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“It’s a great system”

“This works way better”

“It worked amazingly well”

“It was a good  
experience all around”

“Rock solid”

“I’ve had better connection here 
than my entire time in Vegas”

NATIONWIDE 
COVERAGE, 
DONE RIGHT.

Your expectations for connectivity shouldn’t 

change when you’re in flight. SmartSky’s 

nationwide coverage includes more towers 

for dense, overlapping coverage. Patented 

beamforming assigns a separate connection 

per aircraft for unparalleled performance 

and security. But don’t take our word for it:

The above image represents approximate coverage provided 
by SmartSky network towers as of August 2022 and is not a 
guarantee of service availability. Actual coverage may vary 
and is subject to change.

Comments from actual passengers 
on flights across the country.

LEARN MORE 
ABOUT THE 
SMARTSKY 
DIFFERENCE. SmartSkyNetworks.com
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Welcome to the 
September/October issue of Inflight.  
As always, this issue is packed with 
thought-provoking interviews and 
exclusive insight. Both NBAA-BACE and 
APEX/IFSA EXPO are taking place in the 
US in October, and with Inflight being 
one of the key media partners at both 
events we feature several suppliers who 
will be exhibiting at the shows and 
enhancing the passenger experience on 
board commercial and business aircraft.

In this issue, we speak with IDAIR’s 
new CEO Luigi Celmi and Boeing 
Business Jets’ Alex Fecteau, Director of 
Marketing and Director of Sales, Middle 
East, Africa & Mediterranean to discover 
how the companies are shaping the 
future of the cabin experience for VIP 
and VVIP aircraft. We also take a look at 

the latest developments in aircraft cabin 
MRO and the IFE content market.

Inflight was recently invited to 
experience the cabin on board Virgin 
Atlantic’s A330neo, which is expected 
to operate its first customer flight in 
early October. In this issue, we will 
explore the exciting new features 
which include the latest-generation 
Upper Class cabin, increased 
connectivity, wireless in-seat charging, 
Bluetooth connectivity and the 
carrier’s impressive Retreat Suite.

In our technical coverage, we speak 
with advanced software companies 
Dassault Systèmes and myairops to find 
out how cutting-edge technologies and 
smart data help create more efficient 
and profitable operations for aviation.

I hope you enjoy reading this issue! 

Exceptional experiences

viewpoint

Satu Dahl Editor
 @inflightmag 
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NEWS

Emirates invests over US$2 billion 
to enhance in-flight experience

Emirates is investing over 
US$2 billion to enhance its 
in-flight customer experience. 

The project includes a retrofit 
of more than 120 aircraft with the 
latest interiors, as well as an 
array of other service 
improvements across all cabins, 
starting this year.

Sir Tim Clark, President of 

Emirates, said: “While others 

respond to industry pressures with 

cost cuts, Emirates is flying against 

the grain and investing to deliver 

ever better experiences to our 

customers. 

“Through the pandemic we’ve 

continued to launch new services 

and initiatives to ensure our 

customers travel with the 

assurance and ease, including 

digital initiatives to improve 

customer experiences on the 

ground. 

“Now we’re rolling out a series of 

intensive programmes to take 

Emirates’ signature in-flight 

experiences to the next level.”

In August, Emirates introduced 

new menus on select routes in First 

Class, featuring dishes such as 

pan-fried salmon trout with 

Shaped to fit: laminate sheets are being used to refresh the passenger cabin.
Below, a preview of how Emirates’ new Premium Economy class will look.

Selection: Emirates’ new dessert menu includes something for everyone.

Investment: over 120 aircraft will be 
retrofitted as part of the project.

moqueca sauce and creole rice, 

roasted duck breast with orange 

thyme jus, steamed broccolini and 

fondant potatoes. New menus are 

also being introduced to Business 

and Economy from 1 September.

Emirates says its new vegan 

menu will cater to the growing 

numbers of customers opting for 

this choice and includes 

handcrafted gourmet dishes such 

as pan-roasted king oyster 

mushrooms, jackfruit biryani and 

sliced kohlrabi garnished with 

burnt orange. The dessert menu 

includes chocolate truffle cake 

with hazelnut, pistachio and gold 

leaf, or green grape tart adorned 

with candied rose petals, vanilla 

custard, and berry compote 

glistening with yuzu pearls.

Emirates’ First Class experience 

offers passengers unlimited 

portions of Persian caviar as part 

of the “dine on demand” service, 

with a pairing of Dom Perignon 

vintage champagne. The carrier’s 

cinema snack menu includes 

lobster rolls, sliders, edamame and 

salted popcorn, which can also be 

ordered on demand.

For customers departing from 

Dubai, the airline will also be 

offering fresh greens harvested 

from Bustanica, the world’s largest 

vertical farm and newly opened 

US$40 million joint venture 

investment through Emirates Flight 

Catering. 

Emirates’ cabins will be 
retrofitted with new or 
reupholstered seats, new 
panelling, flooring and other 
cabin features, with every cabin 
class being refreshed and new 
Premium Economy cabins 
installed. After the retrofit, 
Emirates will have a total of 120 
aircraft offering Premium 
Economy seats.
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SKY express 
launches new 
in-flight 
magazine

Latvian airline airBaltic says it 

has recently adjusted its uniform 

regulations, loosening rules for 

cabin crew, pilots and ground 

personnel.

Tattoos, hairstyles and piercings 

are now acceptable, according to 

the carrier, and can remain visible 

while staff are performing direct 

Greek airline SKY express has 

launched a new in-flight 

magazine. The first issue features 

one of the leading chefs, Nobu 

Matsuhisa and Alexander Jones, 

world-famous scholar of the 

Antikythera Mechanism. 

SKY express says the magazine 

is inspired by the needs of the 

modern traveller to learn about 

the unique experiences that each 

destination can offer and includes 

new trends, products, gastronomy, 

entertainment, exclusively primary 

content, interviews and news from 

the most important events of 

Greece.

The Summer – Autumn 2022 

issue is already available on all 

SKY express flights as well as 

Athens, Thessaloniki and 

Heraklion airport business 

lounges. It can also be found in 

selected hotels in Greece.

The SKY express team said: 

“This magazine is further proof 

that, as a company, we can come 

together, work systematically and 

pursue our vision in order to build 

the airline of the future and that is 

a source of enormous joy for us. 

“We are a team that knows 

how to face the challenges of the 

future, to adjust to the needs of 

people who choose to travel in 

order to live a better life, a 

comfortable life, a life with 

security and a high level of care.”

duties.

Alīna Aronberga, SVP Human 

Resources of airBaltic said: “Until 

now we applied the same rule as 

the majority of airlines – tattoos 

were permitted only if they could 

be easily hidden underneath the 

standard crew uniform.

“Now we have significantly eased 

these rules, enabling our staff to 

demonstrate their own individuality 

through their tattoos, piercing and 

hairstyles if they choose so, while 

proudly wearing our stylish 

uniforms. 

“Aiming to become even more 

diverse and inclusive we welcome 

more motivated professionals to 

join our team.”

airBaltic provides a paid eight-week 

training programme for cabin crew 

candidates and says successful 

candidates must be at least 18 

years old and have a high school 

diploma, as well as good Latvian 

and English knowledge. 

The airline is looking for friendly, 

positive and adventurous 

personalities and says neck, face 

and head as well as potentially 

offensive tattoos should be covered 

while performing duties.

airBaltic adjusts uniform regulations

Embraer has announced a 

partnership with VOAR Aviation. 

The objective of the partnership is 

to offer unscheduled services to 

Embraer executive aviation 

customers at the Congonhas 

Airport in São Paulo. 

The business jet manufacturer 

says it is continuing to strengthen 

its operations of MRO services and 

support the fixed base operator 

(FBO) to meet the growth of 

executive aviation in Brazil.

“This agreement with VOAR is 

the ideal complement to the 

expansion of Embraer’s service 

operations in Brazil. We will be 

even closer to our customers, 

establishing our presence in the 

most important airport in the 

country for business aviation,” said 

Frank Stevens, Vice President, 

Global MRO Centers, Embraer 

Services & Support.

Alessandra Abrão, CEO of VOAR 

Aviation, said: “Partnering with 

Embraer makes perfect sense for 

VOAR, as we have a large fleet of 

the company’s aircraft using our 

facilities. The customer, who will be 

the main beneficiary, wins.”

Everton Vicente, MRO & FBO 

Managing Director, Embraer 

Services & Support, said: “The main 

goal is to offer dedicated support 

at the Congonhas Airport, further 

improving our customers’ 

satisfaction. 

“We aim to bring benefits such 

as greater agility in service, with 

local teams supporting the 

operation, and greater network 

integration, both owned and 

authorised.”

Embraer partners with VOAR

Working together: Embraer and VOAR Aviation will offer executive aviation 
customers unscheduled services from Congonhas Airport in São Paulo. 
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FACC has announced its revenue has grown 

12.5% year-on-year in the first half of 2022. 

The company says the demand for new and 

more efficient aircraft is again increasing 

significantly and FACC is able to benefit from 

this trend due to its long-term supply contracts 

with all aircraft and engine manufacturers.

FACC anticipates a continuous increase in 

demand, and with orders for around 13,000 

aircraft from all major manufacturers as well as 

a major order from Archer Aviation, all signs 

are pointing to growth.

News in brief

NEWS

Social Media #InflightHMG@inflightmag Inflight media
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Heads Up Technologies acquires STG Aerospace
Aerospace interior lighting 

company STG Aerospace has 

announced it has been acquired 

by Heads Up Technologies.

Heads Up Technologies delivers 

innovations to improve pilot and 

passenger experience and the 

company is backed by New York-

based private equity business JLL 

Partners.

STG Aerospace CEO Grant 

Bennett said: “After two successful 

decades establishing STG as a 

world leader in aircraft cabin 

lighting, we are now moving to the 

next exciting phase of our growth.

“Under the new ownership, STG 

will continue to operate with a high 

level of autonomy, building on its 

strong brand and highly skilled 

team. STG will continue to deliver 

exceptional value to airlines and 

OEMs around the world. 

“Designing high-quality 

emergency & cabin lighting 

systems that utilise our deep 

expertise and proprietary 

technology to create innovative 

solutions is our goal. Combining 

the expertise and products of both 

Heads Up Technologies and STG 

Aerospace makes an exciting 

solution set.”

Robert Harshaw, President and 

CEO of Heads Up Technologies, 

said: “We are thrilled to welcome 

the STG Aerospace team to Heads 

Up Technologies to leverage our 

collective lighting solutions to meet 

critical OEM and operator needs 

across the entire aviation market. 

“STG Aerospace’s concept-to-

certification capability and 

extensive intellectual property are 

excellent complements to Heads 

Up Technologies’ portfolio of 

lighting innovations.” 

STG Aerospace was established 

in the UK in 1995 with the vision of 

making flying safer and more cost-

effective and is trusted by the 

aerospace industry as a partner of 

choice for emergency exit marking 

and cabin lighting systems.

FACC announces 
revenue growth

Aerospace Xelerated has opened its call for 

applications for its fourth cohort following 

three successful cohorts led by Boeing and 

supported by industry partners.

According to Aerospace Xelerated, start-ups 

working on digital services and solutions are 

welcome to apply and applications close on 

25 September.

Start-ups accepted into the programme will 

have the option to benefit from a £100K 

investment from Boeing, with potential for 

additional funding.

They will also have access to strategists and 

technical experts. The 12-week programme 

introduces start-ups to a network of angel 

investors, venture capitalists and key 

stakeholders amongst the aerospace industry.

Aerospace Xelerated 
seeking start-up digital 
services and solutions

Market intelligence firm Euroconsult 

has released analysis that shows a 10% 

increase in the number of commercial 

aircraft connected to in-flight services 

compared to 2020, totalling 9,900 planes 

by the end of 2021.

According to the firm, the number of 

aircraft using such services is expected 

to double to more than 21,000 within the 

next decade. The analysis anticipates a 

positive trend continuing up to 2031 due 

to a convergence of rising consumer 

demand and increasingly greater 

bandwidth availability.

Euroconsult 
predicts IFC 
market will 
double by 2031

Robert Harshaw, President and 
CEO, Heads Up Technologies



#InflightHMG#InflightHMG

www.amacaerospace . com

T H E  P E R F E C T  P L A C E  F O R  B U S I N E S S  A I R C R A F T

AUCH • LONDON • BASEL • ZURICH • ISTANBUL • BODRUM • BEIRUT • RIYADH*

*opening in 2022



10 / Inflight September/October 2022

CONNECTIVITY

Intelsat has had a very busy 
summer – just in August, it signed a global 
distribution partnership agreement with 
OneWeb, resulting in both companies 
offering seamless in-flight connectivity 
(IFC), and announced an agreement with 
India’s leading satellite communication 
service provider Nelco which has resulted in 
Intelsat now offering in-flight connectivity 
services in Indian skies. 

Also, in June, the company launched a 
new, innovative IFC solution for airlines.

Jeff Sare, Intelsat’s President, Commercial 
Aviation, shared his thoughts with Inflight, 
explaining what the benefits of these new 
developments are for airlines. 

“The new IFC solution is really two things 
in one,” he noted. “The first thing is our new 
ESA antenna. It’s lightweight and just four 
inches tall which means it has a low profile, 
with low drag, low fuel penalty, and lowers 
CO2 emissions. 

“The differentiating feature is that it 
interoperates with GEO networks – like what 
we offer at Intelsat – and LEO networks, such 
as OneWeb. We are convinced that ‘GEO + 
LEO > GEO or LEO’.

“In addition to missions within North 
America, Air Canada will use this aircraft on 
medium-haul, overwater routes and we 
expect very high take rates in these markets, 
which is a big part of the reason why they 
wanted the throughput of 2Ku.”

LASTING PARTNERSHIPS
Alaska Airlines is among Intelsat’s longest-
term and largest partnerships.

Sare said the companies have been 
working together since 2010 across all types 
of aircraft that Alaska flies, from freighters 
within the state of Alaska to regional jet 
aircraft that operate on the west coast to 
mainline jets outfitted with 2Ku that transit 
the country. 

“We provide not just the connectivity on 
these aircraft but also the stored content – 
more than 700 movies and TV shows! – that 
Alaska’s guests can stream to their own 
tablets and phones.” 

When it comes to internet access, Sare noted 
that everyone on board the 2Ku-equipped 
aircraft can enjoy a streaming-quality 
connectivity experience, regardless of where 
they fly around the Alaska Airlines network. 

He said: “We expanded the relationship 
earlier this year with an announcement of an 
additional 105 new 737MAX aircraft between 
now and 2024 that are installed as the 
aircraft join the fleet.” n

“The second thing is that we recently 
unveiled our new partnership with OneWeb. 
The benefit of this new GEO + LEO solution 
is it produces the best combination of 
performance, coverage and reliability in  
the market. 

“With OneWeb, we are leveraging the best 
capabilities of both companies’ networks.”

Sare added that Intelsat’s new ESA 
antenna is the first-ever multi-orbit IFC 
solution, built on an integrated infrastructure 
that relies on hundreds of satellites in both 
geostationary (GEO) and low Earth orbit 
(LEO), providing airlines and their 
passengers more IFC capacity and speed in 
more places.

Intelsat will be providing its line-fit 2Ku 
satellite connectivity solution on Air Canada’s 
upcoming Airbus A321XLR fleet. 

Sare said: “Many of our clients have been 
ordering A321XLR aircraft and adding 2Ku as 
a line-fit option, which is available from the 
Airbus factory. That’s how Air Canada will 
receive its aircraft, and this is important 
because the airplanes can enter passenger 
service as soon as they arrive, with no need to 
wait for an STC’d solution and installation.

Building global 
communications

Integrated satellite and terrestrial network operator and IFC 
provider Intelsat has had several exciting developments for 
the in-flight connectivity market recently, as Inflight Editor 
Satu Dahl discovers.

As the foundational architects of satellite 
technology, Intelsat operates the world’s 
most trusted satellite telecom network. 
We apply our unparalleled expertise and 
global scale to connect people, businesses, 
governments and communities, no matter 
how difficult the challenge. 

Intelsat is building the future of global 
communications with the world’s first 
hybrid, multi-orbit, software-defined 5G 
network designed for simple, seamless, and 
secure coverage precisely when and where 
our customers most need it. 

Follow the leader in global connectivity 
and “Imagine Here,” with us, at Intelsat.com.

What we do and 
why we do it

Intelsat offers seamless 
in-flight connectivity.
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V IS IT  US AT   
NBAA 2022

October 18 – 20 
Orlando, Florida
Booth #3685

22-29-065_IDAIR_Inflight_Magazine_Sept-Oct_205x273.indd   122-29-065_IDAIR_Inflight_Magazine_Sept-Oct_205x273.indd   1 03.08.22   10:2103.08.22   10:21



OPERATOR PROFILE

Airline multiple times by APEX in the 
Official Airline Ratings.

The carrier has invested billions in its fleet 
transformation over the last decade and 
announced a firm order for up to 16 Airbus 
A330neos in 2019.

Virgin is due to receive three aircraft in 
September, with the remaining deliveries to 
follow between 2023 and 2026. 

Corneel Koster, Chief Customer and 
Operating Officer at Virgin Atlantic, says that 
when it comes to innovating for the airline’s 
customers, Virgin Atlantic never stands still. 

Inflight was recently invited to get a sneak preview of the spectacular interiors of Virgin Atlantic’s 
brand-new Airbus A330neo aircraft, which is due to start operations in early October. Inflight 
Editor Satu Dahl reports.

London Heathrow to Tampa. The route will 
be launching in November and will initially 
operate four times a week before increasing 
to daily from 28 November.

To meet the growing demand for flights, 
the carrier has also recruited and trained a 
significant number of new employees since 
the start of 2022, onboarding 800 new cabin 
crew and 45 new pilots. 

Virgin Atlantic, which was founded by 
British entrepreneur Sir Richard Branson in 
1984, puts innovation and customer service 
at its core and has been voted a Five Star 

Next-generation 
luxe ... unboxed
London-based carrier Virgin 
Atlantic is certainly not resting on its laurels 
as it aims to return to profitability in 2023.

Having ended 2021 with a strengthened cash 
position of £580m, the airline sees 2022 as a 
year of transition from survival to recovery.

And a lot has certainly happened this year 
already – Virgin Atlantic has been continuing 
to recruit new staff and its transatlantic 
expansion is ongoing.

The latest development to demonstrate this 
growth was the airline’s announcement in 
July that unveiled a new direct route from 

Forward-looking: Virgin Atlantic’s Chief Commercial Officer, 
Juha Järvinen, has hailed the Airbus A330neo as playing  
a significant role in the airline’s fleet transformation.

12 / Inflight September/October 2022
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“Our desire to create memorable 
experiences means we’ll continue to imagine 
with fresh ideas,” he says. “We care about 
every detail of the cabin design and every 
step of our customer’s journey. 

“We’re proud to unveil our state-of-the-art 
A330neo and show the evolution of our 
customer experience, with each of our 
customers receiving a premium experience 
regardless of the cabin they travel in. 

“They’ll be better connected with their fellow 
travellers and our amazing crew in the air, and 
with their friends and family on the ground.”

Virgin Atlantic’s Chief Commercial 
Officer, Juha Järvinen, spoke with Inflight to 
explain more about the carrier’s fleet 
transformation and the key reasons it chose 
to go with the A330neos. 

“In 2019, we became the first UK airline 
to announce a firm order for up to 16 
Airbus A330neos, reaffirming our 
commitment to flying the cleanest, 
greenest fleet in the sky,” he says. 

“The A330neo plays a significant role in our 
multi-billion-dollar fleet transformation, 
demonstrating our commitment to the planet. 

“We know the most impactful thing we can 
do as an airline is to fly one of the youngest, 
cleanest twin-engine fleets, and the A330neo 
is integral to achieving this goal. It’s truly a 
plane for the future.”

As Järvinen explains, the A330neos are 
designed to be 11% more fuel- and carbon-
efficient than the A330-300s.

“The A330neo will replace our current 
A330 fleet and was designed by Airbus to 

continue the proven excellence of the A330 
product, which has been an efficient and 
reliable member of the Virgin Atlantic fleet 
since 2011,” he says. 

“The A330neo fleet gives us additional 
range over the A330s that it replaces, 
opening up all of our US routes to this type, 
which in turn allows us to optimise the 
utilisation of our assets.”

Järvinen says that Virgin Atlantic’s Airbus 
pilots will fly the carrier’s A350 and A330 types, 
giving the company great economies of scale. 

“We have significant advantages to 
phasing out the old A330s with these new 

Transatlantic expansion: a new 
direct route between London  

Heathrow and Tampa, Florida, 
launches in November.

We know the most impactful thing 
we can do as an airline is to fly 
one of the youngest, cleanest twin-
engine fleets, and the A330neo is 
integral to achieving this goal. It’s 
truly a plane for the future.

Juha Järvinen, Chief Commercial Officer, Virgin Atlantic



14 / Inflight September/ October 2022

OPERATOR PROFILE

A330s due to the parts commonality 
between old and new,” he notes, adding that 
the A330neo aircraft is expected to take off 
to Boston on its first customer flight in early 
October and will be operating on business 
and leisure routes worldwide.

THE WOW FACTOR
Inflight was delighted to attend the 
carrier’s hotly anticipated Airbus A330neo 
reveal event in London in July and witness 
the impressive attention to detail that goes 
into providing a premium, personalised 
experience for customers. 

There were plenty of new and exciting 
features on show at the event, including the 
Upper Class cabin which boasts a brand new 
seat, evolution of its iconic social space and 
the Retreat Suite, which the carrier says is the 
most spacious suite in Virgin Atlantic’s history.

Speaking exclusively with Inflight, Virgin 
Atlantic’s Manager – Cabin Asset and A350 & 
A330neo Cabin Technical Delivery Manager, 
Adrian Wells, shared his insight into the 
numerous innovative details that complement 
the sleek A330neo cabin design in Economy 
Class, Premium Class and Upper Class. 

The new Economy Class cabin also 
provides plenty of storage and AC power and 
USB ports. The cabin’s 28 Economy Delight 
seats offer an increased 34-inch seat pitch, 
with the 156 Economy Classic seats on board 
providing a 31-inch pitch.

The Virgin Atlantic A330neo Premium cabin 
consists of 46 seats. Wells explains that the 
airline’s trademark burgundy Premium seats 
with a 38in pitch remain in the Premium 
Cabin, but they’re also accompanied by calf 
rests in every seat for extra comfort and a 
13.3in touchscreen with Bluetooth audio and 
in-seat wireless charging pad. 

“In terms of our Upper Class Cabin, the 
fully forward-facing suites offer more space 
and storage alongside a fully closing privacy 
door with a ‘do not disturb’ feature,” he says. 
“There is passenger-controlled mood 
lighting, 17.3in touchscreen TVs and even a 
mirror so customers can check they’re 
looking runway ready.” 

Wells explains that the airline’s award-
winning social space, The Loft, remains a 
focal point of the cabin design as customers 
board the aircraft and is a core part of the 
Upper Class experience. 

“It has space for eight people, with four 
comfortable seats, allowing our guests to sit 
and chat or enjoy refreshments from the new 
self-service fridge and drinks dispenser. 
Customers can also connect Bluetooth 
headphones to the dual panoramic 27in 

“We have so many innovations throughout 
the A330neo aircraft,” he says. “Firstly, there 
will be more ways for customers to stay 
connected than ever before. Passengers 
travelling in Premium and Upper Class will 
be able to take advantage of the game-
changing in-seat wireless charging, whilst 
customers in every cabin can enjoy a greater 
number of USB connections, Bluetooth-
enabled entertainment systems and our 
fastest ever Wi-Fi.

“Customers travelling in the Economy 
Cabin will get to experience the largest ever 
economy screen at 13.3in, with an intuitive 
touchscreen and Bluetooth audio to connect 
headphones, and will even be able to use 
their phone as a controller.” 

Powered up: passengers in Premium Class 
(pictured) and Upper Class will benefit  
from in-seat wireless charging.

Focal point: social space The Loft will remain a core feature of Virgin Atlantic’s Upper Class experience.
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The Vantage XL is a fantastic 
seat and our elevated front row 
offering, known as the Retreat 
Suite, is a particularly exciting 
addition to the cabin, and our 
most spacious suite yet.

Henry Buckley, Design Manager, Virgin Atlantic

touchscreens or use the wireless charging 
facilities for their devices.”

So what does Wells consider as his 
favourite element in the A330neo cabin? 

“My favourite feature of the A330neo cabin 
is the Retreat Suite,” he says. “It’s a brand-new 
innovation in our Upper Class offering and 
consists of two exclusive suites at the front of 
the cabin. 

“It’s the most spacious suite in our history, 
comprising of a 6ft 7in direct seat to fully flat 

100% direct-aisle access and a variety of 
personal stowages.

Andy Morris, Thompson Aero Seating VP 
Commercial, explains more about the 
thoughtful design of the suites. 

He says: “We are delighted to announce 
Virgin Atlantic as our latest customer for our 
VantageXL Suite. We are particularly pleased 
that Virgin Atlantic and its passengers will 
benefit from the two first class suites 
encompassed within the VantageXL LOPA. 

“Virgin Atlantic’s choice of features to 
customise the seats has created a truly 
sumptuous environment and we hope that 
the comfort offered will prove to be a major 
selling point for the airline.” 

Henry Buckley, Design Manager at Virgin 
Atlantic, shares more about the seat and the 
Retreat Suite. He says: “The Vantage XL is a 

bed and a 27in touchscreen with 
Bluetooth connectivity and wireless 

charging. Each suite has an ottoman that 
doubles up as an extra seat, which allows 

up to four people to eat, chat or play games in 
their own private social space. It’s a truly 
unique and amazing space.”

CUSTOMISED TO PERFECTION
Virgin Atlantic is launching a fully customised 
version of Thompson Aero Seating’s 
acclaimed Business Class VantageXL Suite on 
board. The generous personal living space of 
the suite gives passengers the ultimate in 
comfort and privacy. 

The suites have fully enclosed doors and a 
privacy divider, alongside extensive work 
and relaxation space around each seat, and 
they provide a fully flat horizontal bed with 

Sneak preview: left and below, display boards  
at the unveiling of the Virgin Atlantic A330neo.

Look and feel: a display board showcasing the 
materials used on the Virgin Atlantic A330neo.
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fantastic seat and our elevated front row 
offering, known as the Retreat Suite, is a 
particularly exciting addition to the cabin, 
and our most spacious suite yet. 

“These two exclusive seats, with lots of 
extra space, storage and bigger screens, give 
our customers the opportunity to connect 
with each other in-flight and engage with 
shared experiences for up to four people to 
enjoy at any one time.

“We have worked to customise the styling, 
functionality and product features within our 

aisle-side seats, a large single-leaf table, 
increased console surface area, full-width 
vertical dropping dividers and combined 
feature and reading lights.

The bespoke aesthetics and styling were 
created in close partnership with the Virgin 
Atlantic and Factorydesign teams. 

Peter Tennent, Director at Factorydesign, 
says it was a privilege to work in 
collaboration with Virgin Atlantic’s in-house 
team and Thompson Aero Seating, adding: 
“The final XL products are a triumph and will 

latest Upper Class suite. In true Virgin 
Atlantic style, we have then overlaid it with 
bespoke trim and finish, to give our 
customers an enriched in-seat experience 
that offers style and comfort. We can’t wait 
for our customers to enjoy it later this year.”

In addition to the Retreat Suite, the 
A330neo has 30 Upper Class suites. 

The customisation also included an upper 
stowage area which offers closed stowage, 
as well as wireless charging, USB A, A and 
AC charging outlets, wider footwells on 

Enriched experience: suites in the Upper Class cabin will offer more space and storage. Right, Economy Delight seats have an increased 34-inch seat pitch.

Built-in: Viasat’s  
IFC technology will  
be factory-installed on 
Virgin’s 16 new A330-900s.
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strongly serve passengers and the wonderful 
Virgin Atlantic brand for many years.”

STAYING CONNECTED
Virgin Atlantic has chosen global 
communications company Viasat to provide 
the in-flight connectivity (IFC) service on 
board its Airbus A330-900 fleet. 

Viasat says its IFC system can enable high 
quality full video streaming, browsing, 
messaging, social media scrolling and more 
to every connected device on the aircraft, 
operating with a level of connectivity made 
possible through the company’s robust 
satellite network capacity. 

Don Buchman, Viasat’s Vice President and 
General Manager, Commercial Aviation, says: 
“We’re thrilled that Virgin Atlantic – an 
airline with innovation and customer 
service at its core – has chosen Viasat 
as its IFC partner on its new Airbus 
aircraft. We have a strong history 

capacity across Viasat’s planned global 
satellite network and the company’s ability to 
leverage that capacity efficiently. 

Viasat says the critical challenge to provide 
great connectivity in aviation is that 
passenger demand is exponentially higher in 
the most heavily concentrated geographical 
areas such as large airport hub cities and 
busy flight corridors.

However, Viasat’s satellite network is 
designed to meet this demand density 
challenge with ample capacity, which is 
critical to address the continually rising data 
requirements of the most bandwidth 
intensive applications of the internet. 

Fast in-flight internet connections are made 
possible by connecting passenger devices 

directly to Viasat’s network of owned and 
partner Ka-band satellites, and Viasat 

says the onboard equipment on Virgin 
Atlantic’s new aircraft is designed 

to be forward-compatible with 
the company’s next-generation 

satellite constellation, 
ViaSat-3, which will offer 
the carrier additional 
capacity and expanded 
global coverage.  n

of delivering quality IFC on long-haul flights 
and look forward to bringing our technology 
and service capabilities to Virgin Atlantic and 
its customers.” 

The Viasat IFC equipment will be factory-
installed on the 16 new Virgin Atlantic 
Airbus A330-900s at the Airbus Centre of 
Excellence production site in Toulouse, 
France. Viasat says this will ensure that 
in-flight internet service is available on each 
aircraft upon delivery. 

According to Viasat, its ability to deliver an 
exceptional internet experience on board 
Virgin Atlantic’s new aircraft will be enabled 
in part by two factors: industry-leading 

Flagship: the A330neo and, right, 
fine details displayed at the 
launch event.

New dawn: Virgin Atlantic’s 
A330neos are due to enter 

service from October.
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DASSAULT SYSTÈMES

Dassault Systèmes has 
been the catalyst and enabler of some of the 
aerospace industry’s greatest technological 
feats. These include the first aircraft entirely 
designed and developed digitally, eVTOLs, 
drones and solar-powered flight.

According to the company, its software is 
used today to create new industry sectors and 
transform existing ones, driving an industry 
renaissance with solutions to address key 

Going above 
and beyond
Dassault Systèmes was showcasing the central role of 
the company’s 3DEXPERIENCE platform in the aerospace 
industry’s transformation at the Farnborough International 
Airshow in July. Inflight Editor Satu Dahl visited the show 
and met with Rajkaran Singh Kharbanda, the company’s 
Director, Industry & Business Consulting – EuroNorth, to 
learn more about this highly specialised technology.

New ecosystem: Airbus is using Dassault Systèmes’ 
3DEXPERIENCE platform to make digital design, 
manufacturing and services (DDMS) a reality.
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We celebrated 
our 40th 
anniversary last 
year, and have a 
very rich history 
with CATIA, one  
of our very well-
known brands.

Rajkaran Singh Kharbanda, 
Director, Industry & Business 

Consulting – EuroNorth at 
Dassault Systèmes

DASSAULT SYSTÈMES

issues such as environmental impacts, ageing 
workforces, dynamic market conditions and 
increasing system complexity.

Rajkaran Singh Kharbanda, Director, 
Industry & Business Consulting – EuroNorth 
at Dassault Systèmes, explains that the 
company was born out of Dassault Aviation  
in 1981.

“We celebrated our 40th anniversary last 
year,” he says. “We have a very rich history 
with CATIA, one of our very well-known 
brands.”

The company’s engineers were developing 
software to design wind tunnel models to 
reduce the cycle time for wind tunnel testing, 
using surfacing modelling in three dimensions.

The company entered into a distribution 
agreement with IBM to sell this software to the 
automotive and aviation industries under the 
CATIA (computer-aided three-dimensional 
interactive application) brand.

The Boeing 777 aircraft was the first 
commercial plane entirely designed using 
Dassault Systèmes’ 3D DMU technology.

forward in its digital transformation and lay 
the foundation for a new European industrial 
ecosystem in aviation.

This entails Airbus deploying Dassault 
Systèmes’ 3DEXPERIENCE platform, which 
delivers digital continuity from design to 
operations in a single data model for a 
unified user experience, making digital 
design, manufacturing and services (DDMS) 
a company-wide reality for all Airbus 
divisions and product lines.

“We are not just talking about digitalisation 
or a 3D experience – we are rethinking the 
way aircraft are designed and operated, 
streamlining and speeding up our processes 
with customer satisfaction in mind,” says 
Guillaume Faury, President of Airbus 
Commercial Aircraft.

“DDMS is a catalyst for change, and with it 
we are building a new model for the 
European aerospace industry with state-of-
the-art technology. Our target is a robust 
production setup that offers a reduction in 
product development lead time.”

Kharbanda says: “We developed a full 
digital mock-up of the Boeing 777 many 
decades ago, and from there we evolved – 
and now one of our areas of focus is our 3DS 
platform which is an end-to-end 
collaborative platform that can be used from 
the early concept design phase through to 
simulation, manufacturing and all the way 
into the in-service and maintenance 
elements of aerospace systems, even 
decommissioning. All the different 
departments of a company can use our 
system – from engineering, manufacturing, 
procurement and HR – and that is one of our 
key differentiators.”

 
INFINITE POSSIBILITIES
In 2019, Dassault Systèmes announced that 
the company and Airbus had signed a five-
year memorandum of agreement to 
co-operate on the implementation of 
collaborative 3D design, engineering, 
manufacturing, simulation and intelligence 
applications, enabling Airbus to move 
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Dassault Systèmes’ 3DEXPERIENCE 
platform is a virtual experience platform that 
allows companies to collectively access and 
apply knowledge and know-how at “hyper 
speed” and try infinite possibilities for 
innovation, according to the company.

Airlines, airports, space, defence, 
propulsion, suppliers and airframe OEMs are 
all customers of Dassault Systèmes. They 
include key players such as Airbus, Cessna, 
COMAC, Dassault Aviation, KLM, Pratt & 
Whitney, Safran Group and Turkish 
Aerospace.

“We’ve been working with Airbus for a 
very long time,” says Kharbanda. “Airbus is 
one of our customers that has seen the 
power of the end-to-end solutions that 
Dassault Systèmes offers. 

“Airbus is one of our largest clients 
globally, and within aerospace and defence 
we also have commercial partnerships with 
the likes of Boeing and Lockheed Martin,  
as well as Boom Supersonic, Spirit and  
many more.”

 A MULTI-LAYERED SOLUTION
Kharbanda explains that there are three 
layers to the company’s solution.

“The first layer is called industry solution 
experience (ISE). It is linked to the life cycle 
of a complex aircraft – are we talking about 
early concept assessment, detailed design or 
the manufacturing of an aircraft?

“Then we talk about the industry process 
experience (IPE). That’s when we go down to 
the process level. There are processes for 
passenger experience around how the 
aircraft is designed, manufactured and 
maintained.

“And finally we have industry role 
experiences (IRE). These are essentially the 
rules and the licences used by our customers 
to solve the challenges.”  

Aircraft OEMs, completion centres, 
suppliers and airlines all want to differentiate 
themselves from the competition. However, 
cabin personalisation and customisation 
remain complex and costly. Dassault 
Systèmes says its 3DEXPERIENCE platform’s 

Passenger Experience Industry Solution 
Experience provides a cost-effective way to 
address these challenges in design, validation 
and communication and transform the 
in-flight experience while reducing sales and 
engineering costs and improving close rates 
on new contracts.

Dassault Systèmes’ Passenger Experience 
can quickly transform freehand sketches into 
workable 3D surfaces that can instantly be 
leveraged for virtual reviews, detailed design 
and marketing assets creation and a larger 
range of design solutions can be quickly 
proposed to increase the level of choices.

The company says that integrating the 
solution with detailed design, simulation, 
manufacturing and maintenance allows 
simultaneous activities thanks to an 
optimised propagation of changes. It can 
improve productivity by leveraging 
automation capabilities to accelerate 
development activities.

The Passenger Experience solution 
personalises the customer buying process with 

Three dimensions: Dassault Systèmes was spun 
off from Dassault Aviation, the maker of the 
Falcon 7X business jet (pictured), in 1981.

Fast forward: Dassault Systèmes’ client list includes 
Boom Supersonic, which is developing the Overture 
supersonic airliner for a projected 2029 launch.



www.inflight-online.com / 23

Dassault Systèmes is a partner of several 
institutions that develop enhanced teaching 
methods, helping to transform science, 
technology, engineering and mathematics 
(STEM) education and define and implement 
policies and initiatives that contribute to 
preparing the workforce of the future.

One exciting example of this is the 
company’s work with the Karman Space 
Programme, which aims to get to space using 
a reusable rocket.

The team, which consists of 50 
postgraduate and undergraduate students 
from eight departments and multiple 
faculties within Imperial College London, 
used the Dassault Systèmes 3DEXPERIENCE 
platform to design, develop and simulate  
the rocket. 

The first test launch, which tested the 
recovery and avionics systems of the rocket 
and verified that it was reusable, took place 
in Ayrshire, Scotland, in July.

The 2.2 metre Nebula rocket successfully 
took off and climbed to an altitude of 
16,000 feet.

All the way  
to space

high-end visualisation. A realistic 3D 
visualisation provides a privacy impression 
early on, representing a passenger’s initial 
feeling when they discover the cabin for real.

Dassault Systèmes says that designers, 
working with stakeholders and airlines, can 
considerably mitigate the risks by validating 
the design proposals virtually in depth and 
with great fidelity before a first physical 
prototype is available.

Passenger Experience allows a detailed 
exploration of the cabin, including a 
360-degree view of cabin features under any 
lighting condition or environment to assess 
and validate shape, function, reflection, 
materials, colour, trim and comfort.

GOING GREEN WITH DIGITALISATION
Dassault Systèmes is working towards 
sustainable aviation, and Kharbanda shares 
more about this important work with Inflight.

He says: “As part of the Leaders in Business 
Sustainability initiative, we have just 
launched a report called Decarbonisation 
through Digitalisation. It focuses on how 
digitalisation can accelerate and drive the 
decarbonisation of the aviation industry.

“This is very exciting as, for the first time 
ever, ADS, Roland Berger and Dassault 
Systèmes came together and developed this 
jointly. We really tried to focus on the ‘how’. 

This is very exciting as, for the first 
time ever, ADS, Roland Berger and 
Dassault Systèmes came together 
and developed this jointly.

Rajkaran Singh Kharbanda, Director, Industry & Business 
Consulting – EuroNorth at Dassault Systèmes

You would have read a lot about the ‘what’ – 
we know the Paris targets, the 2050 targets 
and so on, but how do we get there? 

“We broke that down into the different 
levers that need to be industrialised. So we 
looked at operational infrastructure, 
aerospace technology, SAF, offsets – a 
combination of the levers that can be used to 
reach decarbonisation.”

And they didn’t stop there.
“We also developed road maps to really get 

to true zero. We looked at what are the 
realistic road maps that would get us there. 
So, depending on which road map we 
followed, we’d get to a certain outcome. One 
thing was crystal clear – we can only 
decarbonise if we digitalise. That was our 
absolute conclusion.”

Kharbanda adds: “We know the planet is 
warming up. The challenge is in the 
ecosystem. The ecosystems for the entire 
parts of the value chain for this industry to 
work together haven’t yet been fully 
developed. They are in development. And 
we see this as a systems issue. That’s why 
our products, including the 3DS, are so 
relevant here. Different parts of the 
organisation internally, and the supply 
chain, can work together using a single 
source of truth and we feel that’s the key 
differentiator.” n

DASSAULT SYSTÈMES
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Satu Dahl speaks with customised in-flight entertainment, connectivity and cabin management 
systems provider IDAIR’s new CEO, Luigi Celmi, to discover how the company is shaping the future 
of the cabin experience for VIP aircraft.

“This success has allowed IDAIR the 
opportunity to invest into our product and 
expand our system and software engineering 
teams in support of VIP Cabin Solutions and 
Custom Software Solutions. I am very happy 
to be part of the growth and to continue 
driving the company to the next level.”

According to Celmi, IDAIR has been hard at 
work on new technology developments and is 
excited to announce the next generation 
IDAIR 4K cabin system. 

“The new 4K system platform integrates 
display technologies such as OLED displays 
which can be used for multiple applications 
within the VVIP cabin,” he says. 

“Our latest product offering also includes 
integration of our entirely redesigned 
graphical user interface (GUI).

“We are in active development of this new 
system with the first delivery on a B737 MAX 
launch customer.”

IDAIR develops, manufactures and 
supplies cabin management systems (CMS) 
and in-flight entertainment and connectivity 
(IFEC) systems for VIP aircraft. It also 
provides custom software services for 
aircraft applications. 

The company recently appointed aviation 
industry stalwart Luigi Celmi as its new Chief 
Executive Officer. 

Celmi has worked in the industry for almost 
20 years. Before joining IDAIR, he was the 
CEO of Lufthansa Technik Services India and 
Managing Director of ATR in Singapore.

“My first six months at IDAIR have been very 
exciting and challenging,” Celmi tells Inflight. 

“IDAIR has done well in the past several 
years and we were able to grow key areas of 
our IFE, CMS and connectivity business. 

“Even in the face of the pandemic, our 
dedicated customer base provided consistent 
demand of our products and services. 

Evolving with

Home from home: IDAIR’s 
customers increasingly want 
to experience a comparable 

digital environment on board. 

IDAIR

Interface: IDAIR develops in-flight 
entertainment and connectivity  
(IFEC) systems for VIP aircraft.

STRENGTHENING MARKET POSITION
Celmi says IDAIR’s Custom Software Solution 
team has been established to enable the 
successful integration of software and data 
analytics technology to meet the specific 
needs of the company’s VVIP customers.

“IDAIR has delivered several high-class 

the market



26 / Inflight September/October 2022

IDAIR

VVIP, VIP and governmental projects in the 
last years and have worked on new platforms 
such as the Airbus A321neo and Airbus A350. 
With these new aircraft platforms, we have 
expanded our portfolio and further 
strengthened our market position.”

What trends does he currently see in the 
VIP aircraft in-flight entertainment sector?

Celmi says that, naturally, IDAIR’s 
customers expect to have the latest technology 
to manage their cabin environment 
experience, as well as the most current media 
content available in their aircraft. 

“This is part of IDAIR’s philosophy of 
‘entertainment and cabin control at their 
fingertips’. The new IDAIR 4K system is 
designed to bridge the gap between the 
commercially available consumer electronics 
offerings in the market and established 
reliable airline systems, which requires a long 
process of testing and certification. The 
modular system with flexible architecture 
design allows the integration of multiple 
third-party systems while having the 
capability to respond to trends very quickly.”

When it comes to the VIP IFE and 
connectivity market in the next five years, 
Celmi is confident it will continue to remain 
strong, even with the challenges posed by 
world events. 

He says: “Our customers will continue to 
require state-of-the-art products and services 
and seek IDAIR’s dedicated expertise to 
execute and realise their evolving visions of 
their aircraft cabin. IDAIR continues to evolve 
along with our customers – offering the first 
steps into the future with a 4K system 
platform and beyond.

“IDAIR is also focused on fulfilling several 
customer demands, like sustainability through 
more lightweight and energy-efficient OLED 
displays, digital services to enhance 
productivity on board and a modular platform 
to integrate further digital trends and third 
party functions to the system.

“IFE and connectivity will be key to satisfy 
customer demands in the future and to 
provide a personalised travel experience.” n

MATCHING THE HOME EXPERIENCE 
Celmi notes that, with the ubiquitous use of 
consumer electronics in their everyday lives, 
IDAIR understands its customers’ desires to 
experience a comparable digital environment 
to their homes as well as reliable connectivity 
services during their passenger journey. 

“The satellite network and the connectivity 
suppliers are key to provide the bandwidth 
required for on-demand and real-time data 
services,” he says, adding that the company 
has well established relationships with key 
suppliers in the market to utilise Ka, Ku-band 
or a combination of both to provide the 
highest standard in connectivity-based 
technologies and services. 

Celmi says IDAIR continues to seek new 
supplier relationships that will further  
evolve the VVIP cabin experience.

IDAIR continues to evolve along 
with our customers – offering the 
first steps into the future with a 4K 
system platform and beyond.

Luigi Celmi, CEO, IDAIR

New platforms: as well as the 
Airbus A330-800, pictured, 
IDAIR has worked on the 
A321neo and A350.

Up to the minute: passengers want the latest 
technology and the latest media content.  
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The air cargo industry, comprising 
airlines, freight forwarders, ground handlers 
and customs authorities, is embracing an 
increasingly innovative and digital world – 
from conversions to maximise the advantages 
airlines can reap from overall digitalisation in 
the sector to the use of artificial intelligence 
(AI) and the increasing digital streamlining of 
the cargo capacity sales process. 

While much digitisation remains to take 
place in various corners of the sector for full 
digitalisation to be realised, much progress has 
been made to the benefit of all stakeholders.

AI MAKES ITS MARK
Digitalisation and advanced innovation in the 
air cargo supply chain come in many forms, 
including the introduction of artificial 
intelligence into processes and systems. One 

SaaS-based product that creates real-time 
loading plans to enable cargo to be packed 
significantly more effectively than by the 
human eye. It’s designed for cargo operators 
and transportation, supply chain and logistics 
operators who move large and complex loads 
at scale – and is particularly relevant in the 
current climate, where the massive demand 
for air cargo often exceeds available capacity. 
Furthermore, by packing containers more 
densely, those operators can achieve 
meaningful carbon footprint and cost 
reductions instead of paying to ship air.” 

SAVING TIME AND MONEY 
From AI to freight forwarders embracing 
e-commerce, these air cargo players have 
historically spent significant amounts of time 
on the phone or email with airlines to quote, 
secure and book shipments for their 
customers – and often still do.

But the latest digital e-commerce platforms 
are revolutionising this process, like that of  
cargo.one, which delivers an up-to-date, 
consolidated global view of prices and 

leading AI player, InstaDeep, has long been a 
pioneer in decision-making AI for real-world 
challenges, and its DeepPack product is the 
latest iteration of that. 

The company’s expertise has already been 
applied across multiple industries, and it has 
found that cargo loading is another problem 
that can be solved using AI and, specifically, 
“reinforcement learning” – an AI technology 
where InstaDeep is a leading innovator. The 
company recently attended the Nordic Air 
Cargo Symposium as a Diamond Sponsor and 
saw the event as an opportunity to showcase 
DeepPack, InstaDeep’s new AI-powered,  
bin-packing product, to industry leaders and 
potential partners and to understand their 
requirements around innovation in this area. 

Jakub Kmec, DeepPack Technical Lead at 
InstaDeep, tells Inflight: “DeepPack is an 

The transportation of cargo by air is big business, and despite 
the recently reported downturns in the sector, the gathering pace 
of digitalisation in the global air cargo sector will help bolster its 
fortunes. Tim Guest reports.

Digitising the air cargo industry: cargo.
one offers instantly bookable capacities 
on over 30 airlines globally, including
Lufthansa Group.
Photo: Lufthansa Group

We master the elements. We develop designs. 
But only when imagination has fully spread its wings 
have we achieved the cruising altitude of our minds.
Imagine the impossible and we make it real. 
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available capacities for booking, with instant 
confirmation giving forwarders a seamless 
digital booking experience and, with it, 
improving their efficiency and competitiveness 
by enabling them to spend their time on the 
customer interactions that matter rather than 
on gathering quotes or executing bookings.

For greater insight into the company’s 
activities, Inflight spoke with Simson 
Demmer, VP of Partnerships at cargo.one.

Of the company’s efforts as a partner to 
international freight forwarders and cargo 
carriers and its contribution to the 
digitalisation of the air cargo supply chain 
overall, Demmer says: “Forwarders and 
airlines have seen great results from digital 
sales: increased visibility and reach, more time 
to spend with customers, becoming faster 
overall. You can book a shipment on cargo.one 
more quickly than your holidays – sometimes 
as fast as 30 seconds – and it comes with great 
customer service. These are the same benefits 
we already take for granted in our personal 
lives, and they’re now available online in the 
B2B world of air cargo through cargo.one.”

Demmer adds that progress in the 
digitalisation of sales in air cargo has been 
significant, boosted by the pandemic, though 
continuing to accelerate even now. 

“Hesitancy about digital bookings has 
fallen away,” he says. “Airlines are adding 
digital sales channels, and forwarders are 
making use of them rapidly. Airlines, in 
particular, recognise that digital sales and 
data-driven buying of journeys confer a 

supply have helped cargo.one achieve an 
unrivalled NPS score above 70. “More than 
half our new users come from 
recommendations from their colleagues. We 
couldn’t ask for a better endorsement.”

With cargo coming in all shapes and sizes, 
including hazardous materials, Demmer 
offers his thoughts about digitalisation in this 
regard, saying that because cargo is complex, 
there will continue to be shipments and cargo 
types requiring personal expertise and 
human intervention in the process. 

“The horizons for what can be digitised 
are, of course, constantly broadening,” he 
says. “We were the first platform to offer 
digital booking for passively cooled 
shipments across airlines back in 2020, and 
more cargo and shipment types are becoming 
bookable online now while we remain 
focused on providing the same seamless 
experience, even with added complexity.” 

competitive edge. Today, the question is no 
longer about whether to go digital but how 
fast digitalisation can progress with 
forwarders, airlines and, of course, cargo.one 
pushing ahead on all fronts.”

Demmer says that forwarders can cut the 
amount of time needed for planning and 
booking air cargo shipments by half “and 
more” using the company’s platform, with 
real competitive advantages that come with 
booking digitally as rates and availability are 
accessible in real time, increasing speed and 
providing more options to win shipments. 

“Many customers tell us that cargo.one 
gives them exposure to airlines they didn’t 
previously work with or wouldn’t have 
considered for a booking in the ‘old way’, 
thereby expanding their options and 
improving reach for carriers.”

He adds that the strength of cargo.one’s 
product experience and the depth of its 

Getting a quote using cargo.one is said to be as easy as booking a commercial flight. Photo: cargo.one

The question is no longer about 
whether to go digital but how fast 
digitalisation can progress with 
forwarders, airlines and, of course, 
cargo.one pushing ahead on all fronts.

Simson Demmer, VP Partnerships, cargo.one
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Avensis is an engineering and design business 
that provides innovative, advanced aircraft 
conversion solutions covering the entire 
range of the passenger-to-freighter (PTF) 
market. Cristian Sutter, CEO of Avensis, 

Innovative cargo conversions
shares with Inflight that the company 
currently has conversions ongoing on Airbus 
A330s, both -200 and -300 and A340s 
featuring its Medius PTF conversion product, 
which is the first to ever feature a Class E 
cargo compartment without a cargo door. 

The conversion requires the complete 
removal of the passenger cabin, including 
monuments and overhead bins, and the 
installation of new systems to comply with 
the Class E Freighter classification 
incorporating new SDS (Smoke Detection 
System), modified ECS, smoke curtain and 
supernumerary area in the forward section of 
the cabin.

Of the Medius work, Sutter notes: “The 
conversion downtime is typically four weeks 
depending on MRO shifts’ allocation. Medius 
has been extremely well received by the 
express/e-commerce cargo sector due to its 
unique combination of full freighter 
classification and capabilities, with the ability 

to be reversible to passenger configuration, 
should the operator or lessor require it.”

He adds: “At the top end of the market, we 
are currently developing Navis, which is our 
flagship conversion based on the Medius 
architecture, but adding a main deck cargo 
door and an electrically-operated cargo 
loading system, which allows for loading and 
offloading standard industry pallets and 
containers.” 

Both Medius and Navis are certified under 
the Class E Freighter category with an STC 
that allows for a change in classification from 
passenger to an actual freighter aircraft.

Sutter says Avensis PTF conversion products 
provide a wide range of solutions and flexible 
asset utilisation options that enable its 
customers to deploy the right type of freighter 
aircraft to meet the air-freight capacity 
requirements for specific missions and routes, 
becoming “a key asset to deliver upon the 
advantages generated by cargo digitalisation”.  

Advantages: Cristian Sutter, CEO of Avensis

Full spectrum: Avensis specialises in aircraft 
conversions covering the whole of the 

passenger-to-freight market.
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Cargo.one is used by more than 10,000 
users in thousands of forwarding branches 
daily. The company offers instantly bookable 
capacities on over 30 airlines globally, 
operating virtually all aircraft types, with 
belly-hold or full freighter operations on wide 
and narrowbodies. These airlines include 
Lufthansa Group, IAG Cargo, Air Canada, 
LATAM, TAP Air Portugal, Finnair, Etihad, All 
Nippon Airways and Nippon Cargo Airlines – 
with others like Singapore Airlines and 
JALCARGO due to be bookable soon.

One Chicago-based forwarder, LLS Team, 
used cargo.one to boost its competitive 
edge. LLS Team’s Brandon Hultine says: 
“Cargo.one changed the nature of how we 
book air cargo. I have timed our bookings, 
and they take less than one minute. In this 
way, we reduced the time spent on air cargo 
consignments by half. This has made us a lot 
more agile and freed up a lot of time to 
better manage customers. Cargo.one comes 
at an opportune time – it has given us 
exposure to new airlines we previously did 
not have relationships with and helped to 
increase our revenue.”

RECENT DEVELOPMENTS
In February this year, IAG Cargo selected 
cargo.one as its global partner to drive 
customer-centric digital cargo sales. Of this 
new partnership, Demmer tells Inflight: “IAG 
Cargo is one of the largest global airline 

many more airlines to follow in short order. 
We also have a local team in place, led by 
country manager Mr Yoichi Mizuno.” 

This launch underpins cargo.one’s strong 
commitment to the Asia-Pacific region, 
having recently also announced JALCARGO 
and Singapore Airlines joining its platform.

‘DISRUPTION HELPS BRING FOCUS’
Recently, IATA, which represents some 290 
airlines comprising 83% of global air traffic, 
announced that air cargo demand fell by 
11.2% in April and capacity contracted 2% 
compared to April 2021, largely due to a 
combination of the war in Ukraine and 
COVID-19 lockdowns in China. 

As for any impact these developments 
might have on cargo.one, Demmer offers 
some closing thoughts.

“Air cargo is a volatile industry. We have 
all experienced two years of unprecedented 
pandemic-era disruption. Throughout, we 
saw two things. First, air cargo is dynamic 
and resilient, keeping goods flowing and 
adapting business models as needed. Just 
think of ‘passenger-freighters’. 

“Second, disruption often helps focus. The 
sudden, urgent need for real-time 
transparency on bookable capacities to 
manage volatile flight plans and online 
booking capabilities to adapt to working 
from home drove enormous growth in 
digital bookings.

“Depending on where we set the base, we 
have seen triple, even quadruple-digit growth – 
and this trend continues with digital adoption 
accelerating fast past any momentary drops in 
capacity or volumes. It is quickly becoming the 
norm, not the exception, and we expect the 
proportion of digital sales to overtake offline 
sales channels in just a few years.” n

groups, which has been a leader in digital 
sales, and we create a lot of value for our 
customers together. IAG Cargo is making its 
flights available on cargo.one for existing and 
new customers who can take advantage of 
cargo.one’s leading booking experience to 
access IAG Cargo’s capacities. It’s more choice 
for forwarders on cargo.one and more reach 
for our partner – a true win-win.” 

Then, in mid-July, cargo.one announced 
the launch of its services to freight 
forwarders in Japan. “Tokyo is one of the 
biggest air cargo hubs for one of the world’s 
most advanced and most digitally-enabled 
economies,” Demmer says. “Our platform is 
available in Japanese, is free to use, and our 
Japanese users have access to more than 300 
global destinations from ANA Cargo, 
Lufthansa Cargo and Finnair Cargo, with 

Freight forwarders can find space aboard Etihad Cargo using cargo.one’s digital sales platform. 
Photo: cargo.one

IAG Cargo has selected cargo.one as its global partner to help drive customer-centric digital cargo sales.  
Photo: cargo.one
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This year, Emirates is marking a 
significant milestone in its in-flight 
entertainment and communications/
connectivity journey – 30 years since it 
introduced seatback screens in all seats 
across all cabin classes throughout its fleet. 

The United Arab Emirates-based airline did 
not stop trailblazing there, introducing a 
number of innovations in IFEC over the decades 
since and now boasting what is probably the 
most extensive IFEC offering available. 

“When Emirates introduced personal 
screens on every seatback in 1992, it was 
considered a massive industry innovation,” 
says Patrick Brannelly, Emirates’ Senior Vice 
President of Retail, IFE and Connectivity, 
who has been part of the airline’s IFEC 
journey since the 1990s. 

“Other airlines questioned the sense of this 
huge investment, estimated at about 
US$15,000 per seat at that time. But we 
quickly realised that our customers loved 
being entertained throughout the flight. It 

is a mix of Panasonic Ku-band and Inmarsat 
Swift Broadband. The airline’s new and 
much-delayed Boeing 777X aircraft are set to 
eventually come, if the order proceeds, with 
Inmarsat GX connectivity. 

Way back in 2016, Emirates left its 
Panasonic roots and announced an order for 
the Thales AVANT system for the first of its 50 
777X, which were then expected to be 
delivered from 2020. Whatever hardware 
Emirates selects for future aircraft, Brannelly 
says Emirates is committed to providing “the 
best possible passenger experience, with the 
best and latest technology to complement our 
young and modern fleet”.

He adds: “IFE is very important for 
Emirates, and we will always invest heavily to 
ensure we put together and offer the best 
product to our customers.”

Emirates has long been a frontrunner in 
terms of launching new IFEC services and 
technology and doesn’t intend to change any 
time soon, according to Brannelly. 

He says: “Emirates has always been at the 
forefront of innovation – investing in world-
class products and introducing many 
industry firsts. We were the first airline to 
introduce personal screens on every 
seatback in 1992 and satellite phones in 

made their journeys feel shorter and fostered 
customer satisfaction and loyalty. Within a 
year, we were working to expand the content 
choice to 20 channels on Emirates’ Boeing 
777s, which were to join our fleet in 1996.”

Emirates’ ice IFE system was initially 
launched in 2003 with 500 channels, but 
today offers up to 5,000 channels of 
on-demand movies, music, television shows, 
box sets and documentaries in more than 40 
languages. The airline says the total 
accumulated hours of entertainment includes 
more than 3,900 hours of movies and TV and 
more than 3,300 hours of music and podcast. 

According to Emirates, a passenger would 
have to fly more than 500 times from Dubai 
to Sydney to watch and listen to the entire 
entertainment library.

INVESTING IN HARDWARE
The airline’s fleet is equipped with IFE 
systems from Panasonic Avionics – a mix of 
the company’s eX2/eX3 – while connectivity 

Emirates has been at the forefront of IFEC for decades, and the 
carrier plans to stay that way. Emma Kelly talks to Patrick 
Brannelly, Emirates’ Senior Vice President of Retail, IFE and 
Connectivity, about why IFEC matters.

Screen idolsScreen idols



“Offering a wide variety of IFE is important 
to our passengers,” he says. “We’re constantly 
adding the best content from around the 
world in original languages.”

As content has grown, Emirates has 
expanded its licensing activities – from 10 to 
15 films per month in the early days to 50 to 
75 and now well over 100 per month. 

“With up to 5,000 channels of 
entertainment, our offering has grown 
exponentially and we will continue to grow 
and expand our entertainment services, 
tailoring them to the evolving preferences of 
our passengers,” says Brannelly.

Emirates is planning further product 
innovations with the introduction of its new 
aircraft, with Airbus A350s and Boeing 787s 
on order, as well as the 777Xs. 

“We’re constantly innovating and looking 
for ways to improve our product and in-flight 
offerings,” says Brannelly. “More innovations 
will be rolled out with the introduction of our 
new aircraft from 2024 onwards.” 

He adds: “Large, ultra-high definition 4K 
screens with faster and improved WiFi 
connectivity are just some of the exciting 
developments we have planned for our new 
generation IFE systems.”

Emirates’ most recent development has 
been the launch of its Premium Economy Class 
cabin, which Brannelly says offers “luxurious 
seats, more legroom and a service to rival 
many airlines’ business offerings”. 

In Premium Economy, each seat features a 
13.3-inch screen, one of the largest in its 
class, with the Panasonic IFE featuring ultra-

1993. We were also the first airline to install 
systems that enabled mobile phones to be 
used on the aircraft. We have been a market 
leader in IFE for the past 30 years, and we 
intend to remain so.”

In the days before mobile phones and 
messaging, Emirates was also among the 
first airlines to have an in-flight fax service 
and in-seat power.

“As the world’s largest international airline, 
the IFEC products and services we offer are a 
key part of the top-class experience we provide 
our passengers,” adds Brannelly. “Customers 
love to be entertained on board. They have 
come to expect the latest innovations that 
commercial aviation can offer, and that’s why 
they keep choosing to fly better with us.” 

DIVERSITY IS KEY
Emirates believes it can go even bigger and 
better regarding the amount of content 
offered, technologies, and capabilities. 
Content is constantly being updated, with 
more than 1,000 movies and 200 episodes of 
TV added each month. 

Brannelly says Emirates plans to improve 
the choice for regional content significantly. 

Emma Kelly reflects on her IFE 
experience on board Emirates this 
summer when she travelled from 
Australia to Glasgow in Scotland. 

The extensive choice offered on board 
Emirates’ flights was very much appreciated 
by this writer when I recently travelled with 
the airline (in economy class and at my own 
expense) between Perth in Western Australia 
and Glasgow, Scotland, via Dubai. 

I managed to consume boxsets of two 
favourite television series as starters, followed 
by at least 10 movies (ranging from the latest 
Hollywood releases to an Australian comedy, a 
musical and a classic or two) for mains during 
my four flights. Most of these were selected 
pre-flight via the Emirates app and creation of 
a personalised playlist, while other movies 
were spur-of-the-moment choices.

On the very long flights, in between films, I 
sought some self-improvement and addressed 
my well-being with the numerous feel-good 
TV offerings available on ice. Unfortunately, 
the various meditation and sleep guides 
available failed to work their magic on this 
traveller. However, I’m sure the time I spent 
watching programmes on how to find my true 
self, improving my memory and developing a 
“superbrain” was time very well spent. 

In the final minutes of the flights, I turned 
to the external cameras viewed via the 
seatback system for entertainment, including 
an amazing top-down view of the wind farms 
in action on approach to Glasgow Airport on a 
blustery June day via the underbelly camera. 

The sheer amount of content meant there 
was no worry about lack of choice on the 
return legs the same month. It almost made a 
20-plus hour journey at the back of the 
aircraft on completely full flights bearable.

Making a 
long journey 
bearable
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Work, rest and play: Emirates’ Business Class cabin, as seen on the Boeing 777-300ER.

Eagerly awaited: Emirates 
currently has Boeing 787s 

and 777Xs on order. 
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wide viewing angles, LED backlighting and 
capacitive touch control, as well as USB type 
A and B chargers, AC sockets and giving 
passengers the ability to connect their own 
headphones to the IFE via Bluetooth. 

Over the years, Brannelly and his team have 
had to become experts in all areas of 
technology, including connectivity, as 
passengers’ expectations increase, which 
hasn’t always been easy. 

“Demand for in-flight connectivity 
continues to grow every year,” he says. “The 
challenge has been matching evolving and 
increasing customer demand for bandwidth, 
coverage and reliability in a technically 
challenging environment.

“Airlines have to exploit the capabilities of 
satellites often designed and launched many 
years ago, and upgrading aircraft equipment 
that connects to new generation satellites is 
very challenging, financially and technically. 

“Emirates has spent hundreds of millions of 
dollars doing just that and will continue to do 
so – in-flight connectivity is non-negotiable 

now. While many connect for free, we’ve also 
worked to make plans simpler – moving away 
from MB-based plans to unlimited plans 
because few really understand what you can 
do with 100MB.”

The technology path in IFEC hasn’t always 
been an easy one for pioneers, particularly in 

Global providers of content 
and wireless IFE solutions

Adding value to airlines through service 
differentiation and innovation since 1984

Quality. Innovation. Value.

We provide a ‘turnkey’ service meeting 
all your content, wireless, ancillary and 

design needs

Content DesignAncillaryWireless

More innovations 
will be rolled out 
with the 
introduction of 
our new aircraft 
from 2024 
onwards.

Patrick Brannelly, Senior Vice 
President of Retail, IFE and  

Connectivity, Emirates
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the early days of in-seat on-demand IFE 
systems, when numerous airlines had poor 
experiences with hardware manufacturers 
perceived to have over-promised and  
under-delivered and early connectivity not 
always meeting customer expectations.

While being a trailblazer isn’t always easy, 
Brannelly says Emirates is happy in the role.

“The IFEC industry has, oddly, been at the 
forefront of many technologies – often 
ahead of what has materialised on the 
ground. Aircraft had connectivity and 
in-seat TVs before trains and cars [and] 
airlines have to commit to embracing new 
technology years before delivery.” 

He notes that today the airline is defining 
systems that will have to last well into the 
2030s, adding: “As years go by, more and 
more standards and protocols emerge, which 
drives increased success. At Emirates, we’re 
comfortable being a pioneer and pushing the 
envelope of what we provide on board.”

SOMETHING FOR EVERYONE
So what’s next for Emirates? “It’s all about 
evolving and making the customer experience 
better, more seamless and best in class,” says 
Brannelly. “We’ll continue to innovate and 
invest in the latest technology to personalise 
and tailor content for each customer and offer 
even better in-flight connectivity. 

“Consumers will have increasingly 
unlimited choice, and personalisation will 
become more important. It’s all about giving 
customers what they want when they want it, 
including the latest and greatest content 
available and something to suit all tastes.”

With such a wide offering of content, don’t 
expect to see the disappearance of seatback 
systems on board Emirates any time soon. 

“Some customers enjoy watching on their 
personal devices, but a big screen with great 
headphones is an immersive experience that 
will stay for decades,” says Brannelly.

He is tight-lipped on future technological 
innovations we can expect from Emirates, 
preferring to “talk once we’ve delivered”. 

He says: “Emirates is known for its 
innovative products and customer-centric 
services. Where possible, we have embraced 
advanced technologies to improve our 
business processes and enhance our customer 
offering. There is much in the pipeline to 
make the entire customer journey better, and 
you’ll see new stuff every year.”

Brannelly points, for example, to the 
airline’s use of virtual reality technology in 
the Emirates app, where passengers can 
experience an immersive 3D, 360-degree 
view of the cabin interior. “Last year, we were 
the first airline to launch our own VR app on 
the Oculus store, offering users an interactive 
cabin interior experience on board our 

aircraft. And more recently, we announced 
that the Emirates Pavilion at Expo 2020 
Dubai will be repurposed into a centre for 
innovation, including developing the airline’s 
metaverse and NFT projects.” 

He adds: “At Emirates, we’re always 
pushing boundaries and pioneering new 
initiatives – and this is just the beginning.”  n

Back for good: seatback systems are 
set to remain a fixture of cabin  

design. Photo: Emirates

Some customers enjoy 
watching on their personal 
devices, but a big screen with 
great headphones is an 
immersive experience that will 
stay for decades.

Patrick Brannelly, Senior Vice President of  
Retail, IFE and Connectivity, Emirates
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Could you introduce yourself and tell us  
a bit about your background and 
involvement with myairops?
I joined myairops a little over four and a half 
years ago at a point when our parent 
organisation wanted to execute a major 
strategic re-plan. I have held senior positions 
in technology and aviation businesses, 
working for some of the largest global 
organisations and start-up positions. I started 
my career as a software engineer, writing 
engine control and simulations in the 
aviation space, before moving on to search 
technologies, linguistic analysis, machine 
learning and cybersecurity.

I have always had a passion for aviation 
and have worked in and around the aviation 
industry for the last 25 years in both military 

with a clear vision to put automation and 
data at the heart of everything we do. You 
cannot automate if you do not have the 
correct data, and to get the data into the 
system you need to have an open and 
scaleable architecture which offers data 
interoperability through modern APIs and 
cloud-based technologies.

We partnered early on with Microsoft 
Cloud to enable us to access capabilities like 
cognitive services, scaleable applications 
and infrastructure and to ensure we could 
deploy our services around the globe to 
enable our customers to meet their data 
sovereignty requirements. When we set out 
on our mission, we knew automation was 
key. There are still too many tasks within 
operational workflows that rely heavily on 
people and their expertise.

Frequently working across many systems 
that are not interconnected, the scale of 
complexity grows and the workload 
increases. This has now been compounded by 
the global shortage of skilled workers within 
the aviation industry, so there is an even 
greater importance to ensure the workforce is 
supported by systems that can make 
decisions on behalf of the users whilst getting 
experts involved at the necessary point.

This means organisations can achieve more 
than they have done in the past. With 
technology like ours, companies can grow 
with their demand and scale teams in more 
manageable ways than in the past.  

Can you explain what problem you are 
solving in the aviation industry and why?
myairops exists to solve the efficiency 
problem that all organisations face. We have 

and business aviation. Since joining 
myairops, I have established a phenomenal 
team of people who together have built some 
of the most modern cloud capabilities that 
exist within the aviation market today. We 
are three years into our initial five-year plan, 
which has seen some significant re-planning 
along the way due to the pandemic. We have 
established a close working relationship with 
a global customer base across a broad 
portfolio of products and services.

Can you explain what myairops is and 
why it exists? 
The company exists to perform one simple 
mission: to provide a set of advanced 
technologies to the aviation market that any 
organisation can use, no matter the size. We 
believe that our strength is in our team, the 
ideas generated by our customers and our 
expertise in the aviation sector. We set out 

Inflight speaks with Tim Ford, President and Managing Director of 
myairops, who explains how advanced technologies help create 
more efficient processes for aviation.

Data-driven 
dynamism

‘More for less’: myairops aims to help its clients 
improve the efficiency of their operations.
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recognised that different organisations have 
different problems, and there is no “one size 
fits all” solution. This has meant we have 
focused on ensuring our products are the 
most interoperable in the market. Simply 
put, data integration is paramount but 
looking at how this data is integrated is 
really important. 

The first approach is to move data 
between systems. This removes the initial 
challenge of having to enter the data more 
than once. However, myairops goes further; 
we look at the end-to-end business process, 
analyse where inefficiency and waste are 
present and optimise it. This means 
organisations can achieve “more for less”. 
This is a highly configurable process, and we 
worry about every button press and every 
click, as repetitive tasks that have waste in 
them can mount up. The next part of what 
we do is automate.

Automation takes the form of processing 
everything that does not need a human to 
become involved. Imagine a situation where 
today you are continually checking 
everything concerning a flight, changes in 
the trip details, passenger manifest changes, 
crew fatigue and duty constraints, weather 
and the maintenance considerations around 
the aircraft. This can become overwhelming – 
especially with smaller teams, large fleets, or 
complex high-volume operations. 

Our solution digitises and automates the 
decision-making process, alerting the human 
operator to evaluate only the items that are 
now nearing or outside of operational 
parameters and need human intervention. 
This significantly cuts down on the overall 
workload of a busy team. 

decisions such as this. To make those 
decisions efficient, combining all the 
intelligence and operational information into 
a single operational picture is necessary. 

Now weave into this our myairops cam 
maintenance tracking software and our 
stores and inventory capabilities, and you 
can see how we can help companies – either 
by taking a single product or a connected 
suite of products. 

We, of course, cannot achieve everything 
on our own, and we have built close working 
relationships with others in our industry. We 
are always putting operational data and 
business process workflow automation at the 
forefront of everything we do.  

 
What changes have you observed in the 
industry over the past five years, and how 
have you adapted? 
Clearly, it’s impossible to answer a question 
like that without mentioning the COVID 
pandemic. This has placed a huge strain on 
the aviation industry. Closing borders and 
restricting the flow of movement meant that 
companies that were already existing on 

Through our products, we have allowed 
our customers to be able to place their 
aviation software inside their technical and 
IT strategy. For many years the aviation 
software sat disconnected from other 
business software and solutions. We have 
ensured that our solutions slot in directly and 
allow information and business intelligence 
to flow freely around the organisation. 

The breadth of our capability also means we 
can control and adapt the end-to-end business 
process. Take, for example, our myairops flight 
and myairops FBO products. The first is 
designed for aviation operations such as staff 
rostering, scheduling of flights and 
maintenance (to name a small sub-section of 
its capabilities), and the second product is for 
organising FBO facilities such as ramp 
handling, parking and service delivery. 

We are already combining these products 
to solve challenges in new and emerging 
sectors of our industry. eVTOLs and the 
vertiports they will operate from will be high 
turnaround environments needing to make 
critical decisions around when to take offline 
and charge, when to swap crew and other 

We have recognised that 
different organisations have 
different problems, and there is 
no ‘one size fits all’ solution.

Purpose-built: myairops 
has developed a flight 
crew companion app 
to optimise ops-crew 
communication.

Focused: myairops seeks to 
combine intelligence and 
information into a single 

operational picture.
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slim margins had their revenue streams cut 
instantly, with little or no warning. 

Even with support from global 
governments, we saw an unprecedented 
level of people decide to leave the aviation 
sector in its entirety, and we are not yet 
seeing a recovery of that workforce. Even 
where people are returning, there is clearly 
a lead time to deliver the necessary training 
to enable those people to fulfil the demands 
our industry has from the labour market. 

Another major trend is consolidation. 
Coupled with the impacts I have already 
mentioned, this has accelerated the 
consolidation we are seeing in the business 
aviation market. That consolidation is not 
only taking the form of M&A but also through 
the growth of partnerships. There are 
amazing companies in the market that, 
within their specific niche or area of 
expertise, we have seen some innovative 
approaches to certain problems. 

Organisations need to work together like 
never before, and I believe the business 
aviation industry has under-invested in 
technology to this point. If you mix in the 
challenges and opportunities around 
sustainability, financial control and a thirst 
for data insights, it means that even 
established vendors have had to completely 
rethink their strategic imperatives. 

We have seen divestitures and a major shift 
indeed in technology. We are also on the cusp 
of a very exciting evolution within our 
industry, coming from the need to solve 
mobility challenges differently from how they 
are solved today. eVTOL/VTOLs and drone 
technologies for both the movement of goods 
and services provide new opportunities as 
well as significant new challenges to 
regulators and the way we use airspace, 
certainly at around sub-10,000 feet. 

Throughout these challenges, we have 
adapted by forging significant partnerships 
with organisations and also having our 
technology at the forefront of the emerging 
capabilities around vertiports and VTOL 
technologies. We have built a platform and a 
portfolio of products and services that solve 
significant problems. We also recognise that 
the need to be agile and adapt is front and 
centre. We have built a team and a delivery 
paradigm where we can react and, 
importantly, deliver the capabilities that 
companies need in the aviation industry. A 

true with AI and machine learning. We have 
to be careful about their application and 
relevance, or else the industry will see them 
as technological fads with little relevance or 
reserved for only the largest companies, 
commercial carriers or OEMs. 

We believe these are essential capabilities, 
and our mission is to make them accessible 
no matter the size of the customer 
organisation or operation. We see 
applicability in several key areas which we 
have developed to date. In terms of AI, 
depending on your source of definition, break 
down into four to seven classifications, but 
we are really only focused on two right now. 
The first is based on neural networks and 
learning. We have applied these solutions for 

great example is where we partnered with 
Perceiver AI to bring its AI platform based on 
genetic algorithms to solve some of the most 
complex optimisation problems. 

 
There are multiple aviation management 
software systems out there. How can you 
remain competitive and provide your 
customers with what they need and more? 
Scale is hugely important and so too are 
knowledge and expertise. We have built a 
team of phenomenally talented people and, 
being part of a large global aviation group, we 
have access that others in the industry may 
not. We have expertise across business 
aviation operations, charter, MRO, medical & 
special missions, commercial aviation, CAMO, 
trip support, finance, insurance, brokerage 
and aircraft management. Furthermore, 
having a portfolio of products that span the 
aviation market from maintenance, 
operations, brokering, inventory and stores 
gives us an ability to service different needs 
rather than just one market. 

This increases the total addressable market 
but also means we place immense importance 
on reinvesting to continuously enhance and 
advance our capabilities. The industry is ever-
changing, so providers like us must keep pace. 
From the outside, there could be a tendency to 
initially form the opinion that our portfolio 
may stretch us too thinly. The way we 
counteract that is through the use of modern 
architectural patterns like containerisation, 
microservices and event-driven. 

Coupled with this, we have also used 
established approaches such as 
modularisation to sharing capabilities across 
our products and services, meaning we can 
provide a combination of capabilities for our 
customers that can be tailored to meet their 
needs. We also invested in data science. We 
knew that offering people new solutions and 
capabilities was not enough on its own. We 
had to build a way to migrate customers and 
their data to our platforms.  

AI and machine learning are currently hot 
topics when it comes to technology. What 
technology advancements do you see 
happening in the aviation industry? 
Yes, they are hot topics, much like 
blockchain was a couple of years ago, which 
I still do not think has yet been harnessed 
correctly within our industry. The same is 

Numbers game: myairops puts automation 
and data at the heart of the solutions  
it offers the aviation market.
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problem spaces like validating or reading 
paper aircraft logs, MELs [minimum 
equipment lists], invoices, etc. In this 
problem space, it is all about repetition, 
memory and neural nets, as they are ideal for 
this type of problem. 

The second area is genetic computing. We 
have partnered with Perceiver AI as experts in 
this area, and we are now adapting its 
platform to solve various problems within the 
aviation industry. In grossly simplified terms, a 
machine can process a vast number of 
potential scenarios based on data and 
configured desired outcomes. We are taking 
this and helping our customers solve assisted 
rostering, schedule optimisation and fuel 
optimisation problems. An example will be 

such as SAF, or via entirely new approaches to 
air mobility challenges. It also goes beyond air 
mobility, with some of our customers and 
partners looking at ways to switch the 
transportation of goods and the delivery of 
critical items such as blood and medicines to 
aviation-based solutions based around 
renewable energy sources.

As I have said previously, efficiency is an 
essential part of the sustainability challenge 
too, and we work tirelessly to ensure our 
customers can operate as efficiently as 
possible. This also translates to the way we 
make data available by allowing our 
customers to access insights and information 
that will enable them to measure their 
progress against their sustainability goals.  n

when looking at schedule and roster 
optimisation based on current and predicted 
demand, what aircraft are best to be used and 
which crew. This can take parameters that can 
be changed, such as maximising revenue or 
minimising cost, which the organisation can 
adjust for our solution to provide scenarios 
and proposed solutions that the human 
operator can then choose to use or adapt.  
 
What importance are your customers 
placing on sustainability? 
Sustainability has become a critically important 
topic. This is either driven by taking existing 
operations and seeking more sustainable 
outcomes, such as fuel optimisation or 
planning to access more sustainable products 
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Screen time: with passengers increasingly 
bringing multiple devices on board, Jetstar’s 
new A321LR has a secure seatback cradle for 
tablets or smartphones, with USB power nearby. 

Emerging screen technology is 
trying to keep up with the quality of what 
Hollywood is producing and content 
producers are profiling passengers to select 
the right content.

Last year, UK market intelligence firm 
Valour Consultancy released a report titled 
The Future of IFE Content & IFEC-Driven 
Ancillary Revenues 2021. The report is a 
comprehensive look into the key drivers and 
inhibitors of market growth and technology 
trends in the IFE sector. 

Valour Consultancy co-founder Craig 
Foster tells Inflight how viewing habits have 

To back that up, Foster shares research into 
online streaming activity, which shows 
increased viewing in animation (22%), cult 
(15%), fantasy (12%) and sci-fi (10%). 

Correspondingly, streaming has declined in 
crime (-12%), history (-8%), romance (-8%) 
and documentary (-6%).

When airline executives put together their 
IFE programmes, most turn to a content 
service provider (CSP) to wade through the 
mountain of available content. 

Foster says that good CSPs differentiate 
themselves by their deep understanding of 
the market and a willingness to go beyond 
the obvious.

He uses Encore Inflight as an example of a 
CSP that goes past Hollywood to procure 
content from independents, film festival 
gems, foreign films and art house titles. 

The 
right mix

changed during COVID and what that means 
for airlines designing their in-flight 
entertainment systems. 

He points to the rise of “genre efforts” – 
which is niche programming designed to 
attract a specific audience in a specific 
lane, most notably science-fiction, fantasy 
and superhero.

“Throughout the pandemic, audiences have 
flocked to fantastical escapism,” he says. 
“More so than decidedly human and realistic 
dramas. Additionally, we have seen a strong 
demand for comfort content, as people seek to 
relieve their anxiety and distract themselves.”

The shape of in-flight entertainment is changing, both in terms of 
the content we consume on board and the way in which we 
consume it, as Michael Doran discovers.

IFE CONTENT
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“This access to niche, not-easy-to-get 
content, has become more desirable and 
airlines clearly view such content as a way to 
truly differentiate their brand and drive 
passenger loyalty,” Foster tells Inflight.

While blockbusters such as Top Gun: 
Maverick transcend geography, passengers are 
increasingly wanting to see some content from 
their region when they fly. Growing in demand 
is Bollywood from India, K-Drama and K-Pop 
from South Korea, and Japanese anime. 

The rise of long-range single-aisle aircraft 
such as the Airbus A321LR/XLR is also 
changing the face of IFE. 

Last week, Australia’s Jetstar Airways, part 
of the Qantas Group, received the first A321LR 
in the region and the new-generation aircraft 
has no seatback IFE system. 

Instead, the seatback offers an elegant and 
secure cradle for a tablet or phone, with a 
USB charging point embedded at eye level 
adjacent to the cradle.

With a range of 5,400 miles (8,700 km), 
the A321XLR is capable of flying up to 11 
hours on routes that were previously the 
preserve of widebody aircraft.

For entertainment, passengers will need to 
bring their device on board and take advantage 
of the onboard Wi-Fi streaming or rely on 
content they have already downloaded.

Jetstar, which is predominantly a leisure 
airline, will tailor and curate the content to 
make sure there is plenty of entertainment 
for children. The airline will update the 
content every two months and says it will 
have access to new release content before it is 
available on streaming services.

content, so any airline-provided content will 
need to be extra-special or novel in order to 
garner passenger interest.”

Inflight Dublin (ID) is a provider of IFE for 
both wireless and seatback systems. It 
combines years of experience as a CSP with a 
more recent journey as a provider of its 
onboard wireless IFE platform, Everhub.

ID has been involved in providing content 
for nearly 40 years and Chief Commercial 
Officer Barry Flynn says that gives them a 
very broad understanding of matching 
content to an airline’s passengers.

“You get such a diverse mix of passengers 
from different countries, age profiles, 
demographic profiles and you’ve got to take a 
balanced view of that,” he tells Inflight. 

“You’ve got to look at the online metrics in 
terms of what’s been viewed, the user profiles 
in the streaming services and what they’re 
watching online, like YouTube.” 

ID uses that data to understand the airline’s 
passenger profile, what they are watching and 

Foster says the big streaming services like 
Netflix and Amazon Prime are making it 
simpler for customers to download content 
pre-flight and watch it later in a 
disconnected environment.

“It is becoming much easier for passengers 
to not have to rely on the IFE system and the 
content an airline chooses in order to stave 
off boredom,” he says. “The same is true of 
younger passengers, many of whom have a 
Kindle Fire tablet with access to content from 
Disney, Nickelodeon, Audible audiobooks 
and thousands of videos and games.”

In the future, Foster believes in-flight 
connectivity will increasingly be free and allow 
passengers to log on to their preferred platform 
and watch whatever content they desire, 
without having to download content pre-flight.

“Hollywood studios who own their own 
platforms are likely to push fresh content to 
these services in the future,” he says. “The 
IFE screen could then be the conduit through 
which the passenger displays their own 

You need a broader mix of content, like 
movies and box sets, so customers can 
really get stuck into the content.

Barry Flynn, Chief Commercial Officer, Inflight Dublin

Plugged in: Inflight Dublin is a one-stop shop  
for IFE, providing curated content, WiFi hardware 
and software through its onboard wireless IFE 
platform, Everhub. Photo: Inflight Dublin
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what’s popular in cinemas and online. From 
that they present the airline with a content 
profile to suit that mix. 

Flynn says it’s a multi-faceted approach to 
try and get that balance right for what the 
passengers of a particular airline want, 
because every airline has its differences, often 
between local and international content.

“You’ve got to try and get the variety and 
balance right and then you home in on the 
volumes for each of those requirements, 
whether it’s Hollywood movies, TV shows, 
viral YouTube content or some other localised 
content. Then it’s getting data off the system 
to see what’s been watched and how it 
measures up with the mix you have chosen.”

There is also the difference between the 
needs of an LCC and a full-service airline, 
starting with the obvious one of no 
seatback screen. Flynn says that is where 
ID’s Everhub platform can have a wireless 
system up and running in a matter of weeks.  

“On that system you’d be targeting more 
in-flight retail [and] bringing on some 

revenue-generation opportunities that are 
going to engage the passenger,” he says. 

“Content is there as a hook to get them on 
the system, as well as tools like a moving 
map and surveys.

“It’s very different on a full-service long-
haul airline, where you have to keep the 
passengers entertained for longer, so you 
need more feature-length movies.

“You need a broader mix of content, like 
movies and box sets, so customers can really 
get stuck into the content.”

Each airline has its own regimes, but 
content is usually refreshed every two 
months or so, although some do it monthly. 

There can also be a mix where some 
content, like classic movies, stays on the 
system longer whereas TV is updated 
bi-monthly and movies monthly.

Through its Everhub solution, Inflight 
Dublin can stream data on and off the aircraft 
when it lands, via a 4G/5G modem. 

Key data usage from the IFE system can 
come off to be analysed, while time-sensitive 

TAKE THE GAME WITH YOU

GIVE PASSENGERS
SOMETHING TO CHEER ABOUT
OFFER         ON THEIR NEXT FLIGHTLIVE SPORT

You’ve got to try 
and get the 
variety and 
balance right 
and then you 
home in on the 
volumes for 
each of those 
requirements.

Barry Flynn, Chief Commercial 
Officer, Inflight Dublin
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IFE, such as that day’s newspapers or 
magazines, can go on wirelessly.

“Being able to provide the hardware, 
software, content and services has given us a 
lot more control, which we’re passing on to 
the airlines,” says Flynn. 

“They get more control over their content 
selection, their reporting and seeing what’s 
working and what’s not in the content. We’re 
passing all that on to our customers and the 
airlines are loving it.”

Profiling customers and curating the 
world’s best and most relevant content is one 
part of the engagement equation. The second 
part is how that content is presented to the 
passenger – and that’s where legacy IFE 
systems fall down, because they have not kept 
pace with what passengers have on their 
tablets, smartphones or TVs. 

Panasonic Avionics Corporation has filled 
that space with its new IFE solution, Astrova. 

Unveiled in June at the Aircraft Interiors 
Expo, Astrova is a unique combination of 
sight, sound, light and power that is designed 
to engage customers.

Panasonic Avionics VP of Product and 
Portfolio Management, Andy Masson, says: 

spatial audio, which produces a surround-
sound experience, either through Bluetooth 
headphones or via wired connections. 

“If you’re going to watch a movie, it needs 
to be better than it is in your living room – but 
at the moment that’s not true,” says Masson. 

“We want to give passengers an awesome 
experience of watching the latest movies or TV 
shows in amazing clarity, using their Bluetooth 
headphones while charging their devices.”

Panasonic’s research reveals that 82% of 
passengers bring a smartphone on board, 
14% bring a tablet and 12% have a laptop, 
with several bringing all three with them 
when they fly. 

To avoid “battery-anxiety”, effective 
charging is vital, which prompted Panasonic to 
include industry-leading 67 watt fast-charging 
output per screen though a USB-C outlet. 

Each Astrova unit also features a 
programmable LED light bar, along the lines 
of cabin mood lighting on modern airliners 
such as the B787 or A350.  

This allows the airline to set the lighting 
throughout the cabin and change it through 
various stages of flight.

Panasonic understands that many people 
want to have multiple screens open and 
running at the same time, so Astrova has 
been designed with that in mind. 

In their research, Panasonic found that 
people prefer multi-screen, where they have 
one eye on the TV while texting or playing a 
game, just as they do at home.

“If you’re sat on an airplane for hours, 
maybe you want to stream some YouTube, 
watch a show or chat with someone 
online,” says Masson. “That’s the way this 
service is going – and we’re seeing demand 
for that increasing.” n

“One of the big drivers here is to get 
away from in-flight entertainment and 
create in-flight engagement. That’s what 
Astrova does – it allows that engagement 
with the customer. 

“The IFE market is changing and we 
wanted to make sure that we were at the 
pinnacle of that technology path.

“This is the thinnest screen that’s ever 
gone into an airplane, which takes weight 
out, saves fuel, saves carbon dioxide and 
helps the sustainability of the product.”

The heart of the system is an ultra-thin, 
cinema-grade 4K OLED screen with High 
Dynamic Range (HDR), a totally different 
screen to what is used in IFE systems today. 

It is the same technology that is in top-of 
the range televisions, enabling passengers to 
experience the content as if they were in a 
movie theatre or at home.

“The technology we’ve used for this IFE 
screen is actually the same as the content 
creators are using, so you are actually seeing 
what the director saw,” Masson tells Inflight. 
“We’re the only company that can claim that.”

Great pictures mean nothing without great 
sound, so Panasonic uses high-level 360-degree 

What the director saw: Panasonic’s Astrova IFE 
has a cinema-grade 4K OLED screen and 65 watts 
of fast-charging capacity. Photo: Panasonic

Sound and vision: the Astrova 4K OLED is the thinnest screen ever to go into an aircraft IFE system. 
Photo: Panasonic
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Richard Pilock, SmartSky 
Networks’ Vice President, 
Product Management, explains 
how getting the right data to 
the right person at the right 
time and for the right purpose 
can result in big benefits.

How is your partnership with Neo NextGen 
driving digital transformation for MRO?
In an MRO, the maintenance, repair and 
overhaul of aircraft is a system of complex 
processes with dependencies that span the 
supply chain, regulations, specialised future 

Shaping the
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knowledge and manual workflows. All these 
variables have the potential to create 
inefficiencies and increased costs for the 
customer and, left unchanged, can ultimately 
hinder growth in the aviation industry. 

Working with Neo NextGen, we are 
creating access to data and software services 
that make those processes transferable, 
repeatable and scaleable without needing 
manual intervention or shop-specific 
knowledge. The outcome will be MROs that 
can process repairs faster, with less rework 
and lower costs.

What is involved in your collaboration 
with Neo NextGen and AJWT?
SmartSky is a connectivity company, and our 
efforts go far beyond delivering a nationwide 
air-to-ground network for aircraft in the 
United States. We see connectivity as a way of 
connecting passengers to an experience, 
operations teams to real-time situational 

nationwide, enabling business aviation 
aircraft to fly coast to coast using SmartSky’s 
enterprise-grade aviation connectivity 
service. We followed that up with an exciting 
demonstration day at our partner, Global 
Aviation Technologies, in Wichita, Kansas. 

Passengers on the demo flights experienced 
the full power of the SmartSky service and its 
ability to deliver an unmatched connectivity 
experience in the sky. Couple that with 
upcoming announcements on additional STCs 
and the availability of hardware for 
installation, and it is shaping up to be an 
exciting second half of 2022 for SmartSky.

Regarding connectivity upgrades, what is 
involved and how do operators benefit?
Connectivity for business aviation in North 
America has chronically underwhelmed 
customers. Even the top-of-the-line legacy 
ATG systems on the market today can only 
deliver an experience akin to DSL. SmartSky’s 
patented technologies and network 
architecture set a new bar for performance. 

Through our service that tailors the best of 
4G and 5G technologies to aviation, we are 
providing business aviation with a responsive 
capability that can move data both to and 
from an aircraft at the same rate without 
interruption, even in the higher interference 
locations found around urban areas. 

For the first time in aviation, advanced, 
real-time, cloud-based applications and 
software services that go far beyond just one-
way streaming of movies to the cabin can be 
used by passengers, crew and operations 
teams. These are the same applications and 
services we use on the ground. 

You asked what the benefit is to operators 
and passengers. The benefit is confidence and 
time; confidence you will be able to connect 
with the data you need most and time saved 
by not having to do the work after you land 
that you should have done during the flight.

How are your expansion plans going 
globally? 
As the leading in-flight connectivity provider 
for the continental United States, we have a 
core focus on delivering our ATG service in 
that market. Our Digital Solutions via 
Skytelligence extend our reach and allow us 
to work across a global aviation ecosystem 
sharing data and information.  n

awareness and developers to data that can be 
used in innovative applications and services. 

Our collaboration with Neo NextGen and 
AJWT uses SmartSky’s Skytelligence data 
exchange platform to connect software 
developers with maintenance and repair 
data. These same software developers are 
creating an MRO-specific application that 
connects MRO technicians with guided 
workflows and data relevant to each repair. 
At the core, our combined efforts are about 
supporting each participant in the workflow 
and ensuring technology gets the right data 
to the right person at the right time for the 
right purpose. The result? Again, faster 
repairs, with less rework and lower costs.

What is the latest news for SmartSky 
Networks regarding business aviation 
connectivity?
SmartSky recently announced that its next-
generation mobile broadband network is live 

In stock: SmartSky’s partnership with components specialist AJWT aims to improve MRO workflows.
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Christopher Whiteside, Chairman and CEO of AJW Group, 
speaks with Inflight Editor Satu Dahl to share the highlights 
of the company’s impressive 90 years in operation. 

Components 
of success
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“Just last month, we won a major deal with 
JetSMART Airlines and extended a power-by-
the-hour support agreement with one of our 
long-standing customers in LATAM. The 
future looks as bright as our 90-year history.”

The company has naturally evolved from 
its beginnings, as Whiteside recounts. 

“In 1932, Anthony James Walter – Jim – set 
off from the south of England to compete in a 
yacht race between California and Hawaii. 
He journeyed six weeks over sea and land 
only to discover that the yacht race had been 
cancelled due to bad weather. 

“While staying near Van Nuys Airport in Los 
Angeles, he decided that if he couldn’t race he 
would learn to fly. He took to the skies in a 
Piper Cub and, once qualified, decided to 
travel to the company HQ in Pennsylvania. 

and subsequently secured a deal to support 
Europe’s leading low-cost carrier.  

“Ten years ago, in 2012, we opened our 
purpose-built warehouse and campus-style 
office space in Slinfold,” Whiteside says, 
explaining that 2012 was also the year the 
company launched AJW Technique in 
Montreal, moving into the maintenance, 
repair and overhaul (MRO) space and joining 
more of the dots in the supply chain. 

“Those were both incredibly proud and 
transitional moments,” he says. 

“More recently, on the back of the 
pandemic, AJW Technique Europe and AJW 
Technique Interiors came to market and we 
also launched our online retail space, AJW 
eventory, last year, which is going from 
strength to strength. 

Joining the dots: AJW Group’s HQ in Slinfold, West Sussex. Right, the company moved into the MRO space in 2012 with the founding of AJW Technique.

Component parts, repair 
and supply chain solutions provider AJW 
Group is a truly global business which today 
has operational hubs and local offices across 
Africa, Asia Pacific, China, CIS, Europe, 
Latin America, the Middle East and North 
America. And this year is a very special year 
for the company – it is celebrating its 
90-year anniversary.

Christopher Whiteside, Chairman and CEO 
of AJW Group says there have been many 
highlights during the 90 years of the 
company’s existence, and one of its biggest 
achievements is surviving and growing in 
challenging external environments. 

“The business was part of the war effort 
from the early 1940s, when Anthony James 
Walter’s airfield and business were taken over 
by the War Office,” he explains. 

“In the early 1950s his property was 
returned, and Walter moved to dealing 
military surplus, mainly DC3, aka Dakota, 
aircraft parts – the plane accredited with the 
introduction of commercial passenger flights. 

“The growing business was based at 
Gatwick Airport – back then nothing but a 
grass strip without a paved surface in sight.”

 
MEMORABLE MOMENTS
AJW Group has grown significantly over 
time, and during Whiteside’s tenure of more 
than 30 years the company’s first flight hour 
programme in the late 1990s was a pivotal 
contract. It marked a new era for the business 

We pride ourselves on the 
personal touch with our sights 
on a future where we can use 
digitalisation to our customers’ 
benefit and free our people from 
most of their administration.

Christopher Whiteside, Chairman and CEO, AJW Group
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“He was granted an audience at the very 
top and asked if they would allow him to sell 
their planes back in England. As Jim visited 
the site in person, Piper granted him the 

Vickers Viscount, BAC1-11 and later Airbus, 
Boeing and private jet fleets.

Whiteside adds: “At the beginning of my 
tenure, the bulk of our business was the 
supply of ad hoc parts, but we have evolved 
as integrators and supply chain enablers. We 
make a real difference to the efficiency of 
aviation due to the range of our experience 
and our agility. 

“We pride ourselves on the personal touch 
with our sights on a future where we can use 
digitalisation to our customers’ benefit and free 
our people from most of their administration.

“Our vision of ‘transforming aviation 
efficiency’ is dynamic and reflects a philosophy 
of continuous improvement – agility in a fast-
paced sector is a prerequisite for success.” 

INNOVATION IN CABIN INTERIORS
Last year, AJW signed a 10-year partnership 
agreement with Autostop Aviation, the largest 
and most prolific seat cover manufacturer in 
Europe, launched AJW Technique Interiors, 

distribution rights for the whole of Europe.” 
From those Piper days, AJW moved to 

military spares and, after continued growth, 
specialised in commercial aircraft, including 

4 - 6 October 2022 | RAI , Amsterdam4 - 6 October 2022 | RAI , Amsterdam  

BOOK NOW AND SAVEBOOK NOW AND SAVE

Landmark: Christopher Whiteside officially opens AJW Technique’s Component Repair and Overhaul 
facility in Montreal.
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1961
Whiteside family 
acquires the 
business

1940 
Begins supporting 
DC-3 aircraft 
during WWII

2012 
Founding AJW 
Technique 
(Component MRO)

2015 
Industry-leading total 
support. Supply chain 
contract with easyJet

1932
Company founded

Source: AJW

2018
Major OEM repair 
contract won 
with Bombardier

1999
Focus on Boeing 
Airbus Engines 
and C&E support. 
Introduction of 
PBH contract

and exhibited for the first time at the Aircraft 
Interiors Expo in Hamburg in June.

The alliance between AJW and Autostop 
offers airlines an effective nose-to-tail 
interiors solution, extending a tried and 
tested supply chain, fulfilment and MRO 
service, promising excellent reductions in 
transportation costs and delays. So what 
exactly does the partnership entail?

“Airlines are laser-focused on driving down 
costs, boosting revenue and meeting the 
demand for sustainability,” says Whiteside. 
“This means that they are looking for cabin 
products that offer fuel savings through 
weight reduction, durability – offering a 
longer cabin life to reduce waste and cost and 
reducing their carbon footprint.”

As Whiteside tells it, AJW Technique 
Interiors delivers a fully tailored solution for 
the design, development and production of 
replacement seat covers in the revolutionary 
new synthetic leather, SkyLeather. 

Designed by Autostop’s experts, SkyLeather 
is a vegan, eco-friendly material available in 
any colour and grain. Adapted to the exacting 
quality and compliance standards of the 
aviation industry, it is cost-effective, 
lightweight, and durable, as well as being soft 
to the touch, antimicrobial and easy to clean. 

“As well as substantial cost savings, the 
100% polyurethane material has low levels of 

volatile organic compounds (VOCs) and is 
formulated to allow an easier fitting process 
for complex seat shapes – meaning seat 
covers stay the same shape and look freshly 
installed for longer,” says Whiteside.

Seat cover manufacturing, carpet kitting, 
headrest covers, literature pockets and life 
vest pouches are also on offer, along with 
unparalleled savings driven by economies 
of scale all delivered from one factory 
location, which offers reduced shipping 
and manufacturing costs and convenience 
for the operator.  

Lean manufacturing and embedded Six 
Sigma principles mean seat covers are 
manufactured to a tolerance of 1mm and 
products are released with EASA (European 
Aviation Safety Authority) Form 1 
certification. AJW Technique Interiors also 
enjoys active and full partnerships with EASA 
Part 21J and EASA Part 21G organisations to 
support any retrofit projects. 

Whiteside adds: “Our plan to leverage our 
considerable experience within supply chain 
and the MRO markets by mounting a one-
stop-shop, bespoke interiors offering onto the 
tried and tested template of world-class 
parent entity, AJW Technique in Montreal, 
has certainly driven a huge amount of 
interest in the world of interiors.”

NEW DYNAMIC
Regarding the latest developments for AJW 
when it comes to the MRO market, Whiteside 
notes that the last two years of sector turmoil 
have changed the dynamic in the industry. 

Nose to tail: AJW Technique Interiors’s replacement seat covers use SkyLeather synthetic leather. 
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“It is driving far closer strategic alliances 
between us and our airline, aircraft 
manufacturers, component OEM and MRO 
partners,” he says.

“Our prime objective is to deliver improved 
cost and reliability efficiencies for customers 
and strive for optimum efficiency and 
profitability whilst keeping our customers at 
the core of everything we do. 

“That means working with partners that 
understand our business, exchange 
reciprocal work based on core competencies 
and collaborating to innovate and 
collectively expand. 

“We manage a streamlined vendor supply 
chain of 60 primary repair workshops with 
700 approved facilities and spend US$400m 
annually on almost 100,000 repair orders.” 

Whiteside says the company is rapidly 
expanding its services in North and South 
America and is delighted to welcome 
JetSMART and their growing fleet of A320 
NEO and CEO aircraft to its flight hour 
programme solution. 

“The signing of the Chilean-based ultra-low-
cost carrier is testament to our outstanding 
customer relationships, founded on 
dependable turnaround time, cost, and quality, 
reinforced earlier this year as AJW Group was 
recognised as one of the top suppliers in the 
region during the ALTA CCMA & MRO 

integrating solutions that are capturing tribal 
knowledge and facilitating training of new 
hires, especially as the industry faces growing 
concerns of retirement, skill gaps and 
recruitment difficulties.

“At AJW Technique, for instance, we are 
building a tablet application which 
encompasses the technician’s workflow with 
the goal of maximising component touch time. 

“We have also explored asset tracking 
solutions using Bluetooth, RFID and ultra-
wide-band technologies for tooling and unit 
tracking within the facilities which facilitate 
traceability and asset management.” 

AJW is also far ahead in machine learning 
and artificial intelligence – the company has 
built dynamic pricing models, predictive sales 
and procurement forecasting tools, as well as 
manpower forecasting, and continues to 
pursue new discoveries in predictive 
maintenance through the use of machine 
learning algorithms, as well as blockchain. 

“On the front end, our e-Marketplace 
presence continues to grow with new features 
to our customer portal and AJW eventory 
marketplace,” says Whiteside. “We have come 
such a long way in 90 years and our focus has 
shifted to the next 10 and where we will be at 
our centenary. We have strong foundations 
and ambitions that will keep AJW progressing 
for decades to come.” n

Conference. This strategic contract reinforces 
the expansion of our capabilities across the 
Americas and builds solidly on our continued 
success with key operators in the region.” 

NEXT-GENERATION CAPABILITIES
AJW Technique Europe is set to expand into 
a series of other capabilities to complement 
the repair services offered at AJW Technique 
in Canada.

“With the accelerated replacement of 
ageing aircraft, we are focused on developing 
our next-generation equipment technical 
capabilities,” says Whiteside. 

“Our investment in a sole distributorship 
agreement with Honeywell for the Boeing 
737 MAX ADIRU, the A320NEO ADIRU and a 
suite of Boeing 787 components has done just 
that – allowing us to increasingly develop our 
in-house MRO capabilities at AJW Technique. 

“The Honeywell product lines are current 
production aircraft types which are being 
delivered with a significant backlog of 
deliveries going forward which will require 
the support that the AJW Group can offer.”

Digital is very much a part of AJW’s core 
strategy to create value for the business and 
its customers. 

“Our digital roadmap is reflective of 
industry trends and continuously iterating,” 
says Whiteside. “On the back end, we are 

We have come 
such a long 
way in 90 years 
and our focus 
has shifted to 
the next 10 and 
where we will 
be at our 
centenary.

Christopher Whiteside, 
Chairman and CEO, AJW Group

Using SkyLeather, 
AJW Technique 
Interiors delivers a 
fully tailored 
solution for the 
design, development 
and production of
replacement seat 
covers.
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Got it covered: seat 
maintenance and 
modification is  
highly specialised. 

JETMS Completions, which offers 
interior and exterior aircraft solutions such 
as interior repairs and manufacturing, 
exterior paint refinishing and creating new 
interior and exterior paint schemes for both 
VIP and commercial aircraft, now holds 
capabilities for all three supplemental type 
certificates (STC) from the FAA, European 
Aviation Safety Agency (EASA), and the UK 
Civil Aviation Agency (CAA). 

According to Kevin Hann CEng FRAeS, 
Head of Design at JETMS Completions, the 
development followed 18 months of hard 
work and application submissions to EASA, 
CAA and FAA. 

“We have finally achieved and received the 
FAA STC validation for the Phenom 300 type 
light business jet seat modifications,” he says. 
“This is a very big step for us and we are 
extremely happy to be able to proceed with 
interior completions for the Phenom 300 jets.”

JETMS Completions Managing Director, 
Keiron McNeill, agrees that the process to 
gain EASA approval consisting of design, test 
and flammability testing and certification 
was a lengthy one.

“Only then could we approach EASA to 
issue the STC,” he says. “The FAA then 
checked the data in line with the existing 
bilateral agreement between EASA and FAA.”

Following the approvals, JETMS 
Completions’ overall seat maintenance and 
modifications for the Embraer 505 Phenom 
300 covers the replacement of headrest, seat 
base, and seat back foams and leather or fabric 
covers, armrest assembly to include plastic 
moulding, foam and leather or fabric covers, 

materials is also a common request but there 
is a lack of availability in the marketplace,” he 
says. “Due to this, JETMS Completions have 
instigated an intiative to create an ecosystem 
of manufacturers and designers to fill this 
gap. A lot of customers are wanting to move 
away from beige and light-coloured highly 
varnished wood and remove gold plating, 
with more white, black, carbon and graphite.

“Crucially, the industry needs to innovate 
quickly and passionately to bring into play the 
next generation of sustainable materials. 
Currently, high volumes of petroleum-based 
and plastic products are used but we need to 
transition to more sustainable alternatives 
such as biomaterial seat foams. 

“I truly believe that owners will use the 
new materials if offered but manufacturers 
need to begin the journey of R&D to create 
them now. We will be reaching out  
very shortly and asking  
manufacturers to join  
us on the journey.”  n

all metal parts to be refinished as required, 
lower shrouds and back panel to be covered in 
leather or to customer requirements, seatbelts 
replaced or re-webbed, with change in the 
plated finish if required, and EASA-approved 
processes for metal structure repairs. 

IN-DEMAND REFURBISHMENTS
The company can also apply modifications 
for the lavatory seat and head strike pad to 
match the new seat decor.

Regarding which cabin features see most 
demand for refurbishment at the moment, 
McNeill says these include seating alterations 
to the shape and colour profile, alterations of 
the existing woodwork colours as well as 
carpet change to wet flooring in galley areas.

Other refurbishments such as removing out-
of-date data connections and replacing with 
data streaming alternatives are also in demand.

A JETMS Completions project to refurbish 
a business jet cabin from start to finish 
typically starts with discussing the scope with 
the client, choosing materials, purchasing 
material with lead times and then creating a 
detailed workscope and plan. 

The company’s in-house design department 
then creates the drawings and works with 
MRO partners from removal, modification and 
manufacturing, reinstallation and systems 
tests all the way to customer acceptance.

Among the current most popular 
trends for materials used in cabin 
interior refurbishment is Dipfilm, 
which McNeill notes is a frequent 
request due to the vast number of 
designs available. “Sustainabilty in 

Aircraft interior, exterior, and completions 
company JETMS Completions received US 
Federal Aviation Administration (FAA) approval 
for Embraer 505 Phenom 300 maintenance and 
modification in August. Inflight got in touch with the 
company to find out more.

Seal of 
approval

Green light: JETMS Completions is 
now able to work on Embraer’s 
Phenom 300 light business jet.  
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IN-SEAT POWER

David Pook, Burrana’s Vice President, 
Marketing & Sales Support, explains how a 

proactive approach is key to keeping 
customers happy on board flights, 

especially when it comes to in-seat power.

How to enable 
extraordinary 

passenger 
experiences? 



It is critical to understand the 
motivations of passengers and to mitigate 
unsatisfactory experiences before they 
become apparent. Use technology to enable 
personalised and frictionless experiences 
across the customer journey, from booking to 
arrival at the final destination; provide 
familiar and comfortable experiences in the 
air through the enablement of the same or 
similar experiences passengers are 
accustomed to on the ground, where they are 
most comfortable.

Then delight them with surprising and 
memorable experiences they did not expect 
through personalised offers and analytic 
observation. Even predict the passenger’s taste 
for food and beverages, entertainment, 

enabling these extraordinary 
experiences. Without power, that 
experience diminishes with each 
bar of the passenger’s mobile 

phone, laptop or tablet battery. So 
why are some airlines on a digital 

transformation journey across their 
business investing in and installing 

wireless streaming and IFC systems but 
not thinking about in-seat power? 
To maximise the value of these 

investments, “battery anxiety” must be 
addressed as well, enabling the experience 
to last the duration of the flight and long 
after arrival. 

RISE Power by Burrana is built to solve 
this. It is affordable, compact and easy to 
install with limited aircraft downtime – with 
a streamlined STC or OEM line-fit. As the 
USB power box is as small as an iPhone and 
weighs 150g (up to 30% lighter than 
traditional architectures), there is typically 
no need for expensive dynamic retesting or 
recertification of most seats. 

The significantly smaller seat boxes and 
non-intrusive seat spar location means no 
power boxes behind sidewalls and no 
intrusion to passenger space. 

Intelligent power-sharing ensures greater 
utilisation and efficiency of available power 
in the cabin as well as smaller and lighter 
power supplies. 

Unique to Burrana is a 48VDC common 
power backbone that seamlessly allows 
airlines the flexibility to mix and match 
15W, 60W and 110V power across seat 
zones/classes. With full 15W charging (3 
amps) via USB-A ports, passengers can 
charge their devices 50% faster. 

As passenger demand grows for 60W 
USB-C charging, airlines just swap out the 
jacks. This removes significant cost and 
weight and simplifies installation. Airlines 
can even earn revenue and monetise their 
captive audience with “pay-to-charge” or 
unlock ports for specific passengers, and the 
system remotely captures usage and 
performance data for every flight, providing 
greater insight into passenger behaviour. n
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information or retail purchases by 
correlating those passenger 
behaviours with artificial intelligence 
gleaned from unprecedented global 
and cultural data platforms. 

Deliver this via the passenger’s 
own personal device – the heart of the 

personalised passenger experience. 
When in the air, enable those devices to 

communicate with onboard technology, 
pair them to the seatback or stream content 
to them exclusively. Take it even further and 
allow them to download content to take off 
the aircraft – content they want to resume 
later, playlists they have built and want to 
save for their onward journey, or podcasts 
they want to listen to at another time.

Allow them to manage their time wisely in 
the air, perhaps to research their destination 
or to book transport and accommodation, 
restaurants and experiences. Offer incentives 
that add value to the passenger experience, 
redeemable through your loyalty programme 
while adding revenue.

THE NEED FOR IN-SEAT POWER 
Digital experiences delivered through 
technology are the holy grail for every airline, 
but one important factor may be missing on 
board for many airlines. 

The ability for passengers to charge and 
power their devices in the cabin is critical to 



BUCHER Q&A

An airline will save not only the weight 
of the chiller but also the ductwork 
and harnesses required for the 
chillers. And you save on electricity.

Cutting-edge 
cooling
Francisco Aguilera, CEO of Bucher Aerospace Corporation, 
shares his insight with Inflight on how the company’s thermally 
insulated ARCTICart has evolved to enhance sustainability and 
optimise its design and function.

Will ARCTICart work equally in very cold 
and very hot environments?
Insulation works both ways. If the 
environment is much colder than the 
inside, the temperature of the content will 
decrease very slowly. If ARCTICart is 
exposed to very high outside temperatures, 
ARCTICart freeze packs will help ensure 
the content remains safely chilled for a 
prolonged period of up to 20 hours.

How does it help airlines reduce their 
operating costs?
On long-haul flights, ARCTICart can replace 
chillers. Airlines are already required to cold-
soak trolleys before they are loaded with food 
in a cold room at the caterer’s facility. The 
benefits of cold-soaking standard aluminium 
carts before loading the content are pretty 
limited. All metals are extremely good heat 

Tell us more about these evolutions to 
your ARCTICart product.
We started the developments at Bucher after 
we were approached by one of the major 
aircraft manufacturers. They had already 
started to look into possibilities to further 
reduce weight and operational costs in the 
cabin and wanted to adopt a holistic 
approach. The question they asked us was: 
can a significant improvement of one 
component – in this case, trolleys – lead to 
substantial benefits elsewhere? 

When you start putting the numbers 
together, it becomes evident that if you have 
a trolley that can keep the temperature low 
for an extended period (at least 20 hours), it 
delivers many benefits. You wouldn’t take a 
whole fridge or a freezer to a picnic for 
obvious reasons. So why take one on an 
airplane, where every pound of additional 
weight adds to fuel consumption and 
negatively affects the bottom line? 

How does the ARCTICart keep its content 
chilled for so long?
Large surfaces like its sidewalls, backwalls, 
and top and bottom are insulated with unique 
insulation panels. But that is not all. Critical 
spots where one component meets another, 
like corners, and the areas around latches, 
are designed to limit heat transfer to a 
minimum. The aluminium used on the 
outside to protect the edges of the cart has 
been deliberately designed to have no direct 
contact with the inside. 

Long haul: Bucher’s ARCTICart can keep food 
safely chilled for a period of at least 20 hours.
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conductors, and within a short period the 
temperature of the carts and, ultimately, their 
content rise quickly. 

However, our ARCTICart is fully insulated 
– all metallic components are on the outside 
and don’t link with the inside of the cart. 
That enables the ARCTICart to keep the food 
chilled safely and reliably without needing 
chillers. So an airline will save not only the 
weight of the chiller but also the ductwork 
and harnesses required for the chillers. And 
you save on electricity. 

It may also even enable airlines to save on 
cabin heating – we received feedback from 
flight attendants who stated how often they 
had to increase the heating in areas close to 
the chiller because the entire galley and its 
surroundings were getting uncomfortably 
cold. All of this combined ultimately reduces 
the fuel consumption of the airplane. And 
then there are savings on maintenance, too.

On short-haul flights, the ARCTICart can 
also help optimise an airline’s catering 
network as it may not need to use catering 
stations at as many of the airports it serves, 
leading to greater efficiencies.

Another advantage for airlines is that the 
ARCTICart does not require any dry ice to 
operate reliably. Dry ice is expensive, and it 
requires careful handling. With ARCTICart, 
airlines can use optional freezing packs if 
they wish.

How has ARCTICart led to reduced 
maintenance?
We know from feedback from several major 
airlines that chillers are the single most 
maintenance-intensive devices in the cabin, 

weight and consider non-chilled galleys 
moving forward.

Which standards are being offered?
We started with ATLAS full and half size, the 
most common standard, and will add other 
standards as requested. Each will require a few 
months of preparation. New tools will need to 
be ordered and produced before the actual 
manufacturing can start. Each new standard 
will also have to be certified individually, 
which also adds a few weeks. We also offer 
standard ARCTICart galley inserts.

Have any airlines committed to this latest 
evolution of your ARCTICart?
We presented our first design to airlines and 
caterers a couple of years ago to start the 
engagement process and sought their feedback. 
Following this initial phase, we updated the 
design and submitted the certification 
paperwork and the patent application. We plan 
to make the ARCTICart fully available to 
airlines within the next 12 months.  n

whereas the ARCTICart only needs to be 
washed. So using the ARCITCart instead of 
chillers can deliver significant maintenance 
savings for airlines. It’s as simple as that.

How does it enhance the passenger 
experience?
First, consistent chilling results in an 
improved level of food quality. Regardless of 
where the food is placed in the trolley, the 
temperature doesn’t differ significantly. This 
can be very different when chillers are used, 
resulting in some food being frozen and 
others being barely chilled, depending on 
where the food was placed inside the cart. 
This can be especially noticeable in air 
through chillers. Then there is noise 
reduction, as chillers tend to be quite noisy. 
And lastly, as mentioned, when using the 
ARCTICart and not operating chillers, 
keeping the temperature consistent 
throughout the cabin is much easier.

ARCTICart makes flying more sustainable. 
It weighs less and consumes less power than 
chillers, reducing fuel consumption and 
emissions. Passengers are becoming more 
aware of their carbon footprint, and 
“sustainable flight operation” is emerging as 
a selling argument for airlines.

Is it difficult to change from standard 
trolleys to ARCTICart?
From a technical point of view, the transfer is 
simple and can be done quickly. Minor 
process adjustments are necessary, such as 
not frequently opening and closing carts to 
maintain the low temperature. 

ARCTICart freeze packs will compensate 
for fewer door openings and allow the 
authorities to check the content. Operators 
can remove chillers immediately to reduce 

Insulated: the ARCTICart operates without the 
use of dry ice, but freezing packs are an option.

Made to measure: the ARCTICart box offers the 
same benefits as the cart in a stackable format.

Stand-alone solution: the ARCTICart is designed 
to take the place of electrically-powered chillers.
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CYBERSECURITY 

Passengers need personal 
information protected when they go online, 
crews need to know that their messages to 
and from the ground are secure, and aircraft 
systems must guard against receiving false 
data or having sent data captured by 
malicious actors.

Companies providing aircraft connectivity 
have been aware of these challenges for quite 
a while. Like hacking threats, cybersecurity is 
continually advancing.

But perspectives and solutions differ 
according to what role a provider plays in the 
connectivity chain and especially according 
to the purposes of its connections. Providers 
also differ in how open they are about the 
tools used to meet these security challenges. 

Satcom Direct (SD) provides end-to-end 
connectivity for business, government and 
military – but not commercial – aircraft. It 
partners with satcom providers while owning 
components of its own system. The open 
architecture integrates risk management 
software, maintenance tracking and trip-

or national. Hacking methods range from 
attacking social networks and stealing 
passwords and credentials to spam, malware 
and ransomware.

SD provides multi-layered cybersecurity, 
starting with auditing security at customers’ 
ground facilities, spotting vulnerabilities 
and suggesting solutions. Data flowing to 
and from aircraft is monitored (not read) to 
observe patterns, identify open applications 
and spot abnormalities. Experts and 
artificial intelligence (AI) recognise and 
mitigate attacks.

Advanced encryption enhances security 
with a tunnel through which data passes 
securely and anonymously. Security can be 
further enhanced with a military-grade SD 
Data Center, in which corporations can 
co-locate data – “effectively a virtual private 
network [VPN],” Christensen explains. 

Geo-fencing is also available, warning 
passengers and crew when they enter 
airspace where cyber attacks are frequent. 
And SD runs cyber awareness courses, 
including an Aviation CyberThreat Awareness 
course for business aviation, teaching best 
practices and explaining common hacking 
techniques. Course modules focus on data 
protection during international travel.

planning apps, while flight operations are 
managed by SD Pro. 

SD’s Chief Commercial Officer, Michael 
Christensen, says cybersecurity is strongly 
emphasised, especially as many new 
companies have entered the connectivity 
market. “If you can see the internet, then it can 
see you – cybersecurity challenges are present 
from the moment a device is switched on.” 

SD has invested in making its software, 
hardware and ground infrastructure secure. 
However, as Christensen stresses: “The chief 
cybersecurity challenges are not within our 
system but predominantly external.”

For instance, some users may not recognise 
phishing emails. Or cyber protocols might not 
have been implemented or followed by 
clients.Passengers may lack antivirus 
software or log on to a network without 
password protection at a fixed base operator, 
inadvertently uploading malware.

Hackers look for open doors, often unaware 
they are hacking aircraft connections. They 
are just seeking data – personal, commercial 

As connectivity for passengers, aircrew and aircraft themselves 
expands dramatically, concerns about cybersecurity are on the 
increase. Henry Canaday reports.

Enemy at
the gate
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world, and these features will benefit all 
users of the service,” says Vaillancourt. 

In addition, all traffic is encrypted before 
leaving the aircraft and remains encrypted 
during end-to-end transmission, eliminating 
risks of interception or eavesdropping.

ALWAYS ON GUARD
Anuvu provides satellite and cellular 
connectivity for passengers, crews and 
operational applications on commercial 
aircraft. Security techniques include VPNs, 
encryption, firewalls, intrusion-detection and 
physical separation of different networks.

Like Satcom Direct’s Christensen, Anuvu 
Operations VP Doug Murri sees penetration 
threats increasing. But he stresses that these 
threats do not endanger aircraft, as critical 
flight systems are physically separated from 
hackable communications.

Anuvu protects passengers partly by 
complying with standards such as those set 
by payment card providers. Its 
cybersecurity programme is constantly 
updated with regular audits, penetration 
testing, risk analysis, mitigation, and 
security exercises. The company 
collaborates with industry committees and 
other members of the Aviation Information 
Sharing and Analysis Center (ISAC).

A different perspective on cybersecurity 
comes from Pat Morrissey, a Cybersecurity 

LIGHTSPEED ADVANCES
Telesat now offers connectivity providers 
geostationary (GEO) satellite links, and its low 
Earth orbit (LEO) network, Telesat Lightspeed, 
will soon offer pole-to-pole connectivity with 
capacity concentrated around large airport 
hubs and busy flight routes. The satcom 
company supports passengers, crew and 
operating systems on board aircraft. 

Passengers must protect personal data, 
credit card information and confidentiality of 
communications, stresses Chief Information 
Security Officer, Charles Vaillancourt. 

Telesat has adopted the National Institute 
of Standards and Technology (NIST) 
Cybersecurity Framework for all its networks 
to promote cybersecurity. And the coming 
Lightspeed network will meet the highest 
security Infrastructure Asset Pre-Assessment 
Program (IA-PRE) requirements of the US 
Department of Defense. Lightspeed will also 
be vetted by a third party under the DoD’s 
Cybersecurity Maturity Model Certification.

Lightspeed was designed with 
cybersecurity in mind from the start. The US 
Space Force’s IA-PRE requirements govern all 
Lightspeed equipment, including ground 
antennas, modems, user terminals, space 
satellites, onboard processors and network 
operating systems. “This is the highest 
cybersecurity requirement for commercial 
satellite communications that exist in the 

The chief 
cybersecurity 
challenges are 
not within our 
system but 
predominantly 
external.

Michael Christensen,  
Chief Commercial Officer, 

Satcom Direct 

User-friendly: Satcom Direct’s  
vision of the connected cabin. 

CYBERSECURITY
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“The hardest challenge in IT and 
communications comes from using someone 
else’s software or servers that are harder to 
control,” Morrissey says. “We make our own 
software and design most of our hardware.” 
Other connectivity providers often do not 
control hardware and software.”

CASTLES IN THE SKY
One such provider is Thales, which supports 
both connectivity domains: specialised 
airborne communication for aircraft 
functions such as position and flight details; 
and communication for passengers for 
in-flight entertainment, Wi-Fi and 5G.

Thales sees cyber threats increasing and 
argues that long-term security requires 
heightened standards, improved data 
governance and deep industry co-operation.

“We integrate mechanisms for detecting 
and identifying anomalies in the equipment, 
as well as in the applications processing the 
data,” one manager says. Security mechanisms 
complete protection against malicious threats 
to passengers as well as systems. “The 
challenge today is to ensure the level of 
security is maximal throughout the life of the 
systems, for several years, even a decade.”

Focus is shifting to improving internal 
standards for access control and consumer 
data. Improved data governance is also 
crucial. Policies and training must reinforce 
heightened risk awareness and data 
protection across organisations. “Most 
important, the industry must work together 
to share best practices and threat awareness 
to improve overall security and resilience of 
the sector,” the company stresses.

Thales likens its multiple levels of cyber 
defence to the Vauban principle, named for 

need to be available like Iridium or Inmarsat, 
providing passenger services. Their job is 
more difficult.”

Instead of adding security protections to 
equipment, Collins uses its System Security 
Design Cycle, or SSDC, to design cybersecurity 
into all equipment from the outset. 

“It starts with the concept of operations, 
then we develop requirements, then we 
build it into lower-level requirements and 
software,” Morrissey explains. “Any data the 
system receives is evaluated for consistency 
with what is expected.” 

The SSDC approach is then used to test 
software, integration of equipment and the 
entire system for protection from any 
malicious attacks.

Morrissey says the approach works 
because of a certain predictability in hacking. 

“People always say cyber threats are 
evolving, but what really evolves are the 

tools and automation hackers use to 
make attacks. You can’t always be 

chasing these tools.”
Instead, Collins’s SSDC 

concentrates on the three 
forms hacks and attacks must 
always take: manipulation of 
the rate of data, 
manipulation of the size of 
data and manipulation of the 
type of data. 

By concentrating on these 
three types of attack and 

building protections against 
them into every step from  

design to production, Morrissey 
says SSDC simplifies the 

cybersecurity challenge.

Technical Fellow at Collins Aerospace. The 
company provides avionics equipment that 
delivers many types of communication, from 
legacy VHF radio to satcom, voice, data 
access and emails. But its equipment is used 
almost entirely for aircraft control and airline 
information in the cockpit, logically or 
physically separated from systems that 
support passenger in-flight entertainment 
and connectivity. 

Another unit of Collins, Connected 
Aviation Solutions, formerly ARINC, manages 
information technology and ground 
infrastructure for legacy voice and data 
communication and has also built support for 
internet data services.

“Airborne systems don’t have the same 
attack surfaces as IT ground systems do,” 
says Morrissey.

Collins’s equipment does not have open 
connections to the Internet, although it might 
funnel data through a private network. So the 
company treats all external connections as 
untrusted and builds multiple layers of 
protection into its routers and modems. 

“The benefit of being in safety-centred IT is 
that it is very tightly controlled and easier to 
implement security,” Morrissey explains. “We 
control all aspects of connections and don’t 

Interlinked: Telesat Lightspeed will soon offer 
pole-to-pole connectivity focused on aviation.

At your fingertips: the SD Pro operating system supports the management of all flight operations.

CYBERSECURITY 
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Louis XIV’s engineer who built a series of 
defensive citadels on the French territory. 

For cyber, the Vauban principle first means 
controlling and searching for information 
anomalies and relying on several distinct 
sources to validate the same information.

Another defensive level is business and 
vulnerability monitoring to prioritise 
countermeasures and evaluate risks.

Even with the best defence, human error can 
cause a breach. So Thales recommends further 
automation to eliminate human errors. 

“Technology and automation have replaced 
manual processes that were prone to error, 
simple to bypass or hack and not good at 
detecting wrongdoing,” the company says. 
Integrating the right technology strengthens 
cybersecurity processes and enables scaleable 
solutions necessary for aviation.

Thales searches for bugs or errors both 
manually and automatically. It uses fuzzing, 
a black-box software testing technique, bug 
bounties paid to friendly hackers to find 
flaws in its systems, and Breach and Attack 
Simulation (BAS). Machine-learning and AI 
help defend against attacks, while constant 
information exchanges between 
cybersecurity teams anticipate emerging 
threats and prevent or mitigate them.

Inmarsat also supports cockpit and 
passenger broadband connectivity, and the 
two functions pose multiple cybersecurity 
challenges, explains Deputy President Niels 
Steenstrup. The company applies the latest 
multi-tiered, end-to-end security and 
encryption techniques to safeguard its 
network. It independently verifies 
cybersecurity measures constantly. 

“Our infrastructure, solutions and 
operations are regularly validated and 
approved under ISO 27001,” Steenstrup says.  

Inmarsat advises new airline users on how 
to protect themselves and their passengers. 
Indeed, carriers frequently require 
cybersecurity clauses and requirements in 
connectivity contracts. The provider also 
works directly with aircraft and satellite 
terminal OEMs on cybersecurity and 
vulnerability assessments. 

This ensures that all Inmarsat services 
are safely and securely integrated into 
aircraft without compromising the integrity 
of the operating environment, employing 
link protection methods and solutions to 
support identified risks.

Steenstrup says Cebu Pacific’s Airbus 
A330neo, delivered early in 2022, is the first 
commercial aircraft in the world to fly with 
fully end-to-end encrypted cockpit voice and 
data communications secured with military-
grade protection of safety-critical 
communications and operational data.

Like Telesat, Inmarsat is applying defence 
standards to private security.  n

Safety services to and from the cockpit are 
segregated from passenger connectivity in 
the cabin, helping to alleviate concerns about 
cyber attacks. Segregation is done by creating 
a physically separated data fortress door, 
ensuring the highest levels of security. 

“It’s akin to the physical door that 
separates cockpit crew from the cabin,” the 
Inmarsat executive explains. 

Satcom Direct’s Data Center forms part of the backbone of its cybersecurity prevention services.

Satcom Direct provides onboard training to raise awareness of the need to be cybersecure at altitude.

CYBERSECURITY 
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superior experience on board these best-in-
class private jets.

What are BBJ’s biggest innovations when 
it comes to aircraft interiors? 
When it comes to innovations, there are a 
slew of important features BBJ offers that are 
high value, in high demand from our 
discerning customers and give what we 
believe to be the best private jet experience – 
without compromise. Many other OEMs offer 
individual items here and there, but BBJ 
offers the full complement that really is 
unmatched, all in one jet – for example, fully 
bespoke, custom tailored interiors with 
features and materials to meet any customer 
desire; large cabins that provide private 

The impressive BBJ aircraft, 
which are modified and uniquely customised 
versions of Boeing’s commercial airliners 
such as the 787 Dreamliner, offer unique 
characteristics such as separate lounges and 
bedrooms, full-size washrooms and luxurious 
interiors.

The programme has received more than 
260 orders since it was launched in 1996 and, 
according to Boeing Business Jets, is trusted 
by more heads of state than any other jet 
manufacturer. 

Alex Fecteau, Boeing Business Jets’ 
Director of Marketing and Director of Sales, 
Middle East, Africa & Mediterranean, shared 
his insight with Inflight, explaining the 
attention to detail that goes into providing a 

Delivering it all
Boeing Business Jets (BBJ) is seeing high demand in private, business and governmental 
sectors. Inflight spoke with Alex Fecteau, Boeing Business Jets’ Director of Marketing and 
Director of Sales, Middle East, Africa & Mediterranean, ahead of the 2022 NBAA Business 
Aviation Convention & Exhibition (NBAA-BACE). NBAA takes place in Orlando from 18-20 October 
and showcases the latest business aviation aircraft, products and services.

Alex Fecteau, Director of Marketing and Director 
of Sales, Middle East, Africa & Mediterranean, 
Boeing Business Jets
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staterooms with queen or king-sized beds 
(and full height walk-by aisles to allow access 
to the full jet by passengers and crew), full-
size showers and washrooms, meeting 
spaces, sleeping and dining areas, along with 

full-sized kitchens /galleys, and ceilings over 
7ft tall nearly all the way across the cabin.

Separate crew rest spaces that don’t 
encroach on the primary passenger space are 
also offered, as well as low cabin altitude, 
supplemental humidification systems and 
HEPA filtration air systems, all of which 
reduce jet lag, fatigue, headaches, and keep 
the cabin environment as clean as a hospital 
operating room.

Other features include integrated self-
contained Airstairs that allow your BBJ to be 
operated at smaller airfields without the 
jetways of commercial airports, low cargo 
compartment heights that allow loading and 
unloading without ground support 
equipment needed for even many of the 
much smaller jets, full 360-degree camera 
systems and interior videos to give those 
onboard full views of the environment they’re 
flying through, or views of the exterior you 
may not see through the cabin windows. The 
BBJ is also equipped for transoceanic, 
intercontinental and polar travel, not to 
mention the 6,600 nautical mile range that 
covers over 99.99% of all business jet flights 
flown. These plus many more that are nearly 
too lengthy to list.

What are the most requested cabin 
features by BBJ customers at the moment? 
The most requested features vary by 
customer really. Our heads of state and other 
VVIPs are always quite conscious of privacy 
and security, so typically desire beautifully 
bespoke private bedroom, lounge, and dining 
areas, with enough room for security, staff 
and family. And of course, this means they 
also want lounge spaces where they can 
gather comfortably, and BBJ of course 
delivers this.

More important now than before is of 
course high-speed Wi-Fi and connectivity so 

Plus, if a jet does need maintenance, they can 
draw from the thousands of airports our 
commercial versions fly to.

Part of the reason for the demand of these 
models are the hourly operating costs, which 
are in many cases a full third less than 
competitor purpose-built business jets with 
far smaller cabins. Additionally, spare parts 
and training are often one tenth the cost of 
our much smaller cabin competitors. Yes, you 
read that right, one tenth. 

Another factor that drives demand for our 
jets is BBJ’s reliability for on-time departure. 
BBJ is simply in a completely different league, 
and provides the best on-time departure of 
any airplane made based on commercial 737 
data collected by IATA and the USDOT 
worldwide. One of the many benefits of 
having a business jet underpinned by the 
robust commercial platform demanded by 
our huge commercial customers.

that passengers can stay connected or 
entertained as they would at home. 
As expected, BBJ offers the 
highest speed Wi-Fi and 
offboard connectivity 
of any airplane.

Other features 
often requested 
are lie-flat first 
class-type seats so 
that those 
passengers and 
family, or staff can 
also comfortably 
sleep on the long 14 to 
16-hour flights.

Cabin ambience is also 
important, so many 
customers love the 
multicoloured LED 
lighting and dimming 
systems. Crews can 
vary the lighting and 
ambiance appropriate 
to the flight segment – 
dark for sleeping, bright 
daylight for breakfast and 
waking, dimmer warm 
lighting for dining or relaxing 
after hours.

The full-sized showers and washrooms are 
very highly valued, and one of the key 
features aboard a BBJ that is not really 
feasible on our smaller-interior brethren, so, 
when customers travel, they can sleep, wake 
up, shower, dine and be fully prepared for a 
full work engagement upon landing, 
obviating the need for a several-hour hotel 
visit to prepare for the day.

Some customers even hold business 
meetings onboard their BBJ once they arrive, so 
they value the BBJ’s vast interior spaces, large 
wall video screens for presentations and other 
onboard amenities.

Which BBJ type is in highest demand at 
the moment and why? 
The BBJ in highest demand at the moment is 
the BBJ MAX – both the BBJ 737-7 and the 
BBJ 737-8. They can fly to thousands of 
airports in every part of the world, don’t need 
much ground support equipment other than 
fuel, and are reliable enough to trust that 
they won’t need maintenance at outbases. 

Bespoke requirements: heads of state and VVIPs 
place a premium on privacy and security.  
Images: Mark Berryman Design
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The bespoke nature of every BBJ is also 
important, customers won’t ever see another 
jet quite like theirs, and when on the ramp, 
BBJ has a presence like no other business jet. 
VVIPs appreciate this, and even if not a head 
of state, can certainly fly like one. Combined 
with the low operating costs and high 
revenue-generating capacity, and value 
retention, the BBJ is also desirable for charter 
and business operators.

A BBJ built for the Netherlands head of 
state won the prestigious 2020 Design et 
al Yacht & Aviation design award. What 
contributed to this win? 
This is a win we were very proud of. Designed 
by ALTEA, and with the interior completed by 
Fokker, this interior showcased all of the 
attributes of a true VVIP airplane, suitable for 
a head of state. Every attribute above was 
on the airplane, but importantly for 
the design, it was inspired, 
designed, and decorated to 
represent the best of the 
Netherlands history, 
characteristics and culture. 
The colour palette had much 
traditional Dutch orange, blue, 

starting to see further demand, which has 
remained persistent.

Obviously, these airplanes are the purview 
of the wealthy, governments, and businesses, 
all of which have remained reasonably 
resilient through the recent challenging times 
and remain in high demand.

I also see this demand as remaining strong 
for a couple more reasons. One is that, due to 
the pandemic-related restrictions and 
reductions in high-end commercial travel 
(first and business class in particular), those 
who still needed or wanted to travel and had 
the means, found that they could charter 
private jets for nearly the same cost as a first 
class ticket. Once they experienced the 
superior comfort, lower stress, reduced 
exposure to busy airport terminals in lieu of 
low traffic private terminals, and the five-star 
service in the terminals and on board, they 
never looked back. Plus, consistent with this 
segment, macroscopically, private jet travel is 
now steady at 10-20% above 2019 levels, 
whereas commercial traffic worldwide is still 
well below 2019 pre-pandemic levels. 

Another major reason I see the business 
aviation market remaining strong is simple 
supply and demand. Given the characteristics 
of private flyers, the increases in private jet 
travel, and the reduced new and used 
business jet inventory, it will take years to 
meet the demand, which should provide a 
buoyant and stable environment for business 
jet production for a while yet.  n

and white, and pillows 
and blankets included 

imagery of 
traditional Dutch 

Delft blue houses 
and countryside. 
Traditionally 
decorated table 
and dishware 

was included, 
plus all of the 

modern amenities 
such as large screen 

LED screens, high-speed 
connectivity, full-sized 
features, lighting, 
exquisite wool and 
leather surface 
materials, and more.

The exterior livery 
with the royal crest and 

national identification 
also makes the airplane 

stand out and unambiguously 
announce that someone special is 

aboard.
The design was extraordinary, reflected 

the spirit of the Netherlands and was the 
perfect jet to transport Dutch royalty and 
government officials.

How do you see the business aviation 
market developing? 
This sector is growing, and I believe will 
continue to grow for some time to come. Since 
the pandemic, there has been high growth in 
the business jet segment at large, however, 
since well before the pandemic, the trend of 
business jets was to larger jets, and in those 
larger jets, larger 
cabins. This is 
the business 
space where 
BBJ excels, 
and we’re 

Statement finish: designed by ALTEA, with  
the interior completed by Fokker, this suite for 
the Netherlands head of state won the 2020 
Design et al Yacht & Aviation design award.

High concept: Boeing Business Jets collaborated 
with design consultancy SkyStyle and boutique 
visualisation studio KiPcreating on this interior.

BUSINESS AVIATION
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Bringing 
balance on 
board
When it comes to the aircraft 
cabin environment, airlines 
need to consider several 
factors, including the problem 
of dry air. CTT Systems’ Chief 
Commercial Officer, Ola 
Häggfeldt, explains how the 
humidification of the aircraft 
cabin, crew rest area and 
flight deck can benefit 
everyone on board.
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Nuts and bolts: CTT’s 
Humidifier Onboard can 

be installed on board a 
range of aircraft either via 

OEM line-fit or retrofit.

Purple patch: the diagram above shows how CTT Systems’ Humidifier Onboard can improve the cabin environment. Source CTT
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The aircraft cabin is terribly dry, 
often as low as 3-7% relative humidity (RH) 
in the premium cabin. 

And on the flight deck there is almost no 
air humidity at all, CTT Systems’ Chief 
Commercial Officer Ola Häggfeldt notes.

In First and Business class, airlines’ most 
premium passengers enjoy leading comfort 
and best services, but in practice the 
experience comes with a price, notes 
Häggfeldt – a cabin climate that is more 
dehydrating than any place on Earth. 

“In such an extreme environment, our 
bodies’ natural moisture balance on a long-
haul flight is disrupted, causing dry air-
induced fatigue, rapid degeneration of our 
immune system and impaired taste,” 
explains Häggfeldt. “Remarkably, the more 
premium class, the drier the air is, which 
hereby is counterproductive to all premium 
efforts and ambitions.”

CTT Systems has developed a solution 
called Humidifier Onboard, which generates 
the striking humidity increase required to 
close the performance gap – elevating 
humidity back to comfort and ground-like 
level and empowering better wellness and 
wellbeing for pilots, crew and passengers. 

Häggfeldt says that when air humidity is 
sufficient for our bodies, we remain in 
balance, feel more at ease and our senses, 
such as taste, function as they normally do. 
This enhances the experience and lowers risk 
to contract infectious diseases.

fit and retrofit, Häggfeldt says that SFE is 
available for Airbus A350 for flight deck, 
crew rest and cabin, for Boeing 787 flight 
deck and crew rest and for Boeing 777X flight 
deck, crew rest and cabin. 

As a retrofit, it can be installed on board the 
Boeing 787 cabin, Airbus A350, Airbus A380 
cabin (SFE crew rest), Boeing 777-300ER, 
Airbus A330 and Airbus A321neo/LR.

Peter Landquist, VP Senior Advisor Sales at 
CTT Systems, explains more about the 
company’s humidity solution. 

He says: “The CTT Humidifier Onboard 
system is the game changer that ushers into 
an era of better wellness and improved 
sensory experience that makes flying far 
more pleasurable and keeps our immune 
system intact during the flight and, even 
more importantly, at arrival.” 

LEVELLING UP
CTT’s humidification product is available on 
board Boeing 787, A350AWD and the coming 
Boeing 777X, as well as via a retrofit. 

“Airlines can now install the Humidifier 
Onboard climate control system onto Airbus 
A350, A330, B787 and the coming B777X 
planes easily, either through OEM line-fit or 
retrofit, with low maintenance requirements 
and high reliability for more than 50,000 
flight hours,” says Häggfeldt.

While many airlines have already fitted 
Humidifier Onboard to their flight deck and 
crew rest areas, most areas of the cabin still 
have extremely low humidity, exposing 
passengers to uncomfortable levels of dry air. 

Ironically, it is the first class and business 
class cabins on long-haul flights that have 
the driest air, with levels dropping as low as 
5%, way below the standard regularly 
recommended by scientific studies which 
conclude that around 20% humidity 
provides ideal comfort. 

“Dry air is also a significant factor in the 
feelings of ‘jet lag’ that many people suffer 
from after flying”, notes Häggfeldt. 

Regarding the availability of CTT’s solution 
as supplier-furnished equipment (SFE) line-

Dry air is also a significant factor 
in the feelings of ‘jet lag’ that many 
people suffer from after flying.

Ola Häggfeldt, Chief Commercial Officer, CTT Systems

LONG-HAUL COMFORT 
So, what projects are in the pipeline next for 
the company? 

“CTT Systems is working with most premium 
airlines on SFE selection of humidification on 
new 787, A350 and 777X aircraft, as it’s 
becoming increasingly important on long-haul 
flights for intact health and less jet lag at 
arrival,” says Häggfeldt.

“This means the airlines also plan to offer 
the same comfort for first and business class 
on their existing fleet and need to upgrade 
and retrofit systems on board Boeing 787 
and 777 classic, as well as on board Airbus 
A380 and A330.”  n

Balanced approach: CTT Systems’ solution to 
the dehydration problem has multiple benefits.
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last word
Mark Hacker, Chief Technology Officer of 
Unum Aircraft Seating, discusses what 
Renaissance Engineering entails, why 
Unum has chosen to adopt this unique 
style of engineering, and its benefits and 
potential drawbacks for the seat 
manufacturing process. 

Renaissance Engineering is inspired by the creative 
and technical minds of the Renaissance, where individuals were 
supremely innovative by being part artist, part scientist, part 
philosopher and part mathematician. 

Today, larger manufacturers often use a conveyor belt system, 
with engineers working on one small part of a single component 
before passing it along the chain to another employee to progress. 
This process is repeated until the component reaches completion. 

Rather than operating in functional silos, the Renaissance 
approach means engineers work across the entire lifecycle of each 
particular module of the seat, seeing the whole process through 
from concept creation and design testing to manufacturing, 
engineering and, crucially, the final build.

At Unum, this philosophy is woven through our entire 
engineering methodology. Renaissance Engineering enables 
our engineers to develop their skill set quickly by having 
responsibility across the whole project. This technique is hugely 
rewarding for up-and-coming engineers as they are involved in 
the entire manufacturing process, providing them with 
unmatched broad experience and helping them grow their 
technical skills for future projects. 

THE PROS AND CONS 
Put simply, the result of Renaissance Engineering is agile 
development and personal responsibility in achieving the 
common goal. Giving one person complete oversight over a 
specific sub-project ensures that problems are resolved early and 
swiftly. Rather than passing the component on to the next person 
to solve, it is the original engineer’s sole responsibility to make 
any adjustments required. This approach also allows engineers to 
communicate directly with suppliers, ensuring constant 
communication is maintained from design to on-time delivery.

Arguably, a downside to this technique is that an engineer is 
expected to have a broad range of skills and knowledge of the 
product they are designing and manufacturing. Of course, no 
engineer can be expected to be a master of all trades. However, by 
providing a high level of mentoring and support, we have found 
that individuals are very adaptable, working across a wide range 
of disciplines and projects. Having responsibility across the entire 
process empowers achievement, rather than limiting ambition 
with specialisation in a narrow process.

ADOPTION IS KEY
There is a perennial shortage of engineers across most sectors. By 
increasing engineers’ level of product responsibility, they are 
much more likely to feel valued within the company and increase 
their skill set faster. Alongside this, engineers are inclined to find 
an added sense of passion and enthusiasm for the product they 
are creating, which in turn delivers a better final design.

THE OUTLOOK FOR MANUFACTURING 
Digitalisation is set to become even more prominent within 
product creation and delivery within technologies such as 
artificial intelligence and virtual reality supplementing human 
creativity and application. Product customisation remains an 
essential factor for airlines and manufacturers should ensure they 
have the digital tools in place to support this demand.

Innovations should produce a product designed around both 
customers’ and users’ needs whilst also delivering a comfortable, 
robust and maintainable foundation. 

UNUM AIRCRAFT SEATING

With more than 26 years of experience in engineering, 
Mark Hacker joined Unum as its Chief Technology Officer 
in 2022. Before joining Unum, Hacker held positions at 
Rolls-Royce, Zodiac Aerospace and B/E Aerospace, prior to 
its acquisition by Rockwell Collins in 2017. Most recently, 
he acted as an Engineering Consultant at NORDAM. Hacker 
draws his engineering inspiration from his father, who was 
a lead designer at Cadbury’s.

Unum Aircraft Seating: an 
introduction to Renaissance 
Engineering

Mark Hacker, Chief Technology 
Officer, Unum Aircraft Seating
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