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"The US airline industry is enjoying a nearly
unprecedented stretch of success, with 2015 profits nearly

triple those of 2014."
- Fiona O'Donnell, Director – Multicultural,

Lifestyles, Travel and Leisure

This report looks at the following areas:

• Lowest price wins – Passengers making their selection based on cost
• Where's the loyalty?
• The hassles of flying may outweigh the convenience
• Does customer service even matter?

The US airline industry is enjoying a nearly unprecedented stretch of success, with 2015 profits nearly
triple those of 2014. Low fuel prices and relatively strong demand indicate that 2016 will show similar
results. The share of Americans taking to the skies has remained unchanged for the past five years,
even as passenger counts hit new record highs. This means that a smaller, select group of travelers are
flying with greater frequency. Despite industry consolidation, competition for these frequent flyers
continues to heat up as major carriers develop new services and restructure loyalty programs to benefit
these top-tier flyers.
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Figure 41: Factors impacting airline selection, March 2016
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Beyond lower price and schedule, other factors add only incremental reach
Figure 42: TURF Analysis – Factors impacting airline selection, March 2016
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Higher-rated carriers garner greater positive sentiment
Figure 48: Perceptions of US airlines, by airline, March 2016
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Figure 53: Passenger booking and flying behaviors, March 2016

Generation, income, flying frequency impact booking, flying behaviors
Figure 54: Passenger booking behaviors, by key demographics, March 2016
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Figure 57: Passenger purchasing interests, March 2016

Business and Ultra flyers more likely to purchase add-ons
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Flying becoming more of a hassle, but most people still like it
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Frequent flyers have a more positive attitude
Figure 61: Attitudes toward the flying experience – Any agree, by flyer segments, March 2016

Millennials like flying, feel that the experience has improved
Figure 62: Attitudes toward the flying experience – Any agree, by generation, March 2016

Hispanics are ready for take-off
Figure 63: Attitudes toward the flying experience – Any agree, by Hispanic origin, March 2016

Mixed results, overall, for desiring in-flight connectivity
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Figure 64: Attitudes toward technology, March 2016

Even the most frequent flyers are ambivalent toward in-flight WiFi
Figure 65: Attitudes toward technology – Any agree, by flyer segments, March 2016

Millennials want in-flight streaming, internet, to avoid airline personnel
Figure 66: Attitudes toward technology – Any agree, by generation, March 2016

Hispanics would like to stream entertainment in-flight
Figure 67: Attitudes toward technology – Any agree, by Hispanic origin, March 2016

Majority feel that loyalty programs benefit only the most frequent flyers
Figure 68: Attitudes toward loyalty and differentiation, March 2016

Ultra flyers more skeptical of loyalty program value
Figure 69: Attitudes toward loyalty and differentiation, by flyer segments, March 2016
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Figure 70: Attitudes toward loyalty and differentiation, by generation, March 2016
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Figure 82: US airline other revenue and forecast, at inflation-adjusted prices, 2011-21
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