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AXA ASSISTANCE PARTNERS WITH AIRSAVINGS TO CREATE NEW REVENUE STREAMS FOR
LOW COST CARRIERS

New Services Announced at the 2008 Asia Pacific Low Cost Airline Congress - Jan 22-24, 2008

SINGAPORE, January 22" 2008 - Airsavings, the industry leader in group buying and ancillary services development for
low cost and mid-sized airlines, will speak as part of a panel at the 5™ annual Asia Pacific Low Cost Airline Congress in
Singapore (Jan 22-24). Airsavings, recognizing the growth potential for low cost carriers in the Southeast Asia region,
recently opened offices in Singapore to provide the rapidly expanding industry with the group buying techniques and
dynamic online booking platform (AirlinePlus) that have propelled the company to enormous success in Europe and
North Africa. A respected back-end force for LCCs, the company specializes in ancillary revenue generation through the
development of ancillary products and services, and through the effective utilization of strategic alliances as evidenced
by its partnership with AXA Assistance. Airsavings also facilitates the creation of purchasing alliances, enabling LCCs to
achieve otherwise unattainable economies of scale - a key component of the low cost carrier operational model.

Airsavings’ recently forged an alliance with AXA Assistance - a subsidiary of AXA Group, the global insurance leader with
presence in 80 countries and with more than €1.3 trillion in assets under management - to include AXA Assistance as
the preferred Channel Partner for the Low Cost airline market. The partnership with AXA and the subsequent integra-
tion of their travel insurance services into the AirlinePlus platform instantly brings quality brand recognition, as well as
the best conversion rate and the highest margins possible to participating LCCs. For Southeast Asian carriers, the AXA
option carries a legitimacy that transcends the sociological and linguistic barriers of such a diverse marketplace. At the
Airline Congress, Airsavings’ CEO, Raphael Bejar, will address these challenges and outline the benefits of such interna-
tional partnerships as well discuss the future and best practices of ancillary revenue development.

Continually at the forefront of industry trends, Airsavings is also focusing the hotel booking aspect of its online platform
on boutique and luxury hotels, reflecting those segments’ huge strength in the current market. While the company’s
main rooms inventory includes all categories for all travelers (drawing from providers Pegasus Solutions, Groupo Tran-
sHotel and Chase Travel International), Airsavings is also offering bookings for design-specific and boutique hotels. In
Southeast Asia, where international hotel chains represent a proportionally smaller percentage of the lodging market,
this focus on design and boutique properties will be a highly competitive and differentiating advantage for Airsavings’
clients. Mr. Bejar’s panel will also touch upon this topic when discussing the travel value chain.

The Asia Pacific Low Cost Airline Congress promises to underscore Airsavings’ unique and innovative grasp of the low
cost airline model, and to showcase the broad range and utility of services the company is providing to low-cost airlines
around the globe, and now Southeast Asia. Moreover, the Congress will highlight the enormous growth potential of
Southeast Asia in travel and tourism, with specific respect to low cost carriers. And of course, the role in which Airsav-
ings will play in the region as it helps fuel the growth of these carriers through its services, technology and expertise.
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FUELING THE GROWTH OF LOW COST CARRIERS IN SOUTHEAST ASIA

Airsavings opens Singapore office to meet the needs of the region’s LCCs

SINGAPORE, December 13"’, 2007 — Paris-based Airsavings announces the opening of its new office in Singapore.
The first Southeast Asian office for the French company opens at a time when the entire region has experienced sig-
nificant growth in low cost carriers and an overall increase in general air traffic. Singapore’s booming economy and
its free-market ‘Asian Tiger’ neighbors (Hong Kong, Taiwan, South Korea), along with its proximity to the Chinese
mainland have propelled Airsavings’ entry into the market, where the company will serve the unique and growing
needs of the region’s LCCs.

Airsavings, founded in 2001, provides ancillary revenue capability and group-buying services for low cost and mid-
sized air carriers. With significant market presence in Europe, where clients include SkyEurope, VLM and Atlas Blue,
Airsavings is now looking to capitalize on the expansion of similar LCCs in Asia. Its online platform, AirlinePlus, has a
unique focus on providing ancillary service and product offerings, making it the perfect solution for LCCs in the Asian
market. Additionally, in a region still dominated by state-regulated industry, Airsavings’ patented group-buying tech-
niques are of great value to independent carriers seeking to compete with both state-owned and multinational con-
glomerates, as well as the ability to bring new services to market much faster, through Airsavings’ technology.

Airsavings aggressive expansion into Southeast Asia follows its established business model of keeping pace with
macroeconomic trends within the industry. Airsavings was at the forefront of the LCC revolution in Europe, coming
of age as ryanAir and Easylet were just beginning to grab headlines. The company’s group buying methodology was
the engine behind the rapid rise of low cost and mid-sized airlines, enabling these smaller carriers - by pooling their
purchasing power - to engage in the same economies of scale once only available to the legacy carriers. As internet
booking engines have contributed to lower fares, Airsavings introduced AirlinePlus, a scalable interface to offer any
number of unbundled ancillary services, effectively creating new revenue streams that are being adopted by almost
every airline in Europe. Now, as Asia is opening to travelers in an unprecedented way, Airsavings offers its techno-
logical know-how, services and support to the very airlines that are leading the LCC movement within Southeast
Asia.

Raphael Bejar, founder and CEO of the French company with more 15 years of airline experience, is understandably
excited about the company’s expansion. “We view the Southeast Asian market as a new frontier for low cost carri-
ers. We think the region’s flying demographic and the current economic conditions will continue to support both LCCs
and increased online booking in the years to come. In the spirit of being a market leader, we have established a base
of operations in Singapore now rather than later and look forward to serving the needs of the regions LCCs and fuel-
ing their growth.”
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Fueling the growth of low-cost airlines in the Southeast Asian market;

By Raphael Bejar, CEO of Airsavings

Southeast Asia, with its attractive destinations, surging population and unique geography, is continuously touted as
the next big market for travel and tourism. Explosive growth, however, has been intermittently hampered by mac-
roeconomic factors, natural events, political uncertainty and questionable market penetrability. But during the past
two years and now, looking forward to 2008, these trends appear to be reversing and Southeast Asia seems poised
once more to realize its potential as a major travel and tourism market.

The confluence of several notable factors has predicated this rise to prominence, including economic booms in re-
gional powers China and India, and strong GDP growth among Emerging East Asia as a whole (as defined by the
World Bank, EEA includes China, Indonesia, Malaysia, Philippines, Thailand, Vietham and some smaller economies
along with Newly Industrialized Economies in Hong Kong, Korea, Singapore and Taiwan. GDP for EEA rose by 8.4% in
2007, and is projected to gain another 8% in 2008). But perhaps one of the most important factors influencing the
travel growth is the proliferation of low cost airlines throughout the region, providing the burgeoning local popula-
tion - flush with newly disposable income- with an attractive and realistic outlet for inter-regional mobility.

Another prominent force taking stock in Southeast Asia is the arrival of a business that delivers services specifically
tailored to the low cost carrier model: Airsavings, a Paris- based company, opened offices in the booming region in
late 2007. The company specializes in facilitating group buying techniques that allow small and mid-sized airlines to
achieve the same economies of scale that their outsized competitors enjoy. The company also brings to region’s
LCCs its proprietary AirlinePlus platform, a booking engine with extensive ancillary revenue generation capabilities.
Airsavings has enjoyed tremendous success on the European continent, which saw an Asia-like explosion of LCCs in
the last decade, and has made already inroads toward establishing a solid presence in Southeast Asia and India over
the last 18 months. It also recently introduced, in the hotel booking aspect of the AirlinePlus platform, a focus on de-
sign, boutique and luxury hotels, reflecting the Asian market’s leaning toward those lodging segments.

According to the World Tourism Organization’s annual Tourism Market Trends report for 2006, the Asia Pacific re-
gion saw an 8% increase in 2005 to 155 million arrivals, the majority of which originated from source markets of the
same region. This indicates that while the long-haul, transoceanic traveler embarking from the Americas or
Europe remains important to the market, the real revenue driver is the interregional passenger, riding a smaller
aircraft - more than likely seeking a low cost carrier. Indeed, the same WTO report estimates that there were 20
million low cost carrier passengers in Asia in 2005, representing a full 12% of the market. In response to this phe-
nomenon, several cities in Southeast Asia witnessed a boom in LCC service; Singapore, which had no LCCs repre-
sented at its airport in 2004, had 23 as of April 2006 and continues to attract an industry innovator like Airsavings.
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The LCC subset of the overall Asian air travel market is dominated by AirAsia, based in Kuala Lumpur. But as the
market continues to ripen, an influx of established European and upstart carriers looms on the horizon. LCCs in this
market must compete with state-run airlines as well as international giants. Coupled with rising variable costs on a
global scale (fuel, labor), and success hinges on the individual carriers’ ability to manage two key aspects of the LCC
business model - cost control and ancillary revenue development. It is in these areas that Airsavings hopes to make
the most impact within Southeast Asia. And just in time for arrival in the Asian market, the company has just an-
nounced a partnership with world leader in travel insurance - AXA Assistance - for the provision of trip insurance,
which is one of the “Big Three” ancillary revenue points offered through its booking engine. Furthermore, by having
its travel insurance products connected to Airsavings’ AirlinePlus ancillary services hub, AXA is make sure that it pro-
vides the best conversation rates and the highest possible margins to low cost carriers.

The very act of drawing an industry pioneer and leader like Airsavings indicates that LCC expansion in Asia is only in
its infancy. Even as 2008’s global economic prospects appear shaky (on an international level- weak US dollar and
impending recession possibly limiting arrivals from the Americas), the outlook for Southeast Asian travel and tour-
ism is still rosy. The Beijing Olympics will almost certainly boost regional travel, and the lingering economic jolt from
the games will no doubt influence future mobility well beyond the coming year.

While critics previously though that a region as diverse and large as Southern Asia could not be effectively served by
LCCs, in the past year alone, Singapore Airlines spun off a low-cost airline by establishing a European-style AirPass
promotion allowing for unlimited travel for a fixed rate, while AirAsia captured nearly 6% of all passengers in the
region. What’s more, Asian LCCs don’t compete with high-speed rail or the Autobahn as European carriers must. In
fact, a Southeast Asian LCC is often preferable to and much safer than the outmoded and unreliable bus and rail sys-
tems existing in served areas.

Clearly, the future is now, not only for low cost carriers but for Southeast Asian travel and tourism as a whole. With
companies like Airsaving providing the support services and structures upon which new and existing LCCs can thrive,
more growth can be expected across the globe’s largest continent.
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TEACHING AIRLINES TO THINK MORE LIKE MARKETERS, TEACHING TRAVELERS TO EXPECT
LESS BUT PAY MORE

Lessons to Be Had in Ancillary Revenue Creation

Boulogne Billancourt, FRANCE — December 5" 2007 - A few weeks ago, around 300 airline industry experts (from Air-
Canada, Gulf Air and Spirit, to Myair, Virgin and WizzAir) gathered at the first ARAC (Ancillary Revenue Airline Conference)
in Frankfurt to discuss relevant industry topics such as how to increase profits, loyalty programs and co-branding credit
cards. But on everyone’s lips was the hottest topic of the event - revenue diversification aka ancillary revenue.

Undoubtedly, ancillary revenue is one of the easiest and fastest ways for carriers, low-cost or otherwise, to generate prof-
its. At a time when operating costs remain inflexible and there is nowhere left from where to cut costs, developing addi-
tional revenue streams to compliment the bargain-basement seats so coveted by today’s consumers becomes a fiscal im-
perative. For low-cost carriers, the ability to offer a multitude of profit-generating extra services is now do or die, not an
option and thus incorporating ancillary revenue into the new airline business model will become essential.

The low-cost carriers and airlines that don’t will face disastrous consequences.

By default, Ryanair was the first low-cost carrier and still remains the poster child for the industry, followed closely by
easylet and Southwest. Using the failures of the giants as examples of what not to do, these low-cost carriers have
shunned the traditional airline business model with very positive and profitable results — like squeezing as much as an ex-
tra €5- €10 per customer and growing revenues by almost 50% - while revolutionizing air travel in the process. The key to
their success? Ancillary revenues.

For low-cost carriers, anything not travel related, i.e., water, drinks, pillows, blankets, food, even checked baggage, is now
considered to be ancillary and therefore potentially profitable. Increasingly, passengers don’t expect all amenities built
into their ticket prices - they just want to get where they’re going, fast — and by offering travelers low-cost fares, these car-
riers have effectively lowered the expectation threshold (so their customers won’t mind paying for extras). It is, after all
the customer’s choice and offering them a wide range of products and services will actually enhance their perception of
the airline, even though they end up paying more for added services.

And that is the crux of it; the unbundling of services and offering of new ones. Ancillary revenues.

One of the companies present at ARAC conference Airsavings is an expert in ancillary revenues for low-cost and medium-
sized carriers. About 6 years ago, the Paris-based company created a think-tank for the industry and has since created a
number of products and services that provide the greatest potential for bottom-line growth, like group buying strategies.
Most recently, Airsavings introduced a widely-used business purchasing model in the hospitality and automotive indus-
tries, to the airline industry. This new model is also set to revolutionize the way in which carriers interact with their cus-
tomers, by moving into the customer’s psyche. Carriers are now able to offer many additional services within the purchase
path, not just the standard car hire or insurance. Up-sell and dynamic cross-sell of additional services and products will
become the norm as opposed to the exception, as this new breed of airlines start to think more like marketers than just
providers of seats 35,000ft in the air.
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For Airsavings, the evolution of ancillary revenues has been rapid, with clients including Atlas-Blue, Clickair, Aer Arann,
VLM, Virgin Express, Spanair and Air Europa - all of whom are taking full advantage of the ever-increasing range of ancillary
service options provided by the company. And because of its dual-natured operational model — providing additional reve-
nue options and cost saving initiatives - Airsavings is increasingly the preferred provider for many of Europe and Asia’s
smaller carriers. Additionally, through its proprietary dynamic packaging technology, Airsavings enables these airlines to
sell additional products and services online using an interface, but without any programming or development costs. And
very importantly says Raphael Bejar, CEO of Airsavings, is the speed to market “Quite often, what we see is a paralysis in
the decision making process when talking about the implementation of an ancillary revenue program. Because of the
enormity of an ancillary revenue program, the development and programming time involved and of course cost, it can
be a daunting prospect, albeit essential for the company’s bottom-line growth. We have known of some programs to
take several years to develop, whereas we can develop and launch a program for a smaller carrier in several weeks.”

With that in mind, Airsavings has eliminated the need for carriers to take on the back-end development of ancillary reve-
nue programs, limiting their time and technology investment to virtually zero. SkyEurope which is Central Europe’s leading
LLC, is one of Airsavings’ clients. Airsavings was able to develop a fully integrated group purchasing and dynamically pack-
aged ancillary revenue model for the carrier in a matter of weeks, instead of years. And because the airlines are using
“plug-and-play” technology already developed by Airsavings, they’re able to offer an increasingly growing number of prof-
itable services that customers are willing to pay for. SkyEurope’s offerings currently include hotels, budget hotels (in keep-
ing with its customers needs), car-hire, transfers, insurance, airport lounges, guides, entertainment and gaming. More are
in the works.

And so there you have it; the possibilities for additional services seem to be endless. A fully expanded service line to in-
clude the Big Three (hotel, car, insurance), the traditional “up-sells” (optional or upgraded food and drink, headphones,
priority check-in), and the next generation ancillaries (SMS flight status notification, one-day sky lounge passes, online
gaming), and more.

Clearly, ancillary revenue is the wave of the future for airlines of every stripe, legacies to mid-majors to low-cost carriers.
The success of any airline will eventually be pegged to their ability to generate ancillary revenue and with the help of Air-
savings; some airlines will be enjoying this success much faster than others.

For a copy of Airsavings’ most recent whitepaper called “Going, Going Gone: Profits, Expectations and Ancillary Revenue
Generation, the New Operational Imperative” please contact media representative Vanessa Horwell at
vanessa@thinkinkpr.com or +1.305.776.8817. Case studies, fact sheets and data regarding cost-reduction strategies and
ancillary revenue creation are also available upon request.
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MAXIMIZING REVENUES FOR LOW-COST AIRLINES; ANCILLARY SERVICES AND
MORE...

Airsavings Announces New Platforms and Services for Low Cost Airlines at the ARAC
Conference in Frankfurt, Nov 14-15

Frankfurt, GERMANY — November 9”’, 2007- Airsavings, an industry leader in ancillary services revenue creation and
group buying strategies for low-cost and mid-sized airlines including SkyEurope, Atlas-Blue, Clickair, Aer Arann, VLM,
Virgin Express, Spanair and Air Europa will be appearing in Frankfurt next week at the first event dedicated to ancil-
lary revenue generation for airlines — the Ancillary Revenue Airline Conference (ARAC). The conference brings to-
gether airlines and industry leaders from across the globe, to discuss and examine the rapidly expanding range of
ancillary services such as dynamic packaging, entertainment, gaming, insurance, accommodation, on-board and web
ancillary revenue generation tools.

Airsavings, who recently launched a new model to the industry — a behavioral targeting and recommendation engine
that delivers additional services for airline websites, is one of the sponsors and presenters at the conference. Speak-
ing on behalf of the company is Raphael Bejar, CEO. With ancillary revenue creation representing the greatest poten-
tial for bottom-line growth for low-cost airlines, Mr Bejar will be discussing how, combined with group purchasing
discounts, the ability to offer a wide of services to today’s cost-consumed travelers is the perfect solution for low-
cost airlines looking to increase revenues and profits.

Airsavings, which was founded in 2001 to meet the rapidly evolving needs of small-to-mid size carriers, couples its
group buying techniques with a state of the art e-commerce platform (AirlinePlus) to allow low-cost carriers to take
full advantage of the ever-increasing range of ancillary service options. Because of its dual-natured operational
model — providing additional revenue options and cost saving initiatives - Airsavings is increasingly the preferred pro-
vider for many of Europe’s smaller carriers. The company, which has developed dynamic packaging technology, en-
ables airlines to sell additional products and services online using Airsavings’ user interface, but without any pro-
gramming or development costs.

Airsavings already offers a host of popular and profitable options for the creation of new revenues including car
rental, travel insurance, SMS itineraries, Airport Lounges and carbon offset programs. Its new engine now offers car-
riers a new opportunity to develop additional revenues and profits.

For more information about Airsavings, please visit www.airsavings.net. To request a media kit or schedule an inter-
view with Raphael Bejar, please contact media representative Vanessa Horwell at vanessa@thinkinkpr.com or
+1.305.776.8817. Case studies, fact sheets and data regarding cost-reduction strategies and ancillary revenue crea-
tion are also available upon request.
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AIRSAVINGS RELEASES NEW REVENUE ENGINE FOR LOW-COST COST CARRIERS

Leader in Ancillary Revenue Creation and Cost Reduction Strategies Launches New Platform for
Airlines

Boulogne Billancourt, FRANCE — October 11"', 2007 - Airsavings, the industry leader in ancillary services and reve-
nue creation and group purchasing strategies for low-cost and mid-sized carriers including SkyEurope, VLM, Virgin
Express, Spanair and AirEuropa, announces its latest development for the industry.

After 9 months of development, Airsavings has rolled out an Amazon.com-like behavioral targeting/
recommendation engine, a new push model of delivering additional services for airline websites. The first low-cost
airline running the newly launched engine is Atlas Blue, a subsidiary of Royal Air Maroc (RAM).

In developing the industry platform, Airsavings found that the majority of passengers were used to search tools,
rather than reading editorials or recommendations (on major e-commerce websites). In the test models, passengers
responded very positively to the signature feature of the engine; the personalised recommendations such as cus-
tomers who bought X also bought Y. This “matching technology” improved conversion ratios and generated new
revenue streams.

With ancillary revenue creation representing the greatest potential for bottom-line growth for low-cost airlines, this
new industry-specific product could be considered as a “shot in the arm” for many smaller carriers. Combined with
group purchasing discounts, the ability to offer a plethora of services to today’s cost-consumed travelers is the per-
fect solution for low-cost airlines looking to increase revenues and profits.

Airsavings, which was founded in 2001 to meet the rapidly evolving needs of small-to-mid size carriers, couples its
group buying techniques with a state of the art e-commerce platform (AirlinePlus) to allow low-cost carriers to take
full advantage of the ever-increasing range of ancillary service options. Because of its dual-natured operational
model — providing additional revenue options AND cost saving initiatives - Airsavings is increasingly the preferred
provider for many of Europe’s smaller carriers. The company, which has developed dynamic packaging technology,
enables airlines to sell additional products and services online using Airsavings’ user interface, but without any pro-
gramming or development costs.

Airsavings already offers a host of popular and profitable options for the creation of new revenues including car
rental, travel insurance, SMS itineraries and carbon offset programs. Its new engine now offers carriers a new op-

portunity to develop additional revenues and profits.
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Top Ten Travel Trends for 2008; An Airline Industry Perspective

By Raphael Bejar, CEO of Airsavings

As one of Europe’s leading providers of ancillary revenue services (read: new income and profit streams) for low-cost, regional and
small airlines, we wanted to share with you a summary of trends that have impacted our industry, and that will affect the way we do
business in 2008. From the growing number of carbon offset initiatives, to self-service kiosks and charging stations, to the unbundling
of services that consumers have traditionally paid for, the coming year holds many new opportunities for our industry to engage with
today’s rapidly changing and demanding traveler, while adding value and visibility to our brands. Importantly, these new trends indicate
a shift in business models which we must embrace, in order to stay on top of our game. But while the abundance of new trends - like
the pervasive greening of businesses - provide enormous comfort to consumers and are a contributor in the purchase-decision process,
we must not lose sight of our business goals. To expand market-share, provide excellent service and value to customers, and produce
profits. So with that said, following is an overview of our top ten travel trends for 2008;

11

Green Initiatives - Carbon offsets

All signs point to a continuance of the eco-friendly phenomenon in the new year. The Bali conference on the future of the
Kyoto protocol, Al Gore’s Nobel Peace Prize for climate change awareness, a Democratic-focused US presidential election cy-
cle, and oil prices closing in on $100 a barrel have all served to keep environmental conservationism at the forefront of travel-
ers’ consciousness’ as 2007 ends and will continue well into 2008. Carbon offset programs have enjoyed limited success, but
are poised to really take off in the current environment. According to “A Consumer’s Guide to Retail Carbon Offset Providers”,
prepared by Trexler Climate and Energy Services for the Clean Air-Cool Planet group, 2000 miles of air travel generates one full
ton of the greenhouse gas CO2, the mitigation of which environmentally-minded consumers would certainly be willing to pay
for. The purchase of such offsets, along with well-positioned announcements about a company’s environmental policies, can
be integrated into a booking platform, like Atlas-Blue’s carbon offset program which launches on Jan 23, 2008.

Ancillary Services

The development of ancillary revenue streams has become increasingly important for airlines struggling to compete in a busi-
ness environment facing very real price constraints and escalating variable costs (i.e., fuel). Low, or zero overhead service
offerings like trip insurance, simultaneous hotel booking and rental car options are already mainstays on airline booking en-
gines; look for additional services and products to appear alongside them. As one of the travel industry’s leaders in ancillary
revenue creation, we are facilitating the growth of these “extras” such as one-day airport lounge upgrades, priority luggage
handling, online/onboard gaming and entertainment. This is just a small offering of what’s to come.

Airport Lounges and Entertainment

As more fliers take to the skies, the amount of time they spend in airports is increasing. Still-tight security and governmental
agency recommendations have increased this time by requiring fliers to be in the airport earlier. While average delay times
have remained in the 15-45 minute range, the longest delays are getting longer, according to flightstats.com, with average
times of nearly an hour. With a very captive audience seeking diversion during thee expanding wait times, airport lounges
(especially to those without loyalty programs that offer access) and on-ground entertainment are potentially lucrative oppor-
tunities.

Strong Euro= European vacationers

Of the many macroeconomic factors that will affect global travel in 2008, the projected rise of the Euro compared to the US
dollar will perhaps be the most significant in the short term. The dollar is now at a 26 year low against the British Pound and
at an all time low against the Euro ($1.43 to €1, at the time of this writing). We can expect many more Europeans to seek dis-
count vacations in the US, taking advantage of the favorable exchange rate, and increasing transatlantic travel as a result.
Furthermore, as corroborated by the New York Times on Dec. 11, the traveling demographic will be bargain-seeking, web-
savvy, and used to the sort of low-cost carriers that are so popular on the Continent, effectively depressing the price of a pond
crossing. In this circumstance, group purchasing and other means of keeping costs in check will become an imperative.
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American Recession

The flip side to the Euro boom is the deflated dollar, which at the end of 2007 is coinciding with the beginnings of a US reces-
sion. The typical US traveler has consistently sought the lowest possible price for an airline ticket anyway, and an economic
downturn will only serve to intensify this trend. With less travelers seeking ever-lower fares, the unbundling of services, an-
cillary revenue creation, and cost conservation will become more important to US carriers. European carriers can expect
fewer American fliers.

The use of regional jets

In the US, this corresponds slightly with the impending recession, as carriers will seek to maximize load factors through the
use of smaller aircraft. Regional planes, used primarily to connect outlying airports with major hubs, are increasingly used for
hub-to-hub travel when the flights are relatively short (MIA to NYC, for instance). This allows airlines to offer more flights
throughout the day, a major consumer priority, but also allows them to ensure that the flights will be booked solid, as op-
posed to a larger jet that might fly only partially full. The average jetliner has 137 seats- while 23 seats fewer on average than
5 years ago, that number of seats is still harder to fill than the 35-70 seats of a regional jet. As such, the use of regional jets
has increased 200% in the same time span. This trend can go either way, as evidenced by Southwest’s marketing campaign
advertising a ‘full sized plane each flight’, but is likely to continue through 2008.

RFID tags on luggage

Radio Frequency Identification Tags are used by many other industries for inventory control, delivery tracking and loss pre-
vention. 2008 may be the year they become widespread in the airline business. RFID could be offered as an ancillary service
(on the Airsavings booking platform, for example), as a system-wide customer service initiative, as a security measure, or as
part of a customer loyalty program. Following a year where more luggage was lost than in any previous year, allowing pas-
sengers to be able to track their own bags might be a significant way to stem negative publicity for the industry as a whole.
Airlines that have instituted a pilot RFID program for internal use include Delta, British Airways and Japan Air.

Charging stations for laptops, cell phones, iPods, etc.

The frequent traveler in 2008 carries more computing power on their person than the first commercial airplanes had in their
cockpits. Every gadget needs to be recharged- this major convenience can be offered at a small fee. Charging stations have
emerged in airport lounges and malls on a small scale in 2007; Samsung, an early adopter, has sponsored charging stations in
Dallas-Ft Worth, LAX, and New York’s JFK airports, according to a New York Times article, and is reaping rewards in terms of
brand awareness and exposure. 2008 should see a significant increase in such services.

More self-service kiosks

Today’s traveler is far more self-reliant and more familiar with airport procedures than ever before. Many airlines
(Lufthansa, AirCanada, BA, Delta) have already capitalized on this by offering self-check-in, enabling significant labor savings
(and therefore cost savings) at the ticket counter. Look for this trend to continue in 2008 as kiosk and interface technology
advance and hourly personnel become more expensive.

Frequent flyer/loyalty programs

In the age of lowest-price-guarantees and choose-your —fare booking, natural loyalty is at an all-time low. Look for carriers to
step up their push for repeat customers through expansion of their frequent flier and loyalty programs. Expansion may take
the form of incentives, as through the granting of extra privileges demonstrated by Airsavings’ programs, or with a marketing
push.

Hi#
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Raphael Bejar, CEO

Raphael Bejar spent 15 years in the airline industry studying finance and purchasing methodology before creating
Airsavings in 2001. Having worked previously with Jet Finance, Credit Foncier, and SH&E, he had the experience and
vision to apply group purchasing business models familiar in other industries to both the cost reduction and ancillary
services area of airline operations. Through his company, Mr. Bejar has created cost saving opportunities for low
cost and mid sized airlines, otherwise unattainable except by industry giants. Three years ago, Mr. Bejar combined
his innovative group buying technique with burgeoning web services technology to provide ancillary revenue solu-
tions to those airlines as well. Mr. Bejar holds a degree in aeronautical engineering from the ESTACA in Paris and a
postgraduate degree in Banking and Finance from Paris University.

Geoffroy de Pennart, Corporate Communication Director

Geoffroy de Pennart handles all the documentation, presentation strategy and design for Airsavings. He owned his
own advertising and corporate communications agency before founding Airsavings with Raphael Bejar, providing a
vital understanding of the marketing and distribution systems necessary for the effective disbursal of ancillary ser-
vices. Through his firm, Mr. de Pennart dealt with high-profile clients such as the Louis Vuitton Group and Renault,
honing his expertise in the marketing of goods to consumers with substantial spending power.

Gilles Pozniak, Information Technology Director

Gilles Pozniak has more than 20 years’ experience developing and implementing technical strategies for direct con-
sumer bookings. The architect of the AirlinePlus platform, Mr. Pozniak is an expert on web service and XML func-
tionality, making the sale of ancillary services convenient and simple. He has created e-commerce platforms, con-
tent management applications, booking engines and middleware solutions for industry leaders including EDF, So-
ciété Générale and leading low-cost airlines. Mr. Pozniak graduated from the Ecole National Supérieure des Arts et
Industries de Strasbourg.

Baudoin de Bretagne, Business Development Director

Baudoin de Bretagne is in charge of business development for Airsavings. Mr. de Bretagne draws upon his 10 years
of experience in various marketing and product manager roles to coordinate Airsavings’ presales and marketing ef-
forts, specifically in e-commerce and distribution strategies. He was previously with TOTAL in Eastern Europe and
Genuity/Verizon. He graduated from Ecole Centrale Paris, Reims Management School and Middlesex University.
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About Airsavings

Created in 2001 by airline industry professionals to serve the growing needs of mid-sized airlines in cost
reduction and ancillary revenue generation, Airsavings is a group buying service focusing on fast growing
airlines. By combining the purchasing volume of participating airlines, Airsavings was the first to apply to
the airline industry a successful concept already in use in the auto, chemical and hospitality industries. Air-
savings’ group buying expertise, combined with the knowledge of airline internet booking engines, has
uniquely positioned Airsavings in the area of ancillary revenues - now a vital lifeline for airlines. Airsavings
proprietary industry platform called AirlinePlus, enables carriers to deliver a multitude of ancillary services
found most useful and with the greatest potential for mass adoption and profitability. For more informa-
tion, please visit www.airsavings.net.

Airsavings—France

29, Rue. des Peupliers

92100 Boulogne Billancourt

Tél: +33141419687

Fax: +33141419364

Contact: Raphael Bejar / rbejar@airsavings.net
www.airsavings.net

Airsavings—Singapore

20 Cecil Street, #14-01 Equity Plaza
049705 SINGAPORE

Tel: +65 6303 2454

Fax: +65 6303 2455
Wwww.airsavings.net

Media Contact:

Vanessa Horwell

Thinklnk Communications for Airsavings
+1.305.776.8817
Vanessa@thinkinkpr.com

14 AIRSAVINGS - www.airsavings.net


http://www.airsavings.net/�
mailto:rbejar@airsavings.net�
http://www.airsavings.net/�
http://www.airsavings.net/�
mailto:Vanessa@thinkinkpr.com�


<<

  /ASCII85EncodePages false

  /AllowTransparency false

  /AutoPositionEPSFiles true

  /AutoRotatePages /None

  /Binding /Left

  /CalGrayProfile (Dot Gain 20%)

  /CalRGBProfile (sRGB IEC61966-2.1)

  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)

  /sRGBProfile (sRGB IEC61966-2.1)

  /CannotEmbedFontPolicy /Error

  /CompatibilityLevel 1.4

  /CompressObjects /Tags

  /CompressPages true

  /ConvertImagesToIndexed true

  /PassThroughJPEGImages true

  /CreateJDFFile false

  /CreateJobTicket false

  /DefaultRenderingIntent /Default

  /DetectBlends true

  /DetectCurves 0.0000

  /ColorConversionStrategy /CMYK

  /DoThumbnails false

  /EmbedAllFonts true

  /EmbedOpenType false

  /ParseICCProfilesInComments true

  /EmbedJobOptions true

  /DSCReportingLevel 0

  /EmitDSCWarnings false

  /EndPage -1

  /ImageMemory 1048576

  /LockDistillerParams false

  /MaxSubsetPct 100

  /Optimize true

  /OPM 1

  /ParseDSCComments true

  /ParseDSCCommentsForDocInfo true

  /PreserveCopyPage true

  /PreserveDICMYKValues true

  /PreserveEPSInfo true

  /PreserveFlatness true

  /PreserveHalftoneInfo false

  /PreserveOPIComments true

  /PreserveOverprintSettings true

  /StartPage 1

  /SubsetFonts true

  /TransferFunctionInfo /Apply

  /UCRandBGInfo /Preserve

  /UsePrologue false

  /ColorSettingsFile ()

  /AlwaysEmbed [ true

  ]

  /NeverEmbed [ true

  ]

  /AntiAliasColorImages false

  /CropColorImages true

  /ColorImageMinResolution 300

  /ColorImageMinResolutionPolicy /OK

  /DownsampleColorImages true

  /ColorImageDownsampleType /Bicubic

  /ColorImageResolution 300

  /ColorImageDepth -1

  /ColorImageMinDownsampleDepth 1

  /ColorImageDownsampleThreshold 1.50000

  /EncodeColorImages true

  /ColorImageFilter /DCTEncode

  /AutoFilterColorImages true

  /ColorImageAutoFilterStrategy /JPEG

  /ColorACSImageDict <<

    /QFactor 0.15

    /HSamples [1 1 1 1] /VSamples [1 1 1 1]

  >>

  /ColorImageDict <<

    /QFactor 0.15

    /HSamples [1 1 1 1] /VSamples [1 1 1 1]

  >>

  /JPEG2000ColorACSImageDict <<

    /TileWidth 256

    /TileHeight 256

    /Quality 30

  >>

  /JPEG2000ColorImageDict <<

    /TileWidth 256

    /TileHeight 256

    /Quality 30

  >>

  /AntiAliasGrayImages false

  /CropGrayImages true

  /GrayImageMinResolution 300

  /GrayImageMinResolutionPolicy /OK

  /DownsampleGrayImages true

  /GrayImageDownsampleType /Bicubic

  /GrayImageResolution 300

  /GrayImageDepth -1

  /GrayImageMinDownsampleDepth 2

  /GrayImageDownsampleThreshold 1.50000

  /EncodeGrayImages true

  /GrayImageFilter /DCTEncode

  /AutoFilterGrayImages true

  /GrayImageAutoFilterStrategy /JPEG

  /GrayACSImageDict <<

    /QFactor 0.15

    /HSamples [1 1 1 1] /VSamples [1 1 1 1]

  >>

  /GrayImageDict <<

    /QFactor 0.15

    /HSamples [1 1 1 1] /VSamples [1 1 1 1]

  >>

  /JPEG2000GrayACSImageDict <<

    /TileWidth 256

    /TileHeight 256

    /Quality 30

  >>

  /JPEG2000GrayImageDict <<

    /TileWidth 256

    /TileHeight 256

    /Quality 30

  >>

  /AntiAliasMonoImages false

  /CropMonoImages true

  /MonoImageMinResolution 1200

  /MonoImageMinResolutionPolicy /OK

  /DownsampleMonoImages true

  /MonoImageDownsampleType /Bicubic

  /MonoImageResolution 1200

  /MonoImageDepth -1

  /MonoImageDownsampleThreshold 1.50000

  /EncodeMonoImages true

  /MonoImageFilter /CCITTFaxEncode

  /MonoImageDict <<

    /K -1

  >>

  /AllowPSXObjects false

  /CheckCompliance [

    /None

  ]

  /PDFX1aCheck false

  /PDFX3Check false

  /PDFXCompliantPDFOnly false

  /PDFXNoTrimBoxError true

  /PDFXTrimBoxToMediaBoxOffset [

    0.00000

    0.00000

    0.00000

    0.00000

  ]

  /PDFXSetBleedBoxToMediaBox true

  /PDFXBleedBoxToTrimBoxOffset [

    0.00000

    0.00000

    0.00000

    0.00000

  ]

  /PDFXOutputIntentProfile ()

  /PDFXOutputConditionIdentifier ()

  /PDFXOutputCondition ()

  /PDFXRegistryName ()

  /PDFXTrapped /False



  /Description <<

    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e9ad88d2891cf76845370524d53705237300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>

    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc9ad854c18cea76845370524d5370523786557406300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>

    /DAN <>

    /DEU <>

    /ESP <>

    /FRA <>

    /ITA <>

    /JPN <FEFF9ad854c18cea306a30d730ea30d730ec30b951fa529b7528002000410064006f0062006500200050004400460020658766f8306e4f5c6210306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103055308c305f0020005000440046002030d530a130a430eb306f3001004100630072006f0062006100740020304a30883073002000410064006f00620065002000520065006100640065007200200035002e003000204ee5964d3067958b304f30533068304c3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002>

    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020ace0d488c9c80020c2dcd5d80020c778c1c4c5d00020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>

    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken die zijn geoptimaliseerd voor prepress-afdrukken van hoge kwaliteit. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)

    /NOR <>

    /PTB <>

    /SUO <>

    /SVE <>

    /ENU (Use these settings to create Adobe PDF documents best suited for high-quality prepress printing.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)

  >>

  /Namespace [

    (Adobe)

    (Common)

    (1.0)

  ]

  /OtherNamespaces [

    <<

      /AsReaderSpreads false

      /CropImagesToFrames true

      /ErrorControl /WarnAndContinue

      /FlattenerIgnoreSpreadOverrides false

      /IncludeGuidesGrids false

      /IncludeNonPrinting false

      /IncludeSlug false

      /Namespace [

        (Adobe)

        (InDesign)

        (4.0)

      ]

      /OmitPlacedBitmaps false

      /OmitPlacedEPS false

      /OmitPlacedPDF false

      /SimulateOverprint /Legacy

    >>

    <<

      /AddBleedMarks false

      /AddColorBars false

      /AddCropMarks false

      /AddPageInfo false

      /AddRegMarks false

      /ConvertColors /ConvertToCMYK

      /DestinationProfileName ()

      /DestinationProfileSelector /DocumentCMYK

      /Downsample16BitImages true

      /FlattenerPreset <<

        /PresetSelector /MediumResolution

      >>

      /FormElements false

      /GenerateStructure false

      /IncludeBookmarks false

      /IncludeHyperlinks false

      /IncludeInteractive false

      /IncludeLayers false

      /IncludeProfiles false

      /MultimediaHandling /UseObjectSettings

      /Namespace [

        (Adobe)

        (CreativeSuite)

        (2.0)

      ]

      /PDFXOutputIntentProfileSelector /DocumentCMYK

      /PreserveEditing true

      /UntaggedCMYKHandling /LeaveUntagged

      /UntaggedRGBHandling /UseDocumentProfile

      /UseDocumentBleed false

    >>

  ]

>> setdistillerparams

<<

  /HWResolution [2400 2400]

  /PageSize [612.000 792.000]

>> setpagedevice



