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The New World Business Class™ is here.

It's about more comfort and convenience. It's

about 176’ lie-flat seats, superior in-flight
service and one of the industry's most
advanced personal entertainment systems. It's
about arriving at your destination feeling
relaxed and refreshed. It's about the future of
business class. And it's about time. Yours.
Whether you want to work, rest, or play, now
you're flying smart.

*New World Business Class is available on intercontinental
flights using Northwest 747-400 aircraft or Airbus A330 aircraft

X é r‘f"—. or KLLM 777 aircraft. Classic World Business Class will

continue to be offered on intercontinental flights using
Northwest 747-200 or DC-10 aircraft or KLM 747, 767 or MD-
11 aircraft. Information subject to change.
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Facts about SQ from VVikipedia

¢ Singapore Airlines
ranks amongst the
top 15 carriers
worldwide in
terms of RPK and
is ranked 6th Iin
the world for
international
passengers
carried.




Facts about SQ from VVikipedia

+ Singapore Airlines was
ranked 17th in
Fortune's World's
Most Admired
Companies rankings
in 2007 and has built
up a strong brand
name as a
trendsetter in the

aviation industry, SINGAPORE
particularly in terms of AIRLINES

service excellence,
innovation, and safety,
coupled with
consistent profitability.




Facts about SQ from VWikipedia

¢ Singapore Airlines
has won numerous

awards and
accolades and is an

industry bell
weather for aircraft

purchases

s =
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The SQ Focus: Brand Image

¢ Singapore Airlines is an exceptional
way to fly”

¢ Our world-class service and state-
of-the-art aircraft have contributed
to our success”

¢ EXxperience a whole new way to fly
in comfort and leisure” S, :4
h 3

¢ 'Cabin Ambience” gf‘a ! R
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Route Network
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High Performance
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Low Performance

D-AsBsTH

PROBLEM CHILDREN
- Qualify
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Low Performance

D-AsBsTH

PROBLEM CHILDREN

Home Holiday PiP Low Yield

«More info on tourist options
sPackages for targeted destinations
eMaximising air fare component

Asia Business Transfer High Yield

G—RanP'pTL'Of_fer better transfers
sMissed connection guarantee

=
(@)
=
¥
5
T
=
L2y
ot

Rest World Holiday PtP /Trans Low
*Widen the market

B-HoHoPpH .More tourist/sport promotions to
attract higher price fares
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Conclusion

¢ Honest to their focus
Profitable/Productive
Profile — very strong brand image
Partnerships - attract other great brands

People - customers desire RELATIONSHIP
with Singapore Airlines !

¢ Successful because of their focus
Strong competition :‘,?' S
Powerful leadership b1 ot
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