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ÅSocial trends
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ïMobile

ïSocial

ÅInsights and lessons learned



Who am I?

ÅEngineer

ÅConsultant

ÅSupply chain expert

ÅDistribution field leader

ÅIT executive

ÅeCommerce strategist

ÅeCommerce general manager

ÅSocial expert?



Are we social?
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Are we social?



Perceptions of the brand



What can we learn?



Social trends

ÅTrend #1:  Transactional to emotional
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Social trends

ÅTrend #1:  Transactional to emotional
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Social trends

ÅTrend #1:  Transactional to emotional



Social trends

ÅTrend #2:  Groups create value
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Social trends

ÅTrend #2:  Groups create value



Social trends

ÅTrend #3:  Social worthy



Social trends

ÅTrend #3:  Social worthy



Social trends

ÅTrend #4:  Experience matters



Social trends

ÅTrend #4:  Experience matters

Delta Customer Feedback

άΧ ȅƻǳ Ǝǳȅǎ ŀǊŜ ōŜȅƻƴŘ ǎǳŎƪΦ LΩŘ ƭƛƪŜ 
to thank you for my middle seat on a 
M class. Thank you for sucking. PS You 

ǎǳŎƪΧέ



Why does mobile 
matter to Delta?
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1.  What % of customers in either 

the purchase or consumption of 

Deltaôs products are ñmobileò?

Our story and results
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1.  What % of customers in either 

the purchase or consumption of 

Deltaôs products are ñmobileò?
100%

Our story and results



Why does mobile 
matter to Delta?
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2.  What % of customers enjoy 

waiting in line to talk to a ticket 

agent at a counter?

Our story and results



Why does mobile 
matter to Delta?
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2.  What % of customers enjoy 

waiting in line to talk to a ticket 

agent at a counter?
0%

Our story and results



Why does mobile 
matter to Delta?
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3.  What % of customers have 

interacted on social, mobile, or 

internet channels?

Our story and results



Why does mobile 
matter to Delta?
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3.  What % of customers have 

interacted on social, mobile, or 

internet channels?
100%

Our story and results



Our story and results

Mobile Web iPhone 1.0
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Platformsé

ÅBlackberry

ÅAndroid

ÅWebOS

ÅWindows Mobile

Å iPad

ÅChrome

Technologiesé

ÅNative

ÅWORM

ÅHTML5

Our story and results

Featuresé

Å IROP

ÅBooking

ÅSeat 

assignments

Å Text / chat

Whatôs next?



Apple Store sets the standard
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Our story and results



Yes, but for an airline?
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ÅCan I sell you stuff on the plane (check)?

ÅRebook you from anywhere in the terminal?

ÅLet you upgrade to first class?

ÅDo we need a ticket counter?  Kiosk?

Our story and results
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ÅBusiness travelers

ÅGeographic (global) targeting

ÅRelevant content

ÅBrand building

Our story and results

ÅBetter / faster / cheaper experience

ÅCustomer in control

ÅDelta ñhas your backò in travel

Who?

Why?



Our story and results
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Our story and results


