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Keith Williams,  CEO 
 

Nick Swift, CFO 
 

Lynne Embleton, Director of Strategy & Business Units 
 

Frank van der Post, Managing Director, Brands & Customer Experience 
 

Drew Crawley, Chief Commercial Officer 



 
Revenue 

Fleet & network 
 
 

Lynne Embleton 

Financial targets 
 & cost control 

 
Nick Swift 

Revenue &  
joint business 

 
Drew Crawley 

Short-haul &  
Customer 

 
Frank van der Post 

• Ahead of plan for 2013, strengthened by bmi 

• Long-haul fleet replacement started 

• Additional short-haul focus working well  

• Aim to maintain momentum 
 

 



(0.3)

(0.1)

0.1

0.3

0.5

0.7

0.9

1.1
Operating Profit (£bn) 

0

10

20

30

40

50

60

70

MPE (000s) 

0

10

20

30

40

50
Passenger Numbers (m) 

0

2

4

6

8

10

12

14

0

30

60

90

120

150

180

Revenue & ASKs (bn) 

ASKs (      )  Revenue (£bn) 

Our Journey since 2001 





Area Target Profit Impact  
(2013-2015) 

Change v last 
year’s target 

Non fuel unit costs* Down 1% in 2014, flat 2015  
(flat in 2013) 

£70m (c£470m savings, 
c£400m inflation) 

+£70m 

Fuel efficiencies New aircraft 
(c£10m in 2013) 

£140m same 

Network & Product Up c1-2% RASK pa 
>£100m ahead of expectations 
for 2013  

SH: £100-150m 
LH: £150-200m 
Total: c£300m  

+£130m 

ASK growth 
(trend 2-3% pa) 

LfL c1% 2013, 6% 2014, 2% 2015 
c£10m profit in 2013  

£90m same 

Total £600m £200m 

* at constant exchange and excluding BA Holidays (growth independent of ASKs) 

Overall aim is to exceed pre-tax cost of capital (c10%) at each airport (Heathrow, Gatwick, City) for each of 
long-haul and short-haul, which would support disciplined growth, capital investment and dividends  
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Q5/6 Costs Engine Costs

    
2015
 
 
 
 
 
 
  

    
2014
 
 
 
 
 
 
  

Heathrow airport charges: 
• Q5 to 31 March 2014: RPI +7.5%  
• Q6 five years from 1 April 2014: current 

CAA ruling RPI  
 
 
Engine maintenance P&L costs increase by 
c£60m (10%) over next two years: 
 
• A380 and 787 engines maintained under 

total care packages (lower risk, but extra 
cost) 

• Older 747 engines increasingly expensive 
to maintain  

• Cash costs offset by capex savings as 
aircraft are retired  

 
 

 

Cost pressures versus 2013 



38 

2013 2015 2014 

COST OF SELLING 
(£60m, 5% reduction 
net of investment)  

COST OF OPERATION 
(£350m, 7% reduction)  

COST OF SUPPORT 
(£60m, 10% reduction) 

Ongoing marketing and 
catering re-tenders 

Call centre rationalisation & 
distribution savings 

A380 & 787  
gauge benefits 

 
Extended 

New starter 
contracts 

Engineering process 
improvements 

Competitive overseas ground handling and retenders 
Ongoing productivity improvements  

Apprentices 

Channel shift and new selling technology 
 

Further sale force  
synergies 

Heathrow consolidation & 
transformation  

Short-haul focus to move to competitive cost base 

Infrastructure 
improvements 

Finance 
outsourcing Support synergies 

Management 
Reductions 

Contract and specification efficiencies 
Replacement of obsolete 

systems 

Indicative savings 
(before inflation) 

2015 v 2013 

Total £470m (c7%) 



Opportunity to improve customer proposition at Heathrow: 

• New technology and processes to provide better customer experience and disruption management 

• Also support cost savings (lower cost of disruption, IT and use of new starter contracts) 

• Customer experience further enhanced by move from Terminal 1 to 3 in Summer 2015 

T5 
T1 

T3 
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Fuel Efficiencies

Fuel savings remain on track for £150m* pa 
by 2015 (2013: £10m) 
 

• Approximately 20% per seat flown 

• Performance to date in line 

• Supported by fuel burn guarantees 

• Also includes £20m of other fuel saving 

initiatives 

 
 

 





Source: Flight Global  2012 

Source: OAG total departure seats from all London airports, W12/S13  

#1 at Heathrow 
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• 787 and A380 unlocks opportunities 

• Retirement of long-haul 767s 

• c3% increase in average seats per aircraft 
over next three years 

• Right-size First on new aircraft types 

• c3% p.a. average long-haul growth over five 
years: c7% 2014, c2% 2015 

• Accelerated retirement gives flexibility to 
eliminate growth if required 

49 
31 

12 

46 

46 
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4 

30 

7 7 
3 12 
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2013 2014 2015 2016 2017 2018

129 

142 

A321 

A350 

A380 

787 

777-
300 

777-
200 

747 

767s 



• Refleet Gatwick – transit to A319/A320  

 

• Exit 767s at Heathrow 

 

• 3 Embraer 190s for London City  

 

• Increased density on Airbus (c6% spread over 

2014 and 2015)  

 

• Maintain point-to-point versus transfer % at 
Heathrow 

 

• ASK growth 2014: c2%, 2015 c6% 

 

44 44 

50 57 

11 
11 

16 
16 

7 
14 17 

2013 2014 2015 2016 2017 2018

142 
145 

737s 767s 

A321 

Embraer 

A319 

A320 

Airbus 
family 



ROUTE 
CATEGORY 

STRONG 

(Meets/beats 
cost of capital) 

MATURING 

UNDER 
PERFORMING 

% OF TOTAL 
LONG-HAUL ASKS 

OBJECTIVES 

• Invest in growth on strong, profitable routes 

• Build on leadership position across the North Atlantic 

 

 

• Yield improvement focus 

• Grow only where it improves quality of schedule 

• Strengthen  

• Ex-JSA routes (Singapore and Sydney) c£30m 
profit improvement vly in Q2 & Q3 

• Or exit  

• Lusaka & Dar es-Salaam 

http://findicons.com/files/icons/2219/dot_pictograms/128/air_plane_airport.png


 

 

-0.3% 

1.0% 

1.5% 
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2.0% 
8.0% 
(v 2013) 

(1.0%)

0.0%

1.0%

2.0%

3.0%

4.0%

5.0%

6.0%

7.0%

8.0%

9.0%

Suspended

longhaul

markets

New longhaul

destinations

Upgauge with

A380s and

787s

Net AA

replacement

flying

Shorthaul

growth

Core network

growth

2015 v 2014 Total Growth

2015 v 2013

ASK Growth 



Benefits materialising 

Additional 
feed 

Network 
Optimisation 

Long-haul 
retimes 

Maturing 
routes 

Optimise 
short-haul 

Mid-haul 
turnaround 

Two 
terminals 
in 2015 

Further benefits to come 

Q3

2012

Q4

2012

Q1

2013

Q2

2013

Volume of connecting 

passengers from BMI 

routes onto BA network 

£14m  
Increased contribution in 

H1 2013 

£27m 

Increased direct contribution 
from short-haul in H1 2013 

versus 2012 

1-3 years 

Ramp-up in profitability for 
new destinations 

• Unlocks 
right aircraft 
on right 
route 

 
• Optimise 

point to 
point versus 
transfer 
flows 

 
 



• Established joint business 

• Supporting network strength (e.g. Austin and San Diego) 
and revenue growth 

• Developing joint business 

• Driving revenue and customer benefits 

• Codeshare benefits on Narita and Haneda 

• Further opportunities with oneworld partners 

• IAG delivering synergies 



 

• The UK’s most on-time airline in 2012 

 

• Market rate labour costs 

 

• The highest penetration of Executive Club Gold 
and Silver members  

 

• Strong corporate overlap 

 

• Business focused schedule, supported by 
profitable off-peak leisure 

 

• Profitable expansion, with fleet flexibility, subject 
to London City Airport costs 

 

Annual service 
Summer only 
Winter only 



 

 

LONG-HAUL SHORT-HAUL 

 

• Leisure oriented network 

• Competitive cost base 

• Leader in long-haul 

• Supported by BA Holidays  

 

• Strong performance 

• 11% unit revenue growth since 2012 

 

• Growth 

• Additional 777-200 in Summer 14 

• Cost restructuring gives foundation for 
growth 
 

• Synergies with long-haul 
 

• Fleet transformation 
• All Airbus fleet by 2015 
• Unlocks new destinations 
 

• Improved schedule and network 
• 69% of slots retimed in summer 2013 
• Seven new routes, five cancelled 
• Greater aircraft utilisation 

 
• Commercial focus is reasserting BA’s 

position across short-haul 
 





LHR & LGW 
Short-haul 

Increased seat density 

Improve aircraft 
utilisation at LGW to 

11 hours per day 

LGW ramp 
outsource 

Market rate 
 cabin crew 

Flight crew  
new pay scales 

Fleet & 
network 

New network 
 points 

Customer 
proposition 

Cost  
competitive 

http://www.britishairways.com/travel/airbus-319-100/public/en_gb


Best for Business Preferred for leisure 

• Unrivalled schedule breadth & quality 

• Competitively priced products            
-semi flex fares & Hand baggage only 

• The best airports & terminals 

• Relationships with corporates and 
SME’s 

• Customers’ loyalty rewarded               
– lifetime recognition 

• Always on marketing 

• Low lead in fares and price led 
advertising 

• Competitive and innovative fare 
structures 

• Cash and Avios 

• Added leisure and seasonal routes 
 
 

Smarter cabins, 
premium option 

Complimentary 
catering 

Thoughtful, 
personalised 

service 

Loyalty 
programme 



At the height of London 2012, 
BA’s brand tracking rose 2 points 

to its highest score since 2003 

of 16%, which has been 

sustained throughout 2013 

2nd strongest B2B 
brand 2013  
(4th 2012) 

4th strongest consumer 
brand 2013  
(4th 2012) 

1st in airline category  
2013 

(1st 2012) 

In 2013, British Airways became 

Britain’s favourite carrier, 
overtaking Virgin Atlantic 

and Emirates 



New customer insight platform 

We know outstanding service makes financial sense 

 



New  
Aircraft 

• A380/ 787/ 777-300 
• 777 refurbishment 
• SH cabin refit 
• Service routines 

• Electronic bag tag 
• Pre-order catering  

• Lounge strategy 
• Lifetime recognition 

Innovation 

Lounges &  
Executive Club 





£1.3bn 

£0.8bn 

£0.1bn 

£0.25bn 

£0.15bn 

0

0.2

0.4

0.6

0.8

1

1.2

1.4

Capacity Growth Short-haul Long-haul Ancillary revenue Target growth by

2015

Revenue £ bn 
RASK improvements 



 

All possible 
customers 

100 to 
150m* 

Unique 

Customers 

79 m 

Known 
Customers 

10 m 

Know Me 



Jan-Jun 13 

Source: Ipsos MORI All respondents excluding don’t know, Jan-Jun 2013 



• 7% of UK travelling 
companies are in our current 
programme 

• SME is the fastest growing 
corporate channel and 
accounts for £2.8 billion of 
our revenue (£1 billion of 
which is in the programme) 
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Uplift Month 

Rolling 12 month revenue performance 

Global Point of Sale 

Index OnBusiness Tracked Corporates
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Expedia easyJet Ryanair British Airways Lastminute.com

BA.com has the highest rate of 
website traffic growth of any 

major UK airline website or OTA 
since January 2012 

Rolling 12-month average visits to websites 

Source:  Experian Hitwise - Travel Industry, monthly total visits 
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Baggage

Seating

BAH Ground

*BAH = BA Holidays = ground revenue, not contribution  

Targeting 50% of customers  
buying more than just a flight 



Rank Company Pax. #’s 
000s 

1 TUI 4,361 

2 Thomas Cook TO 4,038 

3 Gold Medal 684 

4 Expedia Inc 489 

5 Thomas Cook Retail 434 

6 Avro Ltd 413 

7 Virgin Holidays 400 

8 Travelworld 400 

9 Trailfinders 368 

10 On The Beach 300 

19 BA Holidays 175 

Source:  CAA Projections @ 2011 and @ October 2013 for 2014 

Reflects Package sales and Flight Plus sales  

2011 

Rank Company Pax nos 
000s 

1 TUI 4,418 

2 Thomas Cook TO 3,694 

3 Jet2Holidays 1,187 

4 Travel Republic 799 

5 Expedia Inc 778 

6 On The Beach 639 

7 Avro Ltd 500 

8 BA Holidays 468 

9 Travelworld 400 

10 Virgin Holidays 330 

2014 (Forecast) 



Source: JAS; BA MIDT Rolling 12 Months at Launch (Oct 2010) vs. latest rolling 12 Months (September 2013) 

 

+31.5% 
Revenue  
increase  

+12.5% 
Capacity  
increase  

+17.0% 
Unit Revenue  
improvement 

1.7 million 
Extra  

passengers 

+6.8% 
Premium load 
factor increase 

+3.3% 
Premium market 
share increase 

71% 
Of markets have seen 
premium share gains 

+1.2 % 
Non premium market 

share increase 



Codeshares & Joint 
Pricing 

Policy Alignment 
60+ 

FFP Transatlantic 
Gap closed 

5 New Routes 
Launched 

Joint selling 
launched 

5 Year Network 
Strategy 

openSkies 

RM Structural 
Changes 

5 Year Customer 
Strategy 

Selling AJB 
products online 

Finnair Joined AJB 

Disruption Strategy 

4 New Routes 
Launched 

New Aircraft & 
Products 

Mobile boarding 
passbook 

Co-ordinated 
response to  

mkt developments 

US Airways 
integration 

JB SME proposition 

Enhanced disruption 
process 

Further network 
expansion 

Benefits materialising More to come 

2011 2012 2013 2014 



• Clear financial targets and cost control  
 

• Significant fleet renewal strengthening 
network and allowing disciplined growth 
 

• Unit revenue increases supported by 
customer focus in short-haul and long-haul  
 

• Strong distribution channels and continued 
growth in our key partnerships 



http://www.google.co.uk/imgres?um=1&hl=en&biw=1280&bih=619&tbm=isch&tbnid=7-KDkT5XHlFNdM:&imgrefurl=http://www.flightglobal.com/blogs/airline-business/2011/09/ba-and-easyjet-brands-apart/&docid=vl5POkfIDem6RM&imgurl=http://www.flightglobal.com/blogs/airline-business/2011/09/20/ba-crest.jpg&w=486&h=457&ei=7r9fUqiOAaep4AT474C4Cg&zoom=1&iact=hc&page=1&tbnh=153&tbnw=164&start=0&ndsp=18&ved=1t:429,r:12,s:0,i:118&tx=71&ty=157&vpx=2&vpy=283&dur=452&hovh=218&hovw=232


Iberia  
 
In big steps, building the Iberia of the future 





Background The future 



• Deterioration 

of operating 

performance 

 

• Negative 

financial 

results 

Change in   

industry 

structure 

External factors 

Unfavourable 

macro context 

Legal restrictions 

in restructuring 

Inefficient cost 

structure 

Outdated 

commercial 

positioning 

Corporate 

complexity 

Internal factors 



Source: IB CSI Global Index 
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7.9 
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7.8 

7.7 
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7.4 

7.1 

6.9 

Long Haul 

Source: McKinsey. Adjusted to avg. stage length of 6,000Km for Long Haul and 1,000km 
for Short and Medium Haul 

15% 

15% 

25% 

Short Haul Long Haul (Business and Economy) 

Scores 0-10 

15% 40% 
10% 

RASK 

CASK ex-Fuel 

Legacy 
Carriers 

LCCs 

LCCs 
Peers 

Peers 

Legacy 
Carriers 



5 

-475 

-28 
-98 

-351 

2008 2009 2010 2011 2012

Operating result (€m) 

2,908 808 

Fleet:                                                   ~€700m 

Previous early retirement program: ~€600m 

Losses:                                                ~€800m 

Cash position (€m) 

(start of 2008) (end of 2012) 



To stop Iberia’s 

operating cash burn by 

mid-2013 

1 

To give Iberia a 

competitive cost base 

for long-term growth 

2 

To fund the 

transformation entirely 

through Iberia’s own 

resources 

3 

Measures currently 

being implemented 

 

• Capacity reduction 

• Labour optimisation 

through Mediation 

Agreement 

• Commercial plan 

• Productivity 

programmes in non-

core businesses 

November 2012’s objectives How are we progressing 



Background The future 



 

• Structural agreement with 
labour unions 

• Freedom to develop Short and 
Medium Haul with competitive 
cost (Iberia/Iberia Express) 

• Closing of commercial gap 
• Reduction of complexity and 

cost base 

• Unsustainable company 
• No growth and even further 

reduction in capacity 
• Potential downscale of 

non-core business 
• Significant financial difficulties 

Base case 

   

Stay as we are 

  

Operating result Accelerated 
market growth 



2018 

2012 

- 

+ 

Turnaround 
programmes 

Follow-on 
structural 
changes 

New IB 
culture 

 
Growth 

 



2018 

2012 

- 

+ 

Turnaround 
programmes 

Follow-on 
structural 
changes 

New IB 
culture 

 
Growth 

 

Fix the present Build the future 

Develop our corporate health 



 Fix the present 

 Build the future 

 Develop new Iberia culture 



54 

31 37 
27 

Short and
Medium Haul

Long Haul

• Network 
optimisation, 
resulting in 15% 
decrease in capacity 

• Criteria for route 
optimisation: 

- Short-haul: lack of 
profitability and 
limited feeding 
contribution 

- Long-haul: lack of 
profitability, no 
strategic fit or low 
market potential 

76 

33 
56 

30 

Short and
Medium Haul

Long Haul

Aircraft reduction (#) Year end 

Routes (#) Summer season 

-20 

-3 

2012 

2013 

-17 

-4 

Short-haul 

Short-haul 

Long-haul 

Long-haul 

2012 

2013 



Key measures of 
Mediation Agreement 
 
 
• Redundancy of at least 

3,141 employees 
 

• Salary reduction of 14% 
for pilots and cabin crew 
and 7% for ground staff 
 

• Additional 4% salary 
reduction until productivity 
measures are agreed 
 

• Salary and tenure freeze 
2013-2015 
 

Headcount (#) 

1 Does not include approx. 130 natural attrition leavers 
2 Total accumulated reduction 2011-2013 of 14% (2,990 employees). Including attrition leavers  in 2013, the reduction is approx. 3,120 employees 

Ground 

3,334 

Pilots 
1,326 

-11% 

-11% 

-12% 

20,610 
Total 

-11% 

13,607 

1,495 

18,267 

15,309 

3,806 

Dec-12 

Est. Dec-13 
1 

-169 

-472 

-1,702 

-2,3432 

Cabin  
crew 

NOT INCLUDING I2 



2013E 

• Short-haul feeding to Iberia’s 
long-haul: 3.3 million passengers 
transported in over 26,000 flights 
 

• Operational excellence: ~96% 
punctuality 
 

• Cost competitiveness vis-à-vis 
LCCs: 4.3 CASK ex-fuel1 

 
• Profitability:  ~5% EBIT margin 

… although it is restricted in its growth 

1 Adjusted to seat density; includes feeding model associated costs (business service, VIP lounge, ground hub operations, etc.) 



Oct’ 11 

Appealed 

May’ 12 

Strikes 

Nov’ 12 Dec’ 12 Feb’ 13 Mar’ 13 

Iberia announces 
Transformation 

Plan 

A “Laudo” that restricts 
Iberia Express 

development is ruled 

A new “Laudo” is 
ruled with similar 

restrictions 

Iberia initiates 
collective dismissal 

procedures 

“Mediation agreement” 
signed by the Company 

and majority of employees 

Launch of  
 

Appealed 
• Compulsory arbitration 

proceeding imposed by the 
Government 

• Single ranking of pilots for both 
Iberia and Iberia Express 

• Activity volume for Iberia 
Express may not be higher than 
25% of Iberia’s 

• Iberia Express may not develop 
long-haul flights  
 

 
Appealed 

• Voluntary proceeding  
• Collective dismissal channeled 

through ERE 72/2001 in force in 
Iberia 

• Salary reduction, freezing of 
salary increases, promotion and 
seniority 

• A 4% additional salary reduction 
in case no productivity 
measures are agreed (as it 
happened) 

Strikes 

http://www.iberiaexpress.com/


• Pilots 
 

• Cabin crew 
 

• Handling 
 

• Maintenance 
 

• Other ground 
personnel 

• Measures to enhance our Crew’s productivity up to 
market levels 
 
 

• New salary tables 
 
 

• Removal of current constraints to grow Iberia and 
Iberia Express short-haul with a competitive cost 
base 
 
 

• Competitive and profitable handling and maintenance 
businesses 



Transform Iberia 
product and customer 

experience 

Digital experience 

New brand and 
communication  

Sales force 
effectiveness 

Revenue 
management 

Commercial 
turnaround 



New product to be installed in all new 
A330s (8) and refurbished A340s (17) 

Business 
• New generation full-flat 
• Lastest generation IFE and connectivity 
• Direct aisle access  
• Privacy 
• Personal storage 
• Space optimisation 

Economy 
• Seat comfort  
• Individual IFE and connectivity 
• Improved personal space 
• Customisable & improved                      

overall experience  



Long-haul Economy  

Customer Satisfaction Index  Net Promoter Score   

Long-haul 
 Business 

Long-haul  
Economy 

IB IB 
A330 

IB IB 
A330 

6.8 6.9 7.0 7.3 
7.8 7.8 7.8 7.9 7.9 

8.2 8.3 

15.3 

33.6 

-13.6 

15.9 

+18 

+30 

Scores 0-10 

Source: IB CSI Global Index Source: IB CSI Global Index 



Changes in high season policies Changes in high season policies Changes in inventory settings 

40

50

60

70

80

90

100

20 15 10 5

% Load factor 

Total flights 

90-100 80-90 70-80 0-70 

Former accessibility redemption class  
(example route – business class) 

0-10% 

10-20% 

20-100% Accessibility 
redemption class 

Jul 13 

Jul 12 

Weeks to departure 

High season booked load factor curve 
(example route) 

… and additional changes in product offerings (e.g. new 
family fares, new ancillaries) 



-2.3% 

-0.2% 

-2.5% 

2.5% 

6.0% 

Q3 2012 Q4 2012 Q1 2013 Q2 2013 Q3 2013

RASK at constant currency 
% year-on-year evolution 

Stage length 
% year-on-year evolution 
 

6.0% 4.3% 2.0% -1.6% -7.7% 



…leading to a 12% improvement 
on online penetration 

 
Social Media 

Strategy 
“BEST OF PR” 

Award 

Jan-Sep 
2013 

Jan-Sep 
2012 

Coupons sold in iberia.com 
% of total 

+12% 

Digital transformation as an important 
tool to improve customer experience… 

 





Afinidad Empuje Talento 

Our professionalism 
competency and service 
vocation 

Our organic connection 
with Latin America and 
all of Europe 

Our inherently dynamic, 
charismatic and vital 
character 



 Fix the present 

 Build the future 

 Develop new Iberia culture 



210 

26

235 

20

9

90

5

ASKs 2013 (bn) 

25 10 

Pax CAGR 13/17 

1 Core Africa: North/Central/Western Africa excl. LY & EG Source: OAG 2013; IATA pax  forecast  CAGR 13/17  

5.7% 

Europe-Core Africa 
4.7% 

Europe-Latam 

Spain-Europe 

6.1% 

Spain-Middle East 

3.7% 

Spain-USA 

4.8% 

Spain-Asia 1.8% 

3.5% 

Domestic 

1 



Work with partners 
to enhance and 

develop the Joint 
Business offering 

Consolidate leadership 
position via competitive 

cost base, new generation 
aircraft and strong regional 

partnerships 

Leverage competitive cost 
base to add new 

destinations, focusing on 
both P2P traffic and Latin 

America connections 

Explore further  
opportunities in 

Africa 

Deepen oneworld 
relationships to 
begin building 

presence in market 



Source: CRS 

BA 

62% 

38% 

LH 

41% 

59% 

UX 

68% 

32% 

35% 

65% 

TP 

49% 

51% 

AF 

45% 

55% 

55% 

45% 

Home market 

Europe 

6% 7% 8% 8% 9% 12% 16% 

Europe – Latin America market share 
% Jan-Sep 2013 

Europe – Latin America traffic 
Total bookings Jan-Sep 2013 



Breakdown per type of pax (connections. vs. direct) 

Long-haul 

45% 55% 

66% 34% 
MAD 

18% 

27% 

Short-haul 

Short-haul 
connections 
 

Direct  

Long-haul 
connections 

Direct  

Short-haul 
connections 

Source: Iberia internal data 



Short haul 
orders 

Firm orders 

2 A320 

Options 

4 A320 

5 A330-300 

7 A320 

Long haul 
orders 3 A330-300 

6 A340-600 11 A340-600 

Up to 32 A350 

Up to 12 B787 

IAG has signed 
options to replace 
Iberia’s A340 fleet 
once restructuring 

is achieved 

8 A330 

New product 
retrofit 

(delivered: 3 IB, 4 I2) 

(delivered) 

Up to 100 A320 
available to IAG 

2013 2014 2016-2017 2018-onwards 

(2014 and 2015) 
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 Fix the present 

 Build the future 

 Develop new Iberia culture 



• Reduction of 
management team 

• Simplification of org. 
chart 

• New key functions 

• Incorporation of 
external talent, while 
relying upon on internal 
intellectual capital 

• Agility 
• Efficiency 
• New management 

style 

• Focus on key topics 
• Balancing business 

as usual with change 

• Additional skills for a 
new environment 

• Drive and “change 
mentality” 



• Introduction of new management 
variable compensation packages 
based on individual performance and 
corporate results 
 

• Development of systematic talent 
management review and internal job 
posting to identify, manage and promote 
the best talent 
 

• Inauguration of new headquarters, with  
material cost reduction and significant 
benefits in working habits and efficiency 
 

• New internal and external 
communication approach: proactivity, 
consistency and transparency 





In big steps, building the Iberia of the future 

• We have gone through turbulent times 
recently 

• We are focused on turning around the 
company to achieve a healthy cost and 
revenue base (“fixing the present”) 

• We are building in parallel a platform 
for profitable growth (“building the 
future”) 

• We are transforming our corporate 
culture (“developing our health”) 

• We believe in the future of Iberia … but 
we will need significant restructuring 
efforts to succeed 







        
Company 
background 

1. Vueling 

2. Historical growth 

3. Business model 



Cost discipline 

1 

Profitable Growth 

2 

Product & 
Innovation 

3 

Efficient 
Operation 

4 

o Target: ex-fuel CASK below €4c 

o Annual cost savings programme continues 

o Fleet of more than 100 aircraft in 2015 

o Build strong leadership position at key European airports 

o Increased focus on non-Spanish markets 

o Business class product  

o Mobile and self-service solutions 

o Continued investment in aircraft technologies 

o High on time performance and flight completion levels 

o More than 90% customer recommendation levels 



Vueling cities 2013

Saint Petersburg
Stockholm

Aalborg

Copenhaguen

London

Cardiff

Brest

Nantes

Bordeaux

Oviedo

Santiago

Vigo

A Coruña

San 
Sebastian

Bilbao

Barcelona

Minorca

Mallorca

Ibiza

Madrid

Lisbon

Seville

Marrakech

Malaga

Tenerife

Gran
Canaria Malta

Palermo

Naples

Rome

Pisa

Genoa

Nice

Lyon

Paris

Strasbourg

Zurich

Milan

Berlin

Praga

ViennaMunich

Venecia

Dubrovnik

Athens

Mykonos

Crete

Groningen

Amsterdam

Brussels

Lille

Granada

Valencia

Alicante

Florencia

Moscow

Toulouse

Marseille

Bucharest

Santorini

Stavanger

Lourdes

Lanzarote

Nuremburg

Split

Edinburgh

ZagrebSantander

Tel Aviv

Hamburg

Almeria

Bergen

Oslo
Helsinki

Gothemburg

HannoverDüsseldorf

Frankfurt Dresden

Luxemburg
Rennes

Stuttgart

Bolonia

Bari

Valladolid

Torino

Sofia

Pamplona

Nador

Tanger

Fez

Casablanca

Banjul

Kos

Rodas
Fuerteventura

Dortmund

Catania

Olbia

Cagliari

Reykjavík

Oran Algiers

Oporto

Kiev

Minsk

222   
Routes 

107       
Destinations 

>17 M    
Pax 

2013e 

70 
Aircraft 

178   
Routes 

82       
Destinations 

14.8M    
Pax 

2012 

59 
Aircraft 

+25% 

+30% 

+16% 

Δ 

+19% 



Vueling aircraft in “summer peak” season 

2009 2010 2011 2012 2013e 

120 routes 

8.2M Pax 

123 routes 

11M Pax 

144 routes 

12.3M Pax 

178 routes 

14.8M Pax 

222 routes 

>17M Pax 

36 aircraft 

47 aircraft 

59 aircraft 

70 aircraft 

38 aircraft 

47% 
international 

47% 
international 

47% 
international 

50% 
international 

57% 
international 



CAGR 

Revenues 
(€m) 

22% 

EBIT (€m) 

o Vueling increased 

revenues at a 22% 

CAGR in the 2009-12 

period 

 ………………………………… 

o Average EBIT margin 

was 6% from 2009 to 

2012 

+28% 

+8% +32% 

2012 

1.103 

2011 

863 

2010 

797 

2009 

602 

71.4 

2009 

60.1 

2012 

33.2 

2011 

11.4 

2010 

Average 
margin 

6% 

11,9% 1.3% 7.5% 3.0% Margin  



   Low cost  

  

   High service 

  

 Single aircraft model 

 High fleet utilization 

 Low cost base 

 High punctuality 

 Business class: VIP 

lounge, unlimited 

catering, fast track… 

 40% business 

passengers 

 Connecting flights 

 High crew productivity 

 Short turnarounds 

 No crew night-stops 

 Ancillary revenue 

 Main airports at main 

terminals 

 Flexible fares 

 Feeding to other 

airlines 

Low cost model 

Premium service delivery 



. 

 

 

 

 

 

Profitable low 
cost platform 

 

 

 

Iberia code 
share 

 

 

 

Interline 
agreement with 
British Airways 

 

 

 

 

 

Frequent flyer 
programme 

o Vueling is IAG´s low 

cost platform 

………………………………… 

o Iberia and Vueling 

have a code share 

agreement    

………………………………… 

o BA and Vueling have 

an Interline 

agreement in 

Barcelona and 

London Heathrow    

………………………………… 

o In addition to 

Vueling’s frequent 

flyer programme, 

Iberia’s FFP is valid in 

Vueling flights 





o Vueling has a 

competitive cost 

advantage vs. its 

peers 

 ………………………………… 

o Vueling is a profitable 

low-cost platform for 

IAG 

2012 CASK ex-fuel(€c)* 

7.15 

4.56 
4.26 4.14 

2.22 

Source: Annual accounts and Vueling estimates. *Adjusted to Vueling stage length 



o Cost reduction is part 

of Vueling’s DNA 

………………………………… 

o For 2014-15 the 

Darwin cost reduction 

programme will 

contribute to offset 

inflation and will 

introduce structural 

cost savings 

 Operating 
efficiency 

 

Benchmarking Cost strategy 
 
 

“Winning 
leadership” 

“Keeping 
advantage” 

“Quick 
wins” 

1 

4 

Costs 
culture 

 

“Savings 
culture” 

2 

Structural cost 
savings 

“Compensating 
inflation and 

structural cost 
savings” 

5 

2010 2011 2012 2013 2014-15 

3 



Cost 
Advantage 

Monitor 
savings 

Implemen
tation 

Identify 
initiatives 

Define 
goals 

o Despite inflation and 

other cost increases, 

Vueling has shown its 

ability to maintain its 

low unit costs 

………………………………… 

o Vueling has a target 

of reducing CASK ex-

fuel to levels below 

4€c.        

………………………………… 

o 2/3 of the saving 

initiatives arise from 

production and 

operations, the 

remainder relates to 

commercial and 

corporate areas 

Darwin cost reduction programme 

2015e 2014e 2013e 2012 2011 2010 

CASK ex-fuel 

Inflation and other costs increase Cost savings 

CASK ex-fuel (€c) 



CASK ex-fuel 2012 (€c) Levers 

2012 

0.57 €c 

0.65 €c 

0.48 €c 

0.84 €c 

0.85 €c 

0.75 €c Fleet 

Staff 

Handling 

Maintenance 

Other 

Airport & 
nav. charges 

68% 
Of the ex-fuel 

costs still 
subject to 
major cost 
reductions 

Fleet:  1. √ 
o Lower ownership costs                 

through fleet purchase 

o Improved op. efficiency 

Maintenance:  2. √ 
o Fleet renewal 

o Volume leverage 

Staff:  3. √ 
o Crew mix optimization 

o Roster optimizations 

Handling:  4. √ 
o Process optimization 

o Volume leverage 

+ √ 
Increased benefits of the economies of 

scale 

4.14€c 

√ =in progress 





Size 
70 

Aircraft 

A320 66 

A319 4 

Operating 
lease 

100% 

Firm orders 
62    

Aircraft 

Options 
58    

Aircraft 



o 62 firm orders: 30 

A320 CEO and 32 

A320 NEO 

   ………………………………… 

o 58 additional options  

………………………………… 

o Additional 100 

options for any of the 

airlines of IAG  

Fleet order deliveries 

6

10

12

4

10

1010

2016 2015 2020 2019 2018 2017 

14 

A320 CEO A320 NEO 



101

89

70 70
66

53

Source: Vueling. * Available aircraft in peak summer season 

Fleet plan flexibility* 

75 

100 

50 

Q2’17 Q3’17 Q1’17 Q4’16 Q3’16 Q3  
’15 

Q4  
’15 

Q2  
’15 

Q2’16 Q4’17 Q1’18 Q2’18 Q3’18 Q1  
’15 

Q4  
’14 

Q3  
’14 

60 

Q2  
’14 

Q1  
’14 

Q4  
’13 

Q3  
’13 

Q2  
’13 

Q1  
’13 

Q1’16 

Firm orders + Extensions 

No extensions Firm orders + Extensions + New leases/Options 

2013 

 

o Vueling’s fleet plan 

has a target of more 

than 100 aircraft in 

2015 

   ………………………………… 

o The fleet plan is 

designed to allow for 

flexibility and 

efficiency 

2014 

 
2015 

 
2016 

 
2017 

 
2018 

 





o Vueling has built a 

strong No. 1 position 

at Barcelona airport 

despite strong 

competition from 

other European LCCs     

………………………………… 

o Vueling has opened 

international bases in 

Paris Orly, Rome 

Fiumicino, 

Amsterdam and 

Florence 

………………………………… 

o Vueling has 

announced the 

opening of a base in 

Brussels in 2014 

Market share Jan-Sep’13 

1st 

1st 

3rd 

Ranking 

Barcelona 

Bilbao 

Paris Orly 

Florence 4th 

Fiumicino 4th 

34% 

35%  

8%  

14% 

3% 

Market 
Share 

Market share in BCN 

Change 

+4pp 

+5pp 

+1pp 

New 
 base 

+0.2pp 

80%
70%

64%

21% 20%
30%

36%

79%

2013 2012 2011 2010 

Other Vueling 

Source: AENA and Vueling estimates 



Source: AENA, SRS and Vueling estimates for the period Jan-Sep 2013 

Stockholm 

Copenhagen 

London 

Lisbon 

Rome 

Paris 

Milan 

Munich 

Amsterdam 

Brussels 

Florence 

o Vueling consolidates 

its leadership in 

Bilbao and Barcelona 

with 35% and 34% 

market share 

respectively 

 ………………………………… 

o Vueling increased its 

non-domestic 

destinations and 

routes 

Equivalent aircraft in main airports 

Moscow 

Barcelona 

Malaga 

Bilbao 

Seville 

Las Palmas 

A Coruña 

Tenerife 

Madrid 

Alicante 

Capacity in equivalent aircraft Jan-Sep 2013 

Other airports 



104       
Destinations 

12 M    
Passengers 

2013e 

38 
Aircraft 

2 M    
Transfer pax 

36%   
Market share 



 

o Transfer passengers 

account for 11% of 

total passengers, and 

16% of Barcelona 

airport passengers 

 ………………………………… 

o Full transfer service: 

more than 100 

destinations from 

BCN and over 1,200 

available connecting 

O&D routes 

 

Vueling-Vueling transfer passengers (‘000) 

2,000

1,685

637

228

2013e 

+19% 

2012 2011 2010 

+179% 

+165% 



o Growth in Barcelona 

focused primarily in 

Northern and Central 

Europe 

 ………………………………… 

o Build strong positions 

in European bases 

………………………………… 

o Continued market 

share increase in 

relevant airports 

Strengthen leadership 
in Barcelona 

Expansion in non-
Spanish bases 

Become home airline 
of other Spanish 

airports 

Sustainable growth 

Growth 
objectives 



o International markets 

will drive Vueling’s 

growth 

 ………………………………… 

o Vueling will grow 

internationally both 

in existing and new 

markets 

ASKs by market 

62%
69% 73% 76%

38%
31% 27% 24%

Non-Spanish 

Spanish 

2015e 2013e 2012 2014e 

+14pp 

-14pp 





o The direct channel 

represents 46% of 

total revenues 

 ………………………………… 

o A strong presence in 

travel agencies is a 

competitive 

advantage vs. other 

LCC 

    ………………………………… 

o The Iberia code share 

further supports the 

development of the 

business segment 

Direct channel Indirect channel 

Balanced 

distribution 

strategy 



2010 2011 2012 2013 2014-15 

Wi-Fi on 
board 

Mobile 
services 

Airport 

On board 

Mobile 
boarding 

Excellence  
class 

Connecting 
flights 

Priority 
boarding 

DUO seat 

Fast track 
Automatic 
Check-in 

VIP 
lounge 

Full mobile flight 
management 

Vueling App 

Free 
newspapers 



1 

2 

3 

4 

1 

2 

3 

4 

Excellence class 

Extra comfort 

Empty middle seat 

Fully flexible ticket 

Dedicated check-in 
counters and priority 
boarding 

“Unlimited” 
catering on board 

Access to VIP 
lounges 

Fast track 

New seat configuration 
o Excellence class 

offers the best 

service in short-

medium haul 

 ………………………………… 

o New cabin 

configuration allows 

for additional comfort 

in the front rows 



iPad in cockpit On-board Wi-Fi 
o On-board Wi-Fi will 

be rolled out in 2014 

 ………………………………… 

o On-board Wi-Fi 

connectivity improves 

customer experience 

and overall 

competitiveness 

    ………………………………… 

o Introduction of iPad 

in the cockpit delivers 

additional cost 

savings and improves 

operational efficiency 



Social media Vueling hotel 

#1 in Spain 

o Vueling awarded as 

#1 “Socially devoted” 

company in Spain 

 ………………………………… 

o International 

Facebook fans and 

twitter followers have 

doubled in 2013    

………………………………… 

o Brand licensing: 

Vueling hotel is a new 

source of revenue 

with no extra 

………………………………… 

o Currently studying 

new opportunities in 

brand licensing   



A. Vision 2015 

Vision 



More than 100 aircraft by 2015 
 

 

 

 

 

 
 

 

 

 

 

 

 
 
 

 

 

 

 

 
 
 
 

1 2 

3 4 

More than 100 aircfraft by 2015 
Largest short-medium haul network 

in Europe from Barcelona 

Maintain cost discipline 
Best business class service in 

short-medium haul 




