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Topics to Discuss

• Goals of In-Path Ancillary Sales

• Our Principles of Up-Sell

• Questions
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Goals of In-Path Ancillary Sales
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Goals of In-Path Ancillary Sales

1. Maintain core air purchase path metrics

Key Indicators

• Measure unique visitor 
(UV) numbers to site by 
unique purchase path

• Air-only site conversion 
rates should not decline

• Analyze Air revenue per 
visitor as well as overall 
revenue per visitor
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Goals of In-Path Ancillary Sales

2. Maximize % of air tickets sold with another 
travel component

Key Indicators

• Measure percentage of UV 
purchasing multiple travel 
components

• Separate upfront Air+Hotel 
packages sales vs. up-sell

• Track performance of up-
sell calls to action 
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Goals of In-Path Ancillary Sales

3. Increase average revenue and margin per 
transaction

Key Indicators

• Understand net revenue 
for every product sold

• Measure revenue per UV

• Measure margin per UV

• Track take rate for every 
up-sell placement

• Include post purchase    
up-sell in metrics
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Goals of In-Path Ancillary Sales

4. Focus on conversion based on relevance and 
placement of offer

Key Indicators

• Measure conversion of 
every offer spot in path

• Segment conversion types

• Air only

• Air+Hotel up-sell

• Air+Hotel package

• Air+Car up-sell 

• All other types
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Goals of In-Path Ancillary Sales

5. Up-sell solutions should be easy to implement

Key Indicators

• Time to market for each 
up-sell solution

• Development cost for 
internal vs. external

• Single platform for a 
complete in-path offering

• Support ability to optimize 
through A/B testing
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Principles of Up-sell

1. Protect your core Air purchase path
• Be careful not to overwhelm your core consumer
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Principles of Up-sell

1. Protect your core Air purchase path
• Align objectives with ancillary technology partners



Confidential

Principles of Up-sell

1. Protect your core Air purchase path
• Make sure you can run concurrent A/B tests
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Principles of Up-sell

2. Integrate completely into existing platforms
• Match your brand
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Principles of Up-sell

2. Integrate completely into existing platforms
• Support all of your languages and currencies
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Principles of Up-sell

2. Integrate completely into existing platforms
• Ancillary strategy must supports your other platforms
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Principles of Up-sell

3. Up-sell early & often in path
• Know what you are selling and what sells
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3. Up-sell early & often in path
• Know what you are selling and what sells

Online travel agency growth of almost 30% in 2007 was mainly driven by the 
growth of acquired merchant inventory in the hotel industry (which is highly 
attractive due to achievable margins) and business expansion into new European 
markets such as Eastern Europe. The focus should be on hotel products by 
improving descriptive and visual content as well as local languages.

Principles of Up-sell
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Principles of Up-sell

3. Up-sell early & often in path
• Start up-sell messaging early but let users self select 

their preferred up-sell path
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Principles of Up-sell

3. Up-sell early & often in path
• Message price and convenience where possible
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3. Up-sell early & often in path
• Message price and convenience where possible

Overall demand for travel may be soft, but online packaging seems to be enjoying 
a counter-cyclical lift. Sales of packages on the Web reached nearly $6.3 bln in 
2007, growing 13% over 2006. Online package growth will increase slightly to 14% 
and 15% in 2008 and 2009, respectively, when total sales will exceed $8 bln.

Principles of Up-sell



Confidential

Principles of Up-sell

4. Use data you have to present relevant offers
• Information from flight search should dictate offer 

type and placement

• Destination

• Dates of Travel

• Day of Week

• Length of Stay

• Fare Class

• Ticket Price

• Number of Travelers

• Business

• Leisure

• Family

• Theme

• Hotel Star Rating

• Up-sell Price Point
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Principles of Up-sell

4. Use data you have to present relevant offers
• Access market intelligence to refine message
• Constantly test and optimize in-path offers

• Network performance

• Geography

• Language

• Offer Type

• Demographic

• Member Tier

• Behavioral Data
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Principles of Up-sell

5. Competitive inventory and price is mandatory
• Focus on getting broad inventory from multiple 

sources where it matters most

Luxor – 3.5 Star (Supplier #1)
Net $100 + 10% markup = $111

Luxor – 3.5 Star (Supplier #2)
Net $105 + 12% markup = $119

MGM – 4.0 Star (Supplier #3)
Net $200 + 10% markup = $222

MGM – 4.0 Star (Supplier #2)
Net $205 + 12% markup = $238

MGM – 4.0 Star (Supplier #4)
Net $205 + 12% markup = $238

Bellagio – 5.0 Star (Supplier #4)
Net $164 + 12% markup = $185

Wynn– 5.0 Star (Supplier #2)
Net $135+ 12% markup = $153

Venetian – 5.0 Star (Supplier #5)
Net $205 + 10% markup =  $227

Luxor – 3.5 Star (Supplier #1)
Net $100 + 10% markup = $111

MGM – 4.0 Star (Supplier #4)
Net $200 + 10% markup = $210

Bellagio – 5.0 Star (Supplier #4)
Net $164 + 12% markup = $185

Wynn– 5.0 Star (Supplier #2)
Net $135+ 12% markup = $153

Venetian – 5.0 Star (Supplier #5)
Net $205 + 10% markup = $227

Luxor – 3.5 Star (Supplier #1)
Net $100 + 10% markup = $111

MGM – 4.0 Star (Supplier #4)
Net $200 + 10% markup = $210

Bellagio – 5.0 Star (Supplier #4)
Net $164 + 12% markup = $185

Wynn– 5.0 Star (Supplier #2)
Net $135+ 12% markup = $153

Venetian – 5.0 Star (Supplier #5)
Net $205 + 10% markup = $227

Shop Unify Sort

Breadth of 
sources key

Focus on top 
markets

Analyze, test, 
rev manage!
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Principles of Up-sell

5. Competitive inventory and price is mandatory
• Optimize your merchandising functionality and 

overall user interface integration with core site
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Principles of Up-sell

5. Competitive inventory and price is mandatory
• Display order is the most important factor in up-sell
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EzRez Usability Learning

From EzRez usability studies in ’08:

• Average user compares pricing on 2-4 sites

• 67% willing to buy extras if offered during booking

• 89% would like the ability to build a package

• Planning lasts anywhere from hours to weeks

• Consumers expect quoted pricing is available now

• Key features are mapping and photos

• 87% thought the airline site offers best deals
• Hotels

• Car hire

• Transfers
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Questions?
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To find out how EzRez can help grow your business c ontact
John Swanciger – SVP, Marketing & Business Developme nt

Email | jswanciger@ezrez.com Office | 1.415.541.9100 (x 2012)   Mobile | 1.415.561.7461

To find out how EzRez can help grow your business c ontact
John Swanciger – SVP, Marketing & Business Developme nt

Email | jswanciger@ezrez.com Office | 1.415.541.9100 (x 2012)   Mobile | 1.415.561.7461

Branded OTA | Packaging | EzPlus Ancillary | Loyalt y


