Finnair in a nutshell ,
7

Economic figures
v Turnover 1,6 MEUR
v Personnel 11 462
v Profit 1999/00 50 MEUR
v 7,7 million passengers, of which
2,9 domestic
v 2% IT spending

VEIVES

2 v Customer based

v Honesty

< v Sense of responsibility
v Justice

v Respect of others

g
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Electronic channels
Development phases

&

Visibility

"Home page”

Company presentation
Contact information
E-mail

Brochure

Intranet development
Finnair site available
1995 - 96

Marketing
"More information”

Product information
Services pamphlets
Press releases
Campaign information
Services for loyal
customers

Added value

Finnair on-line schedule
information

1997

E-commerce
"Orders”

Price lists
Exchange of
information
Order entry
Availability
Reports

Business

Finnair on-line booking

Finnair Extranet on-line
booking 1998 -
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Finnair, Basic thinking

Today competition is based on business concepts

rather than on products

Internet allows personalised services

The customers choose their contact channel and expect
service 24 hours

Finnair's goal is dominance on the home market

Collaboration is one success factor

Global coverage is achieved through oneworld alliance.

Skilled and motivated personnel enables fast development
and best service
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Finnair Internet Strategy

> > > >

Interviews

by CEO

Initiated by Commercial Automation
Goal for the project
Agreed with our Partner to conduct the work

10/98
10/98
11/98
11/98

- Vice-Presidents to Client Manager and customers
A ISM meetings/workshops

Sales, Relationship Marketing, Customer
Service,Telephone sales, Marketing,

A Steering Group meetings
A Presentation to CEO
A Business case study with recommendation and approval

11-12/98

01-02/99

02/99

04/99
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Today

Sales and services
process
Direct links to
customers

Bypass others in the
value chain

Develop and deliver
new services
Become a do t
player in the electronic

nel

Internet solution design,
development and
deployment

Customer data
management

v
v
v

Fragmented
Several stand alone solutions
Overall development is not coordinated

<

Several processes
No coordination between different channels

NN

Mainly information focus
No targeted offerings
No sensitivity to user profiles (excl. Finnair Plus)

<

Channel strategy does not include the Internet

v

Service delivery is not coordinated between
channels

The market is open

Finnair does not play a major role on the
home market

Cooperation with Oneworld is limited

Limited resources and knowledge
Ownership spread in the organization

Customer data is spread in many systems
Many data standards in use
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From Today to the Target Environment

_
v Fragmented v One strategy for Finnair
Internet presence v Several stand alone solutions v Common feel and touch
v Overall development is not coordinated 1 2 [ v Centralized development
. < + One travel process across all channels
Sales and services v Several processes - v Different customer types are identified and the
process + No coordination between different channels o content and offering are tailored to their profile across
all channels
Direct links to v Mainly information focus 2 v User sensitive and dynamic services and offerings
i v No targeted offerings o v The degree of self service is high
CESIONEIS v No sensitivity to user profiles (excl. Finnair Plus) _ v Sticky relationships - long term competitive advantage
L v Internet is an integrated part of Finnair's channel
Bypass others in the ) < strategy ) )
yp I i v Channel strategy does not include the Internet = v Finnair offers electronic services to selected user
value chain groups (travel agents, Corporate key clients, service
=z providers)
Develop and deliver v Service delivery is not coordinated between . + New services are developed for Internet
new services channels = v Most services are available on the Internet
Become a dominant / The market is open u + Finnair is the dominant player on the home market
I in the el : v Finnair does not play a major role on the - L .
player lnﬁ € € leC"OWC home market a v Finnair is successfully benefiting from Oneworld
G v Cooperation with Oneworld is limited solutions
=
lmecggsteisoo'%g:t g‘;sd'g”v v Limited resources and knowledge - v Centralized ownership and coordinated development
deployment v Ownership spread in the organization v Own development resources
Istomer data v Customer data is spread in many systems v One customer data base for marketing, sales and
management v Many data standards in use L service delivery
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Finnair and Internet

Drivers for change

v There are significant threats to Finnair both within and from
outside the traditional travel industry.

v New technological possibilities enable the development and
delivery of new services at a considerably lower cost level.

v Define and develop one process that
is supported across all channels first
for Finnair Plus members and then
gradually to all customer segments.

v There should be one Finnair Internet
strategy with customized views and
services with access control to selected

USErs. v Primary focus should be on enabling

self service capabilities to enhance

+ Finnair should deploy an aggressive the service level and to lower cost.

home market strategy to capture all

travel related traffic into the Finnair site. 7 Vo aEemnes dEm avelkEnhE

across all channels in one customer
data base.
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Current Online Applications

2 computer
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d'g'TV internet o
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textTV. —— —
D mobile

|
| finnair.fi |

@ Plus OnI|ne

Akkllahto
OnI|ne
database
Subsidiary Reservation Credit ARE, e Ticket office,
reservation eTicket companies, Inventory database, Check-in
Banks.. FinnairPlus
iikekumppani

MARS
FII7[7HIR
Selecting an Appropriate Contract
High Preferred Preferred
Degree of Supplier Contractor
technological
integration
Contract out
Low
Low High
Degr ee of technological maturity

Source: Lacity, Willcocks, Feeny =
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Finnair” s Partners

Amadeus

TietoEnator

New Media Companies

competence

Helsinki University
of Technology

School of economics
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E-commerce & Customer Service Applications

To secure Finnair’s visibility in different distribution channels world-wide,
including utilisation of new technological capabilities
To develop customer service applications, in order to provide seamless
Goal travelling experiences to our customers
To manage, develop and co-ordinate ulilisation of automation
within Commercial and Marketing Divisions
Tasks
CRS S
Revenue Business Distribution New ST IIHLENE Customer
L & & ;
Mangement Support & Distribution Pricing Aopl Special Service
Deparment for RM RM Technology 9 AppL. pe Applications
Development Projects
development
Z

e

Organisation

i i et |
Knowledge, skills and attitude FINNamnr .




Task Descriptions

Internet strategy

Internet based product and process innovations
Internet partnerships and IT co-ordination
Oneworld co-ordination

World-wide online visibility

Development project management
Development priorities  (Task Force)

Home and hostile market co-ordination

> > > > > > > > >

External and Internal communication
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Online products

A S . MultiFLYe
e Bélsljnesséﬂass « Account clients (billing)
0 Drel itcar be included - Electronic serial ticket
* D-class to be include « To expand to Scandinavia

TIISTAIAAMUNA I

www.finnair.fi/akkilahdot

VAIN NETISTA. Finnair Plus -online
%7 « Sign-in required
. *To impl t d
N_ast minute product AL

bookin
» Credit card ONLINE :
» Based on ARE forecast ¥

Mobile services
* SMS and WAP

Campaign product * Timetable, arr/dep
« Credit card * MultiFLYe (booking, re-
« Summer and winter booking)

campaigns « Several projects
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Online Customer Process

SN
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Scanning | Planning ) Purchasing / Before fligh Arrival
(
(B an
-~
-gustobmlie -online payment epersonal seat
we snle «payment with F+ personal meal
og;ef‘rasrona mileage points
*personal - taxi waiting
preorder offer «luggage
«call center status info

ready at the
desk

ereservations visible

eeasy changes

*schedule changes
at the airport

*personal seat and
gate data

«self service check-
in

«flight
suggestions,
availability

«destination data.

«details available,
easy to compare

*maps

\l

Staying After trip

>

*room
waiting

erental car
waiting

concert
tickets

*mileage
points
visible

eonline
feedback

epreordered
breakfast
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Mobile Extension to Customer Process

Al ,W;Jﬁ
\J "
\ N\ \ \ \ \
Scanning | Planning ) Purchasing / Before fligh Arrival
{
(B = al
(]

edata

equeue status

«flight suggestion
and acceptance

*payment with F+
mileage points

connections
allow working

*personal
offer

*luggage

status info to
the phone

ereservations visible

eschedule changes
to the phone

*personal seat and
gate data

«flight schedules

«availability

\

Staying After trip

>

*paying by
phone

*mileage
point status

to the
phone
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