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Loyalty begins with the right data 
Customer data is already being collected and stored by 

airlines from various sources. However, it is sometimes 

a long, slow process for marketers to access this data 

as it is stored in different silos - making it extremely 

difficult for an airline to have a complete picture of 

each customer. 

Creating a campaign or sending out offers to 

customers can take weeks, wasting valuable time 

to connect at the moment of impact, and when a 

campaign is finally delivered it still may not be unique 

to each customer’s preferences. With SessionM, 

data is ingested, filtered and enriched from sources 

where airlines are already collecting data - EDW, CRM, 

customer contact forms, customer service, kiosk input, 

etc. - to provide a near-real-time view of customer 

interactions.

Giving passengers the power
As a result of unified data, airlines can power more 

granular and successful customer engagement. For 

example, knowing a customer’s travel history can help 

flight attendants provide a better experience. If you 

know you have a 3 million-miler on your flight and 
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Airlines have been providing loyalty 
programs for travelers for years. 
However, loyalty programs rarely 
expose any true appreciation for 
customer loyalty, with generic one-size-
fits all offers that demonstrate they 
don’t truly understand their customers. 
In fact, according to eMarketer, only 
39% of airline passengers are happy 
with their loyalty program, leaving a lot 
of room for improvement.  

know she prefers white wine, you can be ready to 

greet her with her preferred varietal. 

On the other hand, if you know another customer lost 

his baggage with your airline last time he flew, greet 

him with an apology and a personalized offer. With 

so much competition, airlines need to stand out to 

customers and show that even on a busy flight, they 

are appreciated.

According to a Deloitte report, only 40 percent of 

business travelers fly at least three quarters of their air 

miles on their self-identified preferred airline—another 

sign that airlines have failed to fully engage, or win 

consistent customer loyalty. If a customer has a bad 

experience flying for work travel, she may choose to 

book her vacation travel elsewhere - resulting in a 

greater missed opportunity when she books the travel 

for her entire family as well. When airlines have the 

ability to prevent or mend bad experiences in real time 

they can go the distance on their customer’s future 

plans.

Upgrade your loyalty program 
with unified customer data
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Enriched, calculated data for 
personalization
Customer data models are used to provide key 

indicators for airlines looking to set up a promotion; 

historical metrics like frequency, recency and spend 

are calculated and visible on each profile, and can 

be used as part of a segment to target offers. For 

example, if you have a customer who flies twice a 

year to Florida, entice him to fly more frequently by 

sending him exclusive deals on flights to Florida. If 

a customer hasn’t flown with you recently, send a 

special campaign to her to prevent churn. 

These metrics also provide insight into a forward looking metric, customer lifetime value, which projects the revenue 

each customer may spend with your brand over his or her lifetime. This can help airlines not only pay special attention 

to customers who have a high lifetime value, so they are rewarded appropriately, but also identify which customers 

may need a reminder to fly. 

Customers want more than just miles
Loyalty programs can actually be valuable revenue drivers for airlines, and a great way to build a personalized 

connection with customers to keep them coming back. But a loyalty strategy needs to be executed properly with the 

right messages and offered at the moment of impact. An effective loyalty program cannot even begin if customer 

data is separated into disparate silos in different formats with no clear way of knowing preferences, history, or even 

complete attributes. A complete and operational profile for each customer is necessary to deliver offers that show 

customers you know them and proving their loyalty means something to your airline. 

SessionM combines data and engagement capabilities for major airlines to create 

a powerful loyalty strategy to prevent churn, and increase brand loyalty. When 

consumers feel known and valued by their preferred carrier, all skies are friendly skies. 


