
Story telling experiences and their catalytic role 
in air connectivity





AIRLINES PROMOTING EXPERIENCES - RYANAIR



AIRLINES PROMOTING EXPERIENCES – JET2



PASSENGER TRAFFIC EVOLUTION
2006-2024
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PASSENGER TRAFFIC VS TOURISM ARRIVALS

✓ Strong Correlation between passenger traffic and tourist arrivals.
✓ It is estimated that currently 67% of the passengers are inbound leisure travellers
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• Balanced mix of 
airlines models

55 AIRLINES

• 95 from Larnaka

• 59 from Pafos
154 ROUTES

• 35 to Larnaka

• 22 to Pafos
38 MARKETS

CYPRUS AIR CONNECTIVITY 2024



NETWORK EXPERIMENTATION

36 new routes added to Larnaka and Pafos 
since the pandemic

Paris - 
Larnaka

Paris - 
Pafos

Cologne - 
Larnaka

Zagreb - 
Pafos

Marseille - 
Pafos

Bordeaux 
- Pafos

Venice - 
Pafos

Frankfurt 
- Pafos Munich - 

Pafos
Cologne - 
Pafos

Hannover - 
Larnaka

Wroclaw - 
Larnaka

Barcelona - 
Larnaka

Memmingen 
- Pafos

Gdansk - 
Larnaka

Salzburg - 
Larnaka

Bern - 
Larnaka

and many more



AIR CONNECTIVITY - A FUNCTION OF
DESTINATION COMPETITIVENESS

Mature product

Good hotels & 
general 
infrastructure

Known leisure 
destination

Know – how 

Longer Sector

Perceived only as 
Sun & Sea 
destination

Lack of product  
diversification

Single minded 
focus

Inconsistency in 
quality standards
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Trends in 
Airlines
• Demand & Yields are 

key decision drivers

• Consolidation – 65% 
of market share in 6 
airline groups

• Hybridization –
distribution 

• Sustainability

• Prefer year-round 
operations

• Diversified passenger 
mix 

Passenger 
trends
• Shorter stays

• New 
Destinations/ off 
peak demand

• Authentic 
experiences

• Health & 
wellness 

• Technologically 
minded

• Information 
gathering

• Word of mouth

DESTINATION



STORY TELLING EXPERIENCES

STORY 
TELLING 

EXPERIENCES

Source of 
Differentiation

Support year 
round 

/winter

Powerful 
marketing

Engage 
people – 
Word of 
mouth 

It is not just  
Special 
Interest 
products

It is not 
Workshops



IT’S ALL ABOUT CREATING BUZZ

Identify sources of 
experiential story 
telling across the 

island

Collaborate in 
creating the 
experiences

• Private

• Public

Collaborate in 
promoting

• To create 
awareness 

• Distribution 

Collaborate in 
delivering

• Hotels

• Airlines

• Professionals



THANK YOU
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