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Introduction:
Report Intro
This report is about AirHelp who provide a service that 
helps people claim flight compensation . The client goal 
is clearly defined and different lines of questioning 
help shape the problem formulation . The area of 
investigation is explained and the external market 
factors (macro) affecting it are analysed . Competition 
is evaluated using benchmarking and assessing the 
different forces acting upon the business (micro) . 
Perspective is gained on business direction and how 
to position the company through generic strategies 
and different cultural dimensions are also explored 
for a multilingual audience . Segmentation, targeting 
and positioning are reasoned for; defining the target 
group . Finally SWOT/TOWS is conducted using all the 
information gathered to form a strategic conclusion 
(creative direction) as we move into the solution phase 
of the assignment .
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Client Goals
Create a social marketing campaign to raise awareness 
of passenger rights; generating traffic to the website 
and boosting consumer engagement . 

Magnifying their social media presence and building the 
fans base .

 Airhelp wants to be the largest service provider to 
assist passengers in claiming travel compensation when 
prior scheduling is altered; applicable within the EU . 
Make a concept and implementation strategy for a social 
campaign that increases traffic and subsequent claims .

Problem Formulation
We can break down our problem formulation into 3 clear 
questions . 

How can we assist AirHelp to become the number one 
company people use for flight compensation . (market 
leader)

Through which channels can people be reached most 
effectively

How can we generate interest (knowledge / awareness) 
to make the potential claimants use AirHelps service . 
(Generate the most claims / conversion rate)

Constraints
-It must be a social media campaign

-There is no budget 

-The time frame is limited to 17 days 

Problem Area
AirHelp is a 3 month old service that assists passengers 
in getting compensation from airline companies when 
they are entitled to it . They pride themselves for having 
reached break even point in this short time and are 
now looking for venture capital to further their overall 
business goal of becoming number one in their field . The 
business is defined by the rules in the EU regulative no . 
261/2004, which in general terms, states that: People 
who have their flights cancelled, or delayed by more 
than 3 hours, are entitled to a €250-€600 refund from 
the airline carrier . However, the airlines make it very 
difficult for people to get this compensation, which is 
where AirHelp comes in .

Less than 0 .5% of the delayed passengers seek 
compensation, which goes to show that people, in 
general, do not know about this law . Furthermore, less 
than 0 .01% of the delayed passengers receive the actual 
compensation, which reflects that airlines have been 
trying to avoid this law as much as possible and that 
they make it hard for people who actually make the 
claim .1 With a company this new, the challenge lies in 
getting the information about the service, out there on 
the market and making people aware that it exists, so 
that more people will claim their rightful refund .  
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Methodology:
We have used several model frameworks to understand 
and learn more about the Industry that AirHelp is 
operating in . We have used the PESTEL which is a great 
tool to bring important factors into consideration 
such as  Political, Economic, Socio-Cultural, and 
Technological changes within the business environment .

To learn about the competitors we have used 
Benchmarking which helps compare performance within 
different categories and see their stronger and weaker 
points . Porters Five Forces– to explore the company’s 
situation regarding competitive rivalry . Segmentation 
& targeting using the Gallup Kompass .  We have also 
used  Red Ocean Strategy model in order to align the 
whole system of Airhelps activities with its strategic 
choice of differentiation or low cost . Concluding with a 
SWOT/TOWS  evaluation to consider how we can use the 
combination of internal and external factors, to create 
good strategic options .

Also an expert interview was conducted in order get 
some insight about industry from Jeppe Carøe Rindom 
– CEO of Nodes & former CFO of TradeShift  who has 
worked in the industry for more than 3 years and have 
many more years of top end business experience .
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Industry Analysis

Insight of the flight compensation market.
Since February 2005 EU Passenger Rights Regulation 
261/2004 transport policy has established minimum 
levels of assistance and compensation for passengers 
who are denied boarding or affected by long delays and 
cancellations . However statistics show that Passengers 
are unaware of their rights . There is a lack of legal 
assistance and information from the airline resulting in a 
high percentage of legitimate cases not being payed .

 There are 11 million flights in Europe every year  and 
recent survey 1 carried out in Germany, Denmark and 
UK show that 75% of the passenger facing problems 
for delays or cancellations were offered re-routing, 
allowing them to pursue their travel plans . 

However, in the same survey, other care such as meals, 
refreshment and accommodation was offered in 
less than 50% of cases . Only 2 to 4% of the surveyed 
passengers that were entitled to financial compensation 
received it in Denmark . Moreover the German survey 
showed that where passengers complained, more than 
20% of them did not receive a response from the air 
carrier .

This situation has been very beneficial for companies 
such as AirHelp that have a mission to fight for the 
compensation of the passengers and cover the 
claim handling expenses by taking 25% of the total 
compensation .In the last 6 months there has been 
an explosion of new companies providing the same 
services across Europe . AirHelp launched its services 
in January 2013 and it has had a positive start . The 

company has created a lot of attention in and outside 
Denmark . So far they have 2199 followers on their 
Facebook page . The company has a positive impact in 
the media channels and it is expanding its services to 
countries like: Italy, Poland, Czech Republic, Norway, 
Sweden and Germany .

Passenger rights and airlines obligations-
PESTLE
Conducting a PESTLE analysis helps us to understand 
the area of passenger rights and airline obligations . 
We can gain some perspective about the framework 
surrounding the service area in question . Key issues 
that may affect the operations of AirHelps service are 
identified so we are better informed as the project 
progresses .

Economic factors: the impact of REGULATION (EC) No 
261/2004 is said to show no evidence that supports 
price increases will occur or a reduction in service . Data 
shows only less than 0 .15% of flights give rise to the 
obligation to pay compensation 2 . Therefore a ticket 
surcharge would create surplus income for air carriers 
even after paying legitimate claims .

If claiming compensation was to become commonplace 
then the airlines could suffer from a monetary deficit 
as there is no relation between the price of the ticket 
and compensation amount . This is based rather upon 
the distance of the flight and loss of time . There are 
several different ways the services are funded, some 
require a membership charge others are free but take a 
percentage although if there is no win there is no fee .  
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Sociocultural: For years travelers have not had such 
a high level of protection as they do now 3 . Passenger 
rights have been obstructed with airlines using power 
and money to put off claimants . Many people are 
unaware of their own rights and the obligations of 
airlines . Unclear communication stifles the education of 
consumers but this is changing, services have arisen to 
assist in the process . 

This can help ensure airlines reply promptly, play by the 
rules and fulfill their obligations . Help is at hand in the 
form of ‘claim engines’, There has been a long court 
delay in the proper enforcement of regulations

Technological: The high percentage of people online 
coupled with widespread use of social media means 
information is shared and opinions exchanged across 
geographic and cultural borders very quickly . 

Applications updating travel information have become 
widely used although when abroad this can prove to 
be costly . People are used to turning to the web for 
assistance and online services can minimize the time 
and effort that would otherwise be needed throughout 
legal procedures .

Legal: EU Legislature pertaining to consumer rights has 
created a rise in compensation claims . Airlines have been 
reluctant to recognize these rules . Legal contentions 
relating to passengers’ rights and airline obligations 
have become more frequent . Consumer protection may 
justify negative economic consequences for certain 
economic operators . 

Time bar means backdated claims will not be honored . 
The European court of justice in October was 
unequivocal and under regulation 261 carriers are legally 

obliged to pay 250-600 euros . They must also provide 
food, accommodation, access to a telephone and the 
internet . This applies to flights in and out of Europe if 
operated by a European airline 4 .

Environmental: Some comments can also be made 
about defense of extraordinary circumstances 
outside of control . They are a significant factor when 
determining liability and subsequent payment, natural 
disasters grant carriers exemption . These acts of god 
are a legitimate reason for changes to the scheduled 
journeys .

Sub Conclusion
The law is here to stay it has taken a long time but now 
people are protected more than ever before . Travellers 
rights are now becoming more widely understood and 
defended when violated by an airline that in the past 
may have bullied individuals . Ignorance can no longer 
be used to block progress . A factor to take into account 
is how airline carriers react to more frequent claims for 
compensation when people are entitled to it . They may 
decide to develop online systems of their own to deal 
with the process .
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Market analysis

The difference between the competitors 
and Airhelp
Benchmarking is a tool to compare the business process 
with business activities to determine performance . It is 
a tool that structures the information so that it is easy 
get see the better overview . The analysis shows the 
competitors strengths and weaknesses, which in the 
end might lead to identifying opportunities . In this case 
we are looking at the industry for flight compensation, 
competition is tough . There are a lot of companies who 
provide compensation assistance . 

To establish a benchmark that gives the best overview 
of Airhelp’s biggest competitors, we have narrowed 
the competitors down to companies that work 
across Europe . Airhelp is going to be compared 
with competitors on their business activities and 
performance such as design, usability, unique selling 
points, strategic partnerships and social media . The 
different companies will get a grade from 1-5, where 5 is 
the best . (See fig . 1 & 2)



9fig. 1

Benchmarking Model - AirHelp

Companies/key

Design

Usability

Unique selling 
proposition

Strategic partners

Social media 
presence 

Skymediator

Cartoon 
-Reach both busi-
ness and normal 
passenger
 – Simple/stand-
ard design. Ener-
getic colors

-Easy to use the 
form. 
-Well-arranged 
information. 

Use facebook, 
twitter, google+ 
and a linkedin 
company profile.
They don’t have a 
lot of traffic on 
their facebook 
page and google+.
They have 5 twit-
ter accounts in 
different lan-
guage.   

Eudelay

-The design is 
not updated to 
the standard of 
2013 design  . 
Boring and un-
modern

Long form

Have facebook, 
a linkedin com-
pany profile and 
twitter. Focus 
on twitter 
account

AirHelp

-The use of 
pictures relate 
to business 
people 
– Minimalistic 
modern design.

-NO form 
-Movie illus-
trate how it 
works

Work with trav-
elled agencies 

Use facebook 
and twitter.
facebook Is the 
place where 
they have most 
interaction with 
the costumers.  

44

Greenclaim
 
– Simple/standard 
design.
-Reach Normal 
passenger through 
the choice of pic-
tures. 

-Easy to use the 
form. 
-Well-arranged 
information. 

-Blog
-Support by making 
a donation

external solicitors 
firm ???

Have facebook, a 
linkedin company 
profile and twitter.
They haven’t post 
on twitter for all 
most a year.
They don’t post but 
use their facebook 
page to answers 
comments 

2 1 3

1 5 4 2 4
0 5 0 0 2
3 0 0 0 1

3 4 3 2 1

Refund.me

Cartoon 
-Reach both 
business and 
normal pas-
senger – User-
friendly, posi-
tive and 
bright colors. 

-Easy to use 
the form. 
-Well-ar-
ranged infor-
mation. 

-Have an App
-24h Skype 
service

Use facebook, 
twitter. On 
twitter they 
have 3 
accounts in 
different 
language,
but they focus 
on English 
version. Their 
facebook page 
also gets a lot 
of traffic. 
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Sub Conclusion
In this table you can see that it would be a good idea for 
Airhelp to work on their usability . They have the lowest 
score of the chosen companies because they haven’t 
made the claiming process easy for their customers . 
If we look at the USP it is clear that Airhelp does not 
differentiate from it’s competitors, because they don’t 

offer more than any of the others competitors, this is 
an important area for Airhelp to focus on . In the area 
of strategic partners Airhelp has the highest score, this 
might be the right direction for the company . In the 
social media presence box Airhelp gets the score of 3 (a 
middle score) in this area they also have the opportunity 
to develop their efforts . 

Understanding of Airhelp’s competitive 
position
Bargaining Power of Suppliers: AirHelp has a few 
suppliers as do; Telephone and Internet providers, 
offices & accommodation and insurance companies . 
These companies have a low bargaining power due 
to the variety of similar companies offering the same 
services as them . Airhelp is in the position to choose 
the cheapest on the market and substitute them if it is 
needed .

Bargaining Power of Customer: AirHelp has low buyer 
power because the customers are individuals . The 
company has set 25% commission per case won, this 
is the same price as the competitors . The customer 
will not look on price but upon service quality and how 
good the success rate is . This presents a challenge 
to Airhelp that has to be able to provide a premium 
service to differentiate themselves from the rest of the 
competitors .

fig. 2
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Threat of Substitution: The market is very weak; there 
are a lot of competitors offering the same services as 
AirHelp . There are also companies in the airline industry 
providing other related services that could possibly 
include this in their product service package . Another 
threat is that customers can claim the compensation 
themselves .

Threat of new entry: There is a high threat of new entry . 
Economy of scale is not required to be competitive and 
only basic knowledge of the new regulations is needed . 
However it takes time and money for competitors 
to reach the level of popularity of AirHelp, this is 
something AirHelp can capitalize on to increase their 
market share immediately . The cost of getting known 
can preserve the company in a favorable position for 
some time .

Competitive Rivalry - (Sub Conclusion)

The degree of rivalry is very high . There are a lot of 
competitors who offer equally attractive services . 
Which means that AirHelp has little power in the 
situation . On the other hand suppliers have low 
bargaining power, which is very favorable for the 
company . In terms of price they do not differentiate 
from the rest of the competitors . In order to secure 
their position AirHelp has to develop a strong 
communication strategy that primarily enhances its 
Unique Selling Propositions of the worlds best claim 
engine . (See fig . 3)

 

Supplier
Power

Low

Buyer
Power

Low

Threat of 
New

Entry

Weak

Competitive
Rivalry

High

High

Threat of 
Substitution

Porter´s Five Forces- AirHelp

Competitive Rivalry
-Many competitors

Buyer Power 
-Low because the 
costumers are 
individuals

Threat of subtitution
-Large no. of com-
petitors
-Customers can 
claim the compensa-
tion by themself

Threat of New Entry
-No economic of scale
-Experience needed
-Barriers the market-
ing cost of getting 
known

Supplier Power
-Moderate no. of 
suppliers
-Similar products
-Able to subtitute
-Able to change

fig. 3
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The way for Airhelp to get competitive 
advantage
Looking at the competitors, the market and our Porter’s 
Five Forces, more specifically, on the competitive 
rivalry, we can see that AirHelp has a lot of competition . 
This competition offers very similar products and they 
don’t differentiate on price, this means that AirHelp is in 
what is termed a Red Ocean market .

A Red Ocean can be thought of as a market, which 
currently is being saturated by more than a few 
competitors . In comparison to a Blue Ocean market, 
where you create your market demand and the 
competition is irrelevant, there is no value/cost trade 
off . Competitors in a Red Ocean market will need to 
exploit existing demands, compete on value, quality, 
quantity and any other aspect of their product or service 
in order to keep or take new market shares . 6

In a Red Ocean, companies will ultimately end up in 
the choice between low cost and differentiation or 
diversification . When you look at AirHelps position 
in this Red Ocean market, there are large portions of 
customers that have yet to be reached . In that case 
lowering the cost of the service or product would seem 
illogical, as it would only help to decrease the general 
value of the service for everyone in the market . 7 As long 
as these customers are plentiful, differentiation and 
diversification seem like the better choices . This would 
would leave the profitability of the service intact and 
would ultimately lead AirHelp towards a better position 
in the market . 8

Through our insight from Porter’s Five Forces and our 
look at the Red Ocean market and the competitors 
revolving around this, we will now narrow our sight and 
choose the general direction of the project as a whole . 
Porter’s generic strategies will allow us to do this, as 
we can calculate the factors that we already know and 
choose to move in one of the two major directions of 
advantages followed by the scope of the strategy . 9

Technological advancements and increased competition 
offered by the global business environment, as well 
as rising consumer expectations, have increased 
the number of products and services appearing as 
undifferentiated commodities in the eyes of consumers . 
Recent changes in EU regulations has created a market 

Porter’s Generic Strategies

Target Scope  

Broad
(Industry Wide)

Narrow 
(Market Segment )

Advantage

Product Uniqueness

Differentiation
Strategy

Low Cost

Cost Leadership
Strategy

Focus 
Strategy

(Low Cost)

Focus 
Strategy

(Differentiation )

fig. 4
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for niche micro companies all offering the same 
service, the entry barriers are low and making earnings 
is considered fairly easy as there are no investment in 
product or otherwise .

Due to the fact that AirHelp is situated in a Red Ocean 
market, we wish to apply differentiation as a strategic 
solution to the problem the company needs solving . 
Their product and service is gradually becoming 
commoditized . Our claim is that unless AirHelp want 
to be in a commoditized business, where they would 
have to lower the selling price, they will be compelled 
to upgrade their offerings to the next stage in the value 
chain by making their service unique and different from 
what the competitors can offer . 10  (See fig . 4)

Sub Conclusion
By looking at Porter’s generic strategies and the market 
AirHelp is in, differentiation can help them towards their 
long term goal of becoming a market leader . 

When considering competitors and the market situation 
in a diverse environment as the European Union the 
cultural differences between the countries is a factor 
we cannot leave out . 

The cultural dimensions of Airhelp’s future 
markets.
Geert Hofstedes cultural dimensions

The countries looked at here are the markets that 
AirHelp hope to move into in the future . The different 
cultural dimensions set out by Hofstede help to find 
similarities and differences between different nations 
culture and society . Technology has made it far easier to 
connect with people across borders adding to cultural 
diversity but can create issues regarding motivation 
when developing strategic approaches to industry 
challenges . (See fig . 5)

Power distance (PD) This refers to inequalities that exist 
in society . A high score means that people accept their 
place within the system and conversely a low score 
signifies that people see themselves as equals . 

Danes believe in independency, equal rights and thinking 
for yourself . People also expect to be consulted in 
decision making processes This differs greatly from, 
Poland and Czech Rep . where there is a strict hierarchy 
where everyone has their place .

Individuality (IND) This relates to the strength of 
connections inside a community or society a high score 
indicates detachment and separation where people are 
independent with little responsibility beyond family and 
maybe close friends . 

A lower score means there is strong cohesion or support 
where peoples self image is defined as ‘We’ instead of 
‘I’ . This is something which manifests itself in very direct 
communication in Denmark .
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Masculinity (MAS) The fundamental issue of what 
motivates people; whether it is achievement (MAS) 
as opposed to liking what you do (FEM) Denmark is 
feminine and it is important to maintain the balance 
between work and personal life .     
People are included in decision making process . Male 
and female roles are more blurred in a feminine society 
and both genders are equal professionally .  Conflicts are 
solved through compromise and negotiation which can 
take a long time . Flexibility is highly valued . Germany, 
Italy, Poland and the Czech Rep . are polar opposites 
where people live to work and achieve success 
competition is fierce where conflicts may be fought out .

Uncertainty avoidance (UAI) Refers to how people 
perceive the future and the extent to which they feel 
threatened by the unknown or change . A high score 
shows people try to avoid uncertainties when possible 
being governed by rules and collective ‘truth’; whereas 
a low one means society values differences, there are 
few rules as predictability is not needed . Things can 
change overnight and this is okay . In Denmark curiosity 
is encouraged from an early age . This is something 
which drives the Danish reputation for design innovation 
where difference is attractive and expressing doubt is 
accepted . Germany, Italy, Poland and the Czech Rep . 

fig. 5
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However all have far more rigid codes . The tolerance 
level is low and there can be resistance to innovation 
where security is important to motivation expertise is 
relied upon for guidance .

Long term orientation (LTO) Refers to the how much 
value is placed with long and short term futures . 
Indicating the degree to which a society is long term 
future orientated or holds a conventional historic short 
term point of view . A high score means fulfilling social 
obligations and avoiding loss of face . It is concerned 
with the balance between traditional and innovative . 

Denmark is very close to the middle but more short 
term minded, focussing on the present and valuing logic 
and rationality . Western countries are generally short 
term oriented

Sub Conclusion
Some care should be taken then when communicating 
with different nationalities . Content for social media 
posts should be relevant and specific to each region, 
catering for national  variation in language and attitudes . 
Tone of voice is not a universal decision . Social media 
guidelines need to be in place to empower community 
managers and consumers .
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Market segmentation

The development of target group by 
segmentation 
The data shown here is taken from a survey conducted 
in 2009 regarding flight security and safety but is still 
useful to identify some demographic information 
concerning travelling habits . When breaking down 
Danish flight use some observations can be made 
regarding age distribution, education and income levels 
as well as place of residence . (See fig . 6 )13

Segmentation: When trying to determine the most 
relevant target audience form within the Danish 
population we have analysed the breakdown of ‘flyer 
types’ . We can see the most predominant age groups, 
education levels and place of residence . There is a clear 
advantage to targeting people between 30 and 70 from 
Copenhagen and other large cities . These people have 
finished education and established their career with 
a stable economy . Some of the shared attitudes and 
behaviour include solidarity, fair treatment as well as 
being active in community and culture . 

55%

45% 20% 

30%

23%

23%

60-69

40-49

30-39

years

years

years

45%

17%

16%

65%

28%

High educated

Mid level

Frequent flyers:
People who have travelled at list 4 times in one of the last 3 years

31%

24%

22%

Normal Travelers:
People who have travelled up to 4 times in the last 3 years

61%

35%

High educated

Mid level

None- Flyers:
People who  never fly or very seldon. 
Over represented by femel and low education 

fig. 6
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When understanding how a typical flight passenger is 
defined in the context of Denmark . We can single out 
some of the segments found in the Gallup kompass 
that are more relevant as a target audience to direct 
the campaign towards . This in turn can highlight some 
channels of opportunity to connect with people 
through .

Targeting: People will be compelled to use a services 
like Airhelp only when things go wrong and they require 
help . People living within metropolitan areas are more 
likely to travel for work as well as pleasure . Issues 
regarding delays, cancellation and boarding refusal have 
been there for a long time but now there is far greater 
protection for passengers . The target group can be 
defined as the north and northeast segments of the 
gallup compass . The breakdown of the target group is as 
follows:

Region:  Skandinavian  

Gender:   50% M 50% F

Age:    30-55years

Education:   mid to high with established career   
   (business professionals)

Income:  stabel and above average

Geography:   Copenhagen (Midtjylland)

Tech:   internet literate/active use of social 
media

Attitudes:   Solidarity, fair treatment    
   (materialistic)

Positioning: AirHelp should position their services on 
the market as being something that enables passengers 
to get what they deserve; demanding fair treatment 
universally . Helping to support consumers rights and 
educating the masses about what they are entitled to . 
Their process is simple; minimizing the time and effort 
that people need to invest and eliminating hassles . 
The USP for AirHelp could stem from them having the 
premium ‘Claim Engine’ standardising the process and 
making it more efficient or effective . (See fig . 7)

Segmenting

Male and female 50/50
City dwellers
30-55 years
Mid-high education 
Modern & modern-individual

Targeting

Business travellers
Internet literate
Social media users
Established career
Stable economy

Positioning

Premium ‘claim engine’
know your rights
Universal fair treatment
Simple process

Touchpoint earlier in travel 
process pro-active awareness

fig. 7
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Conzoom behaviour and attitudes
To get more detailed information about our target 
group, we have used the conzoom model . 

We have already concluded that our target group is 
defined as the north and northeast segments of the 
gallup compass (See fig . 8) and with that knowledge 
we can put the target group into one of the 8 overall 
groups, and from that further into one of the 13 specific 
groups . In the first step the target group would be in 
the Wealthy (D) segment and the further specific group 
would be Develop career (D3) .

If we look into the conzoom model’s statistics we see 
that this group of people work a lot to even keep their 
work possession or get promoted . With all of this work 
he/she needs to exercise and like he/she priorities 
healthy food and health in general . In the morning time 
he/she reads Berlingske Tidende and Børsen, but also 
Politiken, Information og Weekendavisen . Throughout 
the day he/she gets news update on dr .dk, jp .dk, epn .dk, 
berlingske .dk, børsen .dk og business .dk . This segment 
normally have a family with more than one child, they 
live in family houses over 140 km2 . This type of person 
normally doesn’t have long dreaming to reality . 16

Expert interview
We conducted an interview with CEO of Nodes and 
former CFO of TradeShift Jeppe Carøe Rindom, to 
get some insight into the tech industry, business 
professionals and some business and strategy advice . He 
tells us about him and his knowledge about AirHelp . He 
thinks that the their product sells itself, but he wasn’t 
aware of the rules, regulations or the process behind 
making claim and he wasn’t aware that the refunds 
could range up to 600 Euroes .

 He then goes on to answer some questions where he 
advise us to focus on making strategic partnerships and 
a strong social media presence . See Bilag 1 for the full 
interview .

Gallup kompass

IndividualCommunity 
oriented

Modern

Traditional

Modern
Individual

Traditional
Individual

Modern
Community

Traditional
Community

Center

fig. 8
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Airhelps present situation

Strengths

Many potential customers: Due to the fact that there 
are 20 million passengers affected every year their 
number of potential customers is very high and as of yet 
relatively untapped .

Wide social media presence: AirHelp has a good social 
media presence in Europe, their facebook page has over 
2000 followers most of whom are from Italy, Denmark, 
Spain and France . 

Product sells itself : Once the customer experiences a 
delay or cancellation in the airport there will be a need 
for claiming the compensation with high involvement, 

although until that point involvement is low . At this 
point AirHelp services becomes attractive and easy to 
buy .

Professional Visual identity:  The company website is 
stylish and minimalistic with a clean graphic style and 
strong corporate color palette, which makes it very 
suitable for business and leisure . It is a well founded 
image that distinguishes them from the rest of their 
competitors .

Weaknesses

No standardized webform: The lack of functionality 
on the AirHelp website makes it weaker again its 
competitors . The website does not contain a form 
where users can provided easy and fast the information 
needed to make the claim .

Product similarity: AirHelps services does not have any 
strong unique selling propositions . This is a disadvantage 
for the company when trying to build user acceptance .

No mobile platform: AirHelp needs to develop towards 
a more responsive design that fits the needs of the 
modern society and variety of devices being used . 

Multilingual media content: The actual content of the 
Facebook site is in English this is not user friendly for 
Italian, Spanish or French users . Possible customers may 
not understand or receive any feedback in their own 
language .

Opportunities

Strategic partnerships: Having already collaborated 
with travel agencies Airhelp can build upon this further 
- potentially creating awareness at the point where 
people buy tickets, book hotels and plan holiday 
activities .

SWOT

-Many potential customers
-Wide Sacandinavian pressence
-Product Sells itself 
-Professional Visual Identity 

-No standarized webform
-Product Similarity
-No mobile Platform 
-Multilingual media content 

-Strategic parnership
-Educative communcation
-Stronger Social media 
pressence
-Potential for growth via claim
engine

-Many competitors
-Negative press
-Airline refound protocol  
changes
-Multilingual arket 

Strength (Int) Weaknesses (Int)

Opportunities (Ext) Threats (Ext)

fig. 9
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Educative communication: The regulations are relatively 
new and this type of service is in its infancy stage . 
Their message content can elevate awareness and 
understanding of passenger rights throughout the 
general population .

Stronger social media presence: AirHelp performs 
well when compared to its competitors with regards 
to social media, but there have been some issues with 
controversial posts . Care should be taken to avoid 
negative media coverage .

Potential for growth: AirHelp have a good back-end that 
can deal with a rise in clients .

Threats

Many competitors: The previous models that we 
have worked with have shown us that the industry 
competition is fierce .

Negative press: Negative press about the company can 
intimidate potential customers and make them choose 
one of Airhelp’s competitors .  

Airline refund protocol change: If the airlines 
make some change to the refund process, then the 
passengers find it easier to fill out the papers . Such a 
change will kill the industry .

Sub conclusion 

After Understanding and analyzing the companys 
current situation with a critical view, we have come up 
with some interesting findings . It is highly important to 
develop a social media Strategy that responds actively 
to the interest of the audience and communicates a 
clear message . It is also important that the company 
values the negative press and reacts with a positive 
attitude in order to keep a transparent image . 

The company has to consider improving its community 
management in multiple languages and get attention 
by making the information flow attractive . Strategic 
partnerships are highly recommended and in this way 
AirHelps service becomes stronger and the company 
will be able to target a larger user base .The company 
has a strong visual Identity that differentiates from the 
rest of the competition, but in contrast the website 
functionality performs badly . A standardized form 
can have considerable influence on the speed of the 
process . This would help avoid unnecessary data being 
submitted and improve and reform the user experience .

1. Many potential customers
2. Wide social media pressence
3. Product Sells itself 
4. Professional Visual Identity 

1. No standarized webform
2. Product Similarity
3. No mobile Platform 
4. Multilingual media content 

1. Strategic parnership
2. Educative communcation
3. Stronger Social media 
pressence
4. Potential for growth via 
claim engine

1. Many competitors
2. Negative press
3. Airline refound protocol  
changes
 

Strength (Int)

Weaknesses (Int)

Opportunities (Ext) Threats (Ext)

TOWS

S-O

2.3 / 3.4 Be more active in the 
social in Social Media and push 
AirHelp message to educate 
the audience.

1.2 Develop a communication 
strategy to rich more custom-
ers

S-T

4.2 Better community man-
agement in multiples lan-
guages.

2.2 Public react to criticism 
and be transparent

W-O
1.4 Develop engine together 
with responsive design to 
strengthen overall services 

2.1 Through the use of strate-
gic partners we can diverse 
our product to target specific  
groups. 

W-T

2.1 Beat competitors through 
price or diversification
 
4.2 Better community man-
agement in multiples lan-
guages.

fig. 10
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Final conclusion
Conclusion: Passenger rights have been propelled into 
the spotlight now that the new laws are in place . Many 
services are jostling for a position in this new market to 
maintain and develop their market share . Differentiation 
will allow AirHelp to stand out in the crowd .

 Unique selling points: Strategic partnerships 

     Strong & informative   
     Social media presence

 

A diverse European market demands attention to socio 
cultural communication across social media . This needs 
to be region and language specific . Another aspect is 
to realise strategic partnerships with businesses that 
appear earlier in the user experience lifecycle of an air 
traveller . 
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Project Management Breakdown
We used a loose, agile approach to project management, 
working together during the day and communicating 
around the table for decision-making and allocating 
tasks . We created a Google calendar file where 
we divided the task per day, in order to meet the 
deadline . We held meetings in the morning to discuss 
progress, ideas and challenges . We incorporated short 
brainstorming sessions into the workflow to generate 
discussion and ideas . Knowledge about resources 
was shared, and we each took on tasks depending 
on our interest and skills . This approach meant that 
each member was responsible for taking on tasks and 
checking with the group on progress . Tasks and todo 
lists were written on the whiteboard . The tools we 
used throughout the insight phase are Google docs and 
Dropbox to share the writing and graphics, and we used 
Facebook for maintaining group contact and sharing 
information and ideas .
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Appendix - Sources  
Bilag 1 - Expert Interview

Interview with Jeppe Carøe Rindom – CEO of Nodes & 
former CFO of TradeShift .

Interviewer: Sebastian Krogh

*Jeppe was briefed on the AirHelp project before the 
interview, the following is a summary of the entire 
interview, which will highlight important points .

 

Interviewer: … Tell us a little bit about yourself Jeppe?

Jeppe: My name is Jeppe Rindom, I’ve been working 
with the financial side of the tech industry for 3+ years 
now . I started out with TradeShift where I worked as a 
CFO for 2+ years and I am now the CEO of Nodes which 
is a company that develops social media marketing 
campaigns for some of the largest companies in the 
world including Pepsi, McDonald’s, Nike and many more .

 

Interviewer: … What are your travel habits? – Do you use 
any apps regularly or similar online products to plan your 
schedule?

Jeppe: I’ve just lived a year in San Francisco working 
for TradeShift in Silicon Valley, which is a Copenhagen 
based company, so I travelled quite a bit the past twelve 
months . I use a lot of apps regularly, but I especially like 
TripIt, which is a great tool for planning your travels . 
Furthermore I use a range of online services, like 
Tripadvisor and Hotels .com, and airport services such 
as Priority Pass, which allows me access to airport vip 
business lounges all over the world .

Interviwer: … Do you know about the company AirHelp 
and their services and do are you aware of your 
passenger rights regarding refunds for delayed or 
cancelled flights? Jepper: Yes, I do know AirHelp, Morten 
Lund is a close friend of mine and I’ve worked with him 
during my time in TradeShift . To my knowledge he is a 
man with many irons in the fire and I know he is working 
on a big project of his at the moment, called Stay XO . It 
is a company that provides free wifi to hotel customers 
in return for a Facebook login and personal information…
(He went on about the details of Stay XO – See stayxo .
com for more information – that seems to be in the 
process of being renamed to Stay OS)

 In regards to what I know of my refund claim passenger 
rights, I know that you can seek refunds if your plane is 
delayed or cancelled but I am unclear about the process, 
rules and regulations on this matter .

 Interviewer: … You can get a 250€-600€ refund 
depending on your trips length, if your plane is delayed 
more than 3 hours or is cancelled . The reasons have to 
be the airlines fault, so extraordinary circumstances like 
bad weather doesn’t count .

Jeppe: Oh really? I am quite surprised that the amount 
of money you can get refunded is that large . I might 
have a few claims in my record that I could file . In that 
regard I think AirHelp product is very good and almost 
sells itself .

 Interviewer: … What would make you actively use 
AirHelp’s services and do you think any sort of media 
campaign could persuade you, or people like you, to do 
so?
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Jeppe: I think that the product is very strong and it 
is very appealing in itself . I don’t think a viral video or 
similar campaign would be as effective as just focusing 
on communication channels .

I would argue that a focus on getting the message 
out to the people who needs to know about this neat 
service, would be the best approach and not so much on 
humouring the general Internet user .

 Interviewer: … What sort of communication channels do 
you think that would reach business professionals like 
yourself? And from your experience, what would you 
recommend as a marketing strategy?

Jepper: Like I said previously, I tend to use TripIt to plan 
my travels and other similar apps and services . I think 
it could be interesting for you to focus on strategic 
partnerships – through an app like TripIt, it would be 
able to notify users automatically when they are able to 
make refund claims from delayed flights .

 Strategic partnerships is an important part of the 
modern tech industry and at Nodes we actively persue 
them for a lot of our projects . Also if your company or 
people related to the company are involved in more 
similar businesses it could be valuable to have some 
interconnectivity in your company portfolio . Also I think 
that a very strong and aggressive Facebook presence to 
push your message to the targeted consumers would 
be a sound strategy – Like I said, the AirHelp service is 
appealing enough in itself – So it is more about getting 
AirHelp’s message out there in an informative and 
possibly educative manner .

 Interviewer: … Thank you so much for your time, it has 
been very interesting and eye opening to have this talk 
with you and will help us tremendous in our project . 
Don’t forget to email us your claims!

Jeppe: Any time and yes now that I know that I can 
get 600€ for my transatlantic delayed flights I am 
definitelygoing to try it out .
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