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Introduction to EthosConsultancy

Ethos Consultancy is a global organisation based in Dubai and Abu Dhabi specialising in delivering
exOSt £ SYyO0OS Ay OdzalG2YSNI aSNWAOS (Kdza AYLINRGAYy3I (KS
intent is to ensure its clients not only meet, but exceeds their customerQ expectations each and every

time they come in contact with its brand.

Customer service today is not an option - it is one of the most important key factors differentiating

business performance and success betweenO2 YLISG A (1 2 NA ® 9 (i tke2ndpl@medtBidndfA OSa Ay
customer service standards, consultancy and training, online feedback solutions, customer and

employee satisfaction surveys, mystery shopping, as well as a range of benchmarking services relating to

customer service quality.

Ethos has many years of benchmarking experience both regionally and internationally. Five years ago
Ethos released their first annual customer service Bank Benchmarking Study within the region. Now five
years on, the annual release of this study has become highly anticipated amongst the UAE Banking

sector. The sixth Bank Benchmarking Study is due for release in Q3 2010.

On an international front, Ethos has been working very closely with the UAE federal and local
government providing international customer service benchmarking data. In landmark agreements,
Ethos Consultancy has secured access to international data that has become a valuable tool to
organisations in the UAE and across the Middle East. Companies in pursuit of excellence are able to

apply this benchmarking tool to establish measures of international standards on service quality.

Allof 9 (i K 2udt&n@r service solutions are customer driven and tailored to fit each organisationQ &
needs. It is crucial that every organisation ensures that the optimum level of customer service is
achieved consistently across all channels. We are proud to be the leading customer service consultants

in the Middle East.
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Introduction to the International Airline Benchmarking Study

Intensifying competition, low margins, growing customer expectations and a fast-moving turbulent
environment that can change in an instant are just some of the characteristics that airlines deal with on
a regular basis. The competitive environment in the airline industry has never been tougher or more
unforgiving. Players are one misstep away from competitive extinction; approaches and processes that

G2N)J SR Ay GKS LI ad aayLie R2yQid Odzi AG Ay G2RI&Qa

In an industry of paper-thin margins, airlines need to strive for continuous improvement on the

customer experience front. By focusing on delivering consistently high levels of customer service that
extentbeyondin-¥Ff A IKG &SNIBAOS® 90 K2a [/ 2 yitldeél fioffeye®®y Q& ay | LI
airlines commences at the first touch-point for the customer, which in this case is their website, through

to check in, queuing, boarding, in-flight service (host/hostess service, food and beverage,

entertainment, shopping) to disembarkation and baggage claim.

This airline study is not aimed at being a comprehensive analysis, but a window into the service quality
levels of airlines during one of the busiest periods of the year ¢ December and January. Customer
service benchmarking reports are crucial to sustainable excellence in service quality, and in a time of
economic uncertaintyT with customer trust eroding and purchase behaviors growing harder to
predictT mastering service quality has become even more critical to staying relevant, competitive and

profitable.

9GK2a /2yadzZ G yoeQa KFra 0SYOKYFN]J SR aS@gSy 2F (KS
inclusion included departure from either Dubai or Abu Dhabi in economy class with the flight being no
shorter than six hours. A total of 14 flight experiences were measured with all flights taking place during

the 2009/2010 Christmas and New Year period.
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Overall Placementable

Place Airline

1st Emirates Airlines
2nd Etihad Airways
3rd Swiss Air

4th British Airways
5th Virgin Atlantic
6th Air France

7th Qatar Airways

Overall Airline Performance Scores

92.3% 91.5%

71.5%
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Airline Performance; By Category
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Emirates Etihad Swiss British  Virgin Air Qatar
Category Airlines Airways  Air  Airways Atlantic France Airways
Check In/Bag Drop 80% 100% 63% 89% 85% 75% 55%
Boarding 88% 94% 69% 88% 75% 69% 63%
Plane Conditions 94% 78% | 100% 94% 50% 61% 83%
In Flight Service - Host/Hostess 100% 81% 100% 100% 100% 88% 94%
In Flight Service - Food and Beverage 100% 88% 100% 88% 56% 50% 75%
In Flight Service - Entertainment 100% 100% | 100% 56% 100% 75% 75%
In Flight Service - Shopping 100% 100% 100% 100% 100% 100% 100%
Farewell 100% 100% 100% 100% 100% 50% 100%
Baggage Pick Up 75% 100% 58% 100% 83% 75% 50%
Overall 100% 100% 100% 38% 88% 90% 60%
Overall Performance Score 92.3% 91.5% 86.6% 84.3% 79.8% 72.3% 71.5%
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Interesting Findingg Checkin/Bag DropExperience

Did you check in onlin How long did you have to wait in line to
before arriving at the check in/bag drop?
airport? 20 mins or

longer.
7%

¢

Interesting Findingg, BoardingExperience

Did your boarding gate open How long did you have to wait to board the
time? plane once boarding was announced?

No

‘7%
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Interesting Findingg, PlaneConditions

How would you rate the
cleanliness of the aero plat

How satisfied were you with the amount of
personal space provided.

Very

Dissatisfied

Dissatisfied 7%
7%

Neither
satisfied or
dissatisfied

7%

Interesting Findingg In Flight Service Host/Hostess

Did you feel your Host/Hostess did all
they could to make your flight as
comfortable as possible?
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Interesting Findingg In Flight Service Food and Beverage

Were you satisfied with the selection/choic Were you satisfied with the quality of
of food/beverage provided? food/beverage provided?

Neither

= Neither
sgtlsflgd_or satisfied or
dissatisfied dissatisfied

21%

28%

Interesting Finding< In Flight Service Entertainment

How satisfied were you with the selection of
entertainment available on your personal
entertainment system?
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Interesting Finding< In Flight Service Shopping

Were you satisfied with the selection of
products on offer within the inflight
shopping catalogue?

N/A -1 didn't
look at the
catalogue

79%

Interesting Findingg, Baggage Pick Upgxperience

How long did you have to wait for your bags to
arrive on the conveyer belt?

N/A -1 only had
carry on luggage

My bags did not
y bag 706

turn up, but | hav
them now
7%

30- 1hr
7%
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Interesting Findings, Overall Experience

Did your plane depart on time? Based on this experience would
you fly with this airline again?

Would you recommend this
airline to friends and family?

More generalfactsnot listed above:

T 100% of travellers booked their flight online on the airlines primary site
100% of travellers felt safe whilst on their flight
1 36% of travellers were greeting with their name when handing over their ticket to board

=

the aircraft

9 100% of travellers were greeted by the flight attendants with a warm and genuine
nature

9 100% of travellers were greeted by a flight attendant upon boarding and instructed you
how to get to their seat

1 86% of travellers were happy with the temperature in the cabin throughout their flight

1 71% of travellers were happy with the selection of magazines/newspapers available
during their flight.

1 14% of travellers took the time to look at the inflight shopping catalogue
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1 100% of travellers found their personal entertainment system easy to use and navigate

1 100% of travellers were thanked for flying with the airline when disembarking the
aircraft

------------------------------ End of Summary--------------------- -



