	

benefits,	it	could	therefore	be	a	good	way	to	persuade	more	young	travellers	to	join	the	program.	

However,	since	this	is	also	being	provided	by	already	existing	programs	it	can	be	argued	that	the	

basic	level	within	this	‘new’	program	should	provide	more,	seeing	that	young	travellers	are	not	

members	of	the	‘old’	programs,	which	partly	has	to	do	with	lack	of	knowledge	about	these	

programs	and	the	notion	that	they	do	not	believe	that	they	will	have	enough	points,	which	can	be	

redeemed	for	what	they	believe	to	be	useful.	

	

One	way	a	FFP	can	come	around	this	problem	is,	as	touch	upon,	to	rethink	its	structure	of	the	

existing	FFP,	and	look	at	the	services	and	benefits	which	generation	Y	and	generation	Z	finds	to	be	



	 70	

important.	At	the	basic	level	members	should	be	given	benefits	which	will	attract	them	to	join.	

One	of	such	benefits	has	been	found	to	be	Wi-Fi,	since	it	fulfils	the	need	of	the	member	to	be	

connected	at	all	times.	As	it	was	seen	the	‘old’	FFPs	are	providing	is	members	with	free	Wi-Fi,	but	

at	the	highest	status	levels,	this	has	been	found	to	be	effective	for	the	business	travellers,	who	

might	need	it	for	work,	and	it	would	therefore	be	a	great	tool	to	have	these	travellers	playing	the	

game.	But	young	travellers	are	perceived	as	different,	since	they	do	not	fly	enough	for	them	to	be	

able	to	gain	this	benefit,	and	by	allowing	them	to	be	online,	while	in	the	air,	they	will	be	able	to	

share	their	experiences	on-board.	Seeing	that	respondents,	both	those	claiming	to	have	an	

interest	and	to	not	have	an	interest,	in	the	‘new’	program,	stated	that	Wi-Fi	on-board	would	be	

attractive	for	them	to	become	members	of	this	‘new’	program.	Another	reason	for	why	Wi-Fi	

should	be	provided	on	the	basic	level	has	to	do	with	the	notion	that	Norwegian,	which	were	found	

to	be	the	most	preferred	airline,	already	provides	its	passengers	with	free	Wi-Fi	and	traditional	

airlines	wanting	to	implement	this	‘new’	program	might	be	able	to	gain	some	of	Norwegians	

passengers.		

	

What	also	should	be	provided	at	the	basic	level	of	a	‘new’	program	is	discount	on	food	and	

beverages	on-board	could	also	be	considered	as	something,	which	a	basic	member	could	see	as	an	

advantage,	the	discount	could	follow	a	step	discount.	This	means	that	the	higher	status	level	the	

member	reaches	the	greater	discount	it	will	gain.	In	order	to	fully	be	beneficial	for	the	young	

travellers	of	generation	Y	and	generation	Z.		

	

Airlines	should	incorporate	the	fact	that	these	generations	are	digital	natives	and	are	used	to	get	

information	when	they	need	it	members	should	therefore	be	able	to	use	an	app	in	order	to	gain	all	

the	information,	which	is	relevant	for	them	when	travelling,	such	as	luggage	drop	off,	which	gate	

to	go	to	for	boarding,	if	any	delays	are	occurring	or	if	the	members	is	late	for	the	gate	and	

therefore	a	need	for	final	call.		

	

In	order	for	a	‘new’	program	to	be	useful,	it	has	to	be	attractive	for	its	members,	and	for	them	to	

find	it	relevant	and	still	wanting	to	buy	tickets	with	the	airline	in	order	to	gain	better	benefits	and	

more	advantages.	It	is	therefore	necessary	that	the	additional	benefits	and	services	are	ensuring	
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that	this	will	happen,	in	order	to	keep	the	travellers	returning	and	become	loyal	flyers.	When	the	

member	of	the	‘new’	program	advance	to	the	second	level,	which	can	be	called	silver.	The	number	

of	points	needed	to	be	accumulated	in	order	to	advance	to	this	level	have	to	be	high	enough	so	

travellers	will	play	the	game	of	collecting	them,	and	as	such	fly	with	the	specific	airline,	but	at	the	

same	time	it	has	to	be	reachable	since	this	target	group	have	so	few	travels	within	a	year.		The	

services,	which	have	been	found	to	be	relevant	at	this	level,	and	have	been	deemed	important	for	

this	segments	are	additional	luggage,	priority	check-in,	priority	boarding	and	discount	at	tourist	

experiences,	restaurants	at	different	destination.	These	services,	plus	those	gain	from	being	a	

basic	member,	are	important	for	the	‘new’	FFP,	since	these	services	create	the	sense	of	status,	and	

the	show	off	effect,	where	the	young	travellers	can	gain	the	feeling	that	the	airlines	care	about	

them	and	that	the	airline	understand	that	the	young	members	have	a	need	to	tell	and	show	others	

what	they	have.	Since	the	most	important	benefits	of	a	FFP	for	young	travellers	are	the	possibility	

to	redeem	points	into	tickets	and	other	benefits,	such	as	the	possibility	to	spend	points	on-board,	

all	other	benefits	can	be	perceived	as	add-ons	and	something	which	can	be	used	to	boosted	the	

image	of	the	young	traveller,	which	is	why	the	benefits	for	the	silver	level	can	be	deem	as	being	

the	level	where	the	extended	self	is	being	fulfilled	from	these	services.	

	

The	last	level	within	the	‘new’	program	could	be	called	gold,	at	this	level	the	members	should	

again	feel	that	they	gain	benefits	and	services	which	help	build	their	image	and	extended	selves,	

but	at	the	same	time	show	others	that	these	members	status	are	higher	than	those	travellers	who	

are	not	members	of	a	FFP	or	those	members	at	a	lower	level.	The	benefits	which	are	considered	to	

be	attractive	at	this	level	are	access	to	lounge,	fast	tract	at	security	and	upgrades	to	a	better	class	

than	the	one	the	member	has	a	ticket	for.	The	reason	for	why	access	to	lounge	should	be	at	this	

level	has	to	do	with	the	fact	that	it	was	deemed	the	second	most	important	attribute,	after	the	

possibility	to	turn	points	into	tickets,	for	those	who	are	already	members	of	a	FFP,	and	at	the	same	

this	attribute	was	also	scored	high	when	asked	what	a	FFP	for	young	travellers	should	have	in	

order	to	be	attractive.	

	

What	is	important	to	have	in	mind	for	an	airline,	if	following	this	recommendation	of	allowing	

these	members	to	have	access	to	lounges,	is	the	question	of	whether	these	members	should	be	
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allowed	access	to	the	lounge	for	members	in	the	original	program,	or	if	members	of	this	new	

program	should	have	a	lounges	for	themselves.	A	reason	for	why	these	members	should	be	merge	

together	is	that	it	can	help	to	create	a	sense	of	belonging,	the	community	feeling,	which	the	young	

generation	wants	to	be	a	part	of,	and	at	the	same	time	allowing	the	young	travellers	to	see	what	

they	can	be	expecting	when	becoming	a	member	of	the	‘original’	program,	it	can	then	be	viewed	

as	a	motivational	factor.	What	speaks	against	allowing	members	of	the	‘new’	program	in	the	

lounge	intended	for	members,	with	a	high	level	status	of	the	original	program,	is	that	the	young	

members	might	create	a	bad	reputation	of	the	brand.	If	the	older	loyal	flyers	begin	to	view	the	

airline	is	striving	to	be	more	for	the	young	and	not	taking	care	of	its	business	travellers,	who	have	

been	seen	as	supporting	the	airline	and	their	FFP.		

	

It	can	therefore	be	wise	to	introduce	a	separate	lounge	for	these	‘new’	members,	however	since	

the	members	are	expected	to	only	fly	a	few	times	a	year,	and	it	could	be	suspected	that	only	some	

of	the	new	members	will	advance	to	become	a	gold	member	and	therefor	it	could	be	seen	as	a	

wasted	of	money	and	resources	to	create	and	maintain	an	entirely	new	lounge.	It	would	therefore	

be	recommended	that	members	of	a	new	program	are	allowed	to	access	the	already	existing	

lounges.		

	

Fast	track	at	the	security	is	believed	to	be	relevant	at	the	last	level,	within	the	‘new’	program	due	

to	this	service	scoring	high	for	those	who	are	already	members	of	a	FFP	and	was	ranked	as	

important	in	order	for	such	a	program	to	become	attractive	for	those	who	stated	not	to	be	

interested	in	a	program	for	young	travellers.	By	offering	this	service	a	‘new’	FFP	will	also	meet	the	

whish	of	the	members	of	being	able	to	spend	their	time	in	the	most	efficient	way	as	possible,	and	

not	having	to	wait	in	line	with	the	other	passenger.	For	an	overview	of	this	structure,	please	see	

Appendix	22.	

	

9.1.2. Customized	frequent	flyer	programs	for	young	travellers	

This	recommendation	is	inspired	by	Norwegian	Rewards,	and	will	recommend	traditional	carriers	

to	award	its	members	with	the	different	awards,	which	they	can	choose	themselves.	Since	this	

method	allows	customers	with	the	option	of	more	customization	it	can	be	perceived	as	an	
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attractive	solution	for	both	generation	Y	and	generation	Z.	If	traditional	airlines	were	to	adopted	a	

similar	approach,	they	have	to	consider	how	these	benefits	should	be	earned,	and	which	benefits	

the	customers	should	be	able	to	choose	from.	In	order	to	differentiated	itself	from	Norwegian.	

The	traditional	carriers	who	want	to	implement	such	a	reward	system	for	its	young	passengers	

need	to	integrate	their	services,	which	means	that	these	airlines	have	more	to	offer	than	what	

have	been	seen	with	Norwegians	program.	

	

Some	of	the	services	and	benefits,	which	traditional	airlines	have	to	offer;	are	upgrades,	access	to	

lounge,	food	on-board,	priority	boarding	and	check-in,	and	then	they	have	the	same	as	those	

offered	by	Norwegian,	seat	reservation,	baggage	allowance	and	fast	track	at	security.	All	of	these	

services	has	been	seen	to	hold	some	sort	of	value	for	the	young	travellers,	which	means	that	these	

services	need	to	be	offered	to	these	travellers.	The	question	is	how	they	should	be	offered	in	

order	to	stand	out	from	the	Norwegian	Reward	and	other	FFPs.	As	already	stated	above	there	is	a	

need	for	having	a	discount	on	tickets	for	young	travellers,	and	is,	as	such,	also	needed	for	this	form	

of	FFP,	since	they	are	price	sensitive.	This	program	should	be	structured	in	a	manner,	which	also	

allows	the	member	to	earn	bonus	points,	which	can	be	redeemed	into	tickets,	food	and	beverages	

on-board	the	plane	and	upgrades.		

	

As	with	Norwegian	Reward,	these	benefits	have	to	be	earned	by	the	member,	when	it	has	flown	

with	the	airline	a	specific	amount	of	times,	with	Norwegian	members	have	to	fly	six	times	in	order	

to	earn	a	reward,	to	differ	from	this,	traditional	carriers	can	choose	to	group	the	services,	which	

means	that	benefits	such	as	priority	boarding	and	check-in	could	be	creating	one	group	of	

benefits,	which	members	can	choose	from	when	flying	with	an	airline	e.g.	four	times,	and	with	an	

interval	of	four	flights	the	member	can	then	choose	between	the	one	they	did	not	choose	the	first	

time,	and	services,	such	as	upgrades	and	fast	track	to	security.	The	last	grouping	could	consist	of	

access	to	lounge	and	additional	luggage.		

	

What	speaks	for	having	the	groupings,	and	not	allowing	the	members	to	just	pick	which	ever	

service	they	like,	is	that	when	the	members,	of	a	‘new’	program,	will	be	transferred	to	the	old	FFP,	

if	the	airline	has	one,	and	therefore	might	be	confused	if	having	to	get	used	to	the	fact	that	one	
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has	to	collect	bonus	points	in	order	to	advance	and	gain	the	wanted	benefits	and	services.	What	

also	speaks	for	why	traditional	carriers	should	consider	this	way	of	structuring	a	FFP	for	young	

travellers	is	due	to	the	finding	that	generation	Y	and	generation	Z	both	want	to	be	part	of	a	

community	but	also	want	a	quick	reward.	

	

By	having	the	groupings,	it	can	be	argued	that	young	travellers	will	be	more	willing	to	fly	with	the	

traditional	airline	that	has	a	program	for	young	travellers	and	therefore	play	the	game	of	being	

part	of	a	FFP.	However,	it	can	also	be	said	that	not	having	the	services	grouped	together,	as	seen	

with	Norwegian	Reward,	can	have	the	same	effect.	But	since	Norwegian	only	offer	four	different	

services,	to	which	their	members	can	claim	as	their	reward,	it	therefore	makes	sense	to	allow	its	

members	to	choose	between	more	offers,	which	Norwegian	cannot.	The	grouping	can	also	help	to	

distress	the	members	by	giving	them	a	few	option	in	the	beginning,	but	still	be	able	to	choose	the	

one	they	first	disregarded.	The	benefits	chosen	by	the	members	have	to	be	available	for	the	

member	for	a	least	a	year.	The	reason	for	why	the	benefits	should	be	given	for	every	fourth	month	

has	to	do	with	the	notion	that	a	majority	of	young	travellers	flies	a	few	times	a	year	and	therefore	

does	not	find	it	relevant	to	be	a	member	of	a	traditional	FFP.	It	can	therefore	be	assumed	that	

rewarding	frequency	of	flying	with	an	airline	with	more	than	just	bonus	point	could	be	beneficial,	

since	young	travellers	like	to	play	the	fame	of	being	a	member	of	a	FFP,	and	at	they	same	time	get	

a	quick	reward.	Since	the	young	traveller	only	fly	a	few	times	a	year,	it	could	be	seen	as	a	mistake	

to	set	the	bar	at	e.g.	6	or	8	flights,	since	members	might	begin	to	believe	they	will	not	be	able	to	

reach	the	needed	flights	and	therefore	will	not	be	able	to	achieve	any	of	the	benefits,	the	number	

of	flights	have	to	be	an	even	number	since	this	could	persuade	the	members	to	chose	the	same	

airline	when	travelling	home.		

	

If	a	member	flies	with	an	airline,	which	has	chosen	this	structure,	for	their	loyalty	programs	for	

young	travellers,	they	have	to	have	the	have	to	be	able	to	claim	the	benefits	fast	but	at	the	same	

time	choose	to	fly	with	the	airline.	This	can	be	created	through	the	use	of	points	and	the	

redeeming	of	these	in	to	different	services.	These	points	could	also	be	used	to	create	a	discount	

with	different	partners,	such	as	a	payment	method	at	restaurants	and	different	experiences	at	the	

travellers’	destination.	For	an	overview	of	how	this	structure	could	look	like	see	Appendix	23.	
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9.2. Important	to	consider	if	implementing	a	frequent	flyer	program	for	young	travellers		

As	it	can	be	seen	traditional	carriers	have	to	consider	whether	they	would	introduce	a	cheaper	

ticket	concept,	in	order	to	have	the	young	travellers	choosing	a	traditional	airline	over	LCCs.	

However,	it	was	seen	that	the	respondents	of	the	questionnaire	for	this	thesis	stated	that	they	

where	willing	to	pay	extra	for	a	ticket	with	an	airline	of	which	they	are	members	of,	could	indicate	

that	the	prices	for	these	young	tickets	could	be	set	a	bit	higher	than	those	offered	by	LCCs	but	still	

are	lower	than	an	‘adult’	ticket	with	the	traditional	carrier.		

	

Another	important	factor	which	the	traditional	airlines	should	consider	if	implementing	a	FFP	for	

young	travellers	is	the	notion	about	awareness.	As	it	was	seen,	to	be	the	main	reason	for	why	

these	young	passengers	stay	away	from	FFP.	It	is	therefore	necessary	for	these	airlines	to	create	

this	awareness,	by	being	on	the	different	medias,	which	the	young	travellers	are,	like	it	could	be	

seen	with	Moxy	hotel.	Airlines	have	to	create	a	strong	bond	with	these	travellers	by	encouraging	

the	young	segments	to	use	hashtags	and	show	others	where	they	are	and	where	they	are	going.	

However,	the	encouragement	should	come	as	a	suggestion,	and	not	something	steering	the	young	

segments	lives.		

	

The	notion	of	using	social	media,	and	since	generation	Y	and	generation	Z	are	familiar	with	using	

technology	more	frequently,	and	like	to	be	able	to	gain	information	online	at	all	times,	airlines	

considering	to	implement	this	form	of	FFP	have	to	make	sure	that	they	are	up	to	beat	with	their	

apps	and	homepage.	As	airlines	should	present	the	needed	information	to	its	passengers	and	not	

assume	that	they	will	look	at	the	screens	at	the	airports,	or	listen	to	the	calls	at	the	airports	as	

well.		

	

Airlines	need	to	consider	what	could	happen	with	their	if	introducing	a	FFP	for	young	travellers.	

Would	such	a	new	program	strengthen	or	weakened	it,	in	the	minds	of	its	core	customers,	the	

business	travellers.	These	might	begin	to	feel	that	the	airline	is	neglecting	these	travellers	who	

might	want	to	take	their	business	to	competitor,	where	there	is	more	focus	on	these	passengers.		

However,	seeing	that	airlines	such	as	SAS	and	Air	France,	who	have	specific	offers	for	young	

segments.	These	offers	have	proven	not	be	damaging	their	brand,	since	the	business	travellers	are	
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still	flying	with	these	two	airlines	and	are	enjoying	the	benefits,	which	comes	from	being	a	

member	of	their	FFP.			

10. Discussion	
	

As	this	research	only	have	been	looking	at	what	young	travellers	from	Denmark	want	out	of	a	FPP,	

in	order	for	them	to	become	loyal	towards	traditional	carriers,	it	can	be	claimed	that	these	

findings	are	not	applicable	for	young	travellers	from	other	nationalities.	However,	since	the	

notions	of	young	Americans	have	seemed	to	be	coherent	with	the	finding	of	young	Danes	it	can	be	

stated	that	there	is	a	link	between	what	these	young	consumers	want.	Therefore,	the	findings	of	

the	thesis	will	seem	valid	if	airlines	want	to	implement	a	FFP	for	young	travellers	in	other	markets	

than	Denmark.	The	findings	from	this	thesis	can	be	used	by	all	airlines,	traditional	as	well	as	low	

cost,	since	it	provides	these	with	an	understanding	of	what	the	next	generation	of	travellers	want	

out	of	a	FFP.	However,	some	of	the	findings	can	also	be	useful	for	other	companies,	who	have	an	

interest	in	this	segment,	such	companies	could	be	car	rentals,	who	also	are	know	to	have	a	similar	

approach,	as	seen	within	the	tourism	industry,	with	their	loyalty	program.	It	could	be	interesting	

for	them	to	understand	what	the	next	generation	of	travellers	prefers	to	have,	even	though	they	

do	not	offer	the	same	services	as	airlines	they,	will	still	be	able	to	see	that	young	travellers	want	to	

show	off,	while	still	be	part	of	a	group	since	they	see	brands	as	a	projection	of	who	they	are,	and	

what	they	stand	for.	It	does	not	have	to	be	companies	with	in	the	tourism	industry	which	can	

benefit	from	this	thesis	findings,	it	could	be	stated	that	companies,	who	have	some	form	of	loyalty	

scheme	can	benefit	from	the	understanding	that	young	consumers	are	highly	interested	in	getting	

a	quick	reward	and	prefer	when	they	can	customize	their	own	products.		
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Appendix	1:	The	Research	Onion	

	

	

	

	

	

	

	

	

	

	

	

	

	

	

	

Appendix	2:	Customer	Decision	Journey
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Appendix	3:	Ladder	of	Loyalty	

	

	

	

Appendix	4:	Age	&	Gender	distribution	

	

	 >18	 18-20	 21-25	 26-30	 31-35	 I	alt	

Mand	 1	 2	 24	 17	 8	 34.7	%	

Kvinde	 3	 2	 59	 29	 5	 65.3	%	

	 4	 4	 83	 46	 13	 100	%	
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Appendix	5:	Place	of	residence	

	

	

Appendix	6:	Annual	income	(crossed	with	age)	
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Appendix	7:	Number	of	travels	

	

	

	

Appendix	8:	Who	pays	for	ticket	(crossed	with	age)	
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Appendix	9:	Preferred	airline		

	

	

	

Appendix	10:	Important	assets,	when	buying	an	airline	ticket	
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Appendix	11:	Knowledge	of	SAS	youth	ticket	

	

	

	

Appendix	12:	Member	of	a	FFP	(crossed	with	number	of	travels)	

	

	

	

Appendix	13:	Important	assets	within	a	FFP	
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Appendix	14:	Why	respondents	where	not	members	of	a	FFP	

	

	

Appendix	15:	Interest	in	new	FFP	
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Appendix	16:	What	should	a	new	FFP	offer	(for	those	interested)	
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Appendix	17:	What	should	a	FFP	offer	to	be	attractive	(for	those	not	

interested)	
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Appendix	18:	Willingness	to	pay	

	

	

Appendix	19:	Travel	with	an	airline	offering	a	new	FFP		

	

	

	

Appendix	20:	Travel	with	an	airline	offering	a	new	FFP	(those	not	members	

of	a	FFP)	
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Appendix	21:	Transcript	of	focus	group	

Date	when	focus	group	was	held:	14	January	2016	

Date	of	transcribing:	19	January	2016	

Time:	47:30	

ML	=	Marie	Louise	Kobberø,	the	moderator	

	

ML:	Goddag	og	velkommen…	

Alle:	Tak	

ML:	og	tak	fordi	i	vil	deltage.	Det	som	det	kommer	til	at	handle	om	er	flyselskaber	og	

loyalitetsprogrammer,	hvad	kan	flyselskabet	gøre	for	at	få	unge	over	til	dem,	i	stedet	for	

lavprisselskaber.	Hvis	vi	starter	med	en	lynhurtigt	introduktion	af	jer	selv.	

Ghita:	Ja,	jamen	jeg	hedder	Ghita	Hørlyck	Larsen,	jeg	er	23	år	og	studerende	og	bor	på	Armager	og	

rejser	i	min	fritid.		

Gro:	Hej	jeg	hedder	Gro	Wagner	Korsgaard,	jeg	er	23	år	og	jeg	skal	til	at	start	på	nyt	job	her	på	

mandag	og	jeg	bor	i	Valby.	

Camilla:	Hej,	jeg	hedder	Camilla	Winther	Larsen	og	jeg	er	også	23	år	og	studere	til	dagligt	inden	i	

København	til	markedsføringsøkonom	og	jeg	flyver	også	engang	imellem,	når	der	er	tid	til	det.	

	

ML:	Jamen,	super,	tak	for	det.	Hvor	ofte	vil	i	så	sige	at	i	flyver	eller	rejser	på	et	år?	

Ghita:	2-3	gange	om	året		

Gro:	Ja,	også	2-3	gange	om	året		

Camilla:	1-2	vil	jeg	mene.	

ML:	Ja,	og	hvilket	flyselskab	vil	i	sige	er	jeres	primært	med	når	i	rejser,	hvis	i	altså	har	et	

fortrykkende	selskab?	

Camilla:	Det	er	primært	for	mig	lavprisflyselskaber,	det	kan	godt	være	Norwegian	

Ghita:	Ja,	jeg	skulle	også	til	at	sige	Norwegian,	men	mit	favorit	selskab	er	AirCanada.	Fordi	jeg	har	

flyet	så	mange	gange	frem	og	tilbage	til	Canada	og	det	er	bare	god	service	og	de	er	så	søde	og	

gode	flyver.	Som	desværre	ikke	flyver	her	i	Europa.	
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Gro:	Jeg…	det	er	egentlig	også	de	der	meget	billige	flyselskaber,	jeg	har	f.eks.	sidst	jeg	rejste,	rejste	

jeg	meget	med	Ryanair,	ikke	det	bedste	flyselskab	overhovedet,	men	ja,	jeg	kan	faktisk	godt	lide	

sådan	noget	som	SAS,	som	jeg	synes	har	en	meget	fin	service.		

	

ML:	Og	hvorfor	er	det	så	at	i	flyver	med	enten	Norwegian,	Ryanair	og	AirCanada?		

Ghita:	Så	billigt	som	muligt	

Gro:	Ja	

Camilla:	Og	det	har	også	noget	at	gøre	med	flyafgange,	synes	jeg.	

Ghita:	Ja	

Camilla:	Hvordan	de	lige	matcher	når	man	selv	skal	afsted.	Hvordan	man	får	mest	ud	af	dagene	

Ghita:	Ja,	det	er	vigtigt.		

	

ML:	Hvem	betaler	jeres	flybilletter,	når	i	flyver?	

Gro:	Enten	mig	selv,	hvis	jeg	rejser	sådan	sammen	med	nogle	venner	eller	et	eller	andet,	så	betaler	

jeg	selvfølgelig	selv,	men	f.eks.	hver	gang	jeg	rejser	ned	til	Lanzarote	så	er	det	min	far	der	køber	

billetterne.	Der	er	det	en	del	af	min	julegave	og	så	er	det	sådan	noget	med	at	det	er	sådan	tre	

afgange	på	en	dag	og	sådan	noget.	

Camilla:	Med	mig	så	er	det	primært	min	mor,	ja	og	hvis	jeg	flyver	med	veninder	eller	et	eller	andet	

så	er	det	også	mig	selv	der	betaler.		

Ghita:	Det	er	primært	mig	selv	der	betaler,	men	hvis	det	er	med	familien	så	er	det	også	forældrene	

der	betaler.		

	

ML:	Og	hvad	er	jeres	formål	når	i	flyver?	Er	det	familierejser,	arbejde	relateret	eller	bare	ferie	eller	

studieophold	eller	noget	andet?	

Ghita:	Jamen	mest	bare	for	at	se	verden	og	møde	venner	som	bor	i	andre	lande	og	skiferier	er	

rigtigt	vigtigt.	

Camilla:	hahaha	lige	understregning.	

Ghita:	Ja	haha.	

Gro:	De	fleste	af	mine	det	er	sådan	familierejser,	men	det	er	også	som	Ghita	siger	tit	for	at	opleve	

verden	og	prøve	at	se	nogle	nye	steder,	det	er	altid	spændende.		
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Camilla:	Jeg	plejer	også	sådan	at	rejse,	primært	sommerferie	eller	juleferie	hvor	man	også	har	fri	

fra	studiet	eller	kan	se	at	det	passer	ind	så	er	det	også	tit	familierejser,	til	storbyer	eller	lignende.	

	

ML:	Så	i	rejser	primært	med	jeres	familie	eller	venner,	er	det	sådan	det	er?	Så	i	rejser	ikke	så	

meget	alene…	

Ghita:	Kun…	Jeg	har	i	hvert	fald	rejst	alene	her	for	at	tage	ned	og	besøge	en	veninde	i	Holland,	

men	jeg	kunne	aldrig	tage	en	ferie	alene.		

Gro:	Det	gør	jeg	heller	ikke,	eller	jo	så	mødes	jeg	med	min	familie,	så	er	de	måske	taget	afsted	

nogle	uger	før	og	så	rejser	jeg	alene	derned.		

	

ML:	Og	hvor	rejser	i	primært	hen	er	det	Europa,	USA,	Asian	eller…?	

Gro:	Det	er	mest,	altså	nu	rejser	jeg	jo	hver	gang	ned	til	Lanzarote	som	er	en	de	Canariske	øer,	så	

det	er	alt	tid	dernede	Europa.	For	det	meste	er	det	Europa,	men	jeg	har	jo	også	rejste	til	Kina	og	

andre	forskellige	lande.		

Camilla:	Ja	der	plejer	jeg	også	at	rejse	til	Europa,	nu	skal	jeg	så	til	New	York	til	maj,	eller	er	det	også	

Europa.		

Ghita:	Jeg	har	faktisk	aldrig	rigtigt	rejst	så	meget	rundt	i	Europa,	altså	jeg	har	altid	rejst	i	USA,	

Canada	eller	Hawaii,	men	jeg	er	begyndt	mere	at	tænke	at	nu	skal	jeg	rundt	og	besøge	Europa	og	

storbyerne	så	det	er	mit	mål	her,	at	skulle	se	nogle	af	byerne,	jeg	har	ikke	været	der	nogle	af	

stederne.	

ML:	Du	har	hørt	om	dem...	

Ghita:	Præcis,	hahaha	

	

ML:	Og	hvordan	har	i	det	generelt	med	loyalitetsprogrammer,	f.eks.	Matas,	samlekortene	i	Føtex.	

Gro:	Jeg	har	intet	forhold	til	dem.	Når	de	spørger	vil	du	gerne	være	medlem	så	siger	jeg	nej.	

ML:	Okay,	og	hvad	med	jer	andre?	

Camilla:	Jeg	kan	godt	lide,	altså	som	du	selv	nævner	Club	Matas,	for	så	ved	man	at	man	kan	få	

noget	for	de	penge	man	også	har	lagt	i	butikken	når	man	har	købt	produkter	f.eks.	neglelak	eller	et	

eller	andet	man	kan	tjene	op	på	sine	bonuspoint,	men	til	gengæld	synes	jeg	også	det	er	stressende	

som	f.eks.	når	nordisk	film	biograffer	begynder	at	fortælle	at	nu	udløber	dine	point	så	du	skal	nå	at	
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købe	noget	inden	og	som	regel	så	er	de	ting	man	køber	for	ens	point	ret	dyre	så	derfor	får	man	

som	regel	købt	et	eller	andet	crap	som	man	ikke	rigtigt	vil	have	og	som	man	ikke	bruger	eller	et	

eller	andet.	

Ghita:	Jeg	er	også	medlem	af	Club	Matas	men	jeg	har	aldrig	rigtigt	forstået	formålet	med	det…for	

at	være	ærligt.	De	er	bare	sådan	er	du	medlem,	ja,	men	okay…	

Camilla:	Så	du	har	bare	30.000	point		

Ghita:	Jeg	ved	faktisk	ikke	hvor	mange	point	jeg	har,	det	så	underligt		

ML:	De	er	alle	sammen	udløbet…	

Ghita:	Hahaha	ja	sikkert.	Jeg	er	også	medlem	af	Magasin,	men	jeg	shopper	aldrig	i	Magasin,	jeg	får	

hele	tiden	mails	fra	dem,	det	er	virkeligt	irriterende,	men	eh…	

Camilla:	Altså	det	vil	sige	du	har	Bootycard?	

Ghita:	Ja.	Det	ved	jeg	heller	ikke	helt	hvad	er	og	hvad	man	får	ud	af	det.	

Camilla:	Det	er	det	samme	princip…	

Ghita:	Argh	okay,	

Gro:	Der	får	hun	bare	bare	mindre	ud	af	at	være	medlem	

Ghita:	Haha	ja,	men	ellers	kan	jeg	godt	lide	loyalitetsprogrammer	hvis	man	får	noget	ordentligt	ud	

af	det.	Men	jeg	ved	ikke,	jeg	har	ikke	rigtigt	oplevet	det	end	til	videre.	

Gro:	Men	det	er	egentligt	derfor	jeg	egentligt	ikke	gider	fordi	det	er	ikke	så	tit	jeg	sådan	f.eks.	

tager	ud	og	shopper,	eller	bruger	sådan	mange	af	de	der	steder	f.eks.	Matas,	det	er	ikke	så	tit	jeg	

er	inden	i	Matas	så	jeg	kan	ikke	se	pointen	i	at	være	medlem.	Men	var	jeg	der	tit	og	handlede	jeg	

der	tit,	jo	så	kunne	jeg	da	godt	måske	se	en	fordel	ved	det,	men	når	det	er	sådan	en	sjældenhed,	

så…	

Ghita:	Jeg	føler	aldrig	rigtigt	jeg	gider	at	være	med,	det	er	sådan	jeg	shopper	tit	i	Matas	og	så	de	

presser	mig	nærmest	til	at	være	med,	altså	sådan	er	du	medlem	af	Matas?	Nej.	Jamen	det,	det	skal	

du	blive.	Mig:	Neeej,	jo.		

Camilla:	Men	det	er	jo	også	altså	f.eks.	der	er	jo	sådan	nogle	events	for	dem	der	er	medlemmer,	så	

hvis	ikke	du	er	medlem,	så	kan	du	ikke	komme	til	de	her	events	og	spare	f.eks.	20	%	på	nogle	

produkter	eller	sådan	noget.	Så	man	kan	jo	godt	sige	at	man	godt	kan	få	noget	ud	af	

medlemskabet,	selvom	man	ikke	går	ind	og	bruger	sine	bonuspoint.	

Ghita:	Jeg	burde	undersøge	hvor	mange	point	jeg	har.	
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Camilla:	Men	igen,	hvis	man	taler	om	Eurobonus	hos	SAS,	hvis	ikke	man	rejser	så	ofte,	så	får	man	

ikke	rigtigt	brugt	de	point	så,	det	føler	jeg	er	lidt	meget	i	forholdet	til	Matas	som	man	handler	ofte	

i	ik.		

	

ML:	Jamen	nu	hvor	du	nævner	Eurobonus,	er	i	andre	eller	er	i	alle	medlem	af	et	loyalitetsprogram	

hos	et	luftfartselskab?	

Ghita:	Kun	Norwegian.	

ML:	Kun	Norwegian,	ja.	

Camilla:	Kun	SAS,	selvom	jeg	aldrig	flyver	med	SAS	

Ghita:	Jeg	flyver	også	kun	sjældent	med	Norwegian	

ML:	og	hvor	længe	har	i	været	medlem?	

Ghita:	I	halvandet	år.	Det	er	halvandet	år	siden	jeg	fløj	til	Canada	og	det	var	det	jeg	kom	ind	

Camilla:	Det	er	godt	nok	mange	år	at	jeg	har	været	medlem,	jeg	har	bare…ja,	nogle	gange	når	man	

står	og	tjekker	ind	så	glemmer	jeg	at	bruge	kortet	også	er	der	ikke	rigtigt	nogle	fidus	i	det.	

ML:	Så	du	benytter	dig	overhovedet	ikke	af	de	tilbud	der	er?	

Camilla:	Måske	har	jeg	brugt	det	engang.	Det	der	med	bonuspoint,	måske	engang	i	alle	de	år	jeg	så	

har	været	medlem,	ellers	ikke.		

Ghita:	Altså	jeg	har	fået	50	point	for	at	flyve	helt	til	New	York,	med	Norwegian	ikke,	og	så	får	jeg	

mails	med,	hele	tiden,	din	balance	er	stadigvæk	50	point,	og	du	skal	bruge	minimum	1100	for	bare	

at	købe	en	sandwich	i	lufthavnen.	Det	er	bare	sådan,	okay,	hvor	mange	ture	skal	jeg	så	ikke	lige	

have.	

ML:	Hvad	med	dig	Gro,	nu	hvor	du	ikke	er	medlem	af	nogle,	har	du	overvejet	at	melde	dig	ind	i	

loyalitetsprogram?		

Gro:	Jeg	tror	hvis	det	var	jeg	rejste	mere	så	ville	jeg	måske	overveje	det,	men	igen,	lidt	ligesom	de	

andre,	jeg	glemmer	det	lidt.	Når	man	endelig	er	der	så	glemmer	man	lidt	at	jeg	er	egentligt	

medlem.	

	

ML:	Og	hvad	er	vigtigst	for	jer	når	i	vælger	flybilletter?	Hvad	er	de	tanker	der	går	igennem	jer	når	i	

siger	vi	skal	ud	og	rejse,	til	f.eks.	Canada?	

Gro:	Jeg	vil	sige	hvis	det	var	jeg	skulle	til	Canada,	så	vil	jeg	nok	ikke…	
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ML:	eller	et	andet	sted	det	behøver	ikke	være	Canada.	Det	er	bare	hvad	der	er	vigtigt	når	du	siger	

jeg	skal	købe	en	flybillet.	

Ghita:	Tiden,	jeg	gider	ikke	vente	i	sygt	mange	timer	i	en	mellem	lufthavn,	jeg	vil	bare	gerne	det	

hurtigste	nærmest.		

Gro:	7	timer,	det	er	ellers	sjovt	at	sidde	der	og	vente.	

Camilla:	Men	også	at	man	har	tillid,	tænker	jeg,	til	selvskabet.	Fordi	SAS	har	man	tillid	til,	man	

kender	det	i	forhold	til	sådan	nogle	lavprisselvskaber	man	overhovedet	ikke	har	hørt	om,	så	kan	

jeg	godt	blive	sådan	lidt	nervøs	for	hvor	seriøse	det	er,	eller	sådan…	

Ghita:	Ja,	altså	man	har	jo	også	sådan	lidt	flyskræk,	det	kan	man	jo	ikke	komme	udenom.	Og	jeg	

har	det	sådan,	altså	jeg	har	tillid	til	de	der	gode	selvskaber	jeg	tør	næsten	ikke	at	flyve	med	de	der	

dårlige	selvskaber,	for	det	er	altid	dem	man	hører	om	i	ulykker	også	videre.	

Camilla:	Men	så	også	ja,	penge	hvad	det	koster	at	flyve	og	tidspunkt	om	det	passer	til	en	selv.	Også	

hvis	det	er	rigtigt	langt	man	skal	flyve	så	kunne	det	også	være	rart	der	er	mad	ombord	eller	et	eller	

andet	i	prisen	ikke.		

Ghita:	ja	hvis	det	er	langt	man	skal	flyve	så	er	det	også	meget	vigtigt	med	flyselskabet,	det	er	

nærmest	det	vigtigste.	

Gro:	Ja,	det	vil	jeg	også	sige.	Hvis	det	var	rigtigt	langt	jeg	skulle	flyve	så	vil	jeg	egentligt	være	

ligeglad,	så	skulle	kvaliteten	bare	være	god.	Fordi	at	ja,	der	vil	man	ikke	sidde	sådan	helt	klemt.	

Ghita:	Nej,	så	hellere	betale	1.000	kr.	for	et	godt	sæde	og	en	god	service	også	videre.	

ML:	Hvad	så	hvis	i	skal	til	f.eks.	London?	Altså	de	kortere	turer.		

Gro:	Så	vil	jeg	tage	det	billigste.	

Ghita:	Ja,	jeg	har	lige	været	i	London	her	for	2-3	uger	siden	og	der	var	det	med	det	billigste	af	det	

billigste.			

Gro:	Præcis.	

ML:	Så	Ryanair?	

Ghita:	Ja	jeg	tror	faktisk	det	var	Ryanair	eller	Jettime.	

Camilla:	Mr.	Jet.		

Gro:	Der	er	også	easyJet	eller	sådan	noget?	

Ghita:	easyJet!	Det	var	easyJet	vi	fløj	med.	

Gro:	Ej,	det	er	alle	dem	jeg	har	fløjet	med.	Det	er	fantastisk.	
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ML:	Så	kommer	der	lige	en	lille	øvelse.	For	nu	vil	jeg	gerne	bede	jer	om	at	tage	de	her	ord	eller	

andet,	som	i	selv	kan	sige	hvad	er,	og	sammen	rangere	de	5	vigtigst	når	i	skal	vælge	flyselskab.	

Ghita:	De	5	vigtigste	

Camilla:	Det	skal	vi	gøre	sammen	det	her?	

ML:	Ja,	hvis	vi	starter	med	at	sige	til	London	f.eks.	så	en	kort	tur.	

Ghita:	Direkte,	pris,	loyalitet,	boarding,	service	ombord.	

Camilla:	Lufthavn	man	lander	i,	det	kommer	an	på	hvor	ens	hotel	er	placeret	også	videre	ikke?	

Ghita:	Ja,	det	er	ikke	så	vigtigt.	

Gro:	Jo,	men	når	det	er	så	kort,	så	vil	jeg	egentligt	bare	være	sådan	lidt	lige	glad.		

Ghita:	Hurtig	boarding,	det	kunne	man	godt	være	glad	for.	

Gro:	Når	det	er	så	kort,	så	vil	jeg	virkelig…	

Ghita:	Hvad	står	der	her?	Bookingsystem...	

ML:	Bookingsystem,	menes	der	om	det	er	nemt	at	check-in,	og	at	det	er	nemt	at	købe	billetten.		

Gro:	Det	vil	jeg	også	sige	er	vigtigt	

Camilla:	Det	vil	være	meget	nice.	

Gro:	Jeg	vil	også	sætte	den	som	en	af	de	vigtige		

Ghita:	Det	var	5	vi	skulle	have	ikke?	

Gro	&	Camilla:	Jo	

Ghita:	Wifi?	Nej	

Camilla:	Ikke	så	kort	en	distance…	

Camilla:	Tidspunkt?	

Gro	&	Ghita:	Ja	

Ghita:	Okay,	så	pris	er	nok	øverst	ikke?	

Gro:	Jo,	når	det	er	den	korte	rejse.	

Ghita:	Også	afrejse	tidspunkt		

Camilla:	ja,	og	hvis	det	til	London	så	vil	man	også	gerne	komme	derned	ret	hurtigt	ikke?	

Ghita:	Ja,	så	denne	her	også	de	her	to…	Eller	hvad?	Hvad	siger	i?	

Gro	&	Camilla:	Jo,	det	rigtigt.	

Ghita:	Yes,	så	sådan	her	[vender	sedlerne	mod	moderator]	
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ML:	Og	hvordan	vil	det	så	se	ud	hvis	det	skal	være	på	en	længere	rejse?	Til	USA	eller	et	eller	andet.	

Ghita:	Umm,	komfort.	

Gro:	Jeg	vil	også…	

Camilla:	Service,	mad?	

Ghita:	Ja,	jeg	synes	også	det	her	[direkte/mellemlandinger]	eller	bare	at	det	er	nogle	gode	

mellemlandinger.		

Camilla:	Tidspunkt	vil	jeg	også	stadigvæk	sige.	

Gro:	Jeg	vil…	

Ghita:	Hvad	vil	du	gerne?	

Gro:	Jeg	vil	også	stadigvæk	sige,	stadigvæk	for	mig,	vil	prisen	også	have	noget	med	det	at	gøre.	

Men	det	vil	være	den	nederste.	

Camilla:	Men	jeg	ved	ikke	om	vi	måske	skal	lave	om	på,	det	er	sådan	lagt	lidt	tilfældigt	ikke?	Hvad	

med	bagage?	

Ghita:	Det	er	vigtigt,	men	øhh	er	det	ligeså	vigtigt	som	de	her	ting?	Men	ja,	hvad	er	det	

allervigtigste?		

Camilla:	Det	synes	jeg	næsten	den	[komfort]	er,	hvis	det	til	USA	og	længere	rejser.	Og	så	prisen,	

man	handler	jo	lidt	en	flyrejse	ud	efter	prisen	ikke,	man	siger	at	man	har	et	budget	på	et	eller	

andet	og	så	sætter	man	næsen	op	efter	det.	Det	kan	godt	være	de	to	skal	byttes	om...	men	hvad	

tænker	i?	

Ghita:	Altså	jeg	kunne	godt	finde	på	at	tage	noget	dyre	for	bedre	komfort	eksempelvis,	eller	få	et	

bedre	selskab.	

Camilla:	Det	er	også	dig	der	flyver	mest	ud	af	Europa	jo.	Altså	det	er	første	gang	jeg	skal	til	maj,	

men	der	var	det	i	hvert	fald	også	prisen	der	var	afgørende,	synes	jeg.	

Gro:	Men	ja,	hvis	det	er	man	selv	betaler	så,	vil	jeg	også	sætte	prisen	lidt	højere	end	komforten,	

selvom	jeg	synes	komfort	er	virkelig	vigtig.	

Ghita:	Ja,	det	er	afhænger	jo	også	af	hvad	man	har	at…	

Gro:	Ja	præcis.	Selvfølgelig	man	vil	jo	helst	sådan	sige	at	man	vil	rejse	på	førsteklasse,	men	prisen	

sådan	stadigvæk	er	afgørende.	

Ghita:	øhmm	skal	det	være	sådan	her?		
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Camilla	&	Gro:	Ja.	

	

ML:	Hvad	er	så	det	mindst	vigtigste	når	i	vælger	flyselvskab	og	billetter?	Og	det	er	så	for	korte	

igen.	

Ghita:	Okay,	jeg	ved	ikke	om	det	bare	er	mig	der	er	gammeldags,	men	jeg	synes	wifi	er	så	

ligegyldigt.	

Gro:	Ja,	præcis.	

Camilla:	Ja,	man	sidder	og	ser	film	eller	hører	musik	eller	et	eller	andet…	

Ghita:	Ja,	eller	læser	i	en	bog	eller	et	eller	andet.	Seriøst	jeg	vil	aldrig	bruge	wifi	ombord.		

Gro:	Det	her	vil	jeg	også	sige	jeg	er	lidt	ligeglad	med.	

Ghita:	hvad	står	der?	Lufthavn	man	lander	i.	

Camilla:	Det	har	heller	ikke	betydning	for	min	rejse	medmindre	jeg	kan	se	at	det	er	tæt	på	hotellet,	

så	synes	jeg	det	er	fedt	nok	at	det	er	der	man	lander.	

Gro:	Men	i	forholdet	til	mange	af	de	andre	så	synes	jeg	at	det	faktisk	er	en	af	dem	som	er	lidt	

ligegyldige.	Lidt	ligesom	den	her,	hvad	står	der?	Loyalitetsprogram.	

Ghita:	Fast	track	ved	sikkerhedskontrol…	det	jeg	også	ligeglad	med,	hvad	med	jer?	

Camilla:	Altså	ja.	

Ghita:	længde	på	rejse...	

Gro:	Hvis	det	en	kort	rejse,	så	vil	jeg	være	lidt	ligeglad.	Så	er	det	lige	meget	om	servicen	er	lort	

altså.	

Camilla:	Ja,	du	kan	jo	købe	en	sandwich	eller	cola	i	lufthavnen	også	tage	den	med	op	i	flyet	altså.	

Ghita:	Plus	at	det	altid	koster	boksen	hvis	man	skal	købe	noget	i	flyet.	Man	er	bare,	hvorfor	gider	i	

overhovedet?	

Gro:	også	sådan,	okay	du	skal	flyve	i	2	timer	kan	du	ikke	vente,	i	2	timer.	

Ghita:	Ja,	okay	hvad	er	det	mest	vigtigste	af	disse	5?	

Camilla:	Måske,	nu	ved	jeg	ikke	hvor	meget	tilknytning	i	havde	til	den	her,	loyalitetsprogram.	

Gro:	Præcis,	så	vil	jeg	sige	jeg	vil	være	fuldstændig	ligeglad	med	wifi…	

Camilla:	Det	vil	jeg	også…	

Gro:	Så	nummer	2	vil	være	wifi	

Camilla:	Ja,	det	synes	jeg	ser	meget	rigtigt	ud.	
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ML:	Okay,	også	for	lang	distance	flyrejser?	

Ghita:	Det	her	stadigvæk	ligeglad	med	

Gro	&	Camilla:	Ja.	

Ghita:	Den	her	er	jeg	også	lidt	ligeglad	med	

Gro:	Ja,	wifi	er	jeg	stadigvæk	ligeglad	med	

Camilla:	Måske	den	her?	

Ghita:	Hvad	er	det	bookingsystem	er	igen?	

Gro:	om	det	er	nemt	at	check-in	og	booke.	

Camilla:	mulighed	for	ombookning	måske	

Gro:	Nej,	jeg	vil	også	tage	en	som	den	her	som	en	der	ikke	er	så	vigtig	i	forhold	til	mange	af	de	

andre.	

Ghita:	Hmmm…	

Camilla:	Bagage,	er	det	ud	over	det	som	altid	indgår?	

ML:	Ja,	altså	hvis	vi	nu	siger	i	flyver	med	SAS	eller	med	Lufthansa	så	har	i	jo	altid	et	stk	bagage	med	

i	prisen,	men	hvis	i	nu	flyver	med	Norwegian	eller	alle	de	andre	så	skal	i	betale	for	det,	så	det	er	

sådan	lidt	ekstra.		

Gro:	Der	er	mange	flyselskaber,	faktisk	nu	hvor	du	skal	betale	for	at	få	bagage	med.	

Camilla:	Det	jo	der	de	tjener	penge.	

Gro:	Ja	ja	præcis	ikke,	det	er	derfor	jeg	tit	får	at	vide,	nå	Gro	du	har	kun	en	håndbagage.	Så	tager	vi	

noget	vaskegrej	med	så	vi	kan	vasketøjet.	

Ghita:	Skal	vi	tage	den	her	mulighed	for	ombookning?	

Camilla:	Ja,	det	vil	jeg	nok	sige	

Ghita:	Okay,	så	hvilken	rækkefølge?	

Camilla:	Måske	den	her	øverst?	Det	ved	jeg	ikke…	Det	kommer	an	på	hvor	meget	i	benytter	jer	af	

det.	

Gro:	Jeg	vil	gøre	sådan	her.	

Camilla:	Ja,	jamen	det	er	fint.	
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ML:	Okay,	nu	siger	i	jo	så	at	loyalitetsprogrammer	overhovedet	ikke	er	vigtige	for	jer	som	sådan,	

når	i	rejser.	Det	har	i	ligesom	valgt	overhovedet	ikke	er	vigtigt.	Så	i	ser	ikke	nogle	fordel	ved	at	

være	medlem	af	et	flyselvskabsloyalitetsprogram?	

Ghita:	Det	afhænger	af	hvad	de	tilbyder.	

Gro:	Ja,	det	afhænger	af	hvad	de	tilbyder,	men	jeg	synes	heller	ikke	der	er	så	mange	reklamer	eller	

et	eller	andet	for	det.	For	sådan	et	loyalitetsprogram.	Jeg	ved	f.eks.	ikke	hvad	jeg	kan	få	ud	af,	

sådan	helt	bestemt	af	at	være	medlem	af	sådan	et.		

Ghita:	Jeg	var	blevet	hvad	kan	man	sige,	rimeligt	chokeret	over	den	der	Norwegian,	hvor	jeg	kun	

har	fået	50	point	af	en	tur	til	London,	nej	ikke	til	London,	til	New	York	og	det	koster	minimum	

1.100	[point]	bare	for	en	lille	ting	i	lufthavnen.	Det	er	eddermame	mange	turer	så	er	jeg	fandme	

ligeglad	med	de	der	point.	Jeg	synes	det	burde	være,	lidt	mere	relevant,	hvor	man	kan	få	lidt	mere	

ud	af	det,	hvis	det	er	nogle	unge,	så	burde	det	være	point	og	nogle	til	gamle,	eller	business	

rejsende,	som	rejser	hele	tiden	og	kan	få	point	i	hoved	og	røv.	Men	sådan	nogle	som	unge,	de	

rejser	jo	slet	ikke	så	meget	så	der	burde	være	nogle	bedre	fordele	for	dem	for	at	man	kan	blive	

loyale	kunder.	

Camilla:	Ja,	der	skal	være	et	eller	andet	håndgribeligt	end	bare	et	eller	andet	med	at	du	skal	bruge	

3.000	point	for	et	eller	andet,	det	skal	være	sådan	mere	at	du	kan	få	noget	ud	af	det.	

Gro:	Jo,	altså	hvis	det	var	at	de	lavede	sådan	et	måske	bedre	program	for	at	fange	os	unge	lidt	

mere	så	vil	jeg	da	sikkert	melde	mig	ind	i	sådan	noget	der,	men	nu	kan	jeg	ikke	se	nogle	fordel	ved	

det.	Jeg	kan	ikke	se	hvorfor.	

Camilla:	Det	kunne	også	være	et	eller	andet	med	at	man	kunne	bruge	point	til	at	blive	upgraderet	

til	businessclass	eller	et	eller	andet.		

Ghita:	Det	vil	være	fedt.	Det	gad	jeg	kræft	eddermame	godt.	

	

ML:	Og	hvad	kunne	et	loyalitetsprogram	så	ellers	gøre,	nu	hvor	i	selv	nævner	nogle	ting,	for	at	

lokke	jer	til	at	flyve	mere	med	dem	og	blive	medlem?	

Gro:	Reklamere	mere.	Mere	viden,	jeg	har	jo	ikke	sådan	rigtigt	vidst	præcis	hvad	man	får	ud	af	det	

andet	ind	at	de	måske	spørger	er	du	medlem?	Nej.	
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Camilla:	Måske	de	skulle	kører	nogle	mere	målrette	kampanger	i	tv	for	unge,	som	oplyser	om	de	

ting,	man	kan	få	ud	af	det	sådan.	I	korte	træk,	så	man	tænker,	det	må	jeg	da	lige	ind	og	tjekke	

nærmer.	

Ghita:	Helt	klart,	nogle	direkte	kampanger	burde	de	kører	med	og	også	så	de	rammer	business	og	

de	unge,	fordi	man	kan	få	nogle	unge	point.	

Gro:	Det	de	kunne	gøre	også,	det	vil	da	være	gøre	at	man	måske	også	vil	rejse	lidt	mere.	Altså	også	

unge.	

Camilla:	Og	så	også	på	deres	facebook,	for	jeg	tror	der	er	mange	der	har	liket	dem	og	ligesom	

følger	dem,	der	kommer	jo	mange	events	som	de	holder	f.eks.	julemanden	og	sådan	noget.	Så	hvis	

de	nu	brugte	den	platform	til	ligesom	også	at	markedsføre	de	der	kampanger	til	unge,	det	kunne	

måske	være	der	de	fanger	nogle	også.		

ML:	Hvad	med	f.eks.	sådan	noget	som	SAS	ungbilletter?	Har	i	hørt	om	det	eller	prøvet?	

Camilla:	Det	har	jeg	prøvet,	det	var	da	jeg	skulle	til	England,	det	var	direkte	til	New	Castle	og	det	

fik	jeg	da	billetten	billigere	ved.		

ML:	og	har	det	så	fået	dig	til	så	at	vil	prøve	at	gøre	det	igen?	Eller	overvejet	det?	

Camilla:	Altså	hvis	jeg	skal	ud	og	rejse	selv,	for	hvis	jeg	rejser	med	min	mor	eller	et	eller	andet	så	

vil	vi	jo	gerne	købe	billetter	hvor	vi	sidder	sammen	og	sådan	noget	og	så	er	det	lidt	nemmere	bare	

at	gå	ind	på	Norwegian	og	bestille	en	fællesrejse	ikke,	men	hvis	jeg	selv	skal	ud	og	rejse	så	kunne	

jeg	godt	finde	på	det	igen.		

Gro	&	Ghita:	Jeg	har	aldrig	hørt	om	det.	

ML:	Okay,	man	kan	sige	det	er	SAS	måde	at	prøve	at	få	unge	til	at	flyve	med	dem,	jeg	mener	det	e	

fra	11-26	år,	også	går	den	ind	og	siger	at	i	stedet	for	600	kr	så	får	i	den	til	400	kr.	også	med	alle	de	

service	som	SAS	har	f.eks.	med	bagage	som	i	ikke	skal	betale	for.	

Ghita:	Nå	okay	nice.	

Gro:	Ej	what	se,	hvorfor	ved	man	ikke	det.	Se	så	vil	jeg	da	gerne,	for	jeg	synes	jo	også	SAS	er	et	af	

de	bedre	flyselskaber,	så	vil	jeg	da	hellere	tage	med	dem	og	så	måske	betale	100	kr.	mere	end	at	

tage	med	Ryanair.		

ML:	Nu	hvor	vi	taler	om	Ryanair.	Har	i	så	tænkt	over	det	med	at	de	ikke	betaler	deres	ansatte	nok.	

Er	det	nogle	tanker	i	har	med	jer	når	i	bestiller	eller	er	det	bare	det	er	billigt	og	jeg	skal	flyve?	
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Gro:	Jeg	tror	man	tænker	det	er	derfor	servicen	er	så	dårlig,	fordi	de	hader	deres	liv	altså.	Ej	

undskyld	men	det	er	virkelig	dårlig	service.	

Camilla:	Der	er	vidst	ikke	service.	Er	der	det?	

Gro:	Altså	jeg	kan	huske	da	jeg	sad	der,	der	havde	jeg	mit	ben	sådan	lidt	ude	også	kom	de	rundt	

med	den	der	vogn	og	så	smadrede	de	lidt	mit	ben	og	jeg	står	av	og	så	stod	de	bare	o	kigget	og	gik	

videre.	

Ghita:	Altså	jeg	arbejde	for	Primo	Tours	over	i	Ringkøbing	og	i	den	periode	jeg	arbejdede	der,	der	

var	der	lige	nogle	måneder	hvor	de	slet	ikke	fløj	nede	fra	Billund	lufthavn.	Og	der	var	så	mange	der	

ringede	og	skulle	lige	pludselig	have	flybilletter	fordi	de	havde	mistet	deres	flybilletter	og	deres	

penge,	og	efter	den	situation	har	man	bare	mistet	sindssygt	meget	respekt	for	dem	og	ja,	alt	det	

med	personale	og	jeg	synes	ikke	de	virker	sådan	pålidelige.	

Gro:	Nej,	de	er	slet	ikke	pålidelige	overhovedet,	men	jeg	har	bare,	det	min	far	som	der	havde	købt	

billetterne	og	jeg	stod	sådan	lidt,	ja	så	jeg	tænkte	bare	yeah	jeg	skal	ikke	betale	for	billetten.	Så	er	

det	jo	sådan	lidt	lige	meget,	og	så	var	det	heller	ikke	så	langt.	Så	højest	2	timer	jeg	skulle	være	i	et	

af	flyene,	så	var	det	sådan	lidt	lige	meget.		

Camilla:	Jeg	tror	også,	altså	den	første	tanke	jeg	havde	da	jeg	hørte	at	de	kom	til	København	det	

var	jo	selvfølgelig	at	det	var	fedt	man	kunne	få	nogle	billige	billetter.	Det	var	jo	meget	interessant,	

men	når	man	så	hører	om	de	mere	negative	ting	i	nyhederne	og	så	videre	så	mister	jeg	også	lidt	

for	dem,	for	så	vil	jeg	næsten	hellere	støtte	SAS	som	er	Skandinavisk	og	sådan	noget	ikke,	heller	

støtte	de	selskaber,	end	nogle	der	behandler	personalet	dårligt.	Så	jeg	ved	ikke	om	jeg	kommer	til	

at	flyve	med	Ryanair,	men	så	skulle	det	virkelig	være	billigt.	

Gro:	Altså	hvis	nu	at	jeg	skulle	til	London	f.eks.	og	Ryanair	fløj	måske	for	lad	os	bare	sige	et	beløb	

100	kr.	og	SAS	fløj	for	600	kr.	så	vil	jeg	altså	tage	Ryanair.	Det	vil	jeg	gøre,	hvis	det	var	sådan	i	de	

prisbeløb.	

Camilla:	Jeg	sad	også	på	facebook	i	går	og	så	en	af	mine	tidligere	veninder	fra	HUC,	10.	

Klasseskolen,	at	hun	solgte	en	billet	via	den	blå	avis,	fra	København	til	Luton,	hvor	jeg	så	så	at	det	

var	fra	Ryanair	hun	havde	købt	billetten	og	nu	vil	hun	så	gerne	sælge	den.	Hun	havde	købt	den	for	

250	kr.	så	nu	vil	hun	sælge	den	til	200	kr.	og	det	synes	jeg	var	utroligt	billigt	at	kunne	komme	

herfra	til	England	for	250	kr.		

Ghita:	Det	kan	man	ikke	engang	komme	til	Odense	for	herfra.	
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Camilla:	Præcis,	det	er	helt	vildt.	Der	gik	det	op	for	mig	at	det	kunne	godt	være	man	skulle	

undersøge	det,	måske	lidt	nærmere	og	at	man	kan	spare	penge.		

	

ML:	For	lige	at	komme	tilbage	på	sporet	igen,	hvad	kunne	så	lokke	dig	Gro	til	at	blive	medlem	af	et	

loyalitetsprogram	for	et	flyselvskab?	Hvis	vi	lige	ser	bort	fra	mere	information,	som	du	jo	allerede	

har	nævnt.	

Gro:	Det	vil	være,	nu	hvor	jeg	også	har	hørt	hvad	de	andre	har	sagt.	Det	vil	være	at	man	kunne	få	

noget	for	de	point	i	stedet	for	det	som	Ghita	siger	at	hun	fik	50	point	og	skal	bruge	1000	for	at	

købe	en	klam	sandwich.		

Ghita:	Jeg	har	aldrig	sagt	klamme	hahah		

Gro:	Ej	undskyld,	men	så	at	man	kan	få	noget	ud	af	det	og	føle	at	man	får	noget	ud	af	det.	Altså	så	

vil	jeg	jo	helt	klart	have	sådan	en	der,	være	medlem.	Men	hvis	jeg	ikke	føler	jeg	får	noget	ud	af	det	

som	mange	andre	f.eks.	jeg	føler	ikke	engang	at	jeg	får	noget	ud	af	at	være	med	i	Club	Matas,	

undskyld,	men	da	jeg	ikke	er	særligt	meget	i	Matas	føler	jeg	ikke	at	jeg	får	noget	ud	af	at	være	

med.		

Ghita:	Jeg	tror	at	det	jeg	vil	være	gladest	for	ved	at	være	medlem,	det	var	hvis	de	kommer	i	

flyveren	og	giver	mig	noget	specielt	fordi	de	kan	se	at	jeg	har	mange	point.	Eller	hvis	man	køber	en	

billet	og	de	så	skriver	personligt	til	en,	vi	kan	se	her	at	du	har	købt	billet	og	vi	vil	rigtig	gerne	tilbyde	

dig	at	blive	opgraderet	til	first	class	for	vi	kan	se	du	har	fløjet	med	os	mange	gange	eller	sådan	

noget.	Det	behøver	ikke	være	personlig	konktakt	men	det	vil	fandme	være	fedt.	Hvis	det	er	noget	

på	flyrejsen,	specielt	hvis	det	er	noget	på	en	lidt	længere	tur.	

Camilla:	det	er	også	fordi	hvis	man	kan	se	man	får	noget	ud	af	det,	så	er	det	jo	også	noget	man	

anbefaler	til	ens	nærmeste	familie.	Også	bliver	det	også	markedsført	på	en	måde.			

Gro:	Ja,	det	er	jo	også	den	bedste	markedsføring	der	er,	hvis	mand	anbefaler	ting.	

Ghita:	og	jeg	har	sjældent	brug	for	en	sandwich	i	lufthavnen	anyways	så	det	gider	man	ikke	rigtigt.		

	

ML:	Hvis	vi	nu	forstiller	os	at	flyselskaberne	laver	et	ungdomsprogram	til	jer	og	andre	unge	der	er	

baseret	på	et	bedre	trappeskala	end	det	der	er	nu	f.eks.	i	Eurobonus	hvor	de	har	basis,	sølv,	guld,	

diamant	og	plantin,	derfor	man	en	masse	ekstra	alt	efter	hvilket	trin	man	er	på.	Hvis	vi	så	forstiller	

os	at	der	er	unge	rejser	og	at	det	er	tur/retur	billetter	hvor	man	f.eks.	får	10	%	på	mad	og	drikke	
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ombord	på	flyet	bare	ved	at	være	medlem	og	når	du	så	har	rejst	2	tur/retur	så	får	du	et	ekstra	

stykke	bagage	med	eller	at	boarde	sammen	med	businessclass,	som	var	det	i	var	glade	for.	Vil	det	

være	en	struktur	der	vil	hjælpe	til	at	sige	man	får	noget	for	pengene,	og	hvis	man	efter	6	rejser	får	

lov	til	at	komme	i	loungen	vil	det	være	noget	der	vil	kunne	lokke	jer?	

Alle:	Ja…	

Ghita:	Så	længe	at	de	minder	en	om	det,	vil	jeg	lige	sige.	Jeg	tjekker	ikke	selv	op	på	sådan	noget.	

Man	skal	have	en	mail	eller	en	SMS	om	det,	det	vil	jeg	i	hvert	fald	være	glad	for.		

ML:	okay,	så	det	er	meget	vigtigt	at	de	gør	lidt	ligesom	Norwegian	og	siger	du	har…	

Ghita:	Ja,	Norwegian,	de	sender	mange	mails.	Det	sådan	hele	tiden.	Det	selvfølgelig	fint	nok	de	

minder	mig	hele	tiden	om	det,	jeg	kan	bare	ikke	bruge	det	til	noget.	Hvis	det	er	hvor	man	faktisk	

kan	bruge	det	til	noget	så	er	det	fint	nok	at	blive	mindet	om	det.		

Camilla:	det	kunne	også	være	fedt	hvis	der	var	en	stander	eller	sådan	noget,	så	man	kunne	tage	sit	

kort	op	og	se	hvilke	fordele	det	er	man	har	på	det	kort.	

Ghita:	Det	kunne	være	fedt.	Det	skulle	de	gøre.	

ML:	Hvad	så	med	f.eks.	når	det	udløber?	Altså	pointen.	Hvordan	har	i	det	med	det?		

Ghita:	Når	de	udløber?	

ML:	Ja,	nogle	pointen	holder	i	5	år	eller	sådan	noget.	

Ghita:	5	år,	det	er	godt.	

Gro:	Ja,	ja,	det	skal	bare	ikke	være	et	år…	

Ghita:	Nej,	det	skal	være	et	par	år.	

Camilla:	Især	når	det	er	du	skal	bruge	så	mange	point	på	en	rejse	eller	et	eller	andet,	så	må	du	

gerne	have	dem	et	par	år	så	du	kan	nå	at	spare	op.		

Ghita:…Specielt	når	man	er	ung,	og	ikke	flyver	så	meget.	

ML:	Hvis	vi	fortsætter	på	ideen	med	loyalitetsprogram	for	unge,	hvad	vil	så	være	vigtigt	for	jer,	for	

det	med	lounge	og	mad	var	bare	mine	forslag.	

Camilla:	Jamen	jeg	tænker	det	kunne	også	være	fedt	hvis	man	fik	ekstra	point	eller	et	eller	andet,	

fordi	man	rejste	i	julen	eller	et	eller	andet,	alt	så	hvis	der	var	nogle	tider	hvor	man	tjente	mere.	

Ghita:	Altså	får	flere	point?	

Camilla:	Ja,	får	flere	point.	

Ghita:	Det	kan	være	hvis	man	rejser	her	i	december	måned	så	får	man	f.eks.	40	%	ekstra	point.	
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Gro:	Ja,	men	der	er	bare	rigtigt	mange	der	rejser	i	f.eks.	i	julen,	eller	det	tror	jeg	i	hvert	fald.	

Ghita:	Det	kan	også	være	en	anden	måned.	Altså	jeg	tænker	helt	sikkert	at	jeg	falder	for	sådan	

nogle	tilbud	der.		

Gro:	Jamen	det	vil	jeg	da	også	altså.	

Ghita:	jeg	vil	arrangere	en	tur,	altså	f.eks.	en	lille	hyggetur	til	Tyskland	for	at	besøge	en	veninden	

eller	sådan	noget	ikke…	

Gro:	Præcis…	

Camilla:	Det	kan	godt	være	en	weekendtur	eller	sådan	noget	ikke…	

Ghita:	Ja,	ja.	Måske	så	vil	jeg	100	%	gøre	det.	

Gro:	Ja	hvor	det	er	sådan	noget	med	at	man	får	10.000	point	for	at	rejse	i	januar	yes.	

Ghita:	Okay,	så	køber	jeg	mit	eget	fly	ha	ha		

ML:	Men	er	det	point	i	vil	have?	Det	kan	også	være	andre	ting	det	behøver	jo	ikke	lige	være	point	

eller	har	i	det	fint	nok	med	at	tjene	point	og	det	er	den	måde	man	bruger?	

Gro:	Jeg	synes	egentligt	at	det	er	okay	med	point,	men	altså	man	skal	bare	være	sikker	på	hvad	

man	kan	få	for	de	point.		

ML:	Okay,	så	i	stedet	for	f.eks.	mit	forslag	med	at	man	rejser	et	fire	gange	tur/retur	så	får	man	et	

eller	andet	ekstra,	så	kommer	man	op	på	det	næste	trin,	så	vil	i	egentlig	hellere	have	point.	

Ghita:	Er	det	med	kort?	

ML:	Ja,	du	får	et	kort	stadigvæk	men	du	får	så	lad	os	sige	du	får	guldkortet	når	du	har	fløjet	6	

gange	f.eks.	vil	det	være	bedre	for	jer,	eller	vil	i	sige	jamen	det	skal	mere	være	med	at	man	har	

10.000	eller	50.000	point.	

Gro:	Jeg	vil	sige	at	begge	dele	vil	kunne	fungere.	Altså	hvis	det	fungerede	godt	begge	dele	så	vil	jeg	

egentlig	sige….	

Ghita:	...	sige	ja	tak	

Camilla:	Altså	jeg	ved	ikke,	jeg	tænker	sådan	lidt	jeg	synes	det	er	lige	meget	om	det	hedder	sølv	

eller	guld,	altså	hvis	jeg	stadigvæk	kan	få	de	samme	fordele.	Jeg	ved	godt	at	så	får	man	måske	lidt	

mere	hvis	man	er	guldmedlem	men	hvis	jeg	stadigvæk	kan	få	gode	ting	for	sølvkortet	så	er	jeg	da	

ligeglad	med	om	det	hedder	det	ene	eller	det	andet,	det	i	hvert	fald	det	jeg	tænker.	

Ghita:	Men	hvis	nu	det	er	sådan	noget	med…	hvis	nu	man	har	bronzekort	så	kan	man	komme	i	fast	

track	okay	det	vil	man	gerne,	hvis	man	nu	har	sølvkort	så	kan	man	komme	i	lounge	uhh	det	vil	man	
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gerne	ikke,	så	hvis	nu	man	har	guldkort	så	kan	man	skippe	alle	kø’er	eller	et	eller	andet,	ej	men	

hvis	det	bliver	bygget	op,	så	vil	jeg	100	%	gå	efter	og	få	et	bedre	kort.		

Gro:	Man	kan	allerede	bare	se	at	du	kigger	efter	det	næste	kort.		

ML:	Hvad	så	med	f.eks.	samarbejdspartnere?	F.eks.	Eurobonus	arbejder	sammen	med	mange	

andre	virksomheder	så	det	ikke	kun	er	flyrelateret	du	kan	bruge	dine	point	på,	du	kan	også	bruge	

dem	til	at	købe	vaser	og	alt	muligt	andet	eller	et	håndklæde,	er	det	noget	der	tiltaler	jer	eller	vil	i	

sige	de	goder	jeg	kan	få	fra	et	loyalitetsprogram	det	skal	helts	være	flyrelateret	eller	hvad?	

Gro:	Ja,	jeg	tænker	sådan	lidt,	jeg	tror	ikke	jeg	vil	bruge	det	til	f.eks.	håndklæder	eller	et	eller	andet	

men	hvis	det	var	sådan	lidt	tilknyttet	f.eks.	restauranter	i	den	by	du	lige	er	rejst	til	også	får	du	10	%	

rabat	eller	et	eller	andet,	så	vil	det	egentligt	være	meget	fedt	og	så	kunne	man	lige	sige	uhh	jeg	

har	lige	tjent	nogle	point	ved	at	rejse	og	spare	10	%	rabat	eller	et	eller	andet	på	den	her	restaurant	

det	vil	jeg	egentlig	hellere	have	end	hvis	det	var	10	%	på	et	håndklæde	yes…	

Ghita:	Jeg	er	typen	der	tænker	hov	nu	har	jeg	fået	øh	nu	kan	jeg	få	10	%	så	skal	jeg	da	lige	ud	og	

købe	et	håndklæde,	jeg	vil	hellere	i	lufthavnen,	meget	hellere…	

ML:	Okay,	så	det	skal	helst	være	flyrelateret…	

Ghita:	Ja,	jeg	vil	ikke	tage	ud	på	grund	af	at	jeg	har	fået	sådan	et	tilbud.	

Camilla:	Nej	altså	jeg	ved	også	at	Matas	har	også	klub	M	partners	eller	hvad	det	nu	er	de	hedder	

og	altså	kan	man	få	point	hvis	man	køber	noget	i	Matas	så	kan	du	få	point	stadigvæk	i	en	eller	

anden	virksomhed,	men	jeg	glemmer	det	hver	gang	altså…	

Ghita:	Ja,	jeg	glemmer	det	også	

Camilla:	Altså	jeg	tænker	når	jeg	får	point	i	Matas,	så	er	det	der	jer	får	det	til,	så	skal	jeg	ikke	ned	i	

Imerco	og	købe	et	eller	andet	fordi	nu	har	jeg	point.		

ML:	Altså	du	mener	at	det	er	sådan	noget	med	at	man	virkelig	skal	gøre	opmærksom	på	at	de	er	

en	del	af	det	her…	

Camilla:	ja,	ja.	

ML:	Hvis	vi	så	siger	at	i	ankommer	til	der	hvor	i	nu	skal	hen,	vi	siger	Thailand,	og	de	så	har	

samarbejdspartner	med	f.eks.	dykkerskoler	eller	et	eller	andet,	hvor	det	så	er,	det	er	ikke	pointen	i	

får	men	i	får	så	lov	til	at	få	50	%	på	de	forskellige	aktiviteter	der	er,	vil	det	være	noget	der	kan	

rykke?	
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Gro:	Ja,	det	var	lidt	det	jeg	var	inde	på	med	f.eks.	restauranter	eller	et	eller	andet	dernede,	men	

det	skulle	jo	så	være	noget	der	som	var	det	der	sted	selvfølgelig	hvor	man	rejste	hen,	men	det	vil	

jeg	synes	egentlig	kunne	være	meget	fedt	hvis	der	var.	Okay,	nu	har	vi	lige	brugt	den	her	rejse	eller	

nu	har	vi	lige	købt	den	her	rejse,	du	gav	måske	lidt	eller	du	er	medlem	og	det	har	du	været	måske	i	

et		stykke	tid,	så	nu	kan	du	få	lidt	rabatter	nogle	steder	men	det	skulle	altså	blive	vist	eller	skrevet,	

ellers	glemmer	man	det	jo.		

Ghita:	Jeg	tænker	at	øhh	det	vil	helt	klart	være	fedt,	men	hvis	nu	de	deler	brochure	ud	i	flyet.	Hvis	

nu	alle	skulle	ned	til	en	eller	anden	bestemt	by,	Rom	eller	sådan	noget,	eller	Phuket,	så	hvis	man	

får	en	brochure	over	at	her	kan	du	scuba	dive	med	så	mange	%	og	her	kan	du	tage	ud	og	det	ene	

og	det	andet,	så	har	man	en	brochure	og	man	har	noget	håndgribeligt	og	tænke	over…	Det	skal	

være	noget	håndgribeligt	

Gro:	Ja,	eller	en	e-mail	eller	et	eller	andet.		

Camilla:	Jeg	tænker	bare,	netop	sådan	en	ferie	til	Thailand	der	har	man	bare	allerede	tit	planlagt	

hvad	man	skal	se,	altså	hvor	man	skal	spise	eller	et	eller	andet,	hvad	man	skal	lave	af	aktiviteter	så	

det	måske	ikke	lige	det	man	har	brug	for	de	der	point	du	kan	spare	på	bestemte	restauranter	eller	

et	eller	andet	andet,	det	kan	også	være	at	du	ikke	kan	lide	at	dykke,	hvorfor	så	få	10	%	på	et	

dykkerkursus,	det	kan	du	alligevel	ikke	bruge	til	noget…	

Ghita:	Altså	det	skal	være	en	brochurer	med	mange	muligheder,	så	man	kan	vælge…	

Gro:	Ja,	men	også	bare	ja	undskyld	men,	jeg	er	bare	sådan	en	der	godt	kan	lide…	Jeg	plejer	ikke	at	

sådan	planlægge	så	tit…	

Ghita:	Jeg	planlægger	heller	ikke	en	skid	haha…	

Gro:	Nej,	nej	præcis…	Det	er	fedt	at	bare	komme	hen	til	et	land	og	bare	sige	nu	skal	jeg	ud	og	

opleve	noget…det	synes	jeg	jo	er	skide	sjovt	og	hvis	jeg	så	fik	sådan	en	brochure	hvor	der	var	

sådan	noget	bliv	dykker	så…	eller	en	brochuer	med	masser	af	ting,	f.eks.	en	eller	anden	forstilling	

til	halv	pris	nice,	dykker	ting	yes,	altså	sådan…	

Ghita:	Vil	du	på	museum	eller	ud	og	scuba	dive…	

Camilla:	Der	er	jeg	så	nok	planlæggeren	kan	jeg	så	godt	hører.	

Ghita:	Ja,	hahah		

Gro:	Ja,	sådan	er	det	jo…	men	altså	så	kan	det	jo	godt	være	at	du	er	sådan,	hvis	du	nu	havde	

planlagt	hvilken	restaurant	og	sådan	noget	så	kunne	det	også	være	at	du	kiggede	i	brochuren	og	
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sagde	hovsa	sovsa	der	er	det,	den	restatuarant	kan	jeg	spare	20	%	på	eller	sådan	noget,	det	ville	jo	

også	være	super.		

ML:	så	kommer	det	vigtige	spørgsmål	jo.	Hvis	vi	siger	at	de	[flyselskaberne]	laver	en,	det	virker	

som	om	i	er	meget	game	på	den	her	ide	om	at	lave	et	ungdoms	ordning…	

Alle:	Ja.	

ML:…	Vil	i	så	mene	at	i	vil	bruge	SAS,	Lufthansa	eller	et	af	de	store	selskaber	mere?	Eller	vil	i	

stadigvæk	gå	ret	meget	efter	prisen,	da	i	har	sagt	at	det	er	det	vigtigste	for	jer	når	i	vælger	

billetter?	

Ghita:	Hmmm	jeg	vil,	hvis	jeg	kan	bygge	point	op	så	vil	jeg	betale	200-300	kr	mere	for	en	flybillet.		

Camilla:	Ja,	for	du	spare	alligevel	også	nogle	penge	i	den	anden	ende,	altså	hvis	du	får	procenter	

på	noget	eller	bliver	opgraderet	til	businessclass	eller	et	eller	andet.	

Ghita:	100	%,	så	vil	jeg	hellere	vælge	noget	der	er	en	lille	smule	dyrere	altså	selvfølgelig	ikke	2000	

kr	dyrere	vel,	men	afhængig	af	rejsen	selvfølgelig,	hvis	det	er	en	tur	til	Thailand	så	er	det	jo	dyrere	

billetter,	hvis	nu	jeg	kan	komme	derned	med	et	eller	andet	lorteselskab	for	3.000,	4.000	eller	

sådan	noget	og	for	5.000	med	et	godt	selskab	så	vil	jeg	nok	[tænke	pause]	ej	så	vil	jeg	nok	vælge	

det	gode.	

Gro:	Ja,	500	kr	forskel…	

Ghita:	Ja,	500	–	1.000	kr.	Forskel	det	vil	jeg	nok	godt	kunne	overkomme,	men	ikke	mere	end	det.	I	

hvert	fald	ikke	mere	end	1.000.		

Gro:	Ja,	altså	hvis	jeg	vidste	at	det	heller	ikke	tog	lang	tid	at	opbygge	de	der	point…	

Ghita:	Ja…	

Gro:	hvis	jeg	kunne	se	sådan	på	det,	altså	okay	jeg	får	ikke	rigtigt	noget	ud	af	at	tage	3	turer	med	

det	flyselskab,	at	jeg	ikke	rigtigt	får	noget	ud	af	det	der,	så	vil	jeg	nok	gå	efter	stadigvæk	det	billige.	

Det	vil	jeg.	Men	hvis	man	nu	kunne	se	okay,	man	får	faktisk,	efter	3	turer,	så	får	man	faktisk	

allerede	nogle	fordele	der.	Altså	jeg	siger	bare	sådan	lidt	at	hvis	det	kun	var	sådan	efter	10	turer	

okay	der	var	en	fordel,	så	vil	jeg	tænke…	

Ghita:	Not	worth	it	

Gro:		Ja,	præcis.		

Camilla:	Præcis	det	samme.		
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ML:	Hvad	så	med	de	korte	turer	f.eks.	det	jo	nok	dem	man	primært	vil	rejse	på	da	de	som	regel	er	

de	billige.	

Ghita:	Men	der	er	vel	nok	heller	ikke	så	stor	prisforskel.	

Gro:	Jo	der	er,	man	kan	komme	til	London	for	200	eller	sådan	noget	med	Ryanair	og	400	med	SAS	

for	mig	er	det	en	stor	forskel.	Og	hvis	jeg	fik	at	vide	at	f.eks.	nu	vil	jeg	tage	f.eks.	Ryanair,	for	200	

mod	450	med	SAS,	så	vil	jeg	tage	Ryanair,	for	så	tænker	jeg	så	kan	jeg	da	lige	bruge	de	andre	på	en	

lækker	middag.	Men	hvis	det	var	at	jeg	vidste	med	f.eks.	SAS,	og	som	jeg	sagde	før	så	vil	jeg	da	

gerne	ofre	måske	lige	de	der	200	kr	ekstra,	hvis	jeg	vidste	okay	snart	kan	jeg	få	noget	ud	af	det.	

Men	hvis	det	var,	ja	som	jeg	også	sagde	før	10	turer	til	før	jeg	fik	bare	en	lille	smule	ud	af	det	så	vil	

jeg	sige	fuck	det.	

Ghita:	Ja.	Altså	eksemplevis	har	jeg	fløjet	frem	og	tilbage	til	Canada	da	jeg	gerne	vil	tilbage	og	

besøge	nogle	venner,	og	der	har	jeg	siddet	og	kigget	på	Momondo	et	par	gange	for	det	er	da	

meget	hyggeligt	lige	at	kigge,	og	jeg	vil	100	%	hellere	vælge	Air	Canada	end	British	Airways	eller	

SAS	som	også	flyver	der	til	og,	så	i	stedet	for	at	sidde	og	kigge	priser	så	går	jeg	bare	hen	og	vælger	

kun	at	få	Air	Canada	fordi	jeg	bare	er	så	stor	fan	ikke,	og	de	koster	så	lidt	mere,	men	til	gengæld	

har	de	hurtigere	tider	man	kan	komme	til	og	jeg	ved	det	er	bedre	service,	så	vil	jeg	heler	betale	det	

ekstra.	

ML:	Jamen,	så	siger	jeg	tusind	tak	fordi	i	gad	komme	og	være	med	og	mange	tak	for	hjælpen.	
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	 Vigtigst	 Minds	vigtigst	

Kort	distance	 Lang	distance	 Kort	distance	 Lang	distance	

Pris	 1	 1	 	 	

Afrejse	tidspunkt	 3	 4	 	 	

Længde	på	rejse	 	 	 	 	

Direkte/mellemlandinger	 2	 3	 	 	

Lufthavnen	man	lander	i	 	 	 5	 5	

Bagage	 	 	 	 	

Booking	system	 5	 	 	 	

Komfort	 	 2	 	 	

Loyalitetsprogram	 	 	 1	 1	

Fast	track	ved	

sikkerhedskontrol	

	 	 3	 3	

Hurtigt	boarding	 4	 	 	 	

Wifi	ombord	 	 	 2	 2	

Mulighed	for	ombooking	 	 	 	 4	

Service	ombord	f.eks.	mad	 	 5	 4	 	

Andet:	 	 	 	 	

Andet:	 	 	 	 	
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Appendix	22:	Structure	of	a	‘new’	FFP	

	

	 Basic	 Silver	 Gold	

Wi-Fi	on-board	 *	 *	 *	

Discount	on	food	and	beverages	 *	 *	 *	

Information	through	app	 *	 *	 *	

Additional	luggage	 	 *	 *	

Priority	check-in	 	 *	 *	

Priority	barding	 	 *	 *	

Discount	on	adventurers	at	destination		 	 *	 *	

Lounge	access	 	 	 *	

Upgrade	to	better	class	 	 	 *	

Fast	track	at	security	 	 	 *	
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Appendix	23:	Customized	FFP	

	

Group	3
•Lounge	access
•Seat	reservation
•Baggage	allowance

Group	2
•Upgrade	to	better	class
•Fast	track	at	security
•Food	and	beverage	on-
board

Group	1
•Priority	Check-in
•Priority	Boarding
•Wi-Fi	on-board


