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It is an understatement to say that I’m a “frequent flyer.” My job requires me to travel across North 

America almost every week to meet with clients.

With this constant travel comes (at least, for me) a lot of thinking about the airline industry. Recently 

I was contemplating the variations in airfare. How often have you sat next to someone on a flight that 

paid 2-3 times what you paid for a ticket? You are both receiving the exact same service – travel from 

point A to point B – so what gives?

Robert Crandle, the former CEO of American Airlines once said, “If I have 2,000 customers on a given 

route and 400 different prices, I am obviously short 1,600 prices.” At first glance this sounds like a quote 

from a greedy airline executive, but it’s just an example of understanding customer value. The price of 

an airline ticket is determined by the value each individual traveler associates with that trip.

In almost every situation, no two people would place the same exact value on any given trip. A business 

traveler that needs to book a last-minute trip will have a higher perceived value on a flight than a family 

that booked a vacation three months earlier. The family probably has more flexibility and more price 

sensitivity to the trip. Hence the reason airlines charge higher prices to last-minute travelers.

Here are four major pricing strategies from the airline industry that you can apply to your organization:

1. MATCH YOUR PRICES TO WHAT YOUR CUSTOMERS VALUE.

If you are currently selling your product/service at one or a few price levels, consider having a broad 

range of prices to match the broad range of values from your customers. If necessary, identify variables 

beyond price to differentiate your groups.

For example, airlines are typically discounting flights on Wednesdays since they see slowest traffic. 

Adapt this strategy, and consider offering your customers a lower price if they agree to take delivery 

during your slowest period.
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2. REWARD YOUR BEST CUSTOMERS.

An airline’s frequent flyer program is a tool to identify and reward top customers. Once a frequent 

traveler has access to the perks associated with a specific airline’s frequent flyer program, they are 

unlikely to change airlines.

My United Airlines frequent flyer status means I get to board the flight first, get upgraded to first class 

on a regular basis and that my checked bags fly for free. I also have a dedicated phone number with 

access to United’s best customer service agents. At the end of the day, I’m still traveling from point A 

to point B with everyone else, but it feels like a different experience. The airlines know that they must 

reward their best customers.

To adapt this to your business, ask how you are rewarding your best customers.

3. CREATE UP-SELL AND CROSS-SELL OPPORTUNITIES.

A consumer purchasing an airline ticket online is presented with numerous opportunities to purchase 

an additional product or service. For instance, you can pay a small fee to purchase a seat with more 

legroom. For another small fee, you can board the flight early or upgrade to first class.

The airlines have also mastered the cross-sell. Need a rental car when you land? The airline has 

a partner that would be happy to take care of that. Need a hotel room? The airline can provide a 

convenient partner to book your room at a special rate.

For your organization, map out every step of your sales and delivery process to determine if you’re 

missing any up-sell or cross-sell opportunities.

4) USE STRATEGIC PARTNERS TO OFFER MORE.

It’s impractical for most airlines to fly to every destination, but they know their customers need to fly 

to locations where they may not have a hub. Thus, it’s very common for airlines to “share” routes. You 

might book your flight to Australia on American Airlines, but the actual carrier that you fly on is Qantas. 

By packaging these solutions to travelers, airlines can capture more flights and satisfy their customers’ 

needs.

In your business, analyze your customers’ needs in detail. What do they really value, and how can you 

create strategic partnerships to deliver that to them through a broader range of products or services?

So next time you find yourself in an airport, consider what you can learn from the airlines’ pricing 

strategy that can be applied to your organization. And don’t feel bad if the person next to you paid 

more money for the same flight. They clearly value the flight more than you.

This article originally appeared on The American Genius.



The Petra Experience is like a Mental Marathon of focused effort to create a 

specific set of priorities and a planned proccess to achieve them... as a team.

Looking to change your business life - forever?

The daily grind of growing a business is tough… it doesn’t have to be that way. We work 

from our own business experiences while focusing on your business – as coach and 

an accountability partner. We implement the Petra Process in a way that ensures it 

“sticks” then we stay engaged to keep you on your path to success and less frustration. 

We don’t want this to be just another thing you start – then it gets ignored and finally 

dies… let’s stop that cycle in your business. The Petra Program ‘clarifies’ what is most 

important to be done – by whom, by when – AND creates an accountability structure 

to ensure IT GETS DONE.
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Rob Simons is an entrepreneur coach with business coaching firm Petra. 
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