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VFM Overview – Value Perception 
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Presenter
Presentation Notes
Value is subjective – so how do we target all perceptions?

3 main categories we’ve identified are Price, Variety and Quality. 
LAWA’s Pricing Policy is street + 18% which can be expensive
LAWA offers a variety of options for all dietary needs and preferences throughout concessions (ex: vegan, veg, gluten free)
How does one rate the quality? By product, customer service, convenience to the traveler?



Trend Per Quarter
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Presenter
Presentation Notes
When we look per quarter we improve yearly. Although 2018 was a spike year, we are still doing better than previous years – improvement is being made. 

(Per Anne w/ GE)
2Q 2018 was a continuation of an increasing trend begun in 4Q2017. Perhaps construction in T2/3 – this does not explain other terminals though.



Strategy Update

December 2018 • Holiday/event promotion, small plates, employee meal deals 
• VFM Committee formed

January 2019 • Review of Q4 2018 ASQ Scores, identify option for improving scores

February 2019 • Discussed logistics of various options identified 

March 2019 • Marketing Fund Budget, measuring VFM, FIDS screen usage, promotion of Tenant 411 page

April 2019 • Q1 ASQ scores revealed a slight drop, discuss social media promotion, why aren’t messages being relayed? 
• VFM Button Idea

May 2019 • FIDS screen logistics, survey for button slogans

June 2019

August 2019 • VFM Launch
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Presenter
Presentation Notes
Dec 18 – Holiday/event promotional calendar, small plate/kids menu, promotion of employee meal deals

Jan 19 - Concession ASQ scores were flat, URW Marketing Fund was introduced, Employee meal deals and holiday/event promotions for URW and LAWA terminals begin to be compiled and distributed through LAWA GET

Feb 19 - Discussed with URW Marketing Fund Strategy
Awards offered Quarterly
$20 gift cards w/ 100 winners per quarter
$8k annually ($2k per quarter) 

March 19 - Overall budget $4k-$10k
Established VFM is measured beyond money but by experience – how do we target this to reflect ASQ VFM score?
FIDS screen usage is an idea for promotion of meal deals
Began promotion on Tenant 411 web link for employees to access

April 19 – Q1 ASQ scores revealed a slight drop – this gives room for improvement; all airports usually score low T8 had an up tip in VFM and F&B
Social Media promotion can be done but needs to be equitable to all concessionaires. 
VFM meal deals get sent, but the message seems to not be getting to all badged employees
Buttons with a VFM slogan and icon to match FIDS screens to be brainstormed


May 19 – FIDS screen usage is in the works – working with IMTG and Wayfinding to arrange
SurveyMonkey survey sent to VFM team to decide button slogan


June 19 - Button Slogan chosen:
        Eat. Shop. Save.
        @ LAX

July 19 - Determine 8/1 launch date

August 19 – Launch



Strategy Update Cont.

• VFM Launch 
• Price

• FlyLAX Website has discount 
links

• Variety
• Small plates

• Quality
• Messaging

• Buttons
• Terminal Screens

• Emergency Screens
• TSA Screens
• Social Media
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Presenter
Presentation Notes
VFM Launch targeted price, variety, quality and messaging 
PRICE included F&B and retail discounts 
VARIETY included small plates/kids meals
QUALITY included the convenience of asking associates about deals (buttons prompt guests to ask)
MESSAGING included emergency screens, TSA screens, social media, FlyLAX website 



Next Steps
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Presenter
Presentation Notes
We’ve accomplished our near term and mid term goals and now we will see if they’ve paid off

Next steps will include analyzation of upcoming quarters, LAWA distributed surveys and associate feedback of launch



VFM Goal
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How do we get there? 

• Value for money is subjective so we conquer 
one perception at a time until we learn our 
guest – VFM survey

• Each quarter we learn more 



Thank You!
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