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BACKGROUND

From its foundation as America’s first international airline on 
October 28, 1927, to its peak in the 60s, and throughout the 
remainder of the 20th century, Pan American Airlines 
represented luxury, glamour and limitless possibilities. Pan 
American Airways folded on December 4, 1991.

Adored by celebrities, rock stars and the International elite, 
iconic Pan Am was made famous by its Clippers, first-class 
amenities, stewardesses, and of course, the Pan Am bag. 
Carrying a Pan Am bag signified the prestige of a privileged 
lifestyle, a certain freedom achieved when the ends of the 
earth are suddenly within reach. (www.panambrands.com)

In the wake of Virgin America’s acquisition by American 
Airlines, Pan Am sees an opportunity for a flying experience 
that will return an airline to Pan Am to its glory days. They 
plan on launching a new airline in 12 - 18 months and are 
looking for a tight, well-thought out use experience to match.



CASE 
STUDY: 

PAN AM

• User Experience Research + Design a 
complete rebrand for Pan Am Airlines

• Target Consumers
• Travelers
• 18 – 65
• Male + Female



RESEARCH PLAN

• Problem: Pan Am sees an opportunity 
for a flying experience that will return 
an airline to Pan Am to its glory days. 

• Purpose: Revitalize a brand that folded 
in 1991 and return consumers to that 
“luxury of flying”.

• Research will focus on observation, 
interviews survey and competitive 
analysis.



RESEARCH 
QUESTIONS
• What type of travel do you typically do? 

(Vacation, Business)

• How many days do you normally travel a 
year?

• What are your priorities when booking your 
trip?

• Can you show me how you book your trip?
• Why do you click here?
• What made you do XYZ?

• Why do you use XYZ site over a 3rd party 
vendor site (or vice versa)?

• Do you use the company’s app? Why or why 
not?

• What is most important to you when booking 
your trip?

• How do you feel about the overall experience 
of the trip you have booked?

• Are there things you would like to see on the 
site to improve your overall booking 
experience?



USER RESEARCH + 
STRATEGY

• Consumer Inquiries
• Personas
• Competitive Analysis
• Business Goals



PERSONA: THE ADVENTURER

• User personas are 
realistic representations 
of key audience 
segments for 
products/service

• Created persona based 
on the interview – Josh 
is an enthusiastic 
adventurer looking for 
an easy way to book his 
next vacation to a 
remote area of Africa



PERSONA: THE WANDERER
• User personas are realistic 

representations of key 
audience segments for 
products/service

• The goal is not to represent 
every audience member, 
but address the most 
important needs of the user 
group

• Created persona based on 
the interview – Gabby is a 
Wanderer who loves quick 
weekend getaways



COMPETITIVE 
ANALYSIS

• Performed 
competitive analysis 
to arrive at a deeper 
understanding of the 
problem

• Reviewed  Southwest, 
Delta and Virgin 
America 



NEXT 
STEPS

• We’ll be segueing into interaction 
design as our next step in product 
development.

• A feature matrix, sitemap, and user 
flows will all be developed with a 
focus accessibility for patients
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