Case Name

Show You the World, Take You Home- China Airline

Theory

Moment Of Truth

Key words

Sleep time, First class, Unique flight experience

Background

China Airlines (China Airlines), founded in 1959, is a well-established airline in Taiwan,
China. According to the ranking by the global airline service rating organization
(Skytrax) in 2018, Singapore Airlines ranked the 1%, Qatar Airlines ranked 2"¢ and ANA
Japan ranked at the 3" place, but China Airlines was listed at the 35", According to the
analysis by the International Air Transport Association, many airlines carry only 10%
of their total passenger traffic in the “two classes”, but the revenue accounts for about
30% of the total revenue. Airlines will make their revenue if the occupancy of First
Class and Business Class are fully booked. Like most other airlines, it costs China
Airlines dearly to upgrade their aircrafts when facing the same issue. However, with
similar cabin layouts on the same modeled aircrafts, guests hardly feel significantly
different in cabin space. They also hope to improve food and beverage quality to attract
more passengers. However, it is hard to enhance satisfaction by stimulating taste buds
as they are not sharp enough at high altitudes.

Carlson, the former president of Scandinavian Airlines, raised the concept of “Moment
of Truth”. He believes that averagely each customer interacts with five staff members
and each time they receive service for only 15 seconds. It only brings value to the
service when guests could remember you at some “moment of truth”. For airline
services, the “moment of truth” is sleeping. Transcontinental business travel typically
takes 15 hours. If the airline creates a comfortable environment where passengers can
sleep soundly during this critical time, they will choose this airline again.

Marketing strategy

A ceremonial sleeping experience is the key to the product design. The “Infinite
Honorable Luxury Business Class” on the aircraft 777-300R of China Air is introduced.
The seat, can be flattened as a bed, is 78 inches (198cm) in length and reclines 180
degrees. When passengers aboard the aircraft, flight attendants will recline the back of
seat according to the guests' preference and make their “beds” with top-quality silk
sheets and pure white goose-down duvet imported from Northern Europe. In the 1st
class cabin the tablecloth with an ancient Chinese landscape pattern covers the tables
and a Song Dynasty Ruyao Aoi-Kou ceramic plate is part of the chinaware. It seems
like a landscape painting to guests when they are served their meals. Guests would take
photos and share this unique experience on social media. Thus, it achieves the purpose
of brand promotion.

Outcomes

1.Since October 2014, the cabin designs of the new aircraft 777-300ER in China
Airlines won the award of “the Best Business/First Class" by Onboard Hospitality
Awards magazine. The Design Air, an international aviation review website, ranked
China Airlines the second place of the world's best airlines, and the Best Business Class



and Economy Class.

2.1t cost China Airlines RMB 10 million for the brand upgrading project. However,
according to the company's financial report, the company turned its net profit into profit
with a 5% revenue increase from 2013 to 2015.

Implications & Challenges

Usually, frequent flyers apply first class as redemptions or free upgrades. The first-class
promotion was primarily used for marketing purposes. However, with changing travel
policies in corporate and government, the first-class passengers are declining. United
Airlines has eliminated first class on its long-haul routes. As an airline, is it possible to
abandon the market of first-class cabins to meet the market needs? Why?
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