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Travel 3.0 – The GDS role 



End-consumers have multiple ways of buying travel; either through travel 

agencies or direct with suppliers. Corporations also have the added benefit 

of utilizing self-booking tools. 

Travel industry dynamics 
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Corporations 

Leisure 
Travellers 

GDS 

Online Agency 

Agency 

Corporate Agency 
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What are customers telling us that they need? 
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A wide & deep range of content 

Competitive Rates &  Availability 

Richer content  

Integrated & Flexible Payment 
solutions  

Help – Commission collections 

Help in reducing operating costs 

MI – Better control 

 

 

Global reach and local 
expertise 

Ability to connect to multiple 
points of sale 

Technologies & services  that  
manage costs and generate  

revenue opportunities 

Committed partner positioned 
to support unique requirements 

Travel Consumer Supplier 
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The global hotel market – GDS Share  
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*Source: Euromonitor / PCW 

** Travelport estimate 
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2010 Hotel market & GDS share  

We estimate 

that just 

over 4% is 

booked via 

GDS  
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Challenges to booking hotels via the GDS 

What are the key factors that prevent Travel Agents from booking 

a hotel through the GDS channel?   Breakout by agency type: 

63% 

Mixed 54% 

38% 

62% 

41% 

40% 

47% 

45% 

44% 

Corporate 

Leisure 

1
st
 Highest Frequency 

Hotels not in system 

Hotels not in system 

Rates not competitive 

Rates not competitive 

Incentive payments 

Negotiated rates not in system 

Lack of GDS Training 

Takes too long/not user friendly 

2
nd

 Highest Frequency 

3
rd

 Highest Frequency 

1
st
 Highest Frequency 

2
nd

 Highest Frequency 

3
rd

 Highest Frequency 

1
st
 Highest Frequency 

2
nd

 Highest Frequency 

3
rd

 Highest Frequency 

Hotels not in system 

Source: Travelport Agency Hospitality Survey 2010 
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GDS is not channel of choice for leisure agents 
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57% 

36% 

13% 

36% 

18% 
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Other
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fax, email, web)
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GDS

Source: Travelport Hotel Subscriber Survey 

Travelport Travel Agency Survey   

Hotel booking channels used by Agents  
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The GDS of today – Core hotel offering 

 
• One stop shop solution - Air 

Hotel, Car, Rail, Cruise etc 

• 90,000+ Hotels globally 

• Real time rates & availability 

• Images, Videos & Virtual Tours 

• Access to Negotiated & 
Corporate Rates 

• Best Rate Guarantee 
Programmes 

• Complete Pricing functionality  

• Structured data responses for 
room & rate rules 

• Multiple points of sale – Cryptic 
& Graphical screens 
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Travel 3.0 – Role of the GDS 

What does the future hold? 



 

 

Marketplace Situation 

• Agents need to utilise multiple 

websites, API’s and other content 

sources in order to access travel 

content, functionality and pricing to 

meet traveller needs 

• Requires development against 

multiple APIs and content sources 

• Maintaining multiple API 

connections is laborious, time 

consuming, difficult and expensive  

• Some travel content is not available 

through API’s today 

Difficult for travel 
suppliers to 

distribute and for 
developers and 

travel agencies to 
access and 

manage 

Evolving to 
a new 

model with 
ancillary 
services 

Fragmented 
& Complex 

Travel Content  
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Universal API – Architecture Overview 
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Innovation – the next evolution in desktop platforms 

Customer driven Workflow Management 

Collaborative user experience 

Aggregates content direct from suppliers, such as 

low cost carriers and rail 

Seamlessly integrates selling and merchandising 

programs 

Consolidation of booking data irrespective of 

source via a single record, in one place, via the 

Travelport Universal Record 

Customer preferences shared across multiple 

applications 
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Increase Revenue 

 

Decrease Costs 

 

Improve Profitability 

 

Travelport Confidential  



Providing richer information for informed decisions 
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Hosting and Distribution of rich hotel content 

Hosting 

• A rich content repository for Hotel 
supplier static data. Using OTA industry 
standards and built on new open 
systems architecture.  

• Support of rich content, such as upper / 
lower case, all punctuation, multi-
lingual, (multibyte UTF-8 character 
set), etc. as well as containing 
structured fields for searchable items 
such as amenities. 

 

Distribution 

• Onward distribution to multiple points 
of sale such as OTA’s, ecommerce 
partners, Corporate Booking Tools & 
Agency Desktop 

 

Images / Rich Media 

Rich Hotel Descriptions 

Multi-lingual content 

Multi-Byte Characters 

Longitude/Latitude 

Non-GDS content 

Travelport Confidential  

Static Content  

Database 



Embracing New Payment Solutions 

What: 

• Single-use virtual credit card 

• Enabling virtual one-time use credit cards account no’s to facilitate supplier payments 

• Secure, PCI compliant & mitigates risk of supplier service default 

• Seamless integration into agency booking flow 

 

Benefits: 

• Streamline accounts payable 

• Simplify settlement 

• Faster payments to suppliers 
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Agencies also tell us that they need ... 

•  Access to a huge variety of leisure  
   content options. 

•  Specially negotiated rates and deals from 
   global, regional and local suppliers. 

“….  tools that are 

easy to use, and 

can be accessed 

from anywhere” 

“…. tools which 

improve operational 

efficiencies and 

reduce costs” 

•   One-stop-leisure portal. 

•   Easy to access from anywhere. 

•   No need for additional hardware / software. 

•  Free to use. 

•  Saves time. 

•  No additional training required. 

“... access to a 

wider choice of 

content at really 

competitive 

rates….” 

Travelport Confidential  



New Travelport B2B offering 

for agents, brings content 

from multiple sources 

through a powerful, one-

stop, shopping and booking 

portal. 

 

 

- Access to multiple 

suppliers in one request 

- Larger selection of Hotels 

- Broader ranger of rates 

 -Better commissions 

 

Hotels via uAPI technology – Online Travelport solution  

Travelport Confidential  

Note : Above screen is for illustration purposes only 
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GDS - online verticals and customers 

E-Commerce Distributors Hybrid Agencies Suppliers 

3rd Party Developers Consolidators Tour Operators 

Travelport Confidential  

Customised point  
of sale for  

large corporate TMC’s 

Corporate on-line Booking 
Solutions 

Leisure Wholesalers 



Not your traditional consumer of hotel content! 
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New distribution entrants  

GOOGLE MAPS 
• Google Maps & Places show availability 

and rates for hotel rooms and rates,  

• Can connect to hotel supplier CRS, 

providing the ability for deep links to hotel 

brand website and 3rd party OTA’s 

• 71% of travel queries made in the EMEA 

region are hotel related 

 
 

Hilton harnesses 
power of social 
media & video on 
hotel sites 
•Creates UGC Video 

from employees to get 

hotel news out quickly 

•Pushes & pulls content 

across brand websites, 

Facebook, YouTube, 

Tripadvisor 
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Mobile technology 
• Mobile booking technology now 

widely available for hotels 

• Available via multiple platforms 

• Customer experience includes 

images, descriptions, reviews, 

maps and more. 

• 71% of travel queries made in the 

EMEA region are hotel related 
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THANK YOU 


