BOOKING AND DISTRIBUTION

Lirlines seek to expand their
rmarkets, both in terms of product and reach.
This means connecting to partner carriers,
agents and corporate travel departments with
fast tools that can handle a wide variety of
transport and ancillary products. The age of the
simple low-fare airline (LFA) is not over, but
larger LFAs are increasingly switching to the
hybrid model, working with partners and
offering more than just a seat.

Distribution applications are also changing.
Simple LFA systems are evolving to handle
complexity. Established applications can work
simply but support complexity when it comes.
Carriers can choose from offerings with a
variety of prices and capabilities.

Mercator provides reservation, distribution,
departure control, loyalty and customer
relationship management services. Its new
cargo system, which handles booking,
accounting and warahouse operations, has
been implemented at Emirates and Swiss
WorldCargo, and will go live at Virgin Atlantic
and SriLankan Ajrlines. " i= complete,
paperess and e-freight compliant,” says
Duncan Alexander, Mercator's vice-prasident
of IT sales and marketing.

Alexander is most excited by Mercatar's new
partnership with TIK Systems, which offers fast
deplayment at hybrid airlines of tikAERO, a
modem web-booking engine already used by
17 carmiers. "It was built from the ground up,
Windows-based from top to bottomn,” he
confirms. Mercator can provide tik&ERO in
combination with its own passenger tools.

TikAERO started with a Vancouver-based
airling in 2005, It supports 12 Asia-Pacific
carriers, was recently selected by an [talian
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start-up, and a couple mons cusiomers in Africa
and Latin America are expected. The system
gives low-fare airlines full connectivity for
interfining that works according to IATA
standards but still mimors LFA systems. Most
Mercator customers are regionals that do direct
distribution and want to minimise complexity,
but incraasingly need to interine, “TIK provides
that solution,” Alexander says. “We will surprise
the: market with a function-rich system at very
competitive prices.”

FebveSonic Hast Consoidated
I

Henry Canaday discovers how booking and
distribution systems are helping airlines to
keep their business models flexible.

Travel Data

Schematic of reservations data gathering
with SabreSonic,

Datalex provides online platforms for camiers
as large as United Airlines down to ones
with 10 million annual passengers. Marketing
VP Ornagh Hoban says that Datalex users
“tend to be pioneers, like Frontier Airlines,
that cannot wait for community standards, but
need to deploy solutions quickly and reap
immediate benefits”,

Frortier recently bagan using Datalex's Travel
Distribution Platform (TDF) to implement
AirFairs, which lets customers choose from
three fare levels - Classic Plus, Classic and
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Econormy. Taking just five manths to implerment,
AlrFairs has converted 40% of passengers to
higher fare leveds.

Datalex can provide TDP for direct
distribution or offer elements to enhance the
online channel. The firm specialises only in this
platfarm, rather than focussing on all passenger
services. It invests over 100 man-years annually
into developing new direct-channel functions.

Datalex's speed avoids waiting for industry
standards to evolve and has helped customers
such as Aer Lingus
to control how they
sell, cross-sell and

up-sell.  “Airlines

need to move fast
Ariine Dats Warshoate ; :
Thirc-Party Providers to increase yield,”

Diher SabweSonks Preducls

Haban emphasises.
“Thera is no one=-
size-fits-all solution,
and we can deploy
quickly to test the
| market." Datalex
will roll out new online features and a new
call-centre point-of-sale product in 2009, aimed
at helping aifines to increase yields on their
direct channels.

Some major LFAs are joining traditional
distriibution networks to tap wider and richer
markats. WestJet recantly signed a long-term,
full-content agreement to use SabreSonic
Customer Sales and Service (CSS) as its
reservations solution. LFAs like WestJat and
JetBlue increasingly need premium yields
in corporate markets and, thus, full global
distribution system (GDS) connections, argues
David Gross, senior VP for airline distribution
at Sabre, o 4

LOW-FARE & REGIONAL AIRLINES * APRIL 2002 = VOLUME 26 NUMBER 3



]
N

2
=
=
4

BOOKING AND DISTRIBUTION

Ad hoc patches to GDSs, through teletype
messages, ane slow and often lag in synchro-
nising seat availability between airlines and
DSs. Low-cost patches save money, but risk
travel agents’ loss of confidence in booking
business travellers and, thus, loss of airline
revenue. "Agents do not want to spend five
minutes booking a seat, not sure if the seat
exists." Gross says. “The GDS channgl is higher
cost bt drives higher revanue.” And Sabre can
market LFAs aggressively, “When they open a
new route, we can pop up an advertisemert for
it an the agent's screen.”

Sabre tools can brand fare offers for clarty
and ease of comparison. De-bundling of offers
makas sense for many custormers, allowing
thern to pick and choose desired services
and acceptable restrictions. However, it
can confuse agents or customers trying to
compare different products quickly. Sabre
brands offers in categories, such as *high’,
‘medium’ and ‘low’, according to standard
requirements. For example, high affers would
include no restrictions on travel and the ability
to plek seats. “You know what you are getting,
there are no surprises," Gross explains.
He predicts that branding will become
ITICHS COMMon.

Sabre allows carers to offer better seats, for
additional chames, through its GDS. Midwest
Alflines uses this function to sell its Signature
seat product, and United does the same
with its Econormy Plus. WestJet and JetBlue wil
also use this feature. Sabre is working on
standards for baggage and all ssating to make
offers more visible.

The same considerations affect corporate
booking tools, which business travellers often
use themselves. Company purchasing rules
may be mandatory or optional. Firms can
designate preferred providers, require salection
of least-cost routes with exceptions and so
forth. Whatever the rules, Sabre can connect
LFAs and regionals with this important channel
of high-yield traffic. “Some LFAs are cautious,
but some are biting,” Gross says.

SITA now has 100 staff working on its
MNextE&en passenger management services,
which are being developed in conjunchion with
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SAFETY AND FRAUD PREVENTION

Abacus International has launched Travelintelligence to enable travel agents to locate

corporate travellers worldwide in emergencies and manage complian
vice shows managers where their travellers are at a glance,

travel policies. The new

th comparny

reports the mix of aifines used by each employee and even estimates the carbon emissions
for each journey — an aid to green-conscious firms.

Air India Express has chosen Cy
automnate the checking of its onlin

rSource’s anti-fraud solution, Decision Manager, to
it sales. The tool uses more than 150 vali

tests to determing whether online transactions should be accepted, rejected or markec

for further review. An easy-to-use interface allows airline management staff to
own rules, and then Decision Manager applies them. Online orders marked for review are
put in a queus for fast examination and dispos!

Oracle. The two companies have announced a
15-year agreement to develop what they
describe as “the most open and agile airine
reservations system ever designed", using
service-oriented architecture (SOA) and
advanced computing technigues.

The new SITA passenger reservations
systermn will cover reservations, inventory,
ticketing and departure contral, and will ba
completed progressively over the next five years
following releases in 2009.

BN REAL-TIME ACCESS

The first fruit of the partnership will be launched
in April with SITAS Customer Joumey, a Horizon
feature providing real-time access to airline
bookings for business inteligence applications
and rapid retrieval of customer joumey reconds
across multiple seanch critera.

“MextiZen is moving full speed ahead, in spite
of the recession," emphasises portfolio
marketing manager David Smith. One earty fruit
of the project, Marketplace-Air, now allows
Russia’s 57 to sell onward travel to 530 aidines.

With its own application on agents’ desktops,
57 had very strong relationships with travel
agents for domestic flights, and for some
international destinations in Europe and Asia.
But these agents were not able to book
connections for onward journeys through their
S7 application. Smith says that this situation is
common for LFAS In other parts of the world.

Marketplace-Air gives airlines a direct
connection to agents, without GDS fees, to
book segments on the 130 carriers that SITA
hosts, plus 400 other airines. The solution is part

berSource solutions. Air India Express
le experience with online transactions
on Manager.

of SITA's move to enable carriers to generate
more revenue by selling more products,
including ancillary items, across all channals.

Agents can now use S7's Marketplace-Air to
to all avallable seating. SITA obtains this
irventory through Travelport's Galileo, “They get
access to camers like Britlsh Alrways seamiessly,
using one system and in one fransaction,” Smith
explains, “And instead of paying Galileo a GDS
fea, Galleo pays ST a commission for bookings
by travel agents.” SITA will offer Marketplace-Air
to the 130 aidines that it hosts.

Marketplace-Air is designed for occasional,
ad hoc sales on ather aifines. For camiers that
deal frequently with other airines, SITA offers
Partner Access, a real-time link with last-seat
availability guarantesd, “Marketplace-Air is the
way to go for cheap and infrequent access,
Partner Access for more frequent sales,”
confirms SITA's Pabitra Bhattacharya.

Partner Acoass is now used by some alliznces
and for strong non-alliance relationships. For
eample, 57 sells Air Bedin tickets frequently, so
it may use Partner Access for this relationship.
The tool enables arine managers to st the niles
for salling tickets on codeshare flights and adjust
thesn contiruslly, rather than wait for SITA fo meake
the alterations. “We think this Is core to their
business, so we train them on how to make
changes," remarks Bhattacharya.

On the collection side, SITA recently enabled
Mexican carmier Aviacsa to receive payments,
24 hours after booking, at 6,000 CXXO
convenience stores. Passengers make onling
bookings, print barcode receipts, then swipe
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the barcodes at OXXO scanners and pay.
OXXO reports the payment to Aviacsa. The
airline has seen a significant increasea in salas
since implementation. "It is an alternative
to credit cards, avelds 2.5% in credit card
costs, Increases customer convenience and
enables Aviacsa to reach more passengers,”
Smith explains.

SITA will soon be roling out maore functions
of MextGen to build inteligence on customers,
including travel history, so aitlines can
distinguish services by this history,

Initially tailored for simple LEA models,
Mavitaire's reservations system s now & mature
and flexible solution serving hybrid carriers,
capable of handling codeshare sales, interfining
and working through GDSs, according to
product manager David Evans.

Evans cites examples of the system's
flaxibility. One Mavitaire user now has 39
interine agreements, Qantas subsidiany Jetstar
uses the system to codeshare with bath its
parent and Japan Airlines, and will announce
mare codeshare partners later this year, The
Australian LRA is also vary aggressive in seaking
ancillary revenues from hotels, car rental and
destination activities on its website, all in the
booking flow. In addition, Jetstar bundles fars
packages with, for example, no bags, one bag
ar more baggage allowed,

The Mavitaire reservations system must
connect with GDSs through application
program interfaces (APls), rather than by

—
traditional links, But it supports kiosk check-in
and call cenfres, while an integrated departurs
control system (DCS) recognises each
passenger, The fimn has just launched the beta
version of its new DCS, with a graphical
interface to help aidine staff to collect additional
feas, cross-sall and up-sall for more revenue,

N PAYMENT METHODS
Like Smith, Evans sees camiers seeking to sava
money on credit-card fees and holdbacks
through innovative payment solutions, For
example, GOL lets customers take up to
36 manths to pay for tickets, “Sorme people do
not want to exceed their credit-cand limit, and
airlines are being very creative to sell in
soft markets.”

Mavitaire recently developed a feature called
intelligent seating. This allows airines fo assign
any attributes they identify — front, rear, near

SITA PREDICTS:

Web 2.0 technologies will transform airline websites into travel planning portals that go

far beyond date and location;

Mobile phones, now camied by 90% of passengers, will secure all fravel needs, including

airline tickets and check-in;

Biometric identification and mobile devices will be boosted by the adoption of Near
Fisld Communications (NFC) - fast exchange of data over a range of approximately four

inches
1o take their flights;

. An NFC-embedded mobile phone could be all that's necessary for passengers

The proportion of airports wsing biometric identification will increase from 2% to over

30% in five vears;
Radio-frequency

lentification (RFID) will have a major impact, with the technology

embedded in e-passports and usad to tackle the problem of mishandled baggage.
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Frontier is using Datalex's Travel Distribution
Platform (TDP) to implement AirFairs, which
lets customers choose from three fare levels
- Classic Plus, Classic and Economy.

lavatory, laptop-capable, family-fiendly —to
individual seats, then weight each seat by how
mary attributes it has that particular customers
seak. Rolled out with Virgin Blue, intelligent
seating lets carriers charge more for desirable
seats and allows gate agents to s2e on DCS
screens whether a passenger got what he or
she wanted.

Intelligent seating is supported by a
Lufthansa Systems weight-and-balance
application that checks seat assignment for
optimum fuel burn and weight. “You can offer
a guest a ‘green seat’ that bums the least fuel,”
says marketer Susan Adelman. And MNavitaine
now lets travellers prepay additional fees to
reserve special seats, just filke frequent flyers.
“We show them what they are eligible for. You
rmight want to do that for corporate customers.”

Porter Aldines sioned up for Mavitaine's loyalty
solution, and Adelman expects another camiar
to do so shortly. She sees airlines becoming
rmore creative in the loyvalty rewards they
provide, For example, a carrier might offer
credits or discounts on future purchases, rather
than just free ssats.

Ciher solutions talorsd for LEAS are growing.
Thomas Cook UK & Ireland has selected
Partriers Software’s Low.Fare booking engine
to suppor its travel agencies, and Cook's UK
website will adopt Low.Fare in the coming
manths. The application accesses Partners’
database of net and GDS fares, then books
through multiple GDSs,

CEICOM's e-aracs is a comprehensive
inventory system connected to GDSs for cost-
effective distribution. The cormpany describes
the package as simple, flexible and very
economic. The web-based e-aracs provides
functions for direct sales, as well as travel
agents and corporate puchasers, and it covers
the sales process through to check-in and
departure control,

TMS offers e-commerce capabilities for
airlines through its online shopping portals on
the internet, The portals are user-friendly and
work in a secure environment., They are
supported by dynamic e-catalogues and can
be combined with aidine koyalty programmes in
real time.
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