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Travelport Merchandising Solutions
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Travelport Merchandising 

> Providing a platform for distribution of new travel products

> Selling supplier products and services the way they sell them

> Enable product differentiation and value-based comparisons

> Highly targeted advertising and promotional offers

Brian Batts

Director, On-line Product Strategy



Far Reaching Impact of Pricing Changes
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Dynamic Shift in Approach to Pricing

4

- Commodity product with 
very little differentiation

- Bundled Fees

- Limited search criteria.

- Relatively simple pricing 
structure. 

- Comparing apples to apples

- Differentiated product

- Unbundled fees

- More complex pricing 
structure

- More diverse Search criteria

- Comparing apples to 
oranges to bananas.

Current 
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Future 
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Commodity driven 

by price

Value-based

pricing



Consumer attitudes vary by market 

> U.S. consumers seem much more wary of “a-la-carte” pricing:

• Fearful of being “duped” or taken advantage of

• Generally value “straight-shooting” and “fair dealing”

• We like our deals, and we don’t want our “hunt” for value eroded by a 

surprise fee
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> European “A-la-carte” low cost carrier fare advertising and marketing is 

firmly established in the marketplace:

• Viewed as either a great way to keep costs down, or

• A painful annoyance for intra-Europe, short-haul air travel

• Yet European consumers do have their limits – The idea of paying £1 to use the 

toilet on RyanAir flights, has definitely elicited some incredulous responses from 

European travellers

Consumer 
Attitudes



Successes and Failures in Managing Customer 
Expectations – Fuel Surcharges.

> Fuel surcharges 

somewhat initial foray 

into transparent fees 

on items which 

consumers have 

traditionally expected 

as part of their base 

fare

> Challenges the existing 

OTA purchase 

process, leading to the 

potential of further 

consumer 

disenchantment
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Regulatory Environment

> Ongoing key concern of the US DOT to ensure the safety of end-

consumers in not winding up with any “surprises” at either the 

ticket counter, or on their bank or credit card statement

> Carriers, in some instances, have run into challenges having 

bundled taxes and fees, leading to fines or other forms of 

correction coming out of the DOT

> The ongoing hotel occupancy tax debate
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Transaction Processing –
Managing the Change in Value Proposition

> Fare bundling and a-la-carte pricing represent a shift to a more 

complex model for BSP and ATPCO processing

> Changing consumer value proposition has impacts beyond the 

sale –

• Change/cancels to tickets

• Can consumers remove an ancillary fee post purchase, but pre-trip?  

Online?  At the ticket counter?  Offline ?  If so, what are the T&Cs?

• What opportunities exist for post-purchase up-sell?  How are those 

managed?

• Impact on existing customer service – are customer service agents 

trained and equipped to handle customer issues as they arise?
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OTA User Experience

> Current Information Architecture supports simple 

Research, Shop, Book process

> Very good when comparing apples with apples

> Difficulty in creating platform that facilitates complex transactions.

> Great opportunity for OTAs to adapt to a new selling 

environment, and provide additional value to the purchase process
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OTA Case Study – Current State
Shopping

> Standard search 

criteria

> Lack of carrier 

branding

> Commoditized 

products

> Little in the way of 

differentiation during 

the shopping phase
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OTA case study – Current State
Purchase Path

Lack of dynamic 

merchandising 

capabilities in 

existing check-out 

path with regards 

to flights
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OTA Case Study – Current State
Impact of airline fuel surcharges

> OTAs were ill-equipped to 

handle dynamic changes 

to their UI under the 

current technical and 

information architecture

> Fuel surcharges served 

as a wake up call, in 

some regards, to the 

changing nature of fares 

and shopping

> Current approaches are 

not integrated into the 

purchase path
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OTA Case Study – Future requirements
Amenity Based Shopping & Comparison 

> Future-state flight shopping likely to mirror that of hotel amenity 

searching / shopping

> Destination, Date and Price driven, but further filtering and comparison 

capabilities based on attributes
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Standards &Transparency Enable Collaboration

> The challenge is to show the carriers' products as they want to be 

shown, but at the same time to consumers what they want, in a 

straight-forward manner

> OTAs must communicate clearly to the end-consumer that one 

fare might include attributes that another doesn't

> Ideally, OTAs and Suppliers will work together so as to pull 

together winning combinations of bundled fares and a-la-carte 

products and services
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OTA Case Study – Future Requirements
A-la-carte Pricing & Fare Bundling

> Following the amenities 

model, Carriers must 

enable agents [OTAs] to 

break down a-la-carte 

pricing and bundled 

fares, even if they only 

put them right back 

together again

> To do so, Carriers and 

OTAs must agree to a 

standardized model by 

which to test & iterate

> What  is attempted to be 

sold online, does not 

always translate into the 

desired user/customer 

response
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Conclusions & Recommendations

> OTAs have a vested interest in adding value to the transaction, 

and are best positioned to capture consumer responses to offers 

within the marketplace

> Standardized approaches allow for the flexibility necessary to 

create a clearly communicated value proposition to the end-

consumer without jeopardizing the supplier shift to value-based 

pricing

> Critical to success is adopting an attitude of learning and 

collaboration – testing and iterating – in order to fine tune offers 

and continue to add value to the end consumer
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