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Chers passagers, chers clients,

& travers les quelques lignes de cet edito, joesp re vous faire
partager et sutout vous donner ldenvie de parcourir notre ma-
gazine de bord.

Vous allez parcourir le PREMIER num@ro et, au fil des pa-
ges, vous retrouverez toutes les sensations, les plaisirs et le
dynamisme que 16®quipe de BLUE LINE a mis " la r®alisation de
celui-ci.

Et cest vrai aussi une grande fiert®.

Pour ce premier num@®ro, nous avons voulu °tre diff@rent,
comme ldest notre compagnie.

Le format, le contenu, les articles, les differentes rubriques et
le ton se veulent " ldimage de BLUE LINE et des ses ®quipes.

Alors ®vadez-vous au gr des articles et partagez avec nous un
agr®able moment.

Bonne lecture et bon vol ~ vous,
Laurent VALET
Directeur des ventes et du marketing

Dear Passengers, Dear Clients,

Through the few words of this editorial, | hope to share with
you and above all inspire you to read our in-flight magazine.

Skimming through the pages of this first issue you will find once
again the sensations, the pleasures and the dynamic that the
Blue Line team has put into the creation of this magazine.

And, too, the pride we have taken in it.

Through this first issue we wanted to be different, just like our
company.

The size, the content, the articles in the various columns and
the tone reflect Blue Lineds image and that of its teams.

So escape through these articles and share with us a pleasant
time.

Have a good read and a good flight.

Laurent Valet
Vice President of Sales and Marketing
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Type : Jet bir®acteur Type : Jet bir@acteur

Ann®e de construction : 1991 Ann®e de construction : 1991

Immatriculation : F-GNLG et F-GNLH Immatriculation : F-GMLI et F-GMLK

Vitesse de croisi re : 850 km/h (460 kts) Rayon ddaction : 4500 km (2430 nm)

Altitude de croisi re : 10 500 m (35 000 pieds) Vitesse de croisi re : 880 km/h (475 kts)
Conpguration cabine : 100 si ges / Altitude de croisi re : 11 000 m (37 000 pieds)
80 si ges / 52 si ges Conpguration cabine : 60 si ges en cuir
£quipements : 2 galleys, 3 fours, £quipements : 4 galleys, 4 fours,

2 boilers, 2 toilettes 4 boilers, 3 toilettes

£quipage : 1 commandant de bord, £quipage : 1 commandant de bord,

1 pilote, de 2 " 4 hitesses 1 pilote, de 4 ”° 5 h1tesses

Base : A®roport Charles De Gaulle - Terminal 3 Base : ABroport Charles De Gaulle - Terminal 3

—.Lue Line
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Blue Line est un acteur majeur sur le
march® des Charters Vacances, les plus
grands tours op@rateurs et consomma-

teurs nous font confiance :

- Air Masters

- Club Med 7/ Jet Tour
- FRAM

- Gestair

- Go Voyages

- Heliades

- Marsans

- Mondotours

- Touristra

I A Y[
Blue Line operates flights on behalf of
major tour operators such as:

- Air Masters

- Club Med 7 Jet Tour
- FRAM

- Gestair

- Go Voyages

- H®eliades

- Marsans

- Mondotours

- Touristra

Rilmin
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Acteur indispensable du sous-affr te-

ment ponctuel
ACMI (Aircraft Crew Maintenance Insurance)

Blue Line op re des vols pour :
- Air Berlin

- Alpi Eagle

- Austrian

- CCM

- Easyjet

- Groupe Air France

- Hapag-Lloyd Express
- KLM

- Spanair

- Fly Be

0
Major company for sub-charter flights
ACMI 0 Aircraft Crew Maintenance Insurance

Blue Line operates flights for:
- Air Berlin

- Alpi Eagle

- Austrian

- CCM

- Easyjet

- Groupe Air France

- Hapag-Lloyd Express
- KLM

- Spanair

- Fly Be
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Blue Line est le partenaire des princi-
paux courtiers a@riens europ®ens pour
loaffr tement des vols ponctuels.

La compagnie Blue Line intervient sur
differents types de march@®s tels que :

- les lancements de nouveaux produits
(automobile, industries de luxe)

- les d®placements des ®@quipes sportives
- I6incentive

- les congr s et s@minaires

0000oonoooo

Blue Line is the partner of the main Eu-
ropean broker fort the charter of ADHOC
flights.

Blue Line acts on different type of
market such as:

- launching on new products (car, luxury
products)

- sport team trip

- incentive

- congress and seminar
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MD83 VIP

Corporate & Executive Jet Charter

60 Business leather seats

Executive sales
TEL: =33 (0)1 30 1899 13-Tél: +33 (D)1 30 18 18 40 (H24) - GSM: +33 (D)6 3371 28 74
Fax: #33(0)1 30 18 14 44
E-mail: sales@{lyblueline.com

www. fHlvbloeline.com
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D s son CAP cuisine en poche, Alain
Giraud travaille dans plusieurs types

de maisons : restaurant classique,
grand htel cannois, chOteau htel.
Il int gre Servair en 1977, seulement
quelques ann®es apr s loouverture
de l6a®roport CDG, " quelques kilo-
m tres de son lieu de naissance. Un
retour aux sources en somme.

L™, il gravit un " un les ®chelons :
cuisinier, chef de brigade, chef de
cuisine, chef de projet, chef Air
France...

lain Giraud is the executi-
ve chef for Servair and for
all the airline companies it
furnishes with the excep-
tion of Air France. And so it is he who

elaborates the menus for some 90 inter-
national carriers, including Blue Line.

Is catering like working for a restau-
rant?

No. There are links and the basic profes-
sion is the same, but feeding passengers
is particularly restricting. Also we dondt
have any contact with the passengers
that we are actually feeding, just with
our clients, the airline companies. Cate-
ring imposes restrictions on space, dis-
tance, and the time between the prepa-
ration of and the eating of the meal. And
it is also dependent upon the high level
requested by the airline companies:
the rules are drastic and consistency is
essential. That means using special pro-
ducts.

What do you like about this profes-
sion?

Paradoxically, the restrictions force in-
creased creativity. Whereas a restaurant
chef can diversify his plates according to
the dish or the season, we have to serve
fine cuisine in plates that measure 5.6
inches! We have to maintain presenta-
tion, flavour, taste and smells in spite of

OI0omooiOoooooomon

lain Giraud est Chef exe-
cutive Servair pour toutes
les compagnies, hormis Air
France. € ce titre, il ®labo-

re les menus de quelques 90 compagnies
internationales, dont Blue Line.

Le catering est-il un restaurant comme
un autre ?

Non. Les passerelles sont proches et la
base est ®idemment commune, mais
nourrir des passagers est particuli -
De plus,
ndavons pas de contact avec le passager

rement contraignant. nous
que nous nourrissons mais seulement
avec nos clients, les compagnies.
Le catering impose des contraintes de
place, de distance, de temps entre la
pr@paration et le repas, mais d®pend
aussi du haut niveau dbexigence des
compagnies a@riennes : les codes sont
drastiques et la r@gularit® essentielle.

Ce qui signifie des produits particuliers.

Quiest-ce qui vous pla’t dans ce m®tier ?
Paradoxalement, les contraintes pous-
sent " plus de cr@ativit®. O% un chef de

the re-heating and the transportation.
A chef can analyze things every evening
when he closes his dining room. Here
our menus are established one or two
months in advance. We have to be per-
fect.

And, too, to conceive and make menus
for 90 carriers requires a strong interna-
tional culture. We have to make Japane-
se food for the Japanese, Indian for the
Indians, Thai, Pakistani... So that makes
us take a close look at what webre doing
and to constantly discover new recipes.

Can you suggest wines, work with the
seasons?

The airline companies are very deman-
ding on diversity. Sometimes they are
even prepared to change the tablecloth
or the tableware according to the season.
Evidently our menus follow this rhythm,
even if we elaborate our menus 6 or 7
months ahead of time, without knowing
for example if the mangoes scheduled
for the summer will be as good as we
expect them to be. Concerning wines,
the companies often have their own
oenologist, increasingly
called upon to give advice on wine.

but we are

What are Blue Lineds catering specifi-
cities?

The business and VIP classes that Blue
Line offers are very special. We propose

restaurant peut varier son assiette selon
son plat ou selon la saison, nous devons
faire de la grande cuisine dans des as-
siettes de 14 cm ! Il nous faut garder
vision, saveur, go%t et odeur malgr® le
r@chauffage et le transport.

Un chef peut faire le point chaque soir
en fermant sa salle. Ici, nos menus sont
arr°t®s sur 1 ou 2 mois, = nous dé°tre
parfaits.

De plus, concevoir et r®aliser des menus
pour 90 compagnies n®cessite une forte
culture internationale. Nous devons cui-
siner japonais pour des Japonais, indien
pour des Indiens, thay, pakistanais...
Cela remet fortement en cause et fait d@-
couvrir sans cesse de nouvelles recettes.

Pouvez-vous intervenir sur les vins, les
saisons ?

Les compagnies sont tr s demandeuses
de vari®t®. Elles sont parfois pretes ™~
changer la nappe ou la vaisselle selon
la saison, il est ®vident que nos menus
se calquent sur ce rythme, m°me si
nous ®laborons nos menus 6 ou 7 mois
loavance, sans savoir par exemple si les

a varied menu to the company, which
then submits it to its client, who makes
his own choice. Within four days, we are
able to elaborate a new menu.

And the innovative step for light menus
that Blue Line has requested is interes-
ting. That allow for a caviar dish or a
true fresh salad, always using fine pro-
ducts that are worthy of the best busi-
ness classes of the leading airlines.We
are practically catering for a private trip
during which it is possible to have a Fau-
chon fruit basket, dainty sweets or ice
cream on board.

mangues pr@vues en ®t® seront  la hau-
teur de nos attentes.

En ce qui concerne les vins, les compa-
gnies ont souvent leur ‘I'nologue maison,
mais nous sommes de plus en plus sollici-
t®s pour conseiller les vins.

Quelles sont les sp@cificit®s de Blue
Line en mati re de catering ?

Loffre corporate et VIP de Blue Line est
tr s particuli re. Nous proposons ~ la
compagnie un menu vari® qudelle sou-
met  son client, qui fait lui-m°me son
choix. En 4 jours, nous sommes = m°me
do®tablir un nouveau menu !

De plus,
menus all®g®s que demande Blue Line
est int®ressante. Cela permet un plat de
caviar ou une vraie salade fra'che, avec
toujours des produits de bonne tenue
dignes des meilleures classes affaires
des grandes compagnies.

On est presque dans un service traiteur
de voyage priv® o% serait possible une
corbeille de fruit Fauchon, des mignar-
dises ou des glaces "~ bord.

la d®marche innovante de

Qioooooon

With his cooking diploma in hand,
Alain Giraud worked for a wide range
of establishments: restaurants ser-
ving classic French cuisine, a leading
Hotel in Cannes and in the kitchen
of a luxury chateau hotel. He joined
Servair in 1977, just a few years after
Charles de Gaulle airport opened, a
few miles from where he was born. It
marked a return to his roots in a way.
At Servair he moved up the ladder:
cook, chief of the staff, chef, project
leader, chef for Air France...
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Pourquoi un magazine de bord ?

Tout simplement pour combler un vide.
Nous ndavions pas de magazine et nous
nous sommes dit que nous devions re-
nouveler un peu le genre, faire quelque
chose de different, comme lbest notre
compagnie.

Cbest pourquoi le format, le contenu
et la mise en page sont novateurs, pas
r@®volutionnaires mais pas loin. Cdest, je
crois, un magazine de bord avec un ton
nouveau.

Quel est léesprit de ce magazine ?
Liesprit est le terme adapt®. Il faut quien
lisant le magazine, chaque passager re-
trouve lesprit de notre compagnie. Cela
signifie son accueil, son service, son con-
fort ainsi que sa difference. Le magazine
nous correspond, il est le prolongement
naturel de notre offre commerciale.

8 T

Quelles sont vos attentes ?

Joattends que Blue Line magazine de-
vienne le relais de nos differentes
®quipes. Quda travers celui-ci, non seu-
lement chaque voyageur puisse mieux
appr®hender notre m@tier au quotidien,
mais aussi que nos diff@rents services
puissent se pr@senter au client final, le
passager. Cdest un vecteur de commu-
nication autant qudune vitrine de notre
compagnie.

Avez-vous pr®vu une diffusion hors vols ?
Coest I'" un point essentiel. Notre maga-
zine, du fait de son ton diffe@rent, sera
non seulement une source de plaisir et
de divertissement pour les passagers,
mais aussi un support commercial pour
nos ®quipes. Liensemble de notre r@seau
en sera destinataire, ** savoir nos relais,
nos fournisseurs et, bien s¥%r, nos clients

I A [ | O
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Why have an in-flight magazine?

Quite simply to fill a void. We donét have
a magazine and we said to ourselves we
needed to renew the genre, do some-
thing different, just like our company.
Thatds why the size, the content and the
layout are innovative, not revolutionary
but nearly. | believe it is a magazine with
a new voice.

What does the magazine have in mind?
In mind is the right term. What we are
aiming for is that when reading the ma-
gazine each passenger finds again the
philosophy of our company. That means
its welcome, its service, its comfort as
well as its difference. The magazine
reflects this; it is the natural prolonga-
tion of what we are offering.

professionnels qui ne sont pas forc@ment
" bord.

Comment pourrait-il ®voluer ?

Le magazine est jeune et doit au pr®a-
lable trouver sa place. Il sera amen® ™
®voluer au fil des num@ros et surtout
selon les commentaires. Ce num@ro 1
est une base de d®part qudil faudra sans
aucun doute ®toffer et adapter.

Nous insisterons sur certaines rubri-
ques, nous en mettrons probablement
dfautres de c*t®. Nous avons ddores et
d®j" prevu des num®ros sp@ciaux. Bref,
nous allons travailler et nous adapter
! Ldadaptabilit® ®tant notre quotidien
chez Blue Line, cela séappliquera bien
entendu " notre magazine.

What are your expectations?

| want Blue Line Magazine to become a
relay for our various teams. That through
the magazine not only can each traveller
learn about the day-to-day functioning of
our profession, but, too, that the diffe-
rent services that we offer can be put be-
fore our ultimate client, the passenger. It
is as much a vector of communication as
a showcase for our company.

Have you planned to distribute the maga-
zine elsewhere then in-flight?

That is an essential point. Our magazine,
because of its different tone, will be not
only a source of pleasure and diversion
for our passengers, but also a marketing
medium for our teams. All of our network
will receive it, our partners, our suppliers

M e line
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and of course our professional clients
who are not necessarily on board.

How will it evolve?

The magazine is young and first has to
find its place. It will evolve from one
issue to the next and especially through
feedback. This first issue is a point of de-
parture that will without a doubt have to
be enriched and adapted.

We will stress certain columns and
probably dispense with others. We have
already planned special issues. In short,
we are going to get to work and adapt
ourselves. Adaptation is a daily affair at
Blue Line, so that, too, will apply to our
magazine.

OI0omooiCoo0oooomon
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®ville, situ®e au bord du r?o
Guadalquivir, connut son apo-
g®e " la suite de la d®cou-
verte et de la colonisation de
10Am@rique. Pendant les XVle et XVile
S., son port ®tait un des plus importants
dbEspagne, en raison du monopole qudil
exer-ait sur le commerce déOutre-Mer.

Lbintense activit® commerciale de S®-
ville d®velopp® " cette p@riode engen-
dra un trac® urbain aux nombreux palais,
¢ casas nobles e, ®glises et couvents. La
richesse de la ville attira une multitude
doartistes qui laiss rent leur marque
" ces constructions.

Le site historique constitu® de la
Cath@drale, des Reales Alc8zares (Alca-
zars royaux) et de I6Archivo de Indias,
tous d®clar®s Patrimoine de [tHumanit®
par IBUNESCO, est loembl me de la ville.
Parmi les hameaux blanchis = la chaux
du quartier de Santa Cruz se dresse le
temple gothique construit sur la Mezqui-
ta Mayor almohade (Grande mosqu®e)
de Se@ville. De cet h@ritage arabe sont
conserv®s ldancien minaret, aujourddhui
la c®l bre Giralda et le Patio de los
Naranjos. & Il8int®rieur reposent les
s®pulcres de Alphonse X le Sage et de
Christophe Colomb, et les stalles mud®-
jares du choeur.

Juste " ct®, les Reales Alc§zares ont
®t® bOtis ®galement sur une ¢ alcazaba
e (fortification militaire) du IXe si cle,
mais sa d®coration mud®jare, S@ville
la doit ”" Pierre | le Cruel (XIVe s.). Ses
fortifications renferment de nombreuses
d®pendances, de somptueux salons et de
romantiques patios. Ses vastes jardins,
aux r®@miniscences arabes et Renaissan-
ce, encadrent ce magnifigue ensemble
architectural.
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De son ct®, I6Archivo de Indias nous
ouvre les portes de Ifart espagnol de la
Renaissance. Ciest un des centres docu-
mentaires les plus importants qui existe
en rapport avec la d®couverte et con-
qu°te du Nouveau Monde. Son histoire
remonte aux temps o% le Guadalquivir

eville, set on the banks of the
River Guadalquivir, experien-
ced its period of maximum
splendour because of the dis-
covery and colonisation of America.
During the 16th and 17th centuries, its
port was one of the most important in
Spain because it had the monopoly on
colonial trade. The intense commer-
cial activity in Seville during this period
gave rise to an urban layout full of small
palaces, houses of nobles, churches and
convents. The wealth of the city attrac-
ted a multitude of artists who left their
imprint on these buildings.

The monumental site formed by the
Cathedral, the Royal Citadels and the
Archive of the Indies § together decla-
red a World Heritage Site by UNESCO - is
the emblem of the city. Among the whi-
tewashed houses of the Santa Cruz dis-
trict, stands this Gothic church, built on
top of Sevilleds Great Almohad Mosque.
Of this Arab inheritance the old mina-
ret - today the famous Giralda - and the
Patio de los Naranjos are preserved. Insi-
de we will discover the tombs of Alfonso
X (the Wise) and Christopher Colombus
as well as the Mudejar choir stalls.

Next to these, the Reales Alc8zares
(Royal Fortresses) are built on top of an

OI0omooiCoo0oooomon
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®tait navigable, et S®ville un des ports
les plus importants diEspagne. Autre
construction importante datant de la
Renaissance : la Casa de Pilatos (Maison
de Pilate), palais m°lant des ®I®ments
gothiques et mud®jars *° dfautres ouvra-
ges Renaissance ddimportation italienne.

I uoioa
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Nous pouvons ®galement nous int®resser
" la fa-ade baroque de la Real Fabrica
de Tabacos, aujourddhui reconvertie en
Universidad, au Palacio de San Telmo,
au Parque de MarZa Luisa et " la Plaza
de Espafa. Ces endroits nous r@®servent
dint®ressantes constructions, en souve-
nir de l6Exposition Hispano-am@ricaine
ayant eut lieu " S®ville en 1929.

Au bord du Guadalquivir, la Torre del Oro
(Tour de 130r), construction ddorigine
arabe (Xllle s.) qui formait partie des
anciennes fortifications.a ®t® choisie, en
raison de son ®troite relation avec Ihis-
toire maritime hispanique, pour abriter
le Museo Naval. Sa structure souvre sur
16Arenal, quartier taurin par excellence.
Coest I'" que se trouve, en plus ddexcel-
lents ®tablissements gastronomiques, la
plaza de toros de la Real Maestranza de
Caballer2a, figurant parmi les ar nes les
plus embl®matiques ddEspagne. La Puerta

Arab citadel from the 9th century, yet
we owe the Mud®jar decoration to Pedro
| the Cruel in the 14th century. The walls
enclose numerous rooms, lavish halls,
and intimate courtyards. Its spacious
gardens, with Arabic and Renaissance
elements, frame the whole complex.
For its part, the Archive of the Indies
leads us towards Spanish Renaissance
art. It is one of the most important exis-
ting centres for documents related to
the discovery and conquest of the New
World. Its history takes us back to when
the Guadalquivir was navigable and
Seville one of the most important ports
in Spain. Another important Renaissance
building in the city is the Casa de Pilatos,
a palace that fuses Gothic and Mudejar
elements with Renaissance ones impor-
ted from Italy.

We can also look at the Baroque fa-a-
de of the Royal Tobacco Factory, today
a university, the San Telmo Palace, the
Mar?a Luisa Park and the Plaza de Es-
pafa. In these surroundings we will find
interesting constructions, a reminder of
the Iberoamerican Exhibition that took
place in Seville in 1929.

On the banks of the Guadalquivir is the

Torre del Oro (Golden Tower) a building
of Arab origin (C13th) that formed part
of the old walls. Because of its close
relationship with Sevillian
history, it has been chosen to house
the Naval Museum. Its outline provi-
des an entrance to Arenal, bullfighting
neighbourhood par excellence. Here,
as well as excellent gastronomic es-
tablishments, there is one of the most

maritime
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emblematic bullrings in Spain, the Real
Maestranza de Caballer?a bullring. The
Puerta del Pr2ncipe (Princeds Gate), from
which the most worthy matadors are
carried shoulderhigh, preserves an outer
gate from the 17th Century, to which
most of the construction belongs.

The centre of Seville leads us to the most
important shopping streets, like Sierpes
and Campana; numerous Renaissance
and Baroque churches, hospitals and
palaces; and to the Museum of Fine Arts,
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Lieu des noces de Charles Quint et délsabelle de Portugal, Pierre ler le Cruel
reconstruit Idancien alcazar almohade et le transforme en r®sidence royale.
Le passage du temps provoqua de s@rieux dommages et il fallut le restaurer ™

16®poque ddlsabelle II.

Lsint@rieur de 16@difice est organis® autour de deux patios, celui des Demoiselles
(Patio de las Doncellas), 0% se d®roule la vie officielle, et celui des Poup®es
(Patio de las Mufecas), th®0tre de la vie priv@e.

La salle des Ambassadeurs est joliment orn®e de d®corations en plOtre et déazu-
lejos. On acc de au premier ®tage par le biais doun escalier du XVle si cle
couvert doun plafond " caissons et d®cor® de peintures de Roelas et de Madrazo.
Les meubles et les tapisseries qui d®corent certaines des pi ces m@ritent di°tre

signal®s.

Site of the marriage of Carlos V and Isabel of Portugal, Pedro | éel Crueld (the
cruel one) rebuilt the old Almohad and made it into his royal residence. Over
time deterioration was considerable and it needed to be restored during the

period of Isabel II.

The inside of the building is ordered around two courtyards; the courtyard of
Las Doncellas for public life and the courtyard of the Las Mufecas for private

life.

The Ambassador hall is beautifully decorated with plaster work and tiles. The
top floor is accessed by a 16th century coffer-covered staircase decorated with
paintings by Roelas and Madrazo. The furniture and tapestries decorating the
different large rooms are worthy of mention.
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