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About Jay Sorensen,Writer of the  Yearbook

Jay Sorensend6s research and reports have mad

programs and the ancillary revenue movement. He is a regular keynote speaker at the
annual MEGA Event, spoke at IATA PagserServices Symposiums in Abu Dhabi and
Singapore, and has testified to the US Congress on ancillary revenue issues. His published
works are relied upon by airline executives throughout

the world and include firsever guides on the topics of

| ancillary evenue and loyalty marketing. He was
acknowledged by his peers when he received the Airline
Industry Achievement Award at the MEGA EvenDbil 1

Mr. Sorensen is a veteran management professional with
34 years experience in product, partnership, and
marketing development. As president of the
| ldeaWorksCompany consulting firm, he has enhanced the
generation of airline revenue, started loyalty programs and
co-branded credit cards, developed products in the
Jay, with son Aleksei and daughte service _sector,_and help_ed start airlines and mtt_navel
Annika, in North Cascades Nation companies. His career includes 13 years at Midwest
Park in Washington. Airlines where he was responsible for marketing, sales,
customer service, product development, operations,
planning, financial analysis and budgeting. His favorite activities are hiking,@gvidrin
camping in US national parks with his family.

About Eric Lucas, Editor of the Yearbook

Eric Lucas is amternational travel, culture and natural history
writer and editor whose work appears in Michelin travel guides,
Alaska Airline8eyondagazingWVestwayand numerous other
publications. Founding editor Midwest Airlines Magazine js

the author of eight bookdncluding the 201Rlichelin Alaska
guide. Eric has followeahd written about the travel industry for
more than 25 years. HBveson San Juan Island, Washington,
where he grows organic garlic, apples, corn and beanshuisit
online at TrailNot4Sissies.com

Eric, at his favorite summer retreat, Steens Mountain, Oregon

Disclosure to Readers of this Yearbook

IdeaWorksCompany makes every effort to ensure the quality of the infoomati this

report. Before relying on the information, you should obtain any appropriate professional
advice relevant to your particular circumstances. IdeaWorksCompany cannot guarantee, and
assumes no legal liability or responsibility for, the accucacygncy or completeness of the
information. The views expressed in the report are the views of the author, and do not
represent the official view of CarTrawler.
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Together we can launch your
ancillary revenue.

More than 100 airlines trust CarTrawler
to offer their customers a personalised
end-to-end solution for all their car
rental and ground transfer needs.
Why? Because we simplify the way

the world travels through innovative
technologies that offer unrivalled
choice, relevance and value.

If you're interested in building
customer loyalty and increasing your
ancillary revenue opportunities across
all channels such as desktop, mobile
and app visit

www.cartrawler.com/ancillaryseries

with you all the way
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Summary of the Results

OResoluteod6 i s a word that ¢uwunwavesingfoice/knadve scr i be
as the ancillary revenue movement. Since ldeaWorksCompany began searching airline

financial documents in 2007, ancillary revenue has grown every year. Ten years ago, the top

ten airlines, as rated by total ancillary revenue, gateel $2.1 billion. For 2017, the top ten

airline total has jumped to $29.7 billion (shown in Table 1). Passenger fares may dip and
climb, but ancillary revenue has grown stead
line. This2018 CarTrawlee#rbook of Ancillary Revenue by IdeaWopasydescribes the

very best of ancillary results on the global stage, whether measured as total revenue, a

percent of revenue, or on a per passenger basis.

Table 1: Top 10 Airlines dTotal Ancillary Revenue (US dollars)

Approximate Sources of Revenue
Annual Results 8 2017 Frequent Flyd A la Carte | Travel Retail
Program | Such As Bag] Commissions
United $5,749,000,000 41% 59%
Delta $5,391,000,000 56% 44%
American $5,274,000,000 59% 41%
Southwest $3,084,10,000 79% 21%
Ryanair $2,304,748,827 None 100%
Air France/KLM * $1,971,662,916 20% 80%
Lufthansa Group * $1,947,027,128 43% S57%
Alaska Air Group $1,339,700,000 64% 36%
Air Canada $1,334,461,449 41% 59%
easyJet $1,284,402,695 None 100%
2017 carrierasults were based upon ret2mhonth financial period disclosures.
* |deaWorksCompany estimzdeed upon updated past disclosure and other sources.
Local currencies converted to US dollars at July 2017 rates of exchange.

Ancillary revenue and a la ¢arevenue are termsvhich can be easily confused. Ancillary
revenuec as defined on the next pageis not limited to fees for optional services. It also
includes other ways in which passengers generate revenue for an airline. The revenue
produced by fequent flyer programs represents a very meaningful 26 percent of the total
revenue listed in Table 1. But not for all carriers, as Ryaaal easyJet have yet to begin
offering loyalty benefits to consumers. However, theantinuingnew focus on busiess
travel strongly suggests this will someday occur.

2018 CarTrawletYearbook of Ancillary Revenue © IdeaWorksCompaoyn LLC Paged



Financial documents for 14 6 airlines were reviewed

Every year since 2007, IdeaWorksCompany searches for disclosures of financial results
which qualify as ancillary revenue for airlines all over thbeg Annual reports, investor
presentations, financial press releases, and quotes attributed to senior executives all qualify
as sources in the data collection process. Of thé aé#lines reviewed, 73 were found to

reveal financial results related to@illary revenue. This represents a nearly threefold
increase from th&3 airlines which disclosed ancillary revenue back0a?.

IdeaWorksCompany Offers a D efinition of Ancillary Revenue

Revenue beyond the sale of tickets that is generated by daaeis to passengers, or
indirectly as a part of the travel experience.

IdeaWorksCompany further defines ancillary revenue using these categories:
1) a la carte features, 2) commissibased products, drequent flyer activities,
4) miscellaneous soces such as advertisingcan
5) the a la carte components associated with a fare or product bundle.

From this list, total airline revenue and ridership data were collected to determine the top
ten airlines in overall ancillary revenue, as a percentd@empany revenue, and on a per
passenger basis. The results for the 73 disclosing aidiremdividually listed by global
region in the latter portion of thisrearboak

When ranked as a percent of total revenue, low cost carriers dominate

|t d®gacal corollary that airlines with | ow
revenueod results. Table 2 identifies the
measurement demonstrates the capacity to generate a major share of anaNanue
through a | a cart e a cdaveryeartindicater becausetit emovesl s o

the factor of global currency fluctuations.

Table 2: Top 10 Airlines dAncillary Revenue as a % of Total Revenue

Annual Results 6 2017 Notable Ancillary Revenue Activities
46.6% Spirit Begardynamic pricing of seats, bags, and bundled offerin
43.6% VivaAeroBus The Viva Credit Card was introduced.
42.4% Frontier Per passenger bag revenue jumped 50% above 2016 rg
41.6% Wizz Air Wizz Priarity option guarantees space for caron bags.
39.8% Allegiant The Allegiant World Master@rd was introduced.
34.2% \olotea Placement of a la carte in online booking path was optimij
28.5% WOW air Big seats, now called WOW Premium, added to new raific
28.2% Ryanair 50% now pay for assigned seating, up from 23% in a ye
27.7% \olaris Dynamic pricing fobags &assigned seatsosted revenue.
27.6% JeR.com Airline employs 80+ customer helpers at resort locations.
2017 carrier results andigities based upon-idnth financial period disclosures.
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Ancillary revenue as a portion of total revenue appears to have reached a ceiling of 50
percent with the top producer being Spirit a
throughout his temre as CEO of Ryanair that fares could someday be zero; consumer air

travel cost would be limited to a la carte fees and other ancillary revenue. Over time, that

objective eluded Ryanair, with otherwueirline
was approximately $110 per passenger for 2017. Of this amount, about $51 (or 46.6
percent) would qualify as -globalaildine @ achieve thisx e nu e .

high rate because the underlying passenger fares are lower for-smattmediumhaul
travel.

The other airlines in the top 10 list are similar in this regard, with one significant exception.
WOW air is a low cost airline with global reach. During 2017 its Icekmaded route

network stretched from San Francisco to Isra€lor 2018 the carrier will reach even greater
distance when it adds India. The privately held airline disclosed its results directly to
IdeaWorksCompany for inclusion in thi&arboakWOW air is obviously an ancillary

revenue powerhouse with resultsgnificantly above other loAgaul LCCs;AirAsia X and
Scoot dondot aPtgbheear in this top

The ten airlines on this list are low fare champions. These airlines have introduced vast
numbers of lower income consumers to the wonder of flight. Ewice of this stunning

public service achievement abounds. VivaAeroBus and Volaris actively compete with bus lines
in Mexico. Ryanair and Wizz Air provide anonomical lifeline for many workers in Western
Europe to visit families living iarfmer Sovietbloc countries WOW air has made headlines

in the US with $99 fares to Europe
which allow practically anyone to
become a globéopping tourist. More
traditional carriers would not embrace
this low fare mission without a
competitive push from LCCs. Anlgty R ;
revenue is the elixir that enables airline = | > A Jet2/10ii
to offer headline grabbing low fares : 2 '
while maintaining a predictable revenué
flow from the sale of optional extras.

Screen shot from the O0A I

. . . Hel per 6 YouTube video b
The right column ifable 2 lists notable P Y

2017 activities that contributed to eachcarr 6 s resul t s. The |ist in
co-branded credit cards, improved bag and assigned seating results, and-detekatined a
|l a carte fees. The most novel in the group

Jet2.com at its sun dtsations.

UK-basel Jet2.com obviously takes its holiday package business very seriously. Airline staff
are stationed at airports and resorts to help guests in every way. Arriving flights are greeted,
guests are directed to motor coaches, and concerresaddressed. At the resorts, customer
satisfaction is assessed, excursions and holiday extras are recommended and booked, and
on-property checkin is available for the return flight.

The resort checkin service was introduced in summer 2016, and wgsa@ded to more

than 180 hotels for summer 201¥ a notable achievement. This service allows Jet2holidays
customers to check in baggage at their hotel, letting them enjoy their final day, bag and hassle
free. Jet2.com is not only an ancillary revenuextpa, i t 6s al so a tot al tr

2018 CarTrawletYearbook of Ancillary Revenue © IdeaWorksCompaoyn LLC Pages



The best ancillary revenue pie includes a big slice of baggage

In the process of collecting data for thfearbogkdeaWorksCompany makes note when

details regarding the sources of ancillary revenue are identifiedsome airlines, such as Jin
Air and Spirit, disclosures from financial filings provide a rather complete picture of their
ancillary revenue. Some airlines, such as WOW air and HK Express, have chosen to directly
reveal their ancillary revenue to IdeadfksCompany for inclusion in thgearboak

IdeaWorksCompany reviews the collected data and makes a few adjustments. Throughout
the results in thisyearbogkevenue from cargo and change fees was subtracted from results
when possible. Specifically fqii®, change fees were removed from the ancillary revenue
total and not shown in the pie chart below, which presents ancillary revenue details for four
low cost carriers: HK Express, Jin Air, WOW air, and Spirit. Colors assigned to pie slices
vary, butred shading always designates baggage revenue.

Low Cost Carrier Examples

HK Express _ Jin Air
2017 Ancillary Revenue Sources 2017 Ancillary Revenue Sources
Based upon company disclosures Based upon company disclosures
Hotel, Car Other (includes
. o car, hotel,
Hire, Activities, .
holidays)
Baggag Ads 31%
67% 1%
B Ticket Relatec ]
Assigned Sea On_tlg;)aar:g Iz?ttall (includes Onbofor&()i, Sale
12% Ticktfts bundles,
4% a55|gneod seat Excess Bagga
. 51% (first bag is
Trip Insurance SPg:orgg freoe)
Other Fees A vices, 8%
13% Lounge, FF
2 ) 3%
Spirit WOW air
2017 Ancillary Revenue Sources 2017 Ancillary Revenue Sources
Based upon company disclosures Based upon company disclosures
Passenger Us Loyalty Onboard Sale! Other Activities
Fee * Program 8.3% 25.2%
33% 4%
Commission
Other Activities Based Retai
12% 0.6%
i Baggag
Assigned Sea
g11% Baggag 65.5% Advertising Solc
40% by Airline
0.4%
* Use fee (for online bookings) is consideredualify as ancillary revenue
only because it can be avoided by buying tickets at the airport.
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Red dominates three of the pie charts, which strongly indicates the importance of revenue

from baggage fees. The slice of red for Jin Air is small because the carnatgza free

checked baggage allowance. WOW air with its kagl network generates a hefty $32 per
passenger from bags, while Spirit is in excess of $20. Designing a baggage policy that delivers
maximum revenue, while balancing customer expectatiodsogerational feasibility, is a

difficult task. The challenges faced by Ryanair and Wizz Air in thgsdere covered later in

this section

Assigned seating has become a major revenue producer, with HK Express and Spirit
disclosing it provides 11to2l per cent of ancill ary revenue.
$5.45 for Spirit and $3.84 for HK Express. The range of products sold includes extra leg

room seats in the exit row and seats in the front of the cabin. Travelers have demonstrated
therdesi re to pay a premium for being earlier
perfect demonstration of the magic of ancillary revemui identifies those areas where
consumers are willing to spend more to enjoy greater comfort and conveniencs.id st

one of the tools airlines use to generate a reasonable profit for their investors.

LCCs dominate the top ten list for ancillary revenue per passenger

The top performing airlines are largely low cost carriers, with a couple of global mktwo

airlines appearing, when ancillary revenue is expressed on a per passenger basis (Table 3

below). Top producers, from various ancillary revenue sources, by global region are: WOW

air $48.87 (Europe & Russia), Spirit $50.97 (Americas), and AirAsi8X $BAsia & South
Pacific). The definition of ancillary reven
frequent flyer program and this can provide a substantial beieefglobal airlines such as

Qantas and United. For Qantas, a perennial bestgumer on this list, itsloyalty segment

achieved revenue in excess of AUD $1.5 billion (nearly $1.16 billion) for fiscal year 2017.

That s a stunning $98 per member or al most $

Table 3: Top 10 Airlines dAncillary Revenue per Pas senger

Annual Results 8 2017 Ancillary 2008 Comparison
(in US dollars) Source (in US dollars an&oincrease above 2008)

$50.97 Spirit Various $18.61 +174%
$48.87 WOW air Various Airline did not operate in 2008
$48.33 Frontier Various $3.70 +1,206%
$48.67 Allegiant Various $26.66 +83%
$43.00 JeR.com Various $19.04 +126%
$42.55 Qantas Airways FFP $15.83 +169%
$38.83 United Various $22.86 +70%
$33.12 AirAsia X Various $21.00 +58%
$32.52 HK Express Various Not available
$31.15 Wizz Air Various Notavailable

2017 and2008 carrier results were based uimonth financial period disclosures.

* |deaWorksCompany estimzdeed upon past disclosure and updated for Yearbonk
Local currencies converted to US dollars at July 2017 and Jugs20@Xcaange.
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Low cost carriers rely upon a la carte activity by aggressively seeking revenue from checked
bags, assigned seats, and extra leg room seating. The best producers focus their a la carte
effort on those leisure travelers who are willing spend more. Ryanair and easyJet have
moved to capture more business travelers
airlines have lower ancillary revenue per passenger, but this can be easily overcome by selling
more tickets to business avelers attracted by the less aggressive approach. Real revenue
gains would be enjoyed by the airline that successfully entices business travelers and gets
them to spend more while maintaining a vigorous a la carte approach.

The numbers suggest WOVdir might
be doing that. The Icelardohsed carrier WHAT'S lNCLu DED?
began to install big reclining leather
covered seats in their signature purple
color in early 2017. The airline

originally kept the amenities to a Aoribe)
minimum and just included baggage a 2 CHECKED BAGS
items off the buyon-board trolley. The sl
product was rebranded in2018as 1 CARRY-ON BAG
WOW Pl’emlum and |S Cel‘taln|y max. 56x45x25 cm/22x18x10in, 12kg/26 lbs.
designed with the business traveler in 1 PERSONAL ITEM
m|nd max, 42x32x25 cm/17x13x10in, 10kg/22 Ibs.
BIGSEAT

The flexibility sought by some business S o S e
travelers is now part of the package.

.. . CANCELLATION PROTECTION
This includes refunds in the event of a Ensures a refundIf a guest cancels a flight reservation due to
ememency and no penalty for changing B
flights (pay only the higher fare). FAST TRACK SECURITY AT KEF AIRPORT IN ICELAND
Priority boarding is added systemwide Rt TR SR SHSE SRt B
and fast track is now provided in S SE s
Iceland. All airports. Early boarding with guaranteed overhead baggage space.
The airline offers 13 gateways in the U :oNquG;om?L“lm pre-order menu o food and drink
which include smaller cities like St. Lo PR S
and Cleveland. fese connect with NO CHANGE FEE

Only pay for possible fare difference when applicable,

destinations in Europe, Israel, and soo
New Delhi. For exa_mpl_e, Newark ﬂyerg\/VOW Premium offers a-Bich pitch and can best be

can cho_ose 20 deStlnat_'onS in Europe compared to premium economy on otreatiantic carriers
along with Iceland. While WOW

Premium is not a lidlat bed, it does offer a budget friendly splurge for holideakersand a
sensible choice for business travelers who are conscious of the bottom line.

The right side of Table 3 compares 2017 results to the troublesome year of 2008. The global
airline industry was in tatters due to unprecedented jumps in the price ofithe US

alone, Aloha, ATA, Frontier, and Skybus declared bankruptcy that y&ae. Frontier Airlines

that appears under the 2017 heading is a very different operation from the failed carrier in
2008. Back then, its business model only generatedlanycievenue oft3.70per passenger.
Across the entire table, the increases demonstrate the growing importance ancillary revenue
plays in the revenue mix of these carriers.

L oFrontier to Fly amid Bankruptcy Filing ar t i cl e dat e dVallSreefJournall 2008 in the

2018 CarTrawletYearbook of Ancillary Revenue © IdeaWorksCompaoyn LLC Paged



Ryanair and Wizz Air see bag revenue decline

Getting baggage rightisabigpde f or any airline today, but i
carriers. Ryanair and Wi zz Air were known f
an economic necessity, as LCCs offer consumers the promise of low fares ... with the hope
additona revenue can be gained from bags. Both
policed6 approach and used bag sanz EBhese at gat e
efforts were rewarded with robust baggage revenue and actually had an influence sinethe

of baggage sold within Europe. Rmil bags became smaller to accommodate LCC policies.

Letds review a |little amdirloldacedr avemmnd rloivert
large carryon bags back in 20#2Around the same time, headlines were made in Europe by

a Ryanair traveler who was forced to pay more than £200 because she forgot to print

boarding passes before arriving at thepairt.> Low fare airlines, while delighting travelers

with low fares . .. were perceived as being too aggressive with some fees.

Ryanair was first to concede with CEO

to eliminate things that unnecessasly pi

peopl*Ryafnfa.idr i ni t i

Getting Betterd pr New cabin bag policy

promise to be a kinder and gentler airlin Please read before packing for your trip to Dublin.

for travelers. Baggage policies were

relaxed and a Business Plus product wz g

introduced which included fast track, Non-Priority 8y, Priority & 2 Cabin Bags
priority boarding, and flexible tickets. # 0 S . O

The hope of attracting more business
travelers has influenced LCC attitudes ,
towards customer service. While leisure
travelers are almost totally lured by low |  §& "

fares ...business travelers expect no ;

hassles and more coamience. Ryanair l § A h
has learned the benefits of becoming & ‘v F | €

more business friendly, and thas
encouragednore relaxed baggage

policies. If leisure travelers are more
satisfied as a result, thatds another happy

Ryanair tries &xplaira policy that many found difficult t
understand.

Ryanair broke with LCC tradition in September 2017 by announcing a radical approach to
baggage The image provided on this page was designed by Ryanair to better explain the
new policy after many consumers were confused by its introduction. Passenigers w
purchase Priority Boarding far5 will also get the benefit of bringing a medium sizedaall
bag weighing up t&0 kg. 2 pounds) and a small hatheld item such as a purse.

2 0Wizzair to extend hanebaggage fée ar t i c |Oetobdr2012 alBugin8ssTravellemc

S0Woman forced t ooupayRyfa2n0ald rt oThefeldgrmiéd22August2012 e i n
“0Ryanair unveils new strategy: ' Be niReeterdcamcust omer s
0Al ways Getting BeenireviewedJupe®@l® at Ryanair

® Ryanair press release daté@ Septembe2017.
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That 6ds -td-uhrned eerasstyand part of t he g¢hase Prioryy. Passe
Boarding can also bring the same two bags to the gate. However, the mediurrocewiyl

be tagged and checked at the gétiree of charge. These

passengers may only carry onboard a single smalthelad [ V-\,'[» AR ¥ [ccy (¢l

item as a purse or laptop. Conment with this, Ryanair
also lowered the price of checking a full size bag at the
counter from 035 to 025 a
kg. Twenty percent of corn
Priority Boarding fee which includes the ability to carry o
the mediumsized bag.

(D

wei gh
ay the

Wizz Air dropped its carryon bag fee in October 201%. i
JozsefVaradi, CEO of Wizz Air,commentédC h ar g i I 55 x 40 x 23 cm
cabin bags was one of the critiques we had been getting —
customers, now we are falling in line with thetrest of
i n d u’sPagssengetsiivnow be allowed to bring a
mediumsized bag as a cargn with a weight limit of 10 kg FREE
The airline said this represes 50 percent larger bag size
than the prior freeof-charge carryon limit. Purchasing
Wizz Priority allows travelers to bring a"2piece, which is
limited to a small hantield item. Pleasing your customers
may bring more traffidqut relaxing bag fee policies natura :

leads to lower baggage revenue. o b

No more fees for hand luggage

Standard size in the industry

Ryanairadmitted a st eep d erevenuendeeto '—w oo ooo~
few travelers chec kdurng its12451Z\SéﬁgZgi?gg;’égg;ﬁﬁef‘re'ﬁe e decl
July 2017 investor earnings call. This was due to the o
carrierds ongoing consumer friendly initiat:
2018 presentation reduceblaggage revenue due to the 2017 policy change. Revenue from

paid checkedn bagsdeclired from (110.10per passenger for F2017to (8.10for FY 2018

Ryanairds new policy of checki ngMichaelgs at t he
OO0 L e ar yhese dotheehts bn the new policy during the annual report Q&A on 21 May

2018:0 Dur i ng & Eeakperiodsytheredra many flights where we now have to put 100,

or 120 gate bags as free charge into the hold . .. But there is no doubt, bbackhkdeethe

cabin crew and from customers is that nobody is struggling to find space on board in the overheads
or under the seats whewgobTbhegarbroiagrdds h@F@iirrcd
the newbag policyhasact ual |l y. @one very well

l ain Wetherall, Wi zz Airdés CFO, made an al mos
Q3 FY 2018 earnings cail#ople don't want to pay for bags and the challenge the industry faces
across all markets is that essentially these aircraft arto@tablemmodatnecarryonbag per

passenger, so an A320 can probably only take aboaitry®® v er s us Wikz8Ab seat s.
hopes its new Wizz Priority product will eventuatglpto reducethe operational issues.

" Fiscal Year 2018 Ryanair Holdings PLC Earnings Video Presenizigni21 May2018

8Wizz Air press release dat&9 July2017.

0Wizz Air CEOon 1QResult8a g g age F etersscribed fromwervied dated 19 July 2017 at
Bloomberg.com.
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Ryanair and Wizz Air deserve kudés trying innovative solutions to their baggage issues.

While the revenue they generated from earlier bag policies was certainly attractive . ..

eventually consumers pushed back. Travelerslove@aamy bags and t hereds a
these should béree of charge. Both carriers disclosed a la carte revenue losses from the
relaxation of bag policiedt her eds no surprise there. The f
Ryanair and Wizz Air closer serviggise to their global network brethren, such as Biitis

Airways and Lufthansa. Perhaps these LCCs should attract more customers who were once
reluctant to fly the OoLCC way. o Capturing m
are higher yielding business travelers.

The solution these airlines mayentually identify will likely be something less exotic than

the innovations they tried. Everyday sensible pricing for checked bags with attractive online
booking discounts will reduce activity at departure gates. Subscription products and co

branded crelit cards that includehecked bag benefits encourage repeat travelers to check

rather than carry. Praleparture emad and text messaging reinforces the grayment

discount offer and reminds travelers that big caaty bags are n@o itens. Airlines slould

also build new features into their baggage hangiiingess to add value to the fees by

i mpl ementing service guarantees and tracking

Basic economy fares are a hedge against the unknown

Basic economy fas were developed by network airlines to compete against the bare fares

offered by low cost carriers. Within Europe, these were introduced by Air France, KLM, and

British Airways on intraEurope routes in 2012 Ai r Franceds oONew Econonm
implemented February 2013 to 58 destinations on its shartd mediurshaul European

network. Customers could choose from an-aiclusive

0Classicd6 product or a ne uct wh
accrue Flying Blue miles, nor provide fassigned seating,
andonly allowed carryon bags.

Hand baggage only

IdeaWorksCompany hasngexpected bag fees would
expand beyond domestic markatsNorth America and
Europe to the transatlantic and eventually the world. Nof
surprisingly, the catalyst was the entry of lemaul low cost
cariers into the USEurope market. Leading the charge
has been losmaking Norwegian Air, which started US
flights in 2013 and is flying approximately 60 routes to 14 @® + USDO
US destinations for summer 2018Added to this
onslaught are the route additions of WOWir, Primera Air,
and WestJet.

Rebooking is not possible

Cancellation is not possible

A AN |}

Flying Blue Miles

Show all ticket conditions

KLM uses a friendly branded fares
approach to presenting its Econor
Light opbn in its online booking pa
The young low fare affiliates of Air France/KLM, British

Airways, and Lufthansa Group are not yet large enough to generate a meaningful
transatlantic response. Unlike their European alliance partnerbdd&d carriers éive not
developed low fare affiliates. The quick solution that evolved from this competitive struggle
has global network airlines adding basic economy fares to their transatlantic repertoire.

Y9Bag Fees Sprout this Spring in Asia, Europe, and Ameridad e aWor ks Co mp 88Uyhy2012 port i s s
Houltralow-c o st transatlantic carriers dd20Aptil2qd8ai ng, but wi l
TravelWeekly.com
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The list of carriers that offer basic economy fares on traresatt routes as of June 2018
includesAer Lingus, Air France/KLM, Alitalia, American, Austrian, British Airways, Brussels,
Delta,Finnair, Iberia, Lufthansa, SAS Scandinavian, SWISS, TAP Portugal, and United. Of
course, this is in addition to the low cosarriers that have always sold travel this way. For
global network airlines, basic economy typically allows a medium sizearatrggg weighing

8 to 10kg (1822 pounds) with maximum dimensions28 x 36 x 55cm O x 14 x 22

inches).

Checking a bag sts extra, and many charge for booking a seat assignment before-icheck
These passengers usually receive the same economy meal as standard fare passengers, but
will board the aircraft in the last group. Frequent flyer perks may be restricted and change
and cancellations are not allowed. United, at present, tosses in free advance seat
assignments; management has cautioned that perk might someday disappear. The following
table compares pricing and features for four primary competitors between New aock

London.

Table 4: Basic Economy Fares Revenue Comparison

New York o London, travel on 008 October 2018, roundtrip travel

Airline American Norwegian United Virgin Atlantic

City Pair JFKLHR JFKGatwick Newark-LHR JFKLHR

Basic Fare $334 $239 $334 $412
Regular Fare * $424 $419 $424 $492
cﬁgg&g?;;ﬁ 21.2% 43% 21.2% 16.3%

Selected a la Carte Optional Extras

Assumes traveler requires a medium bag, assigned seat, and food/drink for roundtrip travel

1° Bag Fee Noichargetionsl | | charge for Nochargetiony) | charge for
mediumcarry-on : medium carry :
bag ** 10 kg. medium on bag ** 10 kg. medium
a ok . ok
Carry-On + small hand ba| “@"¥°" bag + small hand bg €@"Y°" bag
SeatAssignmen $24 $90 No charge $80
lowest feehoice
Meal Included $56 A Included Included
Total Revenue $358 $385 $334 $492
fare + a la cartégems
Fare % 93.3% 62.1% 100% 83.7%
ala Carte % 6.7 37.9% n/a 16.3%
* Regular transatlantic fare includes checked bag, regular seat assigneatmt) aizkeroaron.
** Medium carrpn bag is typically limite@8ox 36 x 55cm @ x 14 x 22 inches) an#2 pounds.
A Sandwich, salad, wine, and coffee from a la carte menu.
Queries performed June 2(B&es do not include taxes, but include oapésed charges (CICs).
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Table 4 displays the travel expectations of a typical budgented consumer with certain

assumptions. They are not traveling with a large bag, but can survive on the contents of a

medium size rolbn. They want the certaintgf early seat assignment to prevent being stuck

in a middle seat at time of chedk. The Zhour flight between New York and London is a bit

long on an empty tummy, so food is desired. This requires pulling the credit card out on

Norwegian to buy snackd he other airlines still include some type of edibles on a tray.

Under this single October 2018 itinerary sce
American and United deliver an overall lower price, which includes carrier surcharges but is

net of taxes and government fees.

The Orevenue summar y o0 a rseodvioosfvalue bftheliasico|l e det a
economy method. You can visit a movie theatre and walk pass the snack bar ... but most
patrons dondt . Yo u ckiprhe extradappingsa. . . louhnmeost peeplep i z z a
dondt . Li kewise whien Olsuyniamg &ao akilpi hdet exk
economy fare is an eho-inviting offer which places a traditional airline on par with a LCC.

Next comestheroleofdfect i ve mer chandi sing which hopes
modest spending intentioné&s consumers work their way through the booking path, they

are encouraged to addn assigned seat checked bag, early boarding,joreered meal, and

maybe bod a car and hotel. All thiactivity delivers revenue beyond the low base fare.

Airline fares are a competitive tool; they can be moved up or down. Predictable and high
yield revenue in a market can be quickly replaced by pricing mayhem when an LCC
annainces new service. Average fares will certainly decrease when a new carrier enters a
market. But the portion of revenue generated through a la carte activity will likely remain
stable. Ancillary revenue acts as a hedge against the unpredictabilitineffares. More
ancillary revenu@ on a per passenger basis or as a percent of revéhpmtects against
market volatility.

The top ten performers in thi&earboqglsuch as Spirit,VivaAeroBus, Frontier, and Wizz Air,

protect more than 40 percenof operating revenue from fare fluctuations. American, Delta,

United, and Qantas also benefit from néare revenue due to the billions generated by

frequent flyer programs. Rather than being reliant upon the travel business, their frequent
fyerprog@ ms ar e more connected to consumer spenc
an amazing distribution of risk.

Ancillary revenue originally provided a nice revenue boost that often tilted airlines to
profitability during difficult times. As it has growt has become a core component of a

carrierds fiscal heal t h. Ancill ary revenue
management teams. This goes hamtland with a la carte, which has also emerged as an
expectation . .. but on behalf of coru me r s . That s because it alll

travel that fits their individual needs.
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Airlines are increasingly more revealing about their approach to ancillary revenue. During thej
course of its global review of ancillary revenue activities, IdeaWorksCompany uncovered the
following examplefor 2017:

T

Currency exchange based upon rates in effedhaheialfinformation was reviewed for each annual pg

Specific ancillary services identified in this Yearbook

Aeroflot provided a robust disclosure of the composition of online travel retail sales f
months of 2017: trip and flight insuranc@0.4%hotel bookingst.3%rail bookingsl.9%
car hirel.7%cruisesl% and other0.7%

Air Canada announced during 2017 it would launch its own loyalty program in 2020
the expiry of its commercial agreement with Aimia Canada. During 201 aitliee
purchased C$263 million ($203 million) of Aeroplan Miles from Airia2018 the airline
announced it would purchase the progrdram Aimia Canada.

Air China has 51.9 million members in the Phoenix Miles program and their activity
represented 48%0f t he carrierds revenue.

AirAsia reveakd the distribution of other revenue sources for 2018: baggage 40%,
onboard retail sales (Big Duty Free) 15%, cargo 15%, Big Pay digital wallet 8%, FlyTh
connections and Woki onboard Wifi 8%, onboard café @t| seat selectioii%

Allegiant hasadat ed fioblso@abdd@d technol ogy into
program andat the end 0f2017was providing these services to approximat2Bp golf
courses in the US.

American realizes a 50% upsell rate to necexpensive branded fare products, with the
current basic economy and premium economy project having revenue potengal of
billion.

Delta will continue its card relationship with American Express through 2022. Spendi
cardholders was estimated &80.9billion for 2017.

E a s y Jneitatidrsonly Flight Club recognition program has more tB&3%0f members
flying20 or more times a year, with just undet0%representing business or commuter
customers.

GOL claims the SMILES loyalty program was oesjble for issuing approximatedy%of
total miles accrued in Brazil, which is up substantially f2@%bat the end 0f2013

Jeju Air had onboardsales of KRWB.6billion $7.7 million) during2017which was about
$0.75per passenger.

J et BIEver Mee Space product, which provides extra leg room seating and early
boardinggeneratedb6 per customer in2017.

Lufthansa, with 10 million active Miles & More members, disclosed 1 out of every 3
isaccrued through partner activities, notably-bcanded creditcard purchases.

Ryanair noted bigincreases for the number of customers paying for allocated seating
in FY2017 to 50% in F2018) and priority boarding (4% in 2017 to 20% in F2018.
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Ancillary Revenue Defined

The definition of ancillary revenue offered by IdeaW@kspanyin 2008 has been adopted

all over the world and hasdzome accepted abe industrystandard In 2015the definition
wasbroadered to recognize the growing importance of fare bundles by adding a fifth
category to include ancaldchr componeats associaged gener a
with a fare or product bundle. 6

Ancillary Revenue Defined

Revenue byond the sale of tickets that is generated by direct sales to
passengers, or indirectly as a part of the travel experience.

IdeaWorksCompanyfurther defines ancillary revenue using these categories:
1) frequentflyer activities, 2)a la carte feature§) commissiorbased products,
4) advertsing sold by the airline, ar) the a la carte components associated with
a fare or product bundle.

To add more clarity to this declaration, [deaWoi®empanyoffers theseexplanéions:

1 Frequent Fly er Pro grams: The frequentflyer category largely consists of the sale
of miles or points to program partners such as hotel chains and car rental companies,
co-branded credit cards, online malls, retailers, and communication serlties or
pointssolddirectly to program members also qualify.

1 Ala Carte Features: These represent the items on the ancillary revenue menu and
consist of the amenities consumers can add to their air travel experience. The list
continues to grow and the following are typicaliattes: 1) onboard sales of food and
beverages, 2) checking of baggage and excess baggage, 3) assigned seats or better seats
such as exit rows, 4) call center support for reservations, 5) fees charged for purchases
made with creditor debit cards, 6) prority checkin and screening, 7) early boarding
benefits, 8) onboard entertainment systems, and 9) wireless internet access.

1 Commission -Based Products: Ancillary revenue activities also include the
commissions earned by airlines on the sale of hotebarnodations, car rentals and

travel insurance. The commisstina s ed category primarily i n\
website, but it can include the sale of didtge and consumer products onboard
aircraft.

1 Advertising Sold by the Airline.  This category incldes any advertising initiative
linked to passenger travel. The following are typical activities: 1) revenue generated
from the inflightmagazine, 2) advertising messages sold in or on aircraft, loading
bridges, gate areas, and airport lounges, and 3h&sed placement of consumer
products and samples.
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1 Fare or Product Bundle s. Airlines may allocate a portion of the price associated
with a fare bundle or product bundle as ancillary revenue. This is determined by
assigning a revenue value to the seeg included in the bundle, such as checked
baggage, early boarding, and extra leg room seating.

The list is not intended to be exhaustive or compldteman imagination, including in
business, is infiniteHowever, caution is advised when considgrievenue sources not

linked to the passenger travel experience. This includes air cargo, mail revenue, ground
handling, anehflightkitchen operations. Some carriers consider this ancillary revenue, but
they are besincluded inthe category of other evenue.

About Individual Airline Listings

The individual airline listings are intended to clarify the type of ancillary revenue activity

attributed to each airline in this report. Some airlines are vague in their descriptions and
merely proargerameoaardéiline on the income st
Some of the carriers donot specifically 1|ist
such asuedorfaewen t he egal enmi bk sf t egbpaadndtat @y s6 or ¢
induding food and merchandise®ther airlines provideextensivedetails and seem very

proud of their ancillary revenue accomplishments. Airlines sometimes choose to provide

additional information in the presentations made to investment analysts.

The total revenue and@s senger numbers for each airline
activities associated with the generation of
converted todollarswith the exception of information provided in theotes from financial

reports boxfor each listed. The exchange rates usad listed at the end of this report

Group results may apply for some airline listings. For example, activity reported for the

Alaska AirGroup include®\laska AirlinesandHorizon Air.

The explanatory materigrovided for each reporting airline is an edited version of
companygenerated nf or mati on found i n sources such as
reports, analyst research, amaestor relations presentations he greaer length of some

listings, such as Allegiant Air, indicates the company dedicated more space in its reports to

the topic of ancillary revenuelnterpretationby IdeaWork€€ompanyprovides added

contextregarding he uni que qualities of a carrieros ¢

Carriers are invited to contact IdeaWorksCompany directly to provide feedback on the

statistics prouded in this report. Airlines also may directly disclose their ancillary revenue
activities to IdeaWorksCompany for inclusion
comments to Jay oOatodé I deaWorksCompany. com.

A la Carte Services Sold through GDS

This2018 edition of theCarTrawler Yearbook of Ancillary Revenue by IdeaWorksCompany
includes a list of items sold through Amadeus, Sabre] &avelport for each of thg3

disclosing airlined’he information for these entries was collected from GDS websites or
materials provided by the GDS; IdeaWorksCompany is not responsible for the accuracy or
veracity of the claims made by these vendors.
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Listings for individual airlines display a la carte capabilities enabled by GDS. However, these
might not reflect serices which an airline is actively selling through a GDS. For example,
some may be planned for future introduction, or have been withheld from GDS display.
Smaller airlines within a group, suchHop! for Air France/KLMare not included in the
servicedisted.

The following provides additional details for the listings associated with each of the three
GDS companies:

1 Amadeus data was retrieved fronits airline nerchandising website during August
2018. Amadeus advises the website has regular updBetesfollowing provides
additional detail for some of the a la carte items: 1) Bundled fares may refer to the
branded fare or fare family method. Typically these provide 2 or 3 choices (each
offering a defined list of services) farseat booked on a flg. 2) Mealsare pre
ordered meals for a fe@) Paid seats may include seat assignments, extra leg room
seats, and preferred seating.

1 Sabre data was retrieved from itair merchandising website during August 801
Sabre advises the website has raguipdates The following provides additional detail
for some of the a la carte items: 1) Bundled fares may refer to the branded fare or
fare family method. Typically these provide 2 or 3 choices (each offering a defined list
of services) for a seat bded on a flight. 2) Meals are pogdered meals for a fee. 3)
Paid seats may include seat assignments, extra leg room seats, and preferred seating.

1 Travelport includes their GDS brandspollo, Galileo, and Worldspan. The inclusion
of a la carte serees varies by brand for individual airline and country. Data was
gathered by IdeaWorksCompany during August&@ai the Travelport website.
Travelport provided the followig disclosure at the website heseBervices may not
be available to bookinever country or oThefeloweng proviges at f or m
additional detail for some of the a la carte items: 1) Meals may includerges
meals (paid) andpecial meal requests (nguaid). 2) Paid seats may include seat
assignments, extra leg room ssand preferred seating.

0Medi cal cangnsluds infligim oxggén provided by the airline, for example Ryanair

all ows passengers to book accesfhperdlight her apeu
(was 055 or ASometiches D% will lig Mediga) assistance as an a la carte
capability for an airline client, but the airline does not charge a fee for the service.

2018 CarTrawleivearbook of Ancillary Revenue © IdeaWorksCompaoyn LLC Pagel8



Ancillary Revenue Data and Graphs

Airlines Posting Ancillary Revenue Results

For most recent2017 full-year periodlisted in alphabetical order.

: Ancillary o
See b(()itzca‘)l;r:lfeorrsicon lege Revl(jg;e in gg\f/zr)]fé pligjeazrer Region

Aer Lingus® $263,229,427 12.4% $23.33 Europe and Russia
Aeroflot $242,462,316 2.8% $5.33 Europe and Russia
Aeromexico $317,951,244 9.4% $15.39 The Americas
Air Arabia $123,987,183 12.2% $14.54 Middle East and Afric
Air Astana + $6,668,000 0.9% $1.59 Asia / South Pacific
Air Canada $1,334,461,44¢ 10.6% $27.73 The Americas
Air China + $39,828,142 0.2% $0.39 Asia / ®uth Pacific
Air France/KLM * $1,971,662,91¢ 6.7% $19.97 Europe and Russia
Air Greenland $10,158,816 5.1% $24.25 Europe and Russia
Air India Express + $9,647,957 1.9% $2.82 Asia / South Pacific
AirAsia Group $616,732,336 17.3% $9.73 Asia / South Paaifi
AirAsia X $193,360,021 18.2% $33.12 Asia / South Pacific
Alaska Air Group $1,339,700,00( 16.9% $30.42 The Americas
Allegiant $599,183,000 39.8% $48.67 The Americas
American $5,274,000,00( 12.5% $26.42 The Americas
ANA All Nippon $72,950,332 0.4% $1.35 Asia / South Pacific
Avianca (FF) $284,000,000 6.4% $9.64 The Americas
Azul (FF) $224,147,128 9.5% $10.18 The Americas
British Airways * $802,035,233 5.0% $17.74 Europe and Russia
Cebu Pacific $176,068,599 13.1% $8.92 Asia / South Pacific
China Eatern $342,522,020 2.3% $3.09 Asia / South Pacific
China Southern $80,688,865 0.4% $0.64 Asia / South Pacific
Copa + $20,000,000 0.8% $1.41 The Americas
Croatia Airlines + $1,611,153 0.7%0 $0.76 Europe and Russia
Delta $5,391,000,00( 13.2% $28.92 The Anericas
easyJet $1,284,402,69 19.5% $16.01 Europe and Russia
Emirates $117,842,525 0.5% $2.01 Middle East and Afric
Finnair $165,228,895 5.6% $13.88 Europe and Russia
flydubai $178,124,556 11.9% $16.34 Middle East and Afric
Frontier $811,960,000 42 4% $48.33 The Americas
Garuda Indonesia $83,372,600 2.0% $2.30 Asia / South Pacific
Go Air + $2,580,793 0.5% $0.30 Asia / South Pacific
GOL $316,067,102 9.9% $9.76 The Americas
Hawaiian $257,450,493 9.6% $22.38 The Americas
HK Express $123,152,884 250% $32.52 Asia / South Pacific
Indigo $239,326,769 6.5% $4.59 Asia / South Pacific

b Table continued on next page
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Carriers

Ancillary

% of Total

USS$ per

See bottom for icon lege Revl(jglée n Revenue Passenger Reglon

Japan Airlines (FF) | $172,171,679 1.5% $4.04 Asia / South Pacific
Jazeera Airways $14,275,445 7.7% $10.20 MiddleEast and Africi
Jejuair $68,854,121 7.9% $6.58 Asia / South Pacific
Jet Airways $305,025,588 8.7% $11.24 Asia / South Pacific
JeR.com $305,300,958 27.6% $43.00 Europe and Russia
JetBlue $1,081,026,00( 15.4% $27.00 The Americas
Jetstar $643,328,496 23.2% $26.92 Asia / South Pacific
Jin Air + $33,685,286 4.3% $3.89 Asia / South Pacific
LATAM Airlines (FF) | $813,329,000 8.5% $12.11 The Americas
Lufthansa Group * | $1,947,027,12§ 6.0% $14.97 Europe and Russia
Nok Air $64,399,668 10.7% $7.33 Asia / SoutHPacific
Norwegian $611,507,592 16.5% $18.47 Europe and Russia
Pegasus $327,849,327 21.6% $11.79 Europe and Russia
Philippine Airlines + | $199,412,111 7.8% $13.78 Asia / South Pacific
Pobeda + $30,729,979 8.8% $6.68 Europe and Russia
Qantas Airways (BF | $1,157,452,94: 12.1% $38.91 Asia / South Pacific
Rex Regional Expres| $2,000,356 0.9% $1.68 Asia / South Pacific
Royal Jordanian $6,182,187 0.7% $1.97 Middle East and Afric
Ryanair $2,304,748,82] 28.2% $17.69 Europe and Russia
SAS Scandinavian $175449,283 3.5% $5.84 Europe and Russia
Scoot + $215,481,931 20.0% $22.34 Asia / South Pacific
South African (FF) $62,139,836 3.0% $9.08 Middle East and Afric
Southwest (FF) $3,084,100,00( 14.6% $23.68 The Americas
SpiceJet $82,804,618 6.7% $4.57 Asia /South Pacific
Spirit $1,232,666,00( 46.6% $50.97 The Americas
Spring Airlines $116,534,193 7.2% $6.79 Asia / South Pacific
Sun Country $66,074,800 11.2% $27.07 The Americas
Zﬂﬁr’:‘eafcoc’k Group | ¢403,818,292 9.7% $21.80 Europe and Russia
United $5,749,000,00( 15.2% $38.83 The Americas
Vietjet $204,017,303 10.9% $11.92 Asia / South Pacific
Virgin Australia (FF) | $285,325,609 7.4% $11.79 Asia / South Pacific
VivaAeroBus + $184,512,519 43.6% $22.51 The Americas
Volaris $379,562,268 27.7% $23.11 The Americas
Volotea + $120,093,754 34.2% $25.02 Europe and Russia
WestJet $339,241,333 9.8% $14.05 The Americas
Wizz Air $921,899,531 41.6% $31.15 Europe and Russia
WOW air + $137,779,766 28.5% $48.87 Europe and Russia

2017 carrier results were bas@on recert2-month financial period disclosures.
* |deaWorksCompany estimate based upon past disclosure updated for currentYearboc
of carrieros
Please refer to individuatiealistings for detailsNew carrier listing for this Yearbook.
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Ancillary Revenue as a % of Total Revenue - 2017
Airlines ranked 1 through 40

Spirit
VivaAeroBus +
Frontier

Wizz Air
Allegiant
Volotea +

WOW air +
Ryanair
Volaris

easyJet
AirAsia X
AirAsia Group
Alaska Air Group
Norwegian
JetBlue
United
Southwest (FF)
Delta
Cebu Pacific
American
Aer Lingus *
Air Arabia
Qantas Airways (FF)
flydubai
Sun Country
Vietjet
Nok Air
Air Canada

WestJet
Thomas Cook Group Airline +

10.7%
10.6%
9.9%
9.8%
9.7%

43.6%
P 4%
6%

4616%

Hawaiian 9.6%| | * |deawWorksCompany estimate based upon pas
disclosure updated for current Yearbook.
0
AZUl(FF) 9.5% (FF)80% or more of carr
Aeromexico 9.4% producedby its frequent flyer program.
+ New carrier listing for this Yearbook.
0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50%
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Ancillary Revenue as a % of Total Revenue - 2017
Airlines ranked 41 through 73
Jet Airways 8.7%
LATAM Airlines (FF) 3.5%
Jejuair 7.9%
Philippine Airlines + 718%
Jazeera Airway 7\7%
Virgin Australia (FF) 7.4%
Spring Airlines 7.2%
SpiceJet 6.71%
Air France/KLM * 6.1%
Indigo 6.5%
Avianca 6.4%0
Lufthansa Group * 6.0%
Finnair 5.6%
Air Greenland 5.1%
British Airways * 5.0%
Jin Air + 4.3%
SAS Scandinavia 3.5%
South African (FF) 3.0%
Aeroflot 218%
China Eastern 2.8%
Garuda Indonesiamm 2.0%
Air India Express + 1.9%
Japan Airlines (FFm 1.5%
Rex Regional Expres® 0.9%
Air Astana + B 0.9%
Copa + 0.8%
Royal Jordaniam® 0.7%
Croatia Airlines + B 0.7% -
. * |deaWorksCompany estimate based upon pas
Emirates I 0.5% disclosure updated for current Yearbook.
Go Air + 0.5% (FF)80% or more of <carr
. producedby its frequent flyer program.
China Southern1 0.4% + New carrier listing for this Yearbook.
ANA All Nippon 1 0.49
Air China + | 0.2%
0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50%
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Ancillary Revenue in US$ per Passenger - 2017
Airlines ranked 1 through 40

Spirit 50.97
wow aier [ N A " 42 g7
Allegiant I N N 15 67
Erontier ... | $48.33
Jet2.com I N N $43.00
Qantas Airways (FF) $38.91
United I N 435.83
AirAsia X ———— $33.12
HK Express ——— $32.52
Wizz Air e — $31.15
Alaska Air Group ———— $30.42
Delta ———— $28.92
Air Canada e — $27.73
Sun Country ——— $27.07
JetBlue —— $27.00
Jetstar —— $26.92
American —— $26.42
Volotea + —— $25/02
Air Greenland —— $24.25
Southwest (FF) —— $23.68
Aer Lingus * e $23.38
Volaris — $23.11
VivaAeroBus + ——— $22.51
Hawaiian e — $22.38
Scoot + —— $22.34
Thomas Co _— $21.80
Air France/KLM * —— $19.97
Norwegian — 518.47
British Airways * — §17.74
Ryanair — $17.69
flydubai — $16.34
easyJet — $16.01
S
Aeromexico — $15,39
Lufthansa Group * 1497
AirArabiZl — §14_4
|
WestJet $14.05
Finnair — $13.88 | * IdeaWorksCompany estimate basedamppast
A . _ disclosure updated for current Yearbook.
Philippine Airlines + $13.78 | F)80% or more of carr
LATAM Airlines (FF) —— $12.11 producedby its frequent flyer program.
] + New carrier listing for this Yearbook.
Vietjet $11.92 | | |

$0.00 $10.00  $20.00 $30.00 $40.00  $50.00 $60.00
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Ancillary Revenue in US$ per Passenger - 2017
Airlines ranked 41 through 73

Pegasus $11.79

Virgin Australia (FF) $11.79

Jet Airways $11.24
Jazeera Airway $10.20

Azul (FF) $10.18
GOL msmm $9.76
AirAsia Group s $9.73
Avianca s $9.64
South African (FF) e | $9.08
Cebu Pacific | |$38.92
Nok Air s $7.33
Spring Airlines m— $6.79
Pobeda + mmmm $6.68
Jejuair m—— $6.58
$5(84
Aeroflot W $5 33
Indigo mmmm $4 .59
SpiceJet mmm| $4 57
Japan Airlines (FF $4.04
Jin Air + EEE $3.89
China Easternms $3.09
Air India Express + Bl $2.82
Garuda Indonesiamm $2.30
Emirates m $2.01
Royal Jordanianmm $1.97
Rex Regional Expres® $1.68
Air Astana + B $1.59
Copa+ ® $141

ANA Al Nippon ® $1.35 * |deaWorksCompany estimate based upon pag

Croatia Airlines + B $0.76 disclosure updated for current Yearbook.
(FF)80% or more of carr

Chmé SOlflthem 1 $0.64 producedby its frequent flyer program.
Air China + 1 $0.39 + New carrier listing for this Yearbook.

Go Air + | $0.30 | | | |
$0.00 $10.00 $20.00 $30.00 $40.00 $50.00 $60.00
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