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I. INTRODUCTION 
 
The aviation industry is amongst the mature 
industries worldwide. The industry consists of two 
main divisions, namely, the transportation of people, 
and goods. In other words it consists of the private 
and commercial airlines. Air travel is associated with 
a high level of safety risk that cannot be terminated, 
but only minimized by complying with the aviation 
safety responsibilities of the Federal Aviation 
Administration (FAA). 
The FAA is a government establishment with the 
power to regulate all aspects of aviation safety. They 
set rules and standards that need to be followed by 
the airlines in order to assure safety. Passenger safety 
education is considered to be crucial and aims to 
improve survival rates in accidents through efficient 
aircraft evacuation. Therefore, airlines are obliged to 
produce pre-flight safety videos that fulfill the safety 
education needs of passengers. 
Initially, the airlines’ cabin crew conducted in-flight 
safety instructions verbally. However, due to 
technological advances and availability of screens, 
the instructions were displayed in a video form 
through animated presentations or cabin crew 
performances.The rapid growth of the safety videos is 
creating a challenge in the industry. Most 
corporations prefer media format, however, not 
everything seen can be interesting and captivating, 
and hence companies need to differentiate themselves 
through the safety video demos. The videos need to 
convey the content of the original safety guidelines 
initiated by the FAA, and yet the way the message is 
delivered captures the audience’s interest (Plautz, 
2016). 
In-flight safety videos were mostly discussed in 
aviation related journals. For example, Molesworth 
(2014)tested the effectiveness of three different 
commercially available pre-flight safety-briefing 
videos in terms of passengers’ memory retention of 
the key safety messages. These videos were usually 
humorous, or have celebrities’ appearance. Kempner 
(2015) showedthat some airlines used comedy to 

teach passengers safety procedures because it was 
quite effective. In addition, Tehrani and Molesworth 
(2015) examined whether pre-flight safety briefing 
could be used to positively impact passengers' mood, 
and whether their retention of key safety messages 
contained within the video are influenced by the style 
of the safety briefing. 
However, to date, there are no well-formulated 
research papers demonstrating whether airline 
companies use in-flight safety videos for merely 
safety or also for marketing purposes.  Therefore, in 
this paper, we will be investigating and exploring the 
key contents of pre-flight safety videos presentations, 
what factors of the presentation potentially grab the 
attention of the passengers, what are some key 
questions to measure the effectiveness of the videos, 
and what are some methods to make a safety video 
more effective and memorable to passengers. 
Moreover, the viral marketing effect on safety videos 
and their use in promoting a commercial airline’s 
brand will be examined closely with supporting 
popular examples from different airlines. 
Pre-flight Safety Videos Overview 
Pre-flight safety videos can be defined as a video 
representation and explanation of the details about 
necessary safety features and actions that should be 
adopted by commercial airlines passengers in the 
event of an incident once airborne. Pre-flight safety 
videos are sometimes referred to as pre-flight safety 
briefings, in-flight safety demonstrations, and/or 
safety instructions (“Pre-flight safety demonstration”, 
2014). 
As set by the International Civil Aviation 
Organization, there are multiple aspects and messages 
that should be covered by a commercial aircraft’s 
safety video. These aspects are as follows (“Pre-flight 
safety demonstration”, 2014):the locations and usage 
of emergency exits,the attentiveness to emergency 
floor lighting,the use of the seatbelt and adherence to 
the fastening of seatbelts during turbulence,the brace 
position demonstration in case of an emergency 
occurrence,the use of oxygen masks, and the 
importance of a passenger fitting his/her own mask 
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before assisting others like children, disabled 
passengers, or others that require assistance,the 
location and use of life vests, life rafts, and flotation 
devices in the event of an emergency landing 
occurring near a large body of water such as an ocean 
or sea, and other reminders such as prohibiting 
smoking inside the plane and using mobile devices 
during take-off (“flight safe mode”), keeping 
seatbacks and tray tables upright and locked prior to 
takeoff and during landing, and stowing carry-on 
luggage inside the overhead locker or underneath a 
seat throughout the entire flight. 
Even though almost all commercial airlines deliver 
the same safety messages in their videos, they employ 
different methods to convey the message. The 
challenging aspect of these safety briefings is 
grabbing the attention of the passengers. According 
to Molesworth (2004), if the video does not have the 
passengers’ attention, “recall of content will be non-
existent”. 
Factors to Consider in a Pre-flight Safety 
Video Design 
There are multiple factors that can influence a 
passenger’s attention to a commercial flight’s safety 
video: (1) Visual Quality:includes the image size and 
resolution of the video and the proximity between the 
passenger and the video. Visual aspects of a safety 
video might pose as a barrier for the passenger’s 
comprehension of the messages in the video 
(Barkow&Rutenberg, 2002). (2) Audio 
Quality:includes the vocal quality with which the 
video briefing is delivered and the clarity of the 
sound during the briefing. Employing monotonous 
vocals during a briefing might contribute to the 
passenger’s loss of interest in listening to the video, 
as the passenger might perceive it as unimportant 
(Barkow&Rutenberg, 2002). (3) Subtitles: Ruenruoy 
(2015) suggested the use of subtitles in a video 
briefing as it would facilitate the comprehension 
process of passengers, especially those who 

encounter difficulty in speaking the airline’s official 
language or in clearly hearing the voice-over/narrator 
in the video. (4) Consideration for Passengers with 
Disability and Insufficient Language Skills: An 
airline should portray its consideration to people with 
disability by including features such as sign language 
representation of the key safety messages on the 
corner of the video (for deaf passengers), and clear 
audio and subtitles which can be changed to different 
languages to suit the needs of passengers who are 
blind or speak different languages (Ruenruoy, 
2015).(5) Passenger Engagement: Passenger’s 
interest in a safety video can be regained by 
employing creative pre-recorded videos that include 
humor, familiar movie and media characters, and 
themes (Molesworth, 2014). “The use of a celebrity 
or humor in the pre-flight safety video proved 
effective in terms of memory for key safety 
messages, and the video containing humor was the 
only video to positively influence individuals’ mood” 
(Molesworth, 2014). (6) Video duration: most safety 
video briefings last from 3-5 minutes.  
According to Molesworth (2014), regardless of the 
content of the video, the duration of the video does 
not affect the passengers’ attention, and that 
“performance in terms of time to first look away” 
from the video does not vary between videos that 
portray different form to convey the safety messages. 
Table 1 summarizes the factors that influence pre-
safety videos in terms of effectiveness. It is argued 
that the content of the safety briefings video is no 
longer about providing a way to convey safety 
information; rather the content is part of an airline’s 
marketing strategy to create the “viral” effect in order 
to attract other customers and promote the 
commercial airline’s brand. Furthermore, do the key 
safety messages delivered in pre-flight safety videos 
really determine the actual safety of passengers 
during an airborne incident?  

 
Table 1. Factors Determining Effectiveness of Pre-flight Safety Videos Design
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Viral Marketing Effect on Pre-flight Safety 
Videos 
Recent research by the International Air Transport 
Association (IATA) has shown the rise of 6.5% of air 
travel for the full year compared to 2014 (IATA, 
2016). Thus, this increase in demand of air travel is 
prompting airline companies to compete with one 
another to attract more passengers to their flights. 
This increased competition amongst commercial 
airlines is compelling carriers to continually discover 
new marketing techniques to attract consumers. One 
of these techniques is the use of in-flight safety 
videos as a way to generate a favorable viral 
marketing and word-of-mouth.  
Viral marketing can be defined as “the phenomenon 
by which consumers mutually share and spread 
marketing-relevant information in the form of emails, 
YouTube videos, and social media postings” (Mohr, 
2014). Certain products or experiences can generate a 
rippling word-of- mouth effect, when people start 
sharing their opinions about it within their network of 
friends and family.  Accordingly, Mason (2008) 
defines word-of-mouth as a promotional technique 
which “involves activities that are likely to encourage 
consumers to talk about a product or a company, to 
their friends and neighbors, setting in motion a chain 
of communication that could branch out through a 
whole community. It involves using reference groups 
and opinion leaders to spread information and 
knowledge about the product or company” (Mason, 
2008). 
Airline companies have used in-flight safety videos 
as a method to generate a positive word-of-mouth. 
For example, in late 2007, Virgin America’s has used 
a fresh advertising technique through animated in-
flight safety videos. Virgin America airlines was one 
of the first pioneers of entertaining in-flight safety 
videos, it was also the first in providing in-flight 
touch screens at every seat and pre-flight boarding 
music (Plautz, 2016). Virgin America has hit the 
jackpot when they uploaded their first satirical toned 
in- flight safety video that soon changed the way 
safety videos were perceived. Virgin Airlines took a 
risk by uploading an amusing cartoon version of the 
conventional clip that was usually demonstrated by 
flight attendants. The risk has paid off as many 
consumers reacted favorably towards the video. Not 

only was Virgin Airlines able to entice passengers’ 
attention to watch the in-flight safety video but it has 
also captivated potential flyers in their offices. 
Virgin’s first animated in-flight safety video has 
grossed over 900,000 views on YouTube to date. 
Leading airlines such as Virgin America nowadays 
are producing creative content to educate, entertain 
and most importantly establish connections with 
passengers beyond their flights. These videos are 
frequently appearing on Facebook news feed or the 
front page of YouTube because they captured at least 
one of the fundamentals concepts of viral marketing 
campaign: (1) Memorable content: Safety in flight 
instructions delivered in an unconventional method 
by using celebrities, movie themes and humor 
(Berger & Milkman, 2011; Berger & Schwartz, 2011; 
Gladwell, 2002; Porter & Golan, 2006) 
(2)Underlying digital social network: The main 
digital social network airline companies’ use is 
YouTube. Twitter and Facebook are also used to 
share the videos (Bampo et al., 2008). (3) Word-of-
mouth pressure: Evoking consumers to spread word-
of-mouth about a certain product or experience 
(Arndt, 1967). (4) Seeding strategy: According to 
Hollensen (2007), seeding is the process of “planting 
thecampaign with the initial group who will then go 
on to spread the campaign to others”. There are 
different forms of seeding such as through online 
forums, social networks, email, and blogs. 
Consequently, seeding helps companies benefit from 
the feedback they receive from the bloggers, allowing 
it to make necessary amends before a company 
publishes their online viral marketing campaign 
site.A company’s seeding strategy is the most 
important factor for the company to have a successful 
viral marketing campaign. Seeding the right audience 
is proven to be eight times more successful in making 
connected people within a network participate in viral 
marketing (Hinz et al., 2011). 
Content Analysis of In-flight Safety Video 
Airline companies have ventured out of the 
conventional way of creating in-flight safety videos 
into incorporating more creative ideas in developing 
these videos.  After investigating the most popular in-
flight safety videos on YouTube, it appears that most 
of the viral in-flight safety videos feature a wide 
range of categories such as celebrities, movies, TV 

http://iraj.in


International Journal of Management and Applied Science, ISSN: 2394-7926                                                    Volume-3, Issue-7, Jul.-2017 
http://iraj.in 

In-Flight Safety Videos: Safety Measure or Marketing Gimmick? 
 

46 

shows, animation and humor (see Table 2). 
Furthermore, it is clear that airline companies have 
used viral safety videos as a new marketing tool that 

they can capitalize on, to strengthen their brand and 
reach a wider audience both in flight and on land. 

 
Table 2: Example of Content Analysis of In-flight Safety Video 

 
 
Safety video embracing airline brand 
In order to retain the conservative brand image, some 
airline companies adopted the story-telling technique 
that could secure rewards by embracing the 
conservative side of the company. For example, both 
Virgin America and Air New Zealand emphasize 
their core brand through hyper interactive concept of 
regular interval videos. This approach enhances brand 
consistency. 
Some airlines used the unique elements of destination 
culture that are associated with the culture of the 
airline’s base. The contents of the video retain 
originality and cannot be copied. For instance, 
Hawaii airline filmed its natural habitat as a way to 
promote itself while demonstrating safety procedures 
(Pal, 2015). 
Keeping Pre-flight safety video simple 
Airlines are required to produce “interesting and 
attractive” content in Pre-flight safety demo to assure 
passengers digest the underlying contents with no 
barriers to communication. However, the way airlines 
define interesting and attractive can differ greatly; 
creating different means of presentations.Keeping it 
artistic while playing it repeatedly in every take off 
can be very irritating to frequent passengers and the 
underlying message might be vague. Therefore, some 
airlines tend to keep the pre-flight safety video 
simple, the presentation is kept formal, clear and 
straight to the point where no art exist.  
Emirates and Etihad Airlines for example invest 
heavily on marketing ads without having to innovate 
in pre-flight safety video demo. Both airlines have 
different marketing and corporate strategies than 
those of Virgin America and New Zealand Air. The 
pre-flight safety videos used onboard are animated 
straight to the point without adapting to the viral 
trend of artistic pre-flight safety videos used by 
others. However, Emirates have used cabin crew on 
football stadium to shoot new campaign in regards to 
pre-flight safety demo off board with 65,000 fans 
interactions.The way the message is delivered 
without distractions encourages people to remember 

important aspects of safety procedure. In times of 
emergency, they become assets to the evacuation, not 
a liability (Rae, 2016). 
Big airlines tend to focus on large-scale aspects to 
increase their market share of the aviation industry 
while the infants focus on micro-scale factors. To 
Emirates, safety of passengers and clear conveyance 
of safety education with no barriers is all that matters. 
Superior marketing scope is utilized to surge growth 
whereby pre-flight safety video is used as it is with 
great emphasize on content.  
Discussion and Future Research 
It is clear that Airline companies have ventured out to 
be creative in in-flight safety videos featuring 
celebrities, movie themes, humor and animation as 
part of their marketing strategy. The main intention 
might have been to grab passengers’ attention and 
keep them engaged. Yet the phenomenon has evolved 
to strengthen the airline brand and promote it using 
the wide audience on social media. The question in 
place is whether featuring videos using humor or 
animation can interfere with the delivery of the safety 
message.  Would a creative out of the box video 
capture the passenger’s interest in the entertainment 
provided while taking his/her mind off the safety 
message? This can be a drawback of entertaining 
safety videos. 
This exploratory research paper focuses on the 
findings from different literature reviews and real-life 
in-flight incidents. A future direction could be to 
carry out a field study where we divide a given 
sample of people into two groups: one group to watch 
the entertaining safety videos (such as the Air New 
Zealand and Virgin America videos), and another 
group to watch the basic more conventional ones 
(like Emirates Airlines’ and Etihad Airways’ videos). 
After watching the videos, we will ask these two 
groups about the safety messages they recall from the 
videos. We can thenmake some conclusions about 
our findings from the study about the effectiveness of 
the two types of safety demonstrations. 
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