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About Me
FINNAIR HOLIDAYS

● Janica Soppela
● eCommerce Manager, Finnair Holidays
● Previously Web Manager at Holiday 

Club
● Started at Finnair in August 2018
● Goals as eCommerce Manager to:

○ Increase sales 
○ Improve eCommerce customer 

experience



● About Finnair Holidays 
● Use case: Finnair Holidays packages

○ Identifying customer struggle
○ Moving from data to insight
○ Improving user experience
○ Testing and optimization

● What’s on the roadmap?
● Q&A

What’s in this presentation
FINNAIR HOLIDAYS
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Use case: 
Finnair Holidays packages



Visitors can’t find availability on chosen dates

“No package available” error message

IDENTIFYING STRUGGLE 1



Visitors chosen package is no longer available 

Package is no longer available 
or the price has changed

IDENTIFYING STRUGGLE 2



Answering business data questions

● How often does the error happen?
● How many users are affected by each 

error vs. average unaffected user?
● Which error has the biggest business 

impact? 
● How much is each bad experience 

costing us?

MOVING FROM DATA TO INSIGHT 



Quantifying the annual opportunity size
MOVING FROM DATA TO INSIGHT 

● Example of calculating the opportunity size for a 
certain issue customers are struggling with:
○ Conversion rate for those seeing the problem: 1,2 %
○ General conversion rate: 3 %
○ Delta in conversion rate: 1,8 %
○ Number of customers impacted with problem per month: 

5076
○ Average order value: 1500 €

● 1,8 % x 5076 x 1500 € x 12 = 1.6M € annual 
opportunity size



Prioritizing Development Projects
MOVING FROM DATA TO INSIGHT 

● High priority projects:
○ Have the biggest potential for 

sales increase 
○ Are the most easy, fast and 

inexpensive to deliver
○ Include other aspects like legal 

issues and overall user 
experience improvement



Visitors can’t find 
availability on chosen dates

IMPROVING USER EXPERIENCE 1

● Solution: redesigning the 
booking widget to include a 
price calendar, where 
availability is shown



Package no longer available
IMPROVING USER EXPERIENCE 2

● Solution: improved 
communication of the 
price change or no 
availability



Package page redesign A/B test
TESTING AND OPTIMIZATION

● The completion rate of the new 
package page was 222% better 
than the old version

● However, the next funnel step was 
performing worse on the new 
version

● We needed to understand why



TESTING AND OPTIMIZATION

1. ‘Finnair Plus’ login promo banner 
on the booking page was missing

2. The price communication 
message was causing people to 
leave the funnel

3. Users didn’t understand how to 
use the “edit search” 

Using Quantum Metric to 
understand usability



Using Quantum Metric moving forward

● Key in all future development projects to 
understand customer experience

● Taking advantage of the breadth of 
Quantum Metric features even more

● Integrating exit survey done on Qualtrics 
with Quantum Metric data

ROADMAP



Improving booking flow customer experience to 
increase sales

1. Identify customer struggle 
2. Quickly understand how many users 

experience the same error 
3. Quantify the annual opportunity size 

to create a business case
4. Prioritise efforts according to 

business impact
5. And lastly, measure and validate test 

results

SUMMARY



Any questions?

Janica Soppela 
eCommerce Manager 
Finnair Holidays

Thank you!


