
Creating value for customers: Iberia case example 
 

We can use this approach as one way of considering Iberia’s competitive position versus its 
competition. To simplify let’s assume that all customers have similar needs – acknowledging that the 
weighting might vary according to the distance of the flight and whether the customer were a 
business person on expenses or a family going for a holiday. The criteria that customers might 
consider are: 

• Price 
• Convenience of flight time 
• Convenience of airport location 
• Comfort of the seat  
• Ambience of the airport 
• Reliability 
• Friendliness of staff 
• Perks for frequent travellers 

(By coincidence – this example is given in the book).  
We can now do a value curve for Iberia and its competitors. Here is an example (for illustrative 
purposes – I have not done any primary research except on Ryanair!):  

 

From this analysis (assuming we had spent the time to verify it) we would conclude that we 
outperform Lufthansa on some issues primarily because we are the incumbent (e.g., convenience of 
flying time – we can get the best slots from the airport and perks for frequent travellers – because 



people flying in and out of Spain are more likely to benefit from loyalty to Iberia than to Lufthansa), 
but underperform on others where there is potential for improvement (e.g., comfort of the seat). 

However, we would need to refine this analysis further to reflect differences in the segments. For 
example, for intercontinental flights, connections through to other destinations is important – where 
Lufthansa as part of the Star Alliance and perhaps the Latin American airline might score higher. In 
domestic airlines clearly none of the competitors are relevant – so we would have to profile our 
domestic competitors. The point is that the analysis has to be done at the segment level. 

Another refinement is that we might want to weight the criteria. For example, Ryanair scores poorly 
on many dimensions but because price is so important to leisure travellers it has a big advantage. 

If we wanted to carry out more detailed analysis then we could use more advanced methods to 
evaluate how our customers see our service versus our competitors. There are a range of market 
research techniques for gathering data, including some highly quantitative (although not often used) 
techniques such as conjoint analysis. 
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