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Beginning later this year, the Samsung Galaxy 
10.1 tablets will replace American’s current 
personal entertainment device in premium 
cabins on the airline's key domestic and 
international routes.

American Airlines comments: "We are 
modernising our fleet and investing wisely 
in new products to make the customer 
experience more contemporary. Working 
with Samsung to provision our premium 
cabins with the innovative Galaxy tablets will 
give our customers a cutting-edge inflight 
entertainment experience."

American Airlines has plumped for a pure 
tablet, taken straight out of the consumer 
market, or more generically known as a 
Consumer Off The Shelf device (COTS). 

Why should this cause a stir in the inflight 
entertainment industry? Simply because it is a 
departure from the conventional wisdom that 
airlines need IFE equipment from dedicated 
IFE vendors.

American Airlines states: "The portable 
IFE market is rapidly changing toward the 
adaptation of consumer products rather than 
purpose-built devices."

The last 10 years have seen consistent growth 
in the portable/handheld IFE sector, dominated 
by digEcor in the US, The IMS company (also 
in the US) and others such as e.Digital, AIRVOD 
and Bluebox. Some have tried to emulate the 
graphical user interface and navigation menus 
of the latest tablets and consumer devices. 

Bluebox has even launched Bluebox Ai, 
an iPad device customised for the inflight 
environment that uses operating software 
from Apple. This device is already on order by 
Australian low-cost carrier Jetstar, but is yet to 
enter service.

One of the issues relating to COTS devices is 
the underlying operating software. Previously, 
IFE vendors used their own operating software. 

But going to the open market has both pros 
and cons. The Samsung Galaxy Tab uses 
the Android platform, which is open source, 
whereas Apple devices operate on iOS.

Consultant Michael Childers notes: "One of 
the principal issues in re-purposing the iPad 
for IFE is the proprietary operating system. The 
Android operating system is open source and 
uses technologies that are, for the most part, 
commonly and widely available."

He adds, "No COTS device is likely to be 
able to be taken from the store to the aircraft 
without re-purposing. There will always be an 
IFE vendor involved in such re-purposing."

The Android 3.1 (Honeycomb) platform 
in the Galaxy tab provides fast applications, 
intuitive navigation and broader support of USB 
accessories, external keyboards, joysticks and 

gamepads.  Samsung will customise the Galaxy 
Tab for American’s inflight entertainment 
needs, adding more memory.

Another advantage to the Galaxy Tab 10.1 
according to American Airlines and Samsung, is 
its thinness at just 8.6 millimetres, making it the 
thinnest large screen tablet on the market.

digEcor marketing director Adam Williams 

"The last 10 years have 

seen consistent growth 

in the portable/handheld 

IFE sector, dominated by 

digEcor in the US, The IMS 

company (also in the US) 

and others such as e.Digital, 

AIRVOD and Bluebox."

Sally Gethin of Gethin’s Inflight News rounds up the latest product developments and 
orders in the fast-changing world of the inflight entertainment industry

FOcUS On inflight entertainment

American flies the galaxy
American Airlines’  surprise announcement this summer that it has ordered 6,000 tablet devices for its premium 
passengers makes it the first North American airline to offer a branded tablet inflight

The Samsung Galaxy Tab
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Jeremy Clark

I clutched the TV remote and 
muttering to myself, grimly 
went through the 8000 
channels we seem to have 
these days hoping to find 

something that didn’t involve fat celebrities 
swapping wives in the jungle or wannabe 
pop stars screeching like their gentlemen 
areas were caught in a revolving door. I love 
a good comedy and so I was delighted to 
come across the funniest show I have seen 
in a long time in which a Celebrity Chef 
attempted to revolutionise airline catering 
by achieving the unachievable. I refer of 
course to Heston Blumenthal’s programme 
on BA which most viewers will have found 
mildly entertaining but for those of us in the 
business has us either shouting at the TV or 
falling off our sofas with mirth.

I will leave aside for a moment the obvious 
fact that many flights that used to cater decent 
food, now don’t. He could have tackled that.  

I did though, watch with incredulity as he 
attempted to get a fine, competent and highly 
experienced bunch of BA crew to assemble 3 
Michelin Star style dishes in a B777 galley with 
no knives, and a working surface area of about 
2 sq ft.  Result: Utter chaos. 

Then, like an epiphany, poor Heston realised 
what the Flight Catering was for and why 
everything is prepared to finality before 
loading. And, figuring that cold food was 
easier to manage than those pesky ovens 
which cremate anything put near them, he 
created trays of chilled “taste experiences” 
which only required the crew to dip slivers 
of some sort of jelly into green tea powder 
and dress a highly complicated tray with 13 
different “sensations”. The result looked like a 
kids playset rather than food but according to 
passengers was very tasty. The bit that had me 
weeping with laughter was the requirement 
of all passengers to administer a nasal douche 
before eating to help the taste buds do their 
work. “Lovely,” <sniff> they said.

As an Exec Chef in previous lives I do 
understand the urge to experiment but 
with 33+ years in this business, I know as 
you do that pretty much every avenue of 
experimentation has been well trodden.

Finally, Heston worked with Gate Gourmet’s 
chef  Stephen Walpole to create a Cottage 
Pie that you can actually taste. The finished 
product included shitake mushrooms, best 
quality Parmesan, seaweed and other fine 
ingredients all of which boost the taste 
receptors and was well received. However, 
there was one glaring issue missing from this 
show. The Elephant in the Room. The “C” word.

Cost.
If I may get serious for a moment, one key 

reason airline food has the reputation it does 
is totally self inflicted. Despite the best efforts 
of caterers world wide to achieve the miracle 

of a decent dining experience at 30,000 ft, the 
airlines fanatical cost-cutting over the past 15 
years has all but made it impossible. 

When I worked for Pan Am in the 80’s we 
served the best New York Centre-cut Filet to be 
found anywhere on the ground or the air. But 
not cheap. So I doff my hat to British Airways 
who elected to be Heston’s guinea pig for this 
exercise.  I just hope that their willingness to 
appear genuine in the attempt to improve food 
service is backed up by investment. Because as 
hilarious as this show was, the best line went to 
the nice lady on BA’s taste team who said “It is 
so important to us that passengers get quality 
and don’t go hungry “. Such a shame she 
wasn’t next to me on my 12.40 BA flight to Nice 
for ITCA, to witness lunch which consisted of a 
single, miniscule packet of crisps.  

It was however, beautifully served!

www.nickbrem
er.com

Welcome to our world, Heston
Jeremy Clark checks out a designer cottage pie. Email your comments to: clarkjeremy@hotmail.co.uk
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Product News

New 
deNtOcard
A new on-the-go, individually 

imprintable dental floss dispenser 

in a credit-card-format has been 

introduced by dentOcard. Each 

dispenser contains 10 metres of floss. 

www.dentocard.com 

A portable, drug-free and non-

invasive biofeedback system, the 

StressEraser measures a user’s heart 

rate and allows themto de-stress by 

following the visual and audio cues 

on the screen which guides them to 

inhale and exhale, slowing down their 

breathing. It currently retails at £140. 

www.StressEraser-UK.com

Billed as an alternative ‘when carts just 

don’t make sense’, this new option 

for cleaning staff, contains tools in a 

shoulder bag. The Custom heavy-weight 

durable fabric tote has inner pockets to 

hold cleaning products, amenity refills, 

and in-room signage replacements. It 

can be reproduced with a custom logo 

and in different colours and sizes.

www.wessco.net 

Innovation and design make up every aspect of our industry.  Send us details of your latest product for 
free inclusion in these pages together with a hi-res photograph to:  jo.austin@onboardhospitality.com

diva POPcOrN

the 
StreSSeraSer 

the chatwal 
hOuSekeePiNg 
Bag

The Diva range of healthy air-popped popcorn comes in four different flavours: 

Sea Salt & Balsamic Vinegar; Camembert, Gouda & Brie; Rock Salt; and Sweet 

Chipotle Chilli. The wholegrain snack comes in 21/23g bags and is gluten-free, 

low fat (less than 0.4g of saturated fat) and around 100 calories – as it’s air 

popped rather than oil-popped as is usual. 

www.divaallstars.com

Wrapex has developed a new 

cling film which is 20 per cent 

thicker than standard films. 

Prowrap Premium is perfect for 

tougher, more specialist jobs, 

such as wrapping and moulding 

cold roulades or massaging 

and marinating meat recipes. 

It is supplied in an improved 

‘cutterbox’ dispensing pack and is 

available in 300m rolls in a choice 

of widths, 300mm and 450mm. 

www.prowrap.co.uk 

All natural roasted and spiced 

chickpeas, The Good Bean packs from 

GoPicnic come in four flavours: Sea 

Salt, Cracked Pepper, Smoky Chilli & 

Lime, and Sweet Cinnamon. They are 

high in protein, high in fibre, low-fat, 

gluten-free, and nut-free. 

GoPicnic’s Tuna and Salmon Cups 

are designed specifically for airline use 

in single-serving PVC cups with easy-

peel lids and a low/no ‘fishy’ odour. 

The dolphin-safe tuna is lemon-

pepper flavoured and the chilli-lime 

salmon contains wild Alaskan salmon. 

Each 1.6 oz portion is only 40-80 

calories and contains no artificial 

flavours, colours or preservatives.

www.gopicnic.com 

New 
PrOwraP 
Premium

gOPicNic’S 
New gOOd 
BeaNS

Global Inflight Products (G.I.P) is 

adding to its ‘Green Is Possible’ line 

by including sustainable bamboo 

blankets made from an average of 

70% bamboo and 30% cotton, 

creating a soft and fluffy feel. 

www.gipusa.com 

BamBOO 
BlaNketS
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Feature: Trolleys

Let’s face it, they are ugly, cumbersome, 

and are constantly getting lost all around 

the world. They are a necessary work 

horse loathed by those who have to wield 

them up and down the aisles.  They have to go 

through an average of 4000 very hot machine 

washes in their lifetime, and are expected to 

keep food and drink at a precise temperature 

whilst helping crew to sell their wares.  

Trolleys have been the dinosaur of our industry. 

Nothing has changed for forty years. That is, it 

appears, until now.  

After months and years of detailed research 

into hi-tech, lightweight materials, mobility 

technology, point of sale security and mobile 

marketing, the industry is seeing a revolutionary 

new range of intelligent trolleys that are about to 

adorn an aisle near you. 

In the air
Driessen’s technical team has spent two years on 

its latest trolley project designed to meet Airbus 

requirements and launched at ITCA Nice this year.  

Result:  the new Hybrite.  But how do you re-invent 

a trolley?  Michiel Maris, sales and marketing 

director at Driessen, told OnBoard Hospitality how 

he has been working closely with air crew to come 

up with the perfect answer.  “We found that crew 

hold the trolley on its sides as the handle can be 

too cold.  They wanted rounded, softer corners to 

minimise accidents and to help avoid bumping 

into seats and passengers.  Above all they had to 

be easily manoeuverable and light in weight.”

The Hybrite is made from a new synthetic 

aluminium and composite material with a light-

weight wheelbase.  It is easily repairable and 

rotable, saving down-time and maintenance 

costs.  The new ‘family’ of Driessen trolleys have 

interchangeable parts and weigh under 18 kilos. 

The panels can be easily replaced with promotional 

designs to help promote onboard sales. 

Production of Driessen’s new range is in Thailand 

from where our roaming reporter, Jeremy Clark, 

will report back in a future issue.

Says Joshua Chang of Diethelm Keller Aviation 

in Singapore: ”Since joining the company in 2006 I 

have been working on lightweight.  It is expensive 

to be lighter but our clients, Swiss and Jet Airways, 

both made the investment back in the ‘90s.  Our 

all-aluminium Ecolite® trolley was bought in its 

1000’s by Swiss, LAN, Eva and Air New Zealand 

during the crisis in 2009, realising the savings to 

be made. Ecolite® is now registered and protected 

under the trade mark law, which demonstrates 

the value we put into the name which reflect both 

lightweight and eco-friendly.

“The trolley still needs to be able to carry as 

much as possible while keeping food warm or cold. 

While lightweight, the trolleys need to be strong 

and new materials have enabled us to do just that. 

Top drawer
The bête noire of the airline industry has had a facelift and promises to become our 
new best friend. Jo Austin does a cartwheel

Main: Norduyn’s award-winning Quantum trolley; right, the new Hybrite 

trolley from Dreissen
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EasyJEt’s statistics for passenger numbers, 
released in May 2011, showed a year-on-year 
increase of 11.8%, with the load factor an 
impressive 87.2%. But this means that the 
average bums-on-seats on every flight is only up 
0.7%. The low-cost model is approaching peak 
efficiency, so these airlines have to squeeze extra 
revenue from their passengers.

Ryanair, one of the most successful, has 
recently achieved an impressive 22.1% of their 
total from ancillary charges. Passengers have 
noticed a greater emphasis on baggage charging 
as the rules on the size and weight of cabin 
baggage are rigorously enforced, with checks 
and weigh-ins at the departure gate.

Top of the list of AR earners, however, is 
US-based low-cost airline Allegiant, with 29.2% of 
its  total revenue. Is this the maximum possible? 
How much squeezing of their travel wallets will 
passengers put up with?

One of the least contentious and best AR 
earner is frequent flier programmes, says Jay 
Sorenson in a detailed review undertaken for 
Ideaworks. Airlines large and small can benefit 
by rewarding customer loyalty and reinforcing 
the brand. 

For most airlines, however, the largest revenue 
opportunity is provided by something nearly 
all passengers have: baggage.  In this latest 
report, Sorenson describes how these fees 
are becoming the industry’s largest source of 
ancillary revenue. He also comes up with an 
eight-point plan entitled ‘Bring on Baggage Bliss’, 
enabling airlines to streamline their bag policy 
without alienating passengers.

Traditionally, two free checked bags were 
included in the ticket price on domestic 
US flights. In 2008 most US-based airlines 
introduced fees for the second piece of checked 
luggage. This was quickly followed by a fee 
for the first bag, and, by the end of 2009, only 
Southwest Airlines was offering free checked 

bags. This was in direct response to the rise in 
fuel price to an unprecedented $4 per gallon.

These charges have saved some airlines’ 
bacon. United Continental, for example, would 
have posted a loss last year without its baggage 
fee revenue of more than $654 million. Hardly 
surprising, then, that it recently announced 
a new baggage fee initiative: charging fees 
on second bags to practically every United 
Continental destination. The new revenue will 
help to offset the increase in the company’s fuel 
bill of $1.1 billion in Q2 2011, compared to the 
previous year.  

American and Delta, also suffering the 
effect of fuel price increases, will be inclined 
to match United Continental’s move. United 
Continental is a key member of the Star 
Alliance and other members, such as Air China, 
Air New Zealand, Singapore Airlines, and Thai 
Airways, will have to consider the bag fees on 
flights to Asia and Australasia.  Partners on 

transatlantic routes, such as Lufthansa, SWISS, 
and South African Airways, will likewise be 
forced to look at fees for Africa and the Middle 
East.  Sorenson believes that consumers and 
airline executives worldwide should prepare 
for the introduction of first bag fees for 
international travel. 

As Ann Miller, manager retail sales, American 
Airlines said at a recent ARC2011 event in 
London: “This business is about fuel-burn, not 
retail.” Focusing on AR, whether onboard retail, 
seat upgrades, bag charges, or frequent-flier 
programmes, helps to ease the pain, but the 
patient is still in danger.

Passing the buck for baggage

Focus on ancillary revenue

As fuel prices increase, airlines are plugging the gap with baggage charges. How high can they go and 
what happens next?

"consumers and airline 

executives worldwide should 

prepare for the introduction 

of first bag fees on all travel"

LCCs are leading the way in squeezing revenue from their passengers but traditional airlines 
are not far behind.  Richard Williams discusses the results of Ideaworks' detailed AR review
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