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foreward
The impact of Covid-19 has touched every
person, family and organization - some
more than others - and we’re all having to
adapt and change.
Airlines and airports have had more than
their fair share of challenges over the years.
Every time you fly today, you’re reminded of
9/11, but the sector, and those who work in
it, have become adept at assimilating,
adapting and adopting new practices.
So what does this mean for the new world
we are navigating now?
There are lessons to be learned, both for the sector and also for
other organizations, as we respond to Covid-19 challenges. KPI
Marketing Services recently carried out extensive research to
understand how Covid-19 had impacted traveler confidence, airports
and airlines.
This paper, from Mark P. Mitchell (a Senior Airline Exec with over 30+
years at American Airlines), draws on the research insights and his
practical experience of leading large scale operations through
previous crises to provide uniquely practical recommendations on
how both the air travel sector, and all organizations can respond to
the current Covid19. And, even more importantly, ensure they’re best
prepared for Covid19 challenges later in the year.
Senior Executives and CX Leadership will find this
paper a rare source of practical insights from a
proven Senior Leader who has the “scars and stars”
from having actually led part of a global
organization through this type of crises.
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introduction
Coming off a 33+ year airline career with American Airlines
during which I was blessed to serve in many key roles during that
time, it is fascinating to see how disruption continues to be a
constant challenge for the airline industry.
As Managing Director of Station Operations for LaGuardia, I led the
team through the events of 9/11. As Customer Experience lead, I
served during the 2008-2009 Financial Crisis as the American teams
reinvigorated the Customer Experience. During the merger of
American Airlines and US Airways, I was privileged to lead the
Technology Integration Management Office to serve as the HUB
bringing 1400+ applications together to create a single airline. And
lastly, as the merger progressed, I was asked to create and lead the
HR Shared Services team to successfully deliver a digital & business
transformation across the enterprise and lay the foundation for the
NEW Employee Experience at American. In each of those roles,
disruption was present and new thinking was required for success.
I now serve as an entrepreneur, author, and advisory consultant
to clients across the globe in key areas of both Customer Experience
and Employee Experience across a variety of industry segments.
Additionally, I have the opportunity as a Board Advisor with TribeCX
to partner and engage with a global Community of CX practitioners
across a host of industries. As a passionate student of the Airline
Industry, I have been invited to apply a customer experience lens
and commentary across some outstanding research conducted and
shared by a partner of TribeCX, KPI Aviation Marketing Solutions.
Here are my thoughts.

"...it is fascinating to see how disruption
continues to be a constant challenge for
the airline industry.”

current state & lessons
learnt from disruptive
events
COVID-19, without question, is the biggest shock the airline industry
has ever seen. While other disruptive events have occurred, the
impact has tended to be shorter term and more regionalized. As an
industry, it is safe to say, there are lessons learned from each of
those events with maybe the most impactful ones stemming from the
adjustments made post-9/11. With COVID-19, airplanes are grounded,
but this time not by the FAA or other government agencies, rather by
each airline as the demand shock plummeted almost overnight as the
disruption of COVID-19 took front stage driving the closure of many
global borders.

"The #1 priority was to ensure safety
of employees, customers, and airline
assets."
Like COVID-19, in the post-9/11 world, the #1 priority was to ensure
safety of employees, customers, and airline assets (airplanes!). It
was essential that both government and private businesses
partnered to restore trust in the new safety & security procedures
that came to life throughout the customer journey as well as those
policies and procedures never seen by the flying public. For airlines
and airports after 9/11, it was critical to build confidence that the
new experiences would eventually become seamless and efficient as
traffic was restored and airports became busy again. It was essential
to have active listening through many VoC channels to ensure that
the evolving customer wants, needs and expectations were heard and
responded to in a timely manner to rebuild and retain loyal
customers.

As I went to work each day, it was clear to me that
my first responsibility was to take care of our
team.
Surrounded by an outstanding leadership team,
we did exactly that through transparency,
communications, training, new tools, and lots of
listening to demonstrate empathy and to
understand where they were and how they were
feeling.

"Through transparency,
communications, training, new
tools, and lots of listening to
demonstrate empathy"

Next, as planes returned to the sky and passengers returned to the
airport facilities and to seats on the aircraft, it was clear in this new
world, that technology mattered more.
Customers wanted new technology to manage the new processes and
they wanted to do business with us on their terms.
New options and choices came to life quickly with the presence of
self-service machines in the lobby, sky caps on the curb and new
mobile functionality to meet their needs.

I am quite certain technology through digital solutions will play a key
role as well in our response to COVID-19 for both airlines and
airports. Finally, those whose brands began to evolve as best-in-class
were establishing the new best practices and were those who were
able to build early proof points and establish playbooks to sustain
repeatable, predictable processes in the airports, at security check
points and during the boarding and in-flight experience.
With that overview, I will offer are six precious lessons
learned from 9/11 that we should pay attention to today as the
Industry seeks to get customers back in the sky again.

"Technology, through digital
solutions, will play a key role in our
response to COVID-19, for both
airlines and airports."
Take Care of your Employees 1st
Build Confidence
Restore Trust
Lead with Active Listening & Empathy
Give Customers Choices – Leverage Technology
Establish Proof Points & Playbooks

Air travel can be made safe from new threats
including COVID-19 and other types of health-safety
issues we are likely to face in the future.
Disruption is not new; and it will return in some
form, shape, or fashion, likely when we are least
expecting it. Thus, NOW is the time to prepare for
the next disruptive event just as we pave the way for
revival of the Industry in a post COVID-19 world.

highlights of the KPI Marketing
Solutions Research
SURVEY OF NORTH AMERICAN AIR TRAVELLERS (MAY 2020)

·
Clarity and consistency of measures required by the passengers
travelling through airports (and on airlines) is critical.

·
Clear and understandable airport (and airline) messaging is vital
with regards to the safety precautions and sanitization processes
being taken by the airport, as well as the availability of airport
services including concessionaires, lounges and restrooms.

·
The majority of air travelers will return in the next six months,
but many need reassurances to do so.

·
Passengers are comfortable and prepared to change their travel
habits (just as they did post 9/11) and undertake new procedures and
checks at airports.

·
Food & Beverage and retail outlets need to adjust their offerings
and the way they interact with their customers.

·
The majority of air travelers are currently concerned and
cautious about the safety of the whole air travel journey.

For a more detailed review of the research and
findings, they can be found @ www.kpiamerica.com

additional airline research &
observations
Just as airports are making the necessary adjustments and will
continue to do so as new information is revealed and as best
practices are established, so too are airlines.

Some key illustrative examples include the following:

·
Establishing 85% LF caps for bookings and passenger loads to
accommodate some degree of social distancing.

·
Up-gauging equipment on key routes to accommodate both
demand and the perception of Social Distancing practices.

·
Changing how the staff interacts on the Curb, at the Ticket
Counters, at the Gates and Onboard during the In-Flight experience.

·
Establishing new procedures and processes at the Lounge/Clubs
as re-opening occurs this Summer.

·
Using their VoC listening posts to gauge what Customers are
saying about the new Journey to continue to evolve the Experience
with thoughtfulness and intentionality.

the enablers and challenges
(OR SIMPLY SAID "WHAT CAN HELP AND WHAT WILL GET IN
THE WAY")

The airline industry involves many touchpoints; thus, an added
complexity exists to re-establishing the new Customer Journey
through the Airport, through the TSA Security processes and through
the airline’s own interactions. Each stakeholder in the journey must
recognize that the experience is about BOTH rational and emotional
factors (for example, Crown Estates having changed the “fragrance”
in their malls to mimic Clorox to address the EMOTIONAL blocks).
It is also critical to recognize the immense value of advocates who
have already journeyed to the skies to share that “It is OK to travel
again” and leverage that word of mouth through Marketing Comms,
Social Media and more.
More than ever, this is all about the E2E travel experience.
Organizations will need to take an E2E customer journey view and
adjust their journey maps to include all the key facets across each
touch point to ensure alignment, consistency, predictability, and
clarity of what to expect.
The KPI report touches on the important “rational” things that
are top of mind for nearly all air travelers either when considering
the opportunity or experiencing it real time. Organizations (Airport,
TSA, Airlines) need to very thoughtfully and intentionally work on the
“emotional” factors as well to incorporate them through their people
and through technology as they design the new Customer Experience.

conclusion and takeaway
We have seen as airlines prepare their Summer schedules; a new
confidence is present that traffic will return. Essentially, a “build it
and they will come” mentality as the traffic currently remains some
80% below the pre COVID-19 levels. While working to
revive the business models is paramount, I will also offer that
preparing for the next disruption, the next wave, must be taken on in
parallel. As we have seen from 9/11 to the Financial Crisis to COVID
19 and more, disruptive events are the norm. The KPI research
provides some excellent insights as to what North American travelers
are saying to airports and airlines that is well worth a deeper dive
for review of key insights.
As the Industry seeks to build confidence and establish trust there is
a need to address both the rational and emotional aspects of the air
travel experience. There is a clear need to increase cycle time, gain
customer insights, assess best practices, redesign the E2E Customer
Journey, build proof points on which to build and ultimately deploy
the new experience across global enterprises within the airline and
with partners at airports and the TSA. There are six 6 lessons
learned from 9/11 that apply directly to these events which can
provide a tremendous foundation for organizations to respond to the
current environment and better prepare for the next.
These lessons learned are NOT just for airports and airlines. We
should be able to now see the value in learning across industries and
applying those CX best practices to our own businesses to better
prepare our future success. I encourage each of you to think about
these lessons so relevant to the Airline Industry and apply them as
appropriate.
This is exactly where TribeCX can help. At TribeCX, we
can provide thought leadership through our Community
of advisors, our experiences across a host of
industries and leading through previous disruptions
(9/11, Financial Crisis, M&A activities, COVID-19,
and more). At TribeCX, our proven tools can be
leveraged to help establish success in delivery and
execution of YOUR Customer Experience.

stop press!
At TribeCX, we have built a mapping tool that we are now offering for
FREE as organizations seek to embark on those critical “Do Now”, “Do
Next”, “Do Later” lists of priorities. We have already begun to build
components into the Mapping Tool to address the COVID risk
elements. We’d love for you to leverage this tool so we can not only
aid in building and documenting your new CX journey, but also to
enhance the robustness with your input of our own tool from which
others will benefit.
To contact us, please go to
www.tribecx.com
(June 2020)
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