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AGENDA

• Online today
• Online developments related to the airline industry
• Need for continuous customer dialogue
• What is the KLM In touch Community
• What does KLM In touch look like
• Benefits and Success stories
• Questions? Lets have a dialogue!
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Online today
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> 6,000,000
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13 hours of video 
uploaded per minute
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Online developments related to the 
airline industry
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• From passive active

• From unaware informed

• From isolated connected (Web2.0)
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• Cooperation
• Conversation
• Community

Companies moving from:
• Closed to open innovation
• 1-way communication to 3-way dialogue/ 

conversation with customers

Developments lead to new relationship 
with customer, based on 3 C’s
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So what’s going on?
• People talk about you

• People are willing to express themselves on the 
internet

• Web2.0 technologies facilitate continuous online 
dialogue

So get your customers together and 
facilitate the dialogue
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Need for continuous customer 
dialogue

“Co-creation begins by recognizing that the 
role of the consumer has changed from isolated 
to connected, from unaware to informed, from 

passive to active” –
CK Prahalad: The Future of Competition



19

KLM

1919

date 24 January 2008

Multiple interactions together lead to Engagement

Communities allow & need interactions
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KLM establishes a basis for more personal contact
with and between its customers, so that they feel 
acknowledged. 

This feeling will be reinforced if customers:
- can offer ongoing feedback on existing products 
and services
- are involved in developing new products and 
services at an early stage
- and can enter into dialogue with KLM in an open 
and transparent manner.

Pre-requisites in connecting with customers:
Be Open and Transparent
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The insight we get from our community...
1.Feedback (evaluative: customers react to research 

questions)
2.Discovery (unmet needs: members surface new 

areas for innovation)

Aligns with the two ways a business can grow 
organically…
1.Optimise what you currently do
2.Create something new

Feedback Discovery

Profitable
Growth

KLM Action

Community Insight

Optimize 
initiatives

Create 
new

Business Impact

Engagement ( Insight) Business
growth
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What is the KLM In touch Community
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What is KLM InTouch?

• private, exclusive online community
• launched on 30 January 2008
• hosted by Communispace.

Members:
• 400 Flying Blue Elite members
• from The Netherlands, UK, Germany, 

Sweden and Norway
• frequent flyers with at least 7 KLM 

boardings
• have flown at least one competitive airline 

within the past 12 months.



24

• Directional and exploratory in nature 

• Indication of target audiences attitudes

• Non-statistical sample (not representative for 
general population)

• Not a replacement for broad-based quantitative 
research

• As sound board / experts who think along

KLM In touch is an explorative tool
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To understand the customers values, aspirations, dreams 
and challenges and co-create relevant, differentiated 
offerings
• Identifies top priorities (signalling function)
• Gives feedback on current product / service offers
• Surface unmet needs 
• Customer insight (uncover attitudes and behaviours) 
• Co-creation (customer led innovation)
• Information on competitors 
• Spot trends
• Get ambassadors for your organisation
• Competitive advantage

Objective KLM In touch
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What does KLM In touch look like?
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Discussions  

Brainstorms

Chatting

Surveys 

Photo Galleries 

Video Message

Tools we are using



28

Facts and figures: input

• Very active members: 
– Average unique logins per week: 153
– Average unique logins per month: 303
– Average contributions per week: 320

• The first year KLM InTouch facilitated:

Discussions: 144
Brainstorms: 21

Surveys: 76
Chats: 7

Photo Galleries: 14

Discussions: 373
Brainstorms: 42

Surveys: 7
Chats: 5

Photo Galleries: 21

KLM generated: member generated:
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Member-generated 
marketing materials

Photo / Video 
Ethnography

and Digital 
Scrapbooks

Data mining

Day in the life diaries 

White boarding and
image annotation

Live member events

Future innovative uses
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Within KLM:

- weekly snapshot

- detailed topic report (bi-weekly)

- executive management summary
(bi-weekly)

- ad hoc: copies of full activities to                           
project managers

- video shots supporting reports

Output from the community
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83% are somewhat or very satisfied with their experience so far

78% expect changes to result from this community

62% believe that KLM values the opinions of its customers

55% feel more positively about KLM after being in this community

I like the fact that KLM cares for the customer opinion to such a high degree. For me 
KLM has become more "personal.“

I have a feeling of being listened to. After being a frequent flyer for nearly 40 years 
this is the first time that I have been regularly asked for opinions ( the on board 
questionnaires  do not count in this respect). It also makes me more critical of other 
airlines' levels of service

I have felt more a part of the elite membership.

Members’ Feelings towards KLM In touch
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Key Benefits and Success Stories
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Key benefits of KLMinTouch

• Speed
Projects can be done within a few days

• Cost efficient
High set up costs but relatively 
inexpensive weekly costs
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• CEO Request, CO2 Emissions 

• Co-Creation: New Cabin design

• Ad testing: Whiteboarding

• Quotes and video shots supporting 
quantitative reports

Success stories
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Sources

• WHAT THE F**C IS SOCIAL MEDIA
http://www.slideshare.net/mzkagan/what-the-fk-social-media

• Marta Z. Kagan:
http://bonafidemarketinggenius.com/
http://martazkagan.com/

• The Consumer Context, Myra Stark (Saatchi & Saatchi)
www.saatchikevin.com/download/pdf/myra_stark_consumer_context_2005.pdf

More background info:
• Conversation: The Cluetrain Manifesto 

http://en.wikipedia.org/wiki/Cluetrain_Manifesto
• Community: “Communities dominate brands” (Ahonen) 

www.tomiahonen.com/dominate.html
• Cooperation: “The Future of Competition” (Prahalad) 

www.businessweek.com/managing/content/apr2008/ca20080417_055512.htm
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Charles Hageman 

• Research Analyst at KLM Royal Dutch Airlines

• E-mail: Charles.Hageman@klm.com

• LinkedIn: 
http://www.linkedin.com/pub/dir/?last=hageman&first
=charles




