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AGENDA

Opening Remarks Tom Douramakos

Fiscal 2012 Strategy

Footprint Expansion Tom Douramakos, Patrick OõNeill, Richard Cushing & Tony Sit

Leveraging Footprint Tom Douramakos

New Markets Tom Douramakos

Technology Roadmap Brett Proud

Transitioning to IFRS Brian Reddy

Closing Remarks Tom Douramakos

Questions & Answers
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Forward Looking Statements

This presentation includes certain forward -looking statements that are based upon current 

expectations, which involve risks and uncertainties associated with our business and the 

environment in which the business operates. Any statements contained herein that are not 

statements of historical facts may be deemed to be forward -looking, including those 

identified by the expressions òanticipateó, òbelieveó, òplanó, òestimateó, òexpectó, òintendó, 

and similar expressions to the extent they relate to the Company or its management. The 

forward -looking statements are not historical facts, but reflect GuestLogixõ current 

expectations regarding future results or events. These forward -looking statements are 

subject to a number of risks and uncertainties that could cause actual results or events to 

differ materially from current expectations, including the matters discussed under òRisks 

and Uncertaintiesó in the Filing Statement filed on October 14, 2011 with the regulatory 

authorities. GuestLogix assumes no obligation to update the forward -looking statements, or 

to update the reasons why actual results could differ from those reflected in the forward -

looking statements.
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F2011 Was About Two Thingsé

Enhance

Technology

Enhance

Foundation
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Enhance Foundation

Solidified Base

Business

ÁWorked through 

deployments 

ÁSecured key 

renewals

ÁLocalized delivery 

and support
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Enhanced 

Customer Satisfaction

Strengthened Presence

In Other Regions
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Enhance Technology

Maintained

Technology

Leadership

ÁExtended access 

to platform

ÁDeveloped new 

technology offerings

ÁCommenced 

development of 

enterprise mobile 

platform

ÁDeveloped 

next -generation 

handheld device

© 2012 GuestLogix Inc. Proprietary & Confidential. Slide 7



© 2012 GuestLogix Inc. Proprietary & Confidential. Slide 8

F2012 Is Abouté

Targeting the global airline industry to

sell, deploy and support our

ONBOARD STORE TECHNOLOGY PLATFORM 

AND RELATED SERVICES
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What Does That Mean?

To drive growth in F2012 we are:

1. Narrowing our focus

-Primarily targeting airlines

2. Leveraging our proven strengths

-Processing onboard transactions via our 

POS device

3. Fulfilling rather than creating 

demand

-Facilitating, rather than driving 

development of additional retail 

programs 

4. Executing with a regional focus

-Executing strategies designed to meet 

specific needs of each region
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Growth
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Key Growth Strategies

2012
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Enter

New Markets

Leveraging

Footprint

Footprint

Expansion



GO-TO -MARKET STRATEGY

Americas Renew & Refresh

EMEA Expand

Asia -Pacific Grow
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Footprint Expansion



AMERICAS

Patrick OõNeill

SVP & General Manager ðGuestLogix USA
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North American
Market Share
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Sub -Regions

North America

Latin America

AMERICAS
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Region: Americas

Sub -Region:  North America

North American Key Targets

Delta Air Lines 142.8

Southwest Airlines 130.9

American Airlines 105.1

United Airlines 80.4

US Airways 59.8

Continental Airlines 42.6

Alaska Airlines 23.3

Delta Connections 19.8

American Eagle 16.2

WestJet 15.2

United Express 12.4

Republic Airways 11.0

Continental Express 10.1

Frontier Airlines 9.6

US Airways Express 8.0

Horizon Air 6.8

Air Transat 3.0

Key Targets represent the protection of

697 million passenger trips annually

ÅSecure current client 

base and deploy 

platform on 

remaining regional 

carriers
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Region: Americas

Sub -Region:  Latin America

Latin American Key Targets

TAM Linhas Aereas 34.6

GOL Linhas Aereas 32.1

LAN Airlines 17.3

AviancaTaca (TA) 12.0

Copa Airlines 6.3

Webjet Linhas Aereas 4.0

LAN Express 4.0

Volaris 3.0

ÅLeverage existing 

channel partners with 

presence in region 

(eg. LSG SkyChefs)

ÅDevelop new channels 

Key Targets represent the addition of

113 million passenger trips annually
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Patrick OôNeill
SVP & GM - Americas

GuestLogix USA

Management Infrastructure

Operationally self contained, with proven 

capabilities to support our customers end to end

Sales &

Client Services
Channel Support &

Client Services
Regional Delivery & 

Support
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We are well positioned to leverage our 90% North America 

footprint and industry experience to drive new business

GuestLogix USA

Key Objectives

ÅNorth America = ~700M PAX trips/year

ÅRenew and refresh to protect current client base

ÅExtend access to other customer touch points

ÅLatin America = ~110M PAX trips/year

ÅLeverage new and existing channels

ÅImplement onboard store platform

Slide 18



EMEA

Richard Cushing

SVP & General Manager ðGuestLogix Europe
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Market Share
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Sub -Regions

UK, Scandinavia & Iberia

Servair & LSG SkyChefs

Middle East / North Africa

Eastern Europe

EMEA
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ÅEngage each through 

direct sales

ÅVia onboard store 

platform and/or new 

technology offerings

Region: EMEA

Sub -Region:  UK, Scandinavia & Iberia

Key Targets represent the addition of

151 million passenger trips annually

UK, Scandinavia & Iberia Key Targets

EasyJet 48.8

SAS Scandinavian Airlines 21.5

Norwegian 13.0

Vueling Airlines 11.0

Monarch Airlines 9.5

TAP Portugal 9.0

Air Europa 8.9

TUIfly 8.8

Thomas Cook Airlines 8.1

Flybe 6.9

Transavia 5.1
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ÅDrive sales through 

these two channels

ÅEnhance strategy and 

support for both 

channels

Region: EMEA

Sub -Region:  Servair & LSG SkyChefs

Servair & LSG SkyChefs Key Targets

Lufthansa 58.9

Air France 47.0

Air Berlin 33.6

Alitalia 23.4

Iberia 19.9

Swiss International 14.2

Thomson Airways 11.0

Austrian Airlines 10.9

Germanwings 7.7

Condor Flugdienst 5.7

Lufthansa CityLine 6.4

KLM Cityhopper 5.3

Key Targets represent the addition of

244 million passenger trips annually
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ÅCreate new channel 

via joint venture

ÅDrive sales through 

new channel

ÅFocus on strategy and 

support for channel

Region: EMEA

Sub -Region:  Middle East / North Africa

Key Targets represent the addition of

140 million passenger trips annually

Middle East/North Africa Key Targets

Emirates Airlines 31.4

Turkish 29.1

Qatar Airways 12.9

Egyptair 9.5

Pegasus Airlines 8.6

Iran Air 8.3

Etihad Airways 7.1

SunExpress 6.7

Royal Air Maroc 6.0

Pakistan Airlines 5.5

Gulf Air 5.3

Onur Air 5.0

El Al Israel Airlines 4.2
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Region: EMEA

Sub -Region:  Eastern Europe

Key Targets represent the addition of

60 million passenger trips annually

Eastern European Key Targets

Aeroflot 14.1

Wizz Air 9.6

Transaero Airlines 6.6

S7 Airlines 5.9

Anadolu Jet 5.3

CSA Czech Airlines 5.0

Olympic Air 4.6

LOT Polish Airlines 4.5

UTair 4.4

ÅCreate new channel

ÅDrive sales through 

new channel

ÅFocus on strategy and 

support for channel
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Positioned for rapid expansion

via channel partners

GuestLogix Europe

Management Infrastructure

Richard Cushing
SVP & GM - Europe

Channel Strategy

& Development

Sales & Client

Management

UK, Scandinavia, Iberia

Channel Sales &

Support
Middle East / North Africa

Regional Delivery & 

Support

Channel Sales & 

Support

LSG & Servair

Channel Sales & 

Support

Eastern Europe
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Regional structure allows for strengthening of current 

implementations while penetrating new, untapped markets

GuestLogix Europe

Key Objectives

ÅCurrent Market Share = ~50%

ÅStrengthen current market share through

regional focus

ÅLeverage current partnerships to extend to 

new customers

ÅKey Targets represent an additional 595M 

in annual passenger trips

ÅEstablish new channel partners in two 

sub -regions

ÅImplement onboard store platform



Asia -Pacific
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Tony Sit

SVP & General Manager ðGuestLogix Asia -Pacific

Market Share


