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promotion

In-flight there is plenty of
shanel ess sel f-pronoti on; we tag
RSL ont o whatever we can like *a
recent RSL survey’ or ‘an RSL
straw poll’ or ‘in association
Wi th our RSL partners stateside’ .
But | et’s consider pronotion and
advertising outside of the
ai r pl ane.

The RSL passenger nmake-up i s that
nost elusive target nmarket so
coveted by advertisers -
students and those intheir early
to md 20s. How do RSL conti nue
to build up and retain this
hi ghly desirabl e custoner base?

fregquent flyers

RSL in common with other
airlines operate a frequent
flyers loyalty programme. Once
a passenger submits an
appl i cation assum ng they cone
through a pretend vetting
process they are accepted onto
the programme and officially
beconme a Frequent Flyer. Each
Frequent Flyer is allocated a
uni que nmenbership nunber and
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given their own personalised
card.

Frequent Flyer cards have a
credit card look and feel for
maxi num carry and durability.
The graphics and text are
i nternational jetset rubbish but
at the same time there is
sonet hi ng strangely al l uri ng and
enpoweri ng about these little
cards. On becom ng Frequent
Flyers many card hol ders report
i nproved confidence and/or an
increase in their sense of
general well being.

Fig5.2 frequent flyer cards

r ready steady Ioungew

| frequent flyex |

This card entitles the user or a designated other to
access and receive v.ip. greetings in RSL lounge and
lounge facilities worldwide. As a full member you can
enjoy upgrades and the complete package of lounge
features provided by RSL and our global network of

partners. o«
748
You are an agent of RSL Worldwide. Misuse
\M this card may result in recall. Take care!
J

Tangi bl e benefits depend on what
pronotions the cabin crew can
dream up and what toys and
trinkets are available. Sone
exanpl es of successful pronotions
are prize draws, reduced ticket



prices and free flights. W have
found door revenues actually
I ncreasi ng on those flights where
Frequent Flyers — if they bring
their cards along — fly for free,
wei rd huh?

Frequent Flyer concessions can
alsotieinwth other cabin crew
projects |like gigs or clubs or
“how to.. books in a good sort
of cross subsidisation.

O course the main objective of
the RSL I oyalty programme is to
bui | d up a database of cool RSL
peopl e. W i nput Frequent Flyer
detail s — nane, address, e-mail,
join flight, notes etc. — on to
a database which is then, in
theory, used as a lever to get
things done. In a perfect
dat abase worl d cabin crew woul d
target mail shots and send
random gifts while Frequent
Flyers would be kept fully
i nf or med about speci al pronotions
and events, new routes, flights
and schedul es.

Inthe real world partly through
| azi ness and partly through
design we tend to rely nore on
word of nout h.

Passenger word of nouth is the



best pronotion. It is cheap,
hi ghly effective - people
believe their friends — and keeps
RSL exclusive like a club. One
drawback is the fickleness of
word of mouth. At RSL we are
only ever as good as our | ast
flight.

For this reason and in any case
cabin crew should aim to nake
flights increasingly supersonic
t hrough continual and
i ncrenmental 1nprovenent.

continual improvements make flights

increasingly supersonic

Supersonic is faster than the
speed of sound whil e hypersonic
is fivetines the speed of sound.
The ultimate aim should be to
make flights hypersonic.

flyers & posters

New flights, new venues or
of fshoot projects may require a
proper advertising canpaign with
flyers and posters.

Now there is nore to designing a
flyer and poster canpai gn than



just grabbing a pretty girl off
off the internet you know.
Concepts and attention to
detail are what makes publicity
canpai gns wor k. Last m nutes rush
jobs will always have that
hurri ed vi be about them

The RSL airplane lounge is a
strong theme with obvious,
di stinct and evocative fonts and
graphi cs, hopefully evidenced
through this manual . This i mage
I's strong enough to keep things
sinple and avoid the need to
spend a fortune on 512-col our
mercury-filled stained glass
etchings to inpress and put the
nmessage across. At Fig 5.3 is an
exanpl e of pronotional materia

we have used to good effect in
t he past.
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Fl yering and postering would
focus on those bars, clubs,
casinos and venues, which are
the natural habitat of current
and potential RSL passengers.
W have not yet felt the need
for billboard mega posters,
radio or TV comrercials. In fact
the only other advertising done
to date is the spray paint
variety though this was
obvi ously done by vandals and
not by wus. Environment al
anarchy i s nore about kicks than
advertising in any case. Note
to the kids: anarchy is not RSL
cool plus it is highly illegal.

corporate logos

War m and cuddly corporate | ogos
are a useful device to create a
fal se i npressi on of bi gness, nake
pronotional material consistent
and to reassure passengers they
are in safe hands.

As far as we know there are no
restrictions on inventing and
usi ng | ogos.

We use four related | ogos.
ArtThreat is our parent conpany.
RSL i s Ready St eady Lounge which
you al ready know about. Confort
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class is a special quality
assurance gaurantee unique to
RSL. CQur final logo TKL neans
Taki ng Kare of Lounge at RSL with
the Tim Kenny, Laura cabin crew.
Al'l highly incestous.

Use your |ogos whenever and
wher ever possi bl e but especially
on all docunents. Logos are al so
good on rubber stanmps or to
aut henticate RSL approved and
tested product |ines.

passenger relations

As this manual is not called ‘ How
to Advertise Stuff’ very lastly
and very briefly we will | ook at
passenger rel ations.

In-flight passengers are
custoners but back on t he ground
passengers are people with their
own wor | ds and agendas.

Regul ar passengers are likely to
qui ckly become friends and
acquai ntances of the cabin crew
whi ch i s both good for the cabin
crew and good for business. Cabin
crew should try to attend or
partici pate i n passenger projects
and should also invite regular
passengers along to for exanple



gol f days or baccarat evenings.

If a cabin crew member 1is
i ndi sposed bring in a passenger
as special guest presenter. A
regul ar passenger will enjoy the
gig and may surprise you wth
howwel | they carry out the role.
This also creates a pool of
potential RSL presenters for
future flights and/ or new RSLs.



