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BackgroundꢀtoꢀtheꢀLSEꢀreport 
ꢀ

WHYꢀNOW?ꢀ

SCOPEꢀ

OBJECTIVESꢀ

•ꢀ ReportꢀcommissionedꢀbyꢀAmadeusꢀITꢀGroupꢀ
•ꢀ Whyꢀnow?ꢀOnꢀtheꢀcuspꢀofꢀaꢀretailꢀrevoluꢁonꢀspillingꢀoverꢀintoꢀtravelꢀ

•ꢀ Mainꢀindustryꢀplayersꢀinꢀtravelꢀdistribuꢁonꢀvalueꢀchainꢀ
•ꢀ Globalꢀgeographicalꢀcoverageꢀ
•ꢀ 3ꢀkeyꢀtravelꢀsuppliers:ꢀairlines,ꢀhotelsꢀandꢀcarꢀhireꢀ

•ꢀ Idenꢁfyꢀkeyꢀdisrupꢁveꢀfactorsꢀandꢀdriversꢀlikelyꢀtoꢀshapeꢀtheꢀindustryꢀ
•ꢀ Idenꢁfyꢀkeyꢀopportuniꢁesꢀandꢀbusinessꢀmodelsꢀthatꢀcouldꢀemergeꢀ
•ꢀ Supportꢀanꢀindustry-wideꢀdebateꢀonꢀtheꢀfutureꢀofꢀtravelꢀdistribuꢁonꢀ



Independenceꢀ
•ꢀUndertakenꢀbyꢀanꢀindependentꢀteamꢀofꢀresearchersꢀatꢀtheꢀLSE.ꢀ
•ꢀProvidesꢀobjecꢁveꢀsynthesisꢀandꢀanalysis.ꢀ

Limitaꢁonsꢀofꢀtheꢀanalysisꢀ
•ꢀProvidesꢀpotenꢁalꢀpathwaysꢀforꢀtravelꢀdistribuꢁonꢀintoꢀtheꢀfuture.ꢀ
•ꢀRaisesꢀquesꢁonsꢀaroundꢀdisrupꢁonsꢀandꢀtrends,ꢀcallsꢀforꢀindustry-wideꢀ
debate.ꢀ

•ꢀDoesꢀnotꢀprovideꢀpredicꢁonsꢀaboutꢀwhichꢀpathwaysꢀwillꢀbeꢀchosen.ꢀ

Backgroundꢀtoꢀtheꢀreport 
ꢀ



Airlinesꢀsurveyꢀ TravelꢀRetailersꢀsurveyꢀ

Africa
11%

AsiaꢀPacific
33%

Centralꢀ
andꢀ

Easternꢀ
Europe

5%

Latinꢀ
America

17%

Middleꢀ
East
17%

Northꢀ
America

6% Westernꢀ
Europe

11% OfflineꢀTravelꢀ
Agent
27%

OnlineꢀTravelꢀ
Agent
26%

Travelꢀ
Managementꢀ

Company
30%

Metasearchꢀ
Company

1%
Other
16%

Methodsꢀ

Interviewsꢀwithꢀ37ꢀindustryꢀ
leadersꢀ&ꢀexpertsꢀ

Literatureꢀreviewꢀ&ꢀanalysisꢀ
(1410ꢀsources)ꢀ

Surveyꢀofꢀ18ꢀairlinesꢀ
Surveyꢀofꢀ377ꢀtravelꢀretailersꢀꢀ

A mixed method approach was undertaken for the report 



Structureꢀofꢀtheꢀreport 
ꢀ

Industryꢀlandscapeꢀ
todayꢀ

Disrupꢁveꢀfactorsꢀ

Pathwaysꢀtoꢀtheꢀ
futureꢀ

Weꢀexamineꢀtheꢀtravelꢀdistribuꢁonꢀ
landscapeꢀtodayꢀandꢀitsꢀpastꢀevoluꢁon.ꢀ
Weꢀtakeꢀtheꢀconsumer’sꢀperspecꢁveꢀandꢀ
reviewꢀtheꢀmainꢀindustryꢀplayers.ꢀ

Weꢀexamineꢀtheꢀmajorꢀdisrupꢁveꢀfactorsꢀ
thatꢀmayꢀshapeꢀtheꢀindustryꢀoverꢀtheꢀ
nextꢀ10ꢀyears.ꢀ

Weꢀexploreꢀtheꢀpotenꢁalꢀimpactsꢀonꢀtheꢀ
futureꢀpathwaysꢀofꢀtravelꢀdistribuꢁon.ꢀ

•ꢀ Suppliersꢀ(airlines,ꢀ
hotels,ꢀcarꢀhire)ꢀ

•ꢀ Aggregatorsꢀandꢀ
GlobalꢀDistribuꢁonꢀ
Systemsꢀ(GDS)ꢀ

•ꢀ Travelꢀagentsꢀ

•ꢀ Metasearchersꢀ

•ꢀ Gatekeepersꢀ

Industryꢀplayersꢀ



HOTELSꢀANDꢀCARSꢀ
Newꢀbusinessꢀmodelsꢀ

AIRLINESꢀ
Complexityꢀandꢀinnovaꢁonꢀ

TRAVELꢀRETAILꢀ
Innovaꢁonꢀandꢀhybridizaꢁonꢀ

GATEKEEPERSꢀ
Capturingꢀtheꢀcustomerꢀ

Areasꢀofꢀdistribuꢁonꢀ

Adapꢁngꢀtoꢀtheꢀsharedꢀeconomyꢀ

Consolidaꢁonꢀofꢀlargeꢀhotelsꢀ

Enhancingꢀtheꢀtravelꢀexperienceꢀ

Consolidaꢁonꢀandꢀhybridizaꢁonꢀ

Searchꢀcontrolꢀwithꢀvirtualꢀassistantsꢀ

Harnessingꢀsocialꢀmediaꢀandꢀvirtualꢀrealityꢀ

2.ꢀMobileꢀ

3.ꢀBigꢀdataꢀ&ꢀAIꢀ

5.ꢀTravelꢀriskꢀ

Disrupꢁveꢀ
factorsꢀ

1.ꢀConsumerꢀ
expectaꢁonsꢀ

4.ꢀRegulaꢁonꢀ

Growthꢀinꢀdirectꢀsalesꢀ

Futureꢀpathwaysꢀ

GDSꢀinnovaꢁonꢀandꢀITꢀpartnershipsꢀ

Overviewꢀofꢀfindingsꢀ



1.ꢀConsumerꢀexpectaꢁonsꢀ

“Everyone looks at their part of 
the industry from their own point 
of view and doesn’t necessarily 

look at the consumer. The travel 
industry could learn a lot from 

retail in terms of opening up and 
what’s the best solution for 

consumers.”  
Kenny Jacobs, Chief Marketing Officer, Ryanair 

•ꢀ Consumer expectations will spill over from 
retail into travel distribution. 

•ꢀ Millenials and younger generations will not 
accept traditional travel services – 
expectations are instantaneous. 

•ꢀ Different perspectives in airline travel 
distribution are likely to lead to pathways 
developing in parallel over the short to 
medium term. 

•ꢀ This could lead to constraints on 
enhancing the traveller experience, with a 
period of complexity and potential 
confusion for the consumer. 



•ꢀ Gatekeepers – Google, 
Facebook, Microsoft, Amazon 
and Apple - control the 
acquisition of millions of 
consumers every day. 

•ꢀ Already disrupting travel 
distribution through the 
advertising model. 

•ꢀ This power is likely to continue to 
grow. 

•ꢀ Regulatory constraints to non-
neutrality? 

2.ꢀCapturingꢀtheꢀconsumerꢀ–ꢀtheꢀriseꢀofꢀtheꢀgatekeepersꢀ

“In the longer term, Google's 
negotiating power will continue to 

grow.”  
Emmanuelle Gailland, VP Distribution, Air France 

 
 

“Google knows the consumer better 
than anyone else. That’s their unique 

advantage.”   
Kenny Jacobs, Chief Marketing Officer, Ryanair 

GATEKEEPERSꢀ
Capturingꢀtheꢀ
customerꢀ

Searchꢀcontrolꢀwithꢀvirtualꢀassistantsꢀ

Harnessingꢀsocialꢀmediaꢀandꢀvirtualꢀrealityꢀ
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2.ꢀCapturingꢀtheꢀconsumerꢀ–ꢀtheꢀriseꢀofꢀtheꢀgatekeepersꢀ

Virtual assistants, frictionless payments, social media and 
messaging will revolutionise retail over the next few years 

Virtualꢀassistantsꢀ
•ꢀ Virtualꢀassistantsꢀandꢀbotsꢀwillꢀ
revoluꢁoniseꢀretailꢀ

•ꢀ Siriꢀ(Apple),ꢀGoogleꢀNow,ꢀCortanaꢀ
(Microsoꢂ)ꢀ

•ꢀ X.ai’sꢀAmyꢀschedulesꢀbusinessꢀ
meeꢁngs,ꢀcomposeꢀemailsꢀ

Virtualꢀrealityꢀandꢀsocialꢀmediaꢀ
•ꢀ Sony,ꢀFacebookꢀandꢀGoogleꢀinvesꢁngꢀ
inꢀVRꢀ

•ꢀ >ꢀ2ꢀmillionꢀhoursꢀofꢀFacebookꢀVRꢀ
videoꢀwatchedꢀ

•ꢀ >ꢀ50ꢀVRꢀgamesꢀꢀlaunchedꢀ
•ꢀ Touchꢀcontrollersꢀbeingꢀdevelopedꢀꢀ
•ꢀ Augmentedꢀreality,ꢀe.g.ꢀPokemonꢀGoꢀꢀ
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3.ꢀTechnologyꢀ
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Airlines and travel retailers agree on the importance of many technologies 
in disrupting distribution. But different opinions on metasearch and GDS. 



3.ꢀTechnologyꢀ

“Progress is accelerating thanks 
to profound advances in machine 

learning and AI. 
I believe we are at a seminal 

moment.” 
Sundar Pichai, CEO, Google 

•ꢀ Big data and artificial intelligence (AI) are key 
disruptive factors shaping travel distribution. 

•ꢀ Artificial intelligence could have impacts on 
the travel industry that go beyond search and 
booking. 

•ꢀ Mobile creating “micro-moment” searching 
and booking, leading to increased “look to 
book” ratio, with associated cost impacts on 
systems. But also opportunities for 
aggregators to provide more rapid services. 

2.ꢀMobileꢀ

3.ꢀBigꢀdataꢀ&ꢀAIꢀ

1.ꢀConsumerꢀ
expectaꢁonsꢀ
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4.ꢀDistribuꢁonꢀ–ꢀcomplexity,ꢀinnovaꢁonꢀandꢀpartnershipsꢀ

Airlines and travel agents have different views on the relative growth in 
importance of direct sales, GDS and metasearch over the next decade 



4.ꢀDistribuꢁonꢀ–ꢀcomplexity,ꢀinnovaꢁonꢀandꢀpartnershipsꢀ

•ꢀ Diversity of distribution methods may change in 
proportion in different markets, but complexity and 
variation will remain.  

•ꢀ Direct sales of larger carriers likely to grow in the short 
term. 

•ꢀ But differentiation will lead to greater complexity. Also, 
potential regulatory constraints on airline oligopolies 
and non-neutrality. 

•ꢀ Innovate or die - GDSs will need to meet new 
technology challenges stemming from complexity and 
differentiation.  

•ꢀ Distribution business models need to evolve to 
encompass more shared innovation, culture of 
experimentation, industry alliances to grasp the 
opportunities fully.  

“The old GDS business model 
doesn’t fit the new world – as 
airlines sell a wider range of 

products it will have to change.” 
Keith Wallis,  

Director of Global Product Distribution,  
Air Canada 

AIRLINEꢀ
DISTRIBUTIONꢀ

Growthꢀinꢀdirectꢀsellingꢀbyꢀlargeꢀcarriersꢀ

GDSꢀinnovaꢁonꢀandꢀITꢀpartnershipsꢀ

Is the travel distribution industry prepared for the consumer revolution, 
and how will players forge new partnerships of innovation in response? 

“GDS is an important part of 
the value chain at scale. To 

take that disparate data 
requires significant computing 

power: that aggregation 
happens largely with GDS.” 

Greg Schulze,  
Senior VP Commercial Strategy and Services, 

Expedia 

 



5.ꢀMegaꢀmetaꢀOTAsꢀ

TRAVELꢀ
RETAILꢀ

Enhancingꢀtheꢀtravelꢀexperienceꢀ

Consolidaꢁonꢀandꢀhybridizaꢁonꢀ

•ꢀ Several industry experts predict the 
rise of mega meta-OTA hybrids over 
the next 10 years. 

•ꢀ The larger OTAs are gaining 
influence throughout the distribution 
chain - likely to negotiate better 
content and better conditions, whilst 
still receiving a commission. 

•ꢀ Pure metasearchers are likely to 
face increased competition from 
gatekeepers (e.g. Google) 

“Our brands give us access 
to tremendous amounts of 

travel data, and the secret to 
our longevity is our ability to 
turn that data into consumer 

value in real-time.” 
Greg Schulze  

Senior VP Commercial Strategy and Services,  
Expedia 



•ꢀ Respondingꢀtoꢀconsumerꢀexpectaꢁons.ꢀTheꢀindustryꢀwillꢀneedꢀtoꢀrespondꢀtoꢀconsumerꢀexpectaꢁonsꢀ
spillingꢀoverꢀfromꢀretail,ꢀwithꢀcollaboraꢁonsꢀforꢀaggregaꢁng,ꢀprocessingꢀandꢀharnessingꢀbigꢀdata.ꢀ
Otherwise,ꢀtheꢀexplosionꢀofꢀcomplexityꢀcouldꢀtranslateꢀintoꢀconsumerꢀconfusionꢀandꢀlostꢀopportuniꢁes.ꢀ

•ꢀ Respondingꢀtoꢀtheꢀriseꢀofꢀgatekeepers.ꢀAsꢀtheꢀpowerꢀofꢀgatekeepersꢀtoꢀacquireꢀbillionsꢀofꢀconsumersꢀ
conꢁnuesꢀtoꢀgrow,ꢀindustryꢀplayersꢀwillꢀneedꢀtoꢀconsiderꢀhowꢀtoꢀcollaborateꢀwithꢀthem.ꢀVirtualꢀ
assistants,ꢀpaymentꢀtechnologiesꢀandꢀvirtualꢀrealityꢀwillꢀstrengthenꢀtheirꢀpower.ꢀRegulatorsꢀmayꢀalsoꢀ
playꢀaꢀmoreꢀprominentꢀrole.ꢀ

•ꢀ Preparingꢀforꢀtheꢀriseꢀofꢀmegaꢀmeta-OTAs.ꢀTheꢀsizeꢀandꢀpowerꢀofꢀmegaꢀmeta-OTAsꢀareꢀlikelyꢀtoꢀ
conꢁnueꢀgrowing.ꢀTheirꢀinfluenceꢀwillꢀpenetrateꢀdeeperꢀintoꢀtheꢀdistribuꢁonꢀchain,ꢀwithꢀtheꢀabilityꢀtoꢀ
negoꢁateꢀbeꢃerꢀcontentꢀandꢀcondiꢁons,ꢀwhileꢀsꢁllꢀreceivingꢀcommissions.ꢀ

•ꢀ Harnessingꢀtechnology.ꢀTheꢀtravelꢀdistribuꢁonꢀindustryꢀisꢀrapidlyꢀbecomingꢀaꢀtechnologyꢀindustry.ꢀ
Businessꢀmodelsꢀwillꢀneedꢀaꢀmoreꢀstrategicꢀapproachꢀthatꢀrecognisesꢀtheꢀvalueꢀcreaꢁonꢀofꢀdifferentꢀ
technologiesꢀacrossꢀtheꢀindustry.ꢀ

•ꢀ Integraꢁngꢀtravelꢀdistribuꢁon.ꢀToꢀavoidꢀconsumerꢀconfusionꢀandꢀlostꢀopportuniꢁes,ꢀindustryꢀ
collaboraꢁonsꢀneedꢀtoꢀgoꢀbeyondꢀbilateralꢀpartnershipsꢀandꢀcontractualꢀrelaꢁonships.ꢀBusinessꢀmodelsꢀ
willꢀneedꢀtoꢀencompassꢀmoreꢀsharedꢀinnovaꢁon,ꢀexperimentaꢁonꢀandꢀcross-industryꢀalliances.ꢀ

•ꢀ Adapꢁngꢀtoꢀsharingꢀeconomyꢀplaꢂorms.ꢀTheꢀsharingꢀeconomyꢀwillꢀconꢁnueꢀtoꢀcreateꢀnewꢀmarketsꢀandꢀ
erodeꢀmarketꢀshareꢀofꢀsuppliersꢀandꢀintermediaries.ꢀTheꢀindustryꢀwillꢀneedꢀtoꢀadaptꢀtoꢀthisꢀchangingꢀ
marketꢀandꢀmonitorꢀtheꢀimpactꢀofꢀcompeꢁꢁonꢀrulingsꢀinꢀdifferentꢀregionsꢀasꢀregulatorsꢀplayꢀcatch-up.ꢀꢀ

Conclusions 
ꢀ

The travel distribution industry underestimates the speed and scale of the consumer revolution. 
The industry will need to respond rapidly and collaboratively. 
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Whatꢀareꢀtheꢀdisrupꢁveꢀfactorsꢀandꢀdriversꢀofꢀchangeꢀinꢀtravelꢀdistribuꢁon?ꢀ
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Source: LSE survey of 377 travel retailers, 2016 


