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An Overview of the Airlinesô 

Merchandising Strategy

Many airlines are increasingly 

searching for opportunities to drive  

additional revenues from 

bundling/unbundling their products 

and services 

What are the challenges of

unbundling? 

How much is too far? 

What improvements can the travel 

industry make to the unbundling 

process to accelerate adoption?

ñSo You Think You Can Dance?ò
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Industry Trends
ñSo You Think You Can Dance?ò

http://www.airlinelogos.net/displayimage-11-401.html
http://www.airlinelogos.net/displayimage-3-321.html
http://www.airlinelogos.net/displayimage-11-260.html
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3. The Unbundling Frenzy
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Merchandising and Ancillaries are 

growing at a fever pitch, all around the world

ñThe Wheel of Fortuneò
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Attractive Fares Are Available Across 

Airline Types

ñThe Wheel of Fortuneò
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However, Shopping for the total price can be difficult 

to determine, if the price for ancillaries are not included 

for comparison shopping

ñThe Wheel of Fortuneò
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So, the total price may be 

different than expected

ñThe Wheel of Fortuneò
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2. Show me The Content!
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Show Me The Content!

ÅCarriers have invested in various proprietary solutions to share their 

Merchandising Content
e.g. API, XML, Web Service, rules engine, manually input Dataé

ÅThe multiple solutions introduced to market have increased the complexity 

of content acquisition and raised up-front costs

ÅAbsence of consistency and standardization has caused specific points of 

sale to not take advantage of the new merchandising trend (e.g. corporate 

booking tools, online agencies)

ÅContent fragmentation inevitably occurs

ñThe Price Is Rightò


