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What are ancillary 
revenues?
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Revenues beyond the sale of tickets

that are generated by direct sales to 
passengers or indirectly

as part of the travel experience
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A la carte features
Commission based services
Frequent flyer activities 

(Source:  Jay Sorensen, ideaworks)

3 main areas of ancillary revenue
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Main commission based products

•Hotels
•Car Hire

•Trip/travel 
insurance
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Why are airlines offering 
these services?
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As simple as A B C
• A – attracting more people to 

your site with additional products
• B – better bottom line results –

more profit per pax
• C – customers want these 

services!
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Attracting more people 
to your site

• Research shows people visit several 
sites before booking – will you loose 
people if you don’t offer these 
services

• Able to offer one stop shop
• Offering range of products gives 

people more reason to come to your 
site
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Profitability

• Ryanair generate 17% of their 
revenue from ancillary services

• Revenue from ancillaries at Ryainair
growing faster than pax growth

• Expedia – making a 10% margin on 
sales of over US$ 5 billion a quarter
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Ryanairs profits
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Ryainair 2007 figures

• Car Hire – 23 million euros
• Non flight scheduled revenue – 242 million

– Includes rail, bus tickets
– Hotel reservations
– & other charges including excess baggage

• Internet income – 37 million euros which 
includes income generated from website
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Customers want these products!
• European travel insurance market 

worth over US$4 billion – when do 
customers want insurance – when 
they travel!

• Expedia estimate the worldwide 
travel market (including flights) is 
worth US$875 billion
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Worldwide travel industry 
market worth US$ 875 billion

Only 10% of 
market is 
currently sold 
online - $90 
billion

$785 
billion
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United States
$209 Billion 

25% ($52B) online

Europe $265 
Billion

9% ($24B)
online

Source : 2004 estimates; Company estimates; IAC/Interactive S4/A filed June 
17, 2005; PhoCusWright 2004 market estimates for leisure & unmanaged 
business travel.

5% ($12B)
online

Asia Pacific 
$264 Billion 

Expedia’s market size estimates
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Breakdown of travel market

• Flights largest at approx 60%
• Hotels – 17% of revenue
• Packages – 12%
• Insurance – 6%
• Car hire – 6%
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Using eCommerce to deliver ancillary 
revenue

• Passive model
–Simple hyperlinking
–eMarketing using standard tools

• Semi passive model
–Microsites
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Using eCommerce to deliver ancillary 
revenue

• White labels
–Integrated
–non integrated

• Build your own
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eCommerce approaches
Pro’s and cons

• Passive approach
–Easy to set up
–Get up and running quickly
–Easy to get income (low cost)
– Limited investment from airline
–Low impact on existing systems
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eCommerce approaches
Pro’s and cons

• Passive approach
–Not integrated
–Customer goes off site
–Low cost but less commission
–Who “owns” the customer?
–Control of branding/image
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eCommerce approaches
Pro’s and cons

• White labels
–Scope of product range

• Hotels/car hire worldwide
• Wide variety of other product offers

–Used to dealing with airlines
–Back end admin all in place
–Relatively quick to get up and running
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eCommerce approaches
Pro’s and cons

• White labels
–Agenda of white label companies?
–Branding/product control
–Sharing commission income
–Customer ownership
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eCommerce approaches
Pro’s and cons

• Build your own
–Control over branding/content
–Better integration
–Allows possibility of dynamic packaging
–All the commission income
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eCommerce approaches
Pro’s and cons

• Build your own
–Other IT/system priorities
–Can be out with skill set of airline IT 

team
–Timescales
–Managing inventory/content
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Conclusions

• A B C
• Large, growing, profitable market
• Lots of routes to market
• Numerous challenges but plenty of 

solutions
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Thank you

For more information to maximise your opportunities in ancillary revenue please contact:

michael@SeaMountain.co.uk

mailto:michael@SeaMountain.co.uk

	Main commission based products
	As simple as A B C
	Attracting more people �to your site
	Profitability
	Ryanairs profits
	Ryainair 2007 figures
	Customers want these products!
	Breakdown of travel market
	Using eCommerce to deliver ancillary revenue
	Using eCommerce to deliver ancillary revenue
	eCommerce approaches�Pro’s and cons
	eCommerce approaches�Pro’s and cons
	eCommerce approaches�Pro’s and cons
	eCommerce approaches�Pro’s and cons
	eCommerce approaches�Pro’s and cons
	eCommerce approaches�Pro’s and cons
	Conclusions
	Thank you

