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RECENT DEVELOPMENTS Australia's arlines standards in the new millennium,

Air New Zealand's purchase of an Ansett

shareholding has allowed a new partnership to be BRAND VALUES

forged and given opportl In tli—‘-w 10 '1(|l|1 .1|r|n es to It's almost impossible I’ S

: | from the entrepre

Ansett.

taining separate 11'.1r|w TI £ [w.: carr Regarded throughout its history as epl

ntroduced a number of new code sh am" serv- the values of free enterprise and competition,

3. Ansett has consistently pioneered the innovations

Simultaneously, Ansett has started to build a that have set the standards for Australian domestic

new airline alliance strategy under the direction of aviation.

recently appointed Executive Chairman, Rod Standards have been widely acknowledged as

Eddington, who joined the aidine from his previous the world's best. Ansett has always believed that

position as Cathay H!( ific Managing Director ir {.Ie?n.)[ le lie at the heart of delivering service

early 1997. Significantly, Ansett has also signec ence and it Is their qualities that have helped

joint agreement of man with Air New Zealand and o shine at every level.

Singapore Airlines to form the largest alliance in the commencing its intermational 'Spaceship’
=ik C region, providing a wider choice of ces in the early 90s, Ansett's highly awarded

routes and frequencies, impro\ ved connections inflight service and cuising have been acknow!-

and simplified check-in services. Ansett is pres- edged by industry critics and travellers alike as

ently asst ‘.'||'e-" ons designed to second to none

mprove -wer'ail!"r_:_} efficiency by reducing the Ansett's recent selection as Official Airline of the
number of aircraft types operated. Sydney 2000 Olympic Games sees Ansett
Internationally, Ansett added Shanghai to its poised to take its place on the ql(‘bql stage.

network from mid-1997, In the critical

n Angett's customer service area, Ansett's most |

ent developments have included

10 ntroduction of E-Ticket or ticketless
travel in 1996

all of this is a product In 1I'.n same year ho airline
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e air before ng theam in the F""l!l[]l’ 2ames in .r'\[mir(][“ Since
w BusinessFirst™ Class, On interna- New Year 1997, Ansett rebranded its
Flight Attendants are trained in frequent flyer program - the first such
of I t]l"z'“- introduced to Australia - as
| Rewards and co-sponsored
than the k velopment of a new, Olympic
it is a world-leader in the identified Global H_}\\"{_i't‘j.‘j credit card
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I mers. Ansett also n association with Westpac Bank, a
1 10r proa i( t innovation, ranaing fellow (')iw]'.l',i-' sponsor. The airline

s tranemitted, in-flight V. has also
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1 as
““1 tic N ““""‘ travel and serving Busines ™ in-flight product on

on intermational seclors domes IVICE part of its move
evelopment of the from three to two domestic in-flight cabins.
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OCKE \i 1"\ [".t' competition as PROMOTIUNS
a Orers mem Ansett advertising has
"5'. asa ha\:c‘m throughout the values nmp(‘.nn\:tasl S and innovation that have
“““ offers a wide r ange of now become synonymous with the Ansett brand.
n-flight Service is people, and the people who set the
] and numerous senvice standards for Ang onsistently provide
its. Ansett's highly  Ansett's communication focus.
veloped as a In the early 90s Ansett took on the might of
Qantas with a positioning as 'One of the world's
a 1"""il ent "\"‘f pregran great airlines’. Far from an infatuated advertising
al be boast, it simply reflected the international acknowl-
a wide edgment that both of Australia's domestic airlines
virtually had been accorded
The uplifting Enya soundtrack that provided the
globe theme music for this campaign has become one
of Australian advertising's few popular by ly
enduring anthems throughout the nineties 'enmumgng comect peivic a]ignmgnt
and has also become SYNonymaous with the when passengerss{t down.
Ansett brand.
In the early 80s Ansett succe
launched its intemational services
Asian market with a 'Spaceship

Things you didn't know
Ansett Australia

long reflected the core

e of quality airlir
every major busines

sssfully Q  Having art for sale in its airport Golden |
5 Into the Wing Club Lounges means Ansett i

ampaign offers more commercial art space than

that focused on the worlds most spacious most Australian galleries. The art
aircraft complemented by 'service that's out connection went a step further in 1997
of this world'. That appropnate theme with major artists’ works incorporated in
continues to be reinforced by a steady | aircraft bulkhead designs, starting with a
stream of industry and traveller accolades | modem Australian landscape by Fred
and r‘.\.’\."r:-\k\. Williams.

In early 1997 Ansett Australia, in
partnership with a team of intemational Q Ansett has built hotels to accommodate
airlines, was I'L imed as Official Arline of the | tourist destinations and buses for their
Sydney 2000 Olympics. | ground transport. It has even built golf

The Dnml and values of the Olympic buggies. However, these days, it
Games, which seem such a natural value | concentrates on aviation,
match with those of Ansett, are now starting |
to be reflected in the latest (ld\f(';‘ﬂif'ilhg I O Air Chefs on Ansett's intemational f||gh15
theme of '‘Service that Shines' are all five-star hotel or restaurant

Once again the focus will be on the qualified and experienced.

service and people who'll be setting
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