ICELANDAIR

WWW.ICELANDAIR.COM

How Icelandair Uses
Email Marketing to
Keep Customers

Coming Back




ExactTarget.

Peter McCormick
Co-Founder and General Manager
ExactTarget Global

Welcomel

Email: peter@exacttarget.com

Katrin Erna Gunnarsdottir
Project Manager, Web Marketing
Icelandair

Email: katring@icelandair.is

© 2009 ExactTarget All Rights Reserved



OVER

FOUNDED IN 500+ 7,000+ ZB+ $7OM

EMPLOYEES CLIENTS MONTHLY PRIVATE EQUITY

FUNDING MAY 09
EMAIL VOLUME

H = Nationwide’
X X @Expedla Microsoft u o Vs Sk
‘
) CANADIAN
TIRE
. . \ / charles SCHWAB
Finisb™tine hotels.com

beefimports careerbuildercon EIIEYI “ ICELANDAIR A @

Amﬁ

: @ I:":‘FFEE
U BI-E_AI-A Y american gI"E‘E‘tI Ngs.com cnnmax @ CQ];QIE)‘SHT;QFNE @







The Evolution of Media
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Change in Marketing Spending for Select Media in
2009 According to US Marketers (% of respondents)
Increase Remain the same Decrease
E-mail marketing 40,0% 50,0% 160,065
Interactive 31.3% 52.1% 16.7%
Search 23.5% 58.8% 17.6%  |d
TV 16.3% 59.2% 24.5%
Direct mail 15.4% 53.8% 0.8%
Print 13.8% 39.7% dé 4%
Radio 12.5% 67.3% 20.4%
Qutdoor 8.7% 71.7% 19.6%
Mate: =5, 300
source: Round?2, "200% Media Survey Results & Analysis, " provided to

efdarketer, Septamber 4, 2007
106751 oo eMarketer com
















Our History iceLanoair &J

2002-2008

1937 1952 1973-1981 1988-1995

Commercial Loftleidir starts Name changed to Total renewal of The operations were
flights international Flugleidir after all equipment - downscaled after
commence. schedule between the merger of new Boeing 9/11. Better results,
Flugfélag USA and Loftleidir and aircraft. Focus on growth and renewal.
Akureyrar Luxemburg with a Flugfélag Islands. travel services. Focus on the

profitability of each
subsidiary and route.

Billions invested
in aircraft, hotels,

founded. The
name was later

stop in Iceland.
Low fares make

Record oil prices,
inflation, DC10

1
1
1
1
I
1
1
1
1
1
1
1
1
1
1
I
1
1
1
1
1
i
Flugfélag Islands. E known as the

I
1
:
1
1
1
1
1
1
:
1
1
1
1
1
1
:
1
1

changed to the company accident, job cuts car rental and New management
and cost savings. maintenance introduced in 2008
hippie airline. centre.
1945 1969 1981-1987 1995-2001
First international Air Bahamas Years of total Expansion of the
flights. Flugfélag acquired. A utilization. The route network (10-
[slands started competitor in the company used up 15% annually).
flying to Scotland North-Atlantic all existing Number of tourists
and Denmark. market bought resources, gained visiting Iceland
Loftleidir began and incorporated. high load factors, doubled in a 10
international offered low fares. year period.

flights in 1947.
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Route Network Strategy iceLanoae &

Iceland’s
geographic
location
enables
lcelandair to
service three
main markets:

The tourist and business market to Iceland 50%

The home market in Iceland 24%

The market between Europe and USA 26%




Marketing and Sales SRRy |

Icelandair has a vast experience and
knowledge of international consumer
markets

70% of the business comes from

foreign markets, which is unique
among airlines

Great focus on PR to expand the
marketing exposure




Our Mission IceLanpair A

To develop the product to a level where the guest is ready to

buy our product rather than the competition and can easily
explain why

To build loyalty with our present guests with better service
and relaxed atmosphere

Be different and offer something nobody else offers,
creating a buzz around our products and repeat loyalty

Increase the enjoyment and pride among our employees
and therefore make Icelandair a exciting workplace



Our Main Sales Challenge iceLanair &

We get less and less chance to meet and talk with
our customers, therefore those points where we

have direct contact are more important and
valuable.



Customer Loyalty iceLanpar &

37% Loyal
47% Flexible
9% Open
7% Won't fly

Our aim is to get those 56%
— to fly with us and become
loyal customers




Our Key Marketing Challenges iceranoae &

The culture and language difference
Changes in consumer enviroment

Branding issues — conservative vs.
unconservative

Economy
Innovation
Ways to improve
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Our Key Marketing Challenges = *"™**"4&

The way we think,
talk, act, look,
sound and smell.

Inreased
company market

value
A

Decreased
company market
value



Icelandair Email Strategy iceLanpar &

The strategy from April 2007 focused on 7 main keys

+ Direction (what is this email program expected to
accomplish for your business?) — revenue and loyality

+ Value Proposition (knowing exactly who the ideal
audience member is for your program) — who is really
Intrested?

+ List Quality (opt-in Re-engagement Campaigns)

+ Relevance (are we getting the right content to the right
person at the right time?) — intrest

+ Deliverability (do the emails arrive in the inbox?)
+ Testing (from and subject lines)

+ Creative Execution (usabillity, technical compliance and
the principal of effective communication)



Icelandair Email Strategy iceLanpar &

There are three pillars to our email marketing strategy:

—

. Regular Newsletter from each region

2. Special Promotions, Agent Newsletter, Press
Releases

3. Triggered emails (triggered by customer

action)

Tracking reports are sent to the regions after each send out
and mesurement of revenue.
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New Website™
launched In

November
2008

Rewarded as
the best sales-
and service
Website In
Iceland

Where emall
subscriber
engagement
begins



Adding New Subscribers on Website mnnene



Pre-flight Email cnamnn A

Sent daily automatically 1 week prior
to travel

Uses ExactTarget’s “dynamic
content” capability to personalize
content

Information about internet check-in,
hotel, renal cars, service onboard,
the destination, duty free,
destinations airport etc.

Going to be sent in german, dutch,
english, icelandic, french, swedish,
norwegian and danish

For passengers going to Iceland, for
stop-over passengers in Iceland,
and for passengers going to US




Post-flight Email iceranoa &

Thank You email sent
automatically 3 days after
trip ends

Personalized to
passenger

Sent in german, dutch,
english, icelandic, french,
swedish, norwegian and
danish

About 400-600 mails
daily




Consumer Newsletter cecancair &

Sent to Netclub members
In 10 countries and 8
languages

Provides information on
best offers and discounts

Circulation:
250K US
100K Iceland




Frequent Flyer Newsletter oo 4

Special promotion to the

Frequent Flyer Club

Point offers like 50% off
Fares with Points

payment

Point offers for hotels




Agent Newsletter iczrancar &

Newsletter to the agents in a

special template

Information regarding sales,

commissions and changes.




Press Releases oo 4

Sent to the press In

special template
Media lists

Usually with hard-coded

Image




Typical Newsletter IceLanpair A

Generates a lot of traffic up front
Generates most of the bookings in the first week

And keeps on generating bookings for several more
weeks as a result of repeat visits



Newsletters — 9 Month Overview  'c=aneas &

Email campaign supported by good prices and strong
online and offline campaigns.

Emalil campaign performance degrades slowly when
supportive campaigns stop.

Email begins increasing web traffic before support
campaigns start



Newsletter Loyalty iceLanoae &

200,000 visits In a 9 week period - all newsletters

5.6 pages viewed per visit

/ minutes and 33 seconds spent online

/7% repeat visitors

25% bounce rate (11% under the site average)



Seattle Launch — Media Coverage SRRy |

Launch week In Iceland

Newsletters
e Club members
* Frequent flyers

Press releases

e Traditional offine media

e Large ePR campaign including over 3,000 travel media
sites



Positive Media Coverage iceLanone &

Tripled US traffic over night and doubled IS
traffic

Ranked #1 for “Seattle” on Google for 3 days



Social Strategy ceLanoain &

Why do we need a Social Media Strategy?
Online social networks are growing stronger
How do we get customers to recommend us?

What have we done so far?



I.Q.Q_l_an_d@i_r___S_QQ_ial____M.?_d_i.@_Stf@tQQY.______...........'.T?T?f??“.'ﬁ"?!

Facebook sharing




I.Q.Q_l_an_d@i_r___S_QQ_ial____M.?_d_i.@_Stf@tQQY.______...........'.T?T?f??“.'ﬁ"?!

Online game

Banner on
frontpage




Icelandair Social Media Strategy =~ ceancar &

Online game




Icelandair SMS Service cecancair &

* The service is a web based solution.

e The phone numbers come from the CADS system.

e This is the “Send SMS” view when logged into Icelandair
SMS URL
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he Repeat Customer iceanoaz &

A satisfied customer will fly with us again

 He will recommend Icelandair to friend, family
and colleagues

 He will produce more customers
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Thank You!

Peter McCormick
Co-Founder and General Manager
ExactTarget Global

Email: peter@exacttarget.com

Katrin Erna Gunnarsdottir
Project Manager, Web Marketing
Icelandair

Email: katring@icelandair.is



