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I. Executive Summary:
 Etihad Airways is considered as one of the youngest airlines in the world, yet it
 managed to seize a leading place within the aviation industry. Etihad Airways
 received the 2008 Marketing Award of the “Airline Strategy Awards”, one of the most
 recognised awards in the industry, just five years after starting commercial
 operations, followed by many international awards. This early success can be
 attributed to the marketing strategy employed by Etihad, which resulted in creating a
 strong brand associated with a high quality service. Etihad’s marketing strategy
 focused on creating new innovative services in every touch point with the customers.
 This report will focus on Etihad’s marketing strategy, which enabled the airlines to
 achieve what other carriers achieved in a much longer time. This report will
 commence with an introduction to Etihad Airways, a SWOT analysis, followed by a
 discussion about Etihad’s services and marketing strategy, and finally a conclusion
 on Etihad Airways’ marketing concept.
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II. Introduction:
 Etihad Airways was established in July 2003 by a royal decree as the national carrier of
 United Arab Emirates, commercial operations started on November the same year, and since
 then Etihad managed to add at least one new route every month. Etihad today is considered as
 one of the most rapid growing airlines, with a fleet of 57 aircraft operating about 1000 flights
 a week to 66 destination in 44 countries from its’ hub in Abu Dhabi. As the national airline of
 the UAE, Etihad always looked for reflecting the Arabian hospitality and culture, as well as
 trying to promote Abu Dhabi as an attractive business centre in the Middle East. With
 international air transportation as its’ main business, Etihad also runs Etihad Crystal Cargo,
 which offers cargo services throughout its’ global network, and Etihad holidays, which offers
 a wide range of holiday programmes. Etihad is constantly working hard to provide guests
 with an incredible travel experience, through upgrading its’ aircraft, in Business Class,
 Economy Class, and First Class cabins, as well as offering some ground services such as
 limousine pick-up in 19 destinations, and high quality lounges in Abu Dhabi, Frankfurt,
 Manchester, Dublin, and London. With less than 8 years in operation Etihad Airways
 received many global awards such as “World’s Leading Airline” at the World Travel Awards
 in 2009 and 2010 (Etihad Airways Website 2011).
 4
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III. Etihad Airways SWOT Analysis:
  
 Strengths:
 - Fast pace growing fleet, from 6 aircraft in 2003, to 57 modern aircraft in 2011, which needs
 less time for service and maintenance, hence more time in the air, and more profit (Etihad
 Website 2011).
 - Lower fares compared to main competitors in the region, such as Emirates Airlines, and
 Qatar Airways.
 - Headed by a creative, well known, and experienced CEO James Hogans, with a highly
 qualified management team.
 - Globally recognised sponsorships with sports clubs and events.
 - One of the world’s leading airlines in 2009 and 2010, through the global awards received.
 - The great entertainment system on board (E-Box) with a USB plug and play feature to
 connect personal devices to the system (Etihad Website 2011).
 - The unique design of cabins, Diamond zone for first class, pearl zone for business class, and
 coral zone for economy class (Etihad Website 2011).
 - High service quality, more than 30 awards received for service by the World Travel Awards
 (WTA) (Etihad Website 2011).
 - Successful partnerships to add new destinations, such as the partnership with Virgin Blue
 Australia.
 - Increased seating capacity every year.
 - Wise diversification through cargo and holidays services, in addition to air transportation,
 which resulted in total revenue of 2.3 billion dollars.
 - Creativity and innovations in both onboard and ground services, such as limousine pick-up
 service.
 - Achieved positive EBITDAR (Earnings before Interest, Taxation, Depreciation,
 Amortization, and Rentals), with expectations to break even in 2011 (E-travel Blackboard
 Website 2010).
 Weaknesses:
 - Fewer destinations than major competitors, Emirates more than a hundred destinations, and
 Qatar Airlines more than ninety destinations.
 5
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- Weak support by customer service centres, as many customers complained that they didn’t
 get the help they needed.
 - Delayed processing of compensations.
 - Some customers complained about longer waiting time in connection flights.
 Opportunities:
 - The increasing popularity of Etihad allows it to enter new markets through strategic
 alliances.  
 - The location in one of the most promising business districts in the Middle East will attract
 more and more business travellers.
 - A good chance to attract technology loving customers, due to innovations in cabins.
 Threats:
 - Entry of new rivals in such a wealthy part of the world is relatively easy.
 - Fuel cost might face an increase.
 - Terrorist threats towards airlines in general.
 - Natural environmental conditions that might affect the aviation industry as a whole, such as
 the 2010 ash cloud in Europe, which caused airlines huge loses.
 IV. Etihad’s Marketing Strategy:
 The marketing process starts by segmenting the market, selecting or targeting the most
 profitable segments, and then positioning the service or product on the minds of consumers
 within the selected segment. Then providing and communicating the service or product. In
 order to succeed in today’s competitive markets, a strong marketing strategy should be put in
 place using the right principles, and this is just what Etihad did. CCO Peter Baumgartner
 described the marketing strategy at Etihad, after receiving the 2008 marketing award i.e. the
 “Airline Strategy Award”, that their marketing strategy is driven by four principles. First, “to
 avoid undifferentiated superiority” second, “to be inspirational to the individual” (they aim to
 6
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act like a small airline, through personalised service in all classes, even the economy class),
 third to “behave like a luxury brand but don’t lose sight of the entire spectrum”. Baumgartner
 says: “We are a luxury brand and position ourselves as a luxury brand, but everybody has a
 right to fly Etihad and experience a touch of Etihad luxury”, fourth is about promoting Abu
 Dhabi and lining up Abu Dhabi’s new image with Etihad’s, through the new slogan “From
 Abu Dhabi to the world” (Airline Strategy Awards 2008).
 The integrated marketing mix for services can be summarised using the 7 P’s model, which
 consists of Product, Price, Place, Promotion, People, Process, and Physical Evidence, below
 is how Etihad considered each part, with regard to the Segmentation, Targeting, Positioning
 (STP) process.
 Product: Etihad’s core product is air transportation, with some supplementary services.
 This service is divided into three main classes and two subclasses. The main idea is to
 provide each target segment the value that suits them in-flight and on ground, in parallel with
 achieving the company’s future goals. Therefore, by differentiating product strategy Etihad
 Airways with its heterogeneous fleet has to differentiate the services for each segment. The
 airline targets the business travellers who are willing to pay such a price for quality service
 and also the last minute flyers, and long haul travellers. The BCG Matrix (Appendix, figure
 1.1) shows Etihad’s product portfolio, where portfolio is discussed below.
 Diamond First class:
 Comprises of “Diamond first class (Suite) and Diamond first class”
 In order to differentiate its’ service, Etihad sought to introduce this luxurious class with
 complete complementary services in August 2009, taking into consideration the individuals
 personal space, for this segment of business travellers who are willing to maintain their
 lifestyle in air as they used to on ground. Therefore, Etihad Airways tends to empower
 travellers to decide their enjoyment level and the way to be served prior the journey, by
 giving them the access to diamond first class lounges in airports, that includes ‘six senses’
 relaxation spa, refreshing showers, champagne bars and cigar lounges. Etihad also considered
 the family entertaining aspect, through family rooms with unlimited usage for a wide range of
 TV shows and internet (Etihad Airways Website 2011). On board, different tactics are used to
 deliver the value proposition, therefore Etihad unveiled the diamond first class that includes
 private suite with sliding Arabian styled doors, luxurious extended ‘Poltrona Frau’ seats,
 7
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built-in socket power for any electronic device, wardrobe and own marble bathroom (Taylor
 2009), in addition, to a wide range of food and beverages menus, adding on that a special
 request meals for special occasions, such as birthdays and anniversaries to be requested at
 time of booking. Catering is not benchmarked against other airlines, but five-star hotels and
 restaurants. CCO Peter Baumgartner claims “We take our inspiration from outside the airline
 industry” (Airline Strategy Awards 2008). Consequently, that led the company to win four
 world awards for the “World Best First Class”, “Best First Class Seat” and “Best First Class
 Onboard Catering”, as well as “The Passenger Choice Award” voted for by 17.9 million
 travellers around the world. These awards are “underlining the fact that Etihad Airways is
 clearly satisfying its hardest critics — the passengers” Baumgartner said (Miller 2010).
 Pearl Business Class:
 Furthermore, Etihad Airways is favourably focusing on business travellers and leisure, the
 less amount of money paid for this class will not be at an expense of quality, rather limited
 access to some of complementary services provided mostly on ground for diamond first class
 tickets holders, and slight modification on the food menu on board. This class been awarded
 as “The World Best Business Class” for four years in a raw (Etihad Airways 2011).
 Coral Economy Class:
 The rivalry among various airline providers for the economy class prompted Etihad to
 include all the necessary amenities that affect the level of a traveller’s comfortability.
 Keeping this concept in mind enabled the company to enhance the quality of their services
 giving more personal attention, and extra family support. As part of this strategy they came
 up with a 32 inch leg room and integrated footrest with built in power sockets, USB port and
 a 10.4 inch personal entertainment screen with over than 600 hours of shows, inclusive of a
 kids activity pack (Etihad Airways 2011).
 Etihad Airways offers under its umbrella some extra services, such as air transportation for
 goods by Etihad crystal cargo, holiday programmes through Etihad Holidays, and Etihad
 Express2D. Their ground services include airport pickup and private chauffer with its fleet of
 unbranded luxury cars for safety purposes, with the same quality they used to on board,
 whereas, they are optional for coral class, and free for the diamond and pearl tickets holder.
 Figure 1.2 in the appendix demonstrates Etihad’s product strategy.
 8
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In the aviation industry, it is important to sustain performance while providing the service in
 a timely manner, so Etihad focused on these important criteria. It can be noted by ratings the
 airline received by the Flight stats website on its overall performance since January 1st, 2011
 till February 28, 2011, which was 72% for on-time departure and arrival (Flightstats 2011).
 (Refer to appendix figure 1.3).
 Etihad can differentiate its products by adding more services and options, such as adding
 lounges in more destinations, creating programmes for un-accompanied minor travellers, and
 an “at door baggage pick up” service for passengers.
 Place: Etihad Airways established many offices all over the world to serve its customers in
 the destinations it covers, in terms of selling tickets and providing customer support. It also
 built a strong network of agents to further reach customers, as well as providing services
 online. Customers can also make bookings through the phone, using the services of the
 professional call centre that is available 24/7.
 Etihad can expand the selling points network, install some selling points in malls and
 shopping complexes for easier access, and provide customer support in more languages with
 shorter waiting time.
 Promotion: Etihad puts great efforts to create product awareness to customers in such a
 new geographical market, some campaigns were launched after understanding the travellers’
 needs, which comprises in different media advertisements, loyalty programme and
 sponsorship...etc.
 Media Advertisements: Considering Etihad Airways website as the main digital media to
 communicate with the company, in the “Globalty” era, Etihad Airways marketing department
 adopted innovative digital marketing strategies, by developing a pioneering and integrated
 website. This digital gate enables the travellers to do many things and stay in touch with the
 company, such as offering online booking, advanced seat selection, meal selection, online
 check in prior flights, and online flight status, in addition to, interactive tours through the
 company facilities introducing all the travellers touch points with useful information.
 9
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Therefore, the ease of use of the website gained the creditability to win the “best airline
 website award” in 2010 (Etihad Airways 2011). Furthermore, the website takes account of
 the customers loyalty programme (which will be discussed later), where customers can join
 programs and redeem point’s earned, such as free flights, holiday packages and upgrading
 travel class, online. Tehmton Cooper head of Etihad Airways e-Commerce said “Etihad
 continues to add new features to its website aimed at improving the customer online
 experience, as a direct result we have seen an impressive growth in online sales” (Etihad
 Airways 2011). In addition, Etihad has launched in 2010 a TV advertisement campaign,
 named “He likes, She likes,” showing the airline innovation in developing the products and
 services, as well as more commitment to ensure an unforgettable experience by travellers
 (Etihad Factsheet 2011). Etihad’s marketing strategy also takes into account the social media
 websites advertisement, such as Facebook, Twitter, and MySpace within the digital
 marketing mix (Kerry 2009).
 Sponsorship: Sponsoring many sports and cultural events globally and in UAE played a
 significant role of awareness to potential Australian customers, such as sponsoring Etihad
 Stadium in Melbourne Australia, the international championship Formula 1 grand prix in Abu
 Dhabi and Ferrari F1 team, in the most recent move by painting the F1 logo on some of its
 plane’s tail to create awareness among the audiences around the world of the company.
 Etihad is also the major sponsor of sport Australian hall of fame, GAA Hurling Ireland senior
 championship, as well as Harlequins Rugby football club and Manchester city football club.
 Many of these events are attended by millions of fans, thus, these sponsorships are
 “consistent with company values of hospitality and team spirit, which help to bring Abu
 Dhabi to the world and the world to Abu Dhabi” (Etihad Factsheet 2011). In addition,
 underpinning the global market campaign to promote Abu Dhabi as the main business and
 tourist hub of the Middle East, supported by Abu Dhabi tourism authority offering reasonable
 prices for hotels, tour operators, and sport events tickets. At the same time, Etihad ensures all
 the useful information can be available on its related website (www.Essentialabudahbi.com)
 (Thong 2011).
 Loyalty Programme: In terms of brand loyalty, Etihad marketing supporting strategies
 insisted on creating such a programme included in the marketing mix, which will help to
 increase the customer long-term loyalty to the brand, and exchanging the value between the
 customers and the company. In addition to, increasing the customer relationship management
 10
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(CRM) interaction with the customer, this will create some kind of customers’ belonging to
 the brand. Therefore, accumulating guest miles points offered from over than 1800 flights
 and varieties of 200 non-flights partners’ rewards (Etihad Factsheet 2011). Moreover, this
 kind of programme will enable the company to collect customer’s information regularly for
 free, and keep track of the customers’ needs, demographic changes and travelling patterns
 through traveller’s feedback and supporting stats. This will help the CRM intelligence unit to
 personalise offers targeted at some loyal customers. Nonetheless, the company has launched
 an Apple iphone loyalty programme application for its members, which offers real-time
 points’ redemption, as well as part of its digital marketing which will promote for services
 and information via mobile devices (Businesstraveller 2010). Accordingly, Etihad loyalty
 programme played a major role in the company’s growth by being more customer-centric,
 giving Etihad in-depth understanding of customers’ needs and values, ”This programme has
 helped Etihad re-align the marketing strategy around the brand, avoid undifferentiated
 superiority, and be inspirational to the individual customer” (Pepper & Roger Group 2010).
 Price: Etihad uses a penetration pricing strategy, through offering lower prices compared to
 competitors, in order to gain more market share, at the same time providing services similar
 or even better than competitors. Many factors helped Etihad in offering lower prices, oil price
 is one of these factors, knowing that the government of Abu Dhabi owns a big share of
 Etihad, this gave the opportunity to get a preferential oil price. According to James Hogan the
 CEO of Etihad Airways “Our next goal is full break-even in 2011, leading to sustainable
 profitability from 2012 onwards. All our indicators show that these targets are in our sights”
 (ASC 2010), those goals were set after the last financial crisis losses in company revenues
 rather than affecting the quality of services has been provided in the last three years.
 Etihad Airways on its fleet determined to Abu Dhabi Australia route, consists of, seven
 A340-600 Airbus with 292 passenger capacity, and V Australia the international carrier of
 Virgin Blue with its three Boeing 777-300ER, considering the total costs for the flight, as the
 homogenous fleet will have lower operating costs that would have effect on the fare price
 (Chang 2007). For that reason, Etihad has to fill most of the seats on the plane in sense of
 covering the operational costs. Depending in two variables: ‘Load factor’ the plane seating
 capacity that is actually sold, whereas, it was 74% for this route in the last year, and ‘Yields’
 the revenue obtained for flying one passenger over one kilometer (RPK), while it increased
 by 20.1% y-o-y (Marshall 2011). Hence, using the load factor by Etihad as an indicator by its
 11
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marketing department supporting its pricing strategy, hence the high load factor over (85%) is
 considered as a sign for Etihad to focus on low yields (Chang 2007). For instance, by offering
 lower prices for this route, as the number of seats sold goes up depending on the effectiveness
 of its promotion activities the fare goes down. However, it has to cover up the operational
 cost either by high or low fare prices for its profitability. Moreover, usually it happens that
 two passengers setting next to each other, with different fare, as another credible factor for
 pricing strategy is ‘Time’ and ‘Season’ of purchasing the ticket, the more prior ticket been
 purchased the more likely it would be cheaper. Consequently, Etihad has a flexible ticket
 prices for weekdays and weekends (Refer to appendix table 1.4), the prices for return ticket
 from Sydney to Abu Dhabi with maximum stay of three months.
 Etihad can change the penetration pricing strategy and increase the prices after achieving
 break-even, to avoid being perceived as a low value brand.
 People: Etihad has a staff of almost 8000 employees from more than 120 countries,
 regardless of this big diversification, Etihad managed to create a strong organisational culture
 and quality of staff through providing special training programmes to provide new employees
 with all the skills required to perform in a way to satisfy Etihad’s customers and maintain the
 value of the brand, through the ability to give the required information and even to give
 useful suggestions to customers. On ground staff and in air-crew are carefully selected
 because they reflect the brand image, and they can be the source of a positive word of mouth.
 Etihad also selected a stunning and comfy staff uniform by an Italian designer, to
 communicate the welcoming and hospitable values of the Arabian culture in an international
 cosmopolitan context (Etihad Airways 2011).
 Etihad should keep developing the training programmes to make sure customers are always
 satisfied with the services as well as the staff providing the services.
 Physical Evidence: In air transportation physical evidence is everything that’s visible to
 customers, it starts from the logo, uniforms, facilities to make bookings, and lounges, to the
 seats, services, and space at the aircraft. Etihad provided well designed offices, superior cabin
 design in all classes, used a well known fashion designer to design the staff uniforms. All
 these activities helped in improving the customers’ perception of the services provided.
 12
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Process: This refers to the systems used to deliver the process. It can be described as the
 whole process that starts with customers making the booking, until they depart or arrive.
 Etihad built strong systems that can provide the customers with the required services they are
 paying for, these systems include on-stage systems such as the online information system
 through the website, and offices, back-stage systems such as the booking and scheduling
 systems, and all the support systems that helps Etihad to perform in the required way, such as
 internal IT systems across all the departments, and ‘Amadeus’ Availability Management,
 which gives Etihad ways to choose what inventory to release to which sales outlet, to make
 sure all seats are sold at the right time at the right price, through the most productive
 channels, agents, and markets (Amadeus website 2007).
 V. Abu Dhabi – Australia Route:
 Etihad Airways started by providing services in the Middle East and Europe regions, which
 were the initial segments the airline chose to target, but as Etihad grew, the airline decided to
 expand their operations in new geographic areas, so significant segments were identified,
 studied, and measured, the Australian segment was identified as one of the most promising
 segments to target, considering the position of major Australian cities with regard to business,
 education, and tourism, also the central location of Abu Dhabi as a business hub between
 Europe and South East Asia fostered the selection of this segment. “After the provisional
 approval by the Australian Competition and Consumer Commission ‘ACCC’ in 2010, on the
 alliance between Etihad Airways and Virgin blue airline” (ACCC 2011), Etihad started to
 develop awareness of their brand depending on its reliability and safety, as these two became
 the main concerns of the travellers after many tragic events in the airline industry. The
 company was able to gain the passes for the rigorous aviation industry safety standards audit,
 by the International Air Transport Association (IATA) (McAlpine 2010). Etihad put a
 strategic marketing plan in place to build the awareness of its brand in Australia, this was
 achieved through an international advertising campaign, and through sponsoring many
 international sport events and facilities such as “Etihad Staduim” in Melbourne, as well as
 teams that are popular in Australia such as the Ferrari F1 team, Rugby teams, in addition to
 sponsoring some local activities. Etihad also worked on another level to build a good
 customer base for this route, this was through promoting it in Europe, as many business
 people travel between Europe and Australia. However, introducing the services provided by
 13
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Etihad to the Australian market has to have positioning strategies. Thus, Etihad took into
 consideration the existence of the physical hygiene factors prior to service launching in
 Australian market, such as ticket selling points and authorised travel agents in the three main
 cities, Etihad head office located in Sydney, and branches in Melbourne and Brisbane, in
 addition to the secure booking options through its digital distribution channels. So in 2007
 Etihad started operating the Abu Dhabi Sydney route, using a penetration pricing strategy to
 gain market share from other competitors, the route was so successful that in 2008 Etihad
 decided to increase the number of weekly flights to eleven, a decision that was welcomed by
 NSW Government as it anticipated to bring 50,000 more travellers to NSW, which will inject
 twenty million dollars in the economy yearly, Minister for Tourism Matt Brown said that
 “Tourism NSW  would undertake a cooperative marketing campaign with Etihad targeting
 key markets in the UK and Europe to attract high yield travellers” (Go Hospitality 2009).
 According to Brown, “a major opportunity arising from the partnership with Etihad was
 being able to leverage its extensive European network to market to the high yield traveller
 from the UK and Europe” (Go Hospitality 2009). One more marketing aspect to consider is
 the environmental challenge, as more and more people are getting concerned about the
 environment, so companies had to address this important issue which is affecting customers’
 choices, especially in regions like Europe and Australia. Etihad is one of those companies
 who initiated many programmes such as the “green office” programme for recycling and re-
 using resources, Etihad won “Best Environmental Initiative” at the “Best in Abu Dhabi”
 awards 2010 (Etihad Factsheet 2011).
 VI. Conclusion:
 Etihad has proved time and again that with it’s out of the box attitude, backed by lavish
 Arabian hospitality it has earned a place for itself in the minds of customers. Customers who
 have experienced this service would vouch for the standards set by the airlines. The constant
 up gradation employed by Etihad in providing service by acquiring new aircrafts, ensure that
 their planes will be in the air for the majority of the time than on ground for maintenance.
 Another aspect of Etihad that has to be noted is its strategy to expand vertically into the
 airlines industry by venturing into the air cargo industry, which is both lucrative and
 profitable. This will only ensure that the airlines will prove to be a dominant player in the
 aviation industry over the long run.
 14
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Another key aspect that has to be noted is that Etihad achieved all this within a span of less
 than ten years whereas other major players are still struggling to in spite of being in the
 market much longer. The recent partnership with V Australia will see the airline controlling a
 chunk of the domestic market as well. This is a very lucrative area as the present players are
 not very reliable and quite expensive. If Etihad enters this segment with its present marketing
 strategy of providing luxury at an affordable price, it is sure to repeat its success that it had in
 the international market.
 Etihad currently employs the strategy of having fewer destinations than its competitors. This
 has enabled the airline to provide better service for the ones that they have than run off in
 search of newer destinations. This concept of quality over quantity is of great concern in the
 airline industry, particularly if the airline wants to be perceived as a luxury brand and not a
 cheap low cost, no frills airline. Potential customers can be gained only if they could be
 convinced that they are getting more bangs for their buck. The perception of customers
 towards quality has drastically risen over the years and many wouldn’t mind paying the extra
 money if they are convinced they are getting what they paid for. Etihad knows this and
 strategically places their products and services to attract these customers. They know that the
 airline industry is a delicate one and word of mouth advertising is very crucial for their
 survival. This is the reason they truly focus on their customers and make sure that they feel
 satisfied and make it a point to come back after being on one of their flights.
 As Abu-Dhabi is turning into an international tourist destination and business centre for the
 Middle East, Etihad being operated from here will be strategically positioned and they stand
 to gain a potential share of the action. Hence upholding the concept of ‘Abu Dhabi to the
 world’ is very crucial for their marketing strategy. Another concept that has to be highlighted
 is the different classes that categorise the service provided by the airline. This ranges from the
 Diamond First class to Pearl Business and the Coral Economy. This ensures that the airline
 will be able to cater to the needs of the rich as well as the average market. Even though this
 differentiation is there the level of service provided is very much the same and a passenger
 travelling on coral economy would feel that they received a service that was parallel to or
 even better than the service offered by business classes of similar carriers. This plus point of
 Etihad to convince their customers of their superior service is what drives them forward.
 To conclude it can be safely said that if Etihad continues to provide this sort of superior
 service and follows the low price penetration strategy it can enter more markets and repeat its
 15
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success. The airline has proved that it is able to retain its customers and that their customers
 recommend the carrier to others have worked in the advantage of Etihad. The carrier has to
 build on this brand loyalty and continue to provide better and newer services and gradually
 add more destinations and grow at the steady pace. This will see the airline reaching a top
 position and turning out to be one of the most preferred ones in the aviation industry.
 16
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VII. Appendix:
 (Figure 1.1) Etihad Airways Products and services portfolio BCG Matrix
 (Figure 1.2) Etihad Airways Product Strategy
 17
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(Figure 1.3) Source (www.flightstats.com)
 Class Price Weekends Weekdays
 Diamond First Class 13,586 AUD 10,808 AUD
 Pearl Business Class 9,336 AUD 9,336 AUD
 Coral Economy Class 2,314 AUD 1,838 AUD
 (Figure 1.4) Source: www.Etihadairways.com March 10, 2011
 18
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