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THE PRODUCT 
Air Canada is the airline proud to offer more non-
stop flights within Canada and between Canada
and the U.S. than any other carrier. Its unique
North American one-way fare structure allows
fliers to customize their experience depending on
their travel needs and desires. 

Executive First®, Air Canada’s award-winning
international premium service, offers first-class
comfort and sophistication at a business class fare.
And Air Canada’s 19 luxurious Maple Leaf™

Lounges welcome Executive First and Executive
Class® ticket holders (as well as Aeroplan top-tier
members and Diners/enRoute Maple Leaf Club
cardholders) to kick back and relax before, between
and after their flights. Each lounge comes complete
with a state-of-the-art business centre and is ideal
for travellers who wish to work en route. 

Air Canada also offers personalized Concierge®

Service for Executive First and Super Elite® pas-
sengers at all major Canadian, U.S. and interna-
tional airports. When it comes to customer
service, customer safety and customer value, Air
Canada is flying high. 

RECENT DEVELOPMENTS 
The airline industry has been battered by many
unforeseen external factors, including escalating

oil prices that have left the bottom line of many
airlines awash with red ink.

Air Canada has faced these challenges with a
renewed commitment to customer service, a very
competitive business model and an uncompromis-
ing attitude towards safety as its number one prior-
ity. Today, passenger numbers are on the increase,
as is operating income. And with innovative hedg-
ing practices moderating fuel prices, Air Canada has
created a business model that is capable of compet-
ing in domestic and international markets.

In addition, Air Canada’s commitment to
enhancing the Canadian travel experience and its
dominance in the field have made it the airline
that most Canadians automatically choose when
travelling on business or for pleasure.   

Some of the company’s most recent develop-
ments include convenient Web check-in and elec-
tronic ticketing on most North American and
international routes. Most recently, user-friendly
international Web sites have been added to Air
Canada’s digital realm. And state-of-the-art
Executive First seating on all long-haul aircraft
are a welcome addition to Air Canada’s fleets.

Even more luxurious, the Executive First®

Suite made its first appearance in the summer of
2006 on select aircraft.

It caters to every aspect of the travel experi-
ence with your time, your space and your choice
in mind. Each suite features a truly horizontal lie-
flat bed. Equipped with a wide selection of on-
demand entertainment features, the Executive
First Suite also provides the business traveller
with convenient work surfaces and an individual
power supply. And the Executive First Suite
comes with its own reward: 150 percent Air Canada
Status mile earnings with each booking. 

The launch of prepaid multi-trip passes will
also streamline the lives of many frequent fliers.
These passes allow travellers to book multiple
flights at a time in one single transaction. Passes
save money, time and offer a tailor-made, cus-
tomized travel experience. 

PROMOTION 
Air Canada is no stranger to the public eye. Over
the years, ad campaigns, PR events and sponsor-
ship efforts have attracted the press and the imag-
ination of travellers worldwide. In 2004, a unique

idea, one big enough to generate its own news,
blitzed the media. It started with a theme, “You
and I were meant to fly,” and was embraced by
Canadian superstar Céline Dion. The song about
the joy of flying quickly became a hit around the
world and when linked closely with the Air
Canada brand via TV, radio and print ads, the
campaign hit a high note with consumers. 

But spectacular ad campaigns are only one
part of Air Canada’s promotional strategy.
Innovative ways of communicating with the pub-
lic have also created a buzz and raised the airline’s
profile. In 2005, Air Canada promoted the new
North America Unlimited Pass by creating the
first-ever sky parade. Live news coverage of the
event coupled with parade “sightings” by thou-
sands of Canadians at prime times during the day
made for a huge promotional success. 

Air Canada also connects with the public with
the future in mind, through its Kids’ Horizons pro-
grams which help improve the lives of children
across the country through several community-
building initiatives. 

BRAND VALUES 
Air Canada focuses on building lasting customer
relationships by delivering the most rewarding
attributes of choice, ease and value to travellers
worldwide. Choice gives customers greater con-
trol over how they travel — selecting and paying

only for those products and services they want or
need. Ease of booking and boarding help simplify
the travel experience. And value to customers is
offered through a combination of innovative pric-
ing, superb product and service offerings, modern
aircraft and the convenience of a vast domestic
and global network. 

❍ In one year, Air Canada transports over 
30 million passengers.

❍ An Air Canada flight takes off or lands every
minute of the day or night world-wide.

❍ To date, Air Canada has given over 2,300
seats to 14 Canadian children’s hospitals to
transport kids in need of treatment to spe-
cialized facilities.

❍ Two and a half million people visit 
aircanada.com every month.

THINGS YOU DIDN’T KNOW ABOUT
AIR CANADA
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