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A s airlines look to take advantage of the
recovering economy and the increases
in demand for travel, it’s crucial that

they maximize sales opportunities, especially
for high-yield passengers.

Airlines can capitalize on the economic
upturn by increasing their reach
and driving their sales and 
marketing efforts. By doing 
so, they expose consumers to
their product and enable them to
interact in real time, effectively
positioning their product at the
point of sale.

One of the most effective
ways of accomplishing these
goals is by offering the product
through a global distribution sys-
tem that provides access to trav-
el agencies worldwide. Studies
have shown that the travel
agency channel continues to pro-
duce travelers who generate the
most revenue for airlines. By
expanding reach and marketabili-
ty, an airline can maintain a com-
petitive advantage. Beyond pro-
viding a suite of revenue-generat-
ing and cost-saving products and services,
partnering with a leading GDS helps deliver
sales where an airline cannot afford to provide
its own staff as well as provide access and vis-
ibility to key travel service providers.  

“Distributing through the Sabre ® global
distribution system has allowed HMY Airways
to extend our distribution reach by gaining
access to nearly 60,000 connected travel
agents,” said Jeffery Chu, vice president of
strategy and planning for HMY Airways, one of
40 airlines around the world that signed new
participating agreements for the Sabre sys-
tem in the past year.

Today, successful airlines rely on a full
suite of distribution products, from basic 
reservations to the latest and most technolog-
ically advanced connectivity systems, as well 
as revenue maximization and cost manage-
ment tools.

Carriers of all sizes, competing in all 
markets and geographic locations, have recog-
nized the tremendous sales opportunities
gained by utilizing multiple distribution outlets.
A GDS that reaches many different channels
such as full-service corporate, online travel
agencies, leisure specialists, general travel
arrangers, wholesalers and consolidators, sup-
plier portals, cruise and tour companies, and
consortium operators increases an airline’s
sales and marketing opportunities allowing it
to take advantage of multiple revenue streams.

Participating in the Sabre system
provides access to 60,000 travel agencies

worldwide, with travelers in more than 115
countries purchasing their travel through the
system during the past year. The system,
relied on by more than 430 airlines to distrib-
ute pricing and product, is used by more trav-
el service professionals and consumers for

real-time schedules and other trav-
el-related information than any
other GDS.

The market share leader in
North America (45 percent), Latin
A m e r i c a  ( 5 3  p e r c e n t )  a n d
Asia/Pacific (52 percent), the
Sabre system provides many distri-
bution options including:

Direct Connect Availability —
Maximizes sales and yields
through interactive reserva-
tions between the GDS and
airlines, enabling seamless,
real-time access to inventory, 
Basic Booking Request —
Enables carriers with limited
distribution needs to achieve
extended market reach with a
low-frills tool that automates
booking and scheduling,
Claim It — Enables subscribers 

to drive down client handling costs by pro-
cessing an airline-created booking without
having to call the airline directly,
Electronic Ticketing — Generates substan-
tial savings and customer convenience by
providing computerized storage of passen-
gers’ entitlements to travel, enabling the 
airline to dispense with the costly manage-
ment of paper ticket documents.

The Sabre system provides many
products to reduce costs and increase efficien-
cies within other critical areas of an airline
such as alliance management. The Sabre ®

Alliance Manager is designed to help airlines
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Channel Surfing

A global distribution system can play a key role in an airline’s 
cost-effective recovery by providing access to multiple channels 
of distribution throughout the world.

By Jason Toothman |  Ascend Contributor
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Thousands of travel agents worldwide rely on the Sabre global

distribution system to book travelers on airlines. Being included

in such systems can help airlines increase their market reach.

Who

Pakistan International Airlines

What

Enhanced its Awards+Plus frequent

flyer program with the Sabre ®

Traverse ™ loyalty management sys-

tem. PIA utilizes the Traverse system

as a Sabre ® eMergo ® Web-enabled

and dedicated network solution, an

applications service provider model.

Why

“With the addition of the Traverse

system, we will be able to provide

Awards+Plus members with greater cus-

tomer service than we could previously,”

said Alamzeb Afridi, general manager,

marketing support systems for PIA.

“The partner profile and management

aspects of the system enable us to add

new partners and functionality to the

Awards+Plus program, increasing the

benefits and value of the program for

our members. In addition, the Traverse

system provides greater efficiency for

our agents in terms of time required for

processing member information and

the ability to perform other duties.”

Through the ASP delivery

method, PIA eliminates the need 

for costly onsite implementation.

“The Traverse system's ASP

interface relieves us of the burden of

maintaining a costly infrastructure to

support our loyalty program,” Afridi

continued. “Now we can maintain our

entire program online. This type of

automation is critical for PIA in our

key international cities. Accessing

these capabilities via the Web helps

us better perform in today's highly

competitive airline industry.” a

Delta Air Lines, which is participating in the Direct Connect Availability — Three-Year Option, a program that lowers booking fees in

exchange for access to all fares, finds value in a global distribution system’s operating efficiencies as a high-yield channel. A GDS, by providing

access to travel agents around the world, can also provide tools to help manage costs, boost customer loyalty and achieve sales goals.
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leverage marketing agreements within the 
distribution channel. 

The Sabre system, which provides 
the most comprehensive content with avail-
ability to more than 1 million city pairs, has
recently been enhanced to include additional
functionality:

Interactive Air — Enables the fastest book-
ing process between airlines, 
Inventory Manager — Efficiently processes
high-value shopping and reduces data pro-
cessing costs, 
Group Management Tool — Automates the
manual process for booking groups and
blocks of inventory. 

As airlines continue their recovery, 

controlling costs will remain a primary focus. 
To help control distribution costs and provide
stable, long-term pricing, many airlines took

advantage of the Sabre ® Direct Connect
Availability SM — Three-Year Option in 2003,
which offers a reduced booking fee rate that is

fixed for three years in exchange for providing
access to all fares including Web and promo-
tional fares.

“The program … allows us to further
reduce distribution costs and reflects our con-
fidence in the value of the Sabre system and
its operating efficiencies as a high-yield chan-
nel,” said Lee Macenczak, vice president sales
and distribution for Delta Air Lines. 

Jason Toothman is a senior marketing
analyst in airline distribution at Sabre

Travel Network. He can be contacted at
jason.toothman@sabre-holdings.com
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D uring the past 30 years, we’ve seen
revenue management evolve with
changing airline business opportuni-

ties from overbooking to discount allocations
to origin and destination control and beyond.
I’ve heard from some airlines a belief that
O&D is the ultimate approach to revenue man-
agement and that there are no significant ben-
efits beyond current state-of-the-art systems. I
believe we are about to enter a new era of rev-
enue management that takes advantage of
new customer data
and modeling. While
current revenue man-
agement systems
provide significant
benefits, future rev-
enue management
systems and the busi-
ness processes they
support can become significantly simpler and
more productive by shifting our focus more
toward the customer.  

A Customer Focus

The development of revenue management
has provided incremental benefits to airlines
by controlling seat inventory at finer levels of
detail. Because revenue management sys-
tems are focused on inventory, the increase in
control granularity has caused revenue man-
agement systems to become more complex
and more challenging to monitor and control.
Let me explain how a customer view can help.  

Airline revenue management is based
on the analysis and forecasts of reservations

and seats sold. This indicates what customers
purchased, but not what they actually wanted.
Estimating spilled demand, recapture and up-
sell are examples of inferring what customers
wanted. But these tend to be used to modify
our booking-based view of the market and
don’t provide much insight into the underlying
demand in a market. Ideally, we’d like to know
customer preferences for price, product quali-
ty, screen placement and promotion. These
preferences are the foundation for customer

choice models that
tell us the relative
demand for any product
(itinerary/fare combi-
nation) in a market.

Customer choice
models simplify the
forecasting process
by linking together

the demand for the products in a market.
Today, we track bookings and forecast
demand for individual itineraries and classes
separately. Every forecast must be adjusted to
reflect demand changes at the market level
caused by schedule, price or availability. This is
not only complex but can easily introduce
inconsistencies in forecasts and controls. By
forecasting at the market level and mapping to
the individual product, we ensure consistency.
These forecasts automatically incorporate the
impacts of schedule, price and availability. So
the effect of closing or opening a fare class on
one flight can be reflected in the demand and
inventory controls for other related flights.
Forecasting accuracy also improves because

forecasts at the market level are more accu-
rate than those made at the individual itinerary
fare level and customer preferences are rela-
tively stable.  

Garrett van Ryzin, a professor of private
enterprise at Columbia University in New York
City, New York, and Kalyan Talluri, a professor
of economics and business at the Universitat
Pompeu Fabra in Barcelona, Spain, have
developed an approach to incorporating cus-
tomer preferences directly into revenue man-
agement forecasting and optimization models
and have shown significant theoretical bene-
fits. I believe that these models will be in pro-
duction use in the next several years.

Why haven’t we done this before?
Collecting data to observe customer shopping
behavior has been very difficult in the past. In
particular, we need to know what people
asked for, what options they saw and what
they did. Access to this data has been difficult
due to the volume of transactions and the
impact of the required data collectors on the
performance of reservations systems. This
type of data is more accessible from online
sources including online travel agencies, air-
line Web sites and next-generation shopping
platforms such as Sabre Airline Solutions’
SabreSonic ™ Shop. In addition to the detailed
shopping data, we can also observe overall
shopping performance. The labs group sup-
porting Sabre Airline Solutions is developing
reports to answer questions such as, “How
often do I show up on low-fare search
engines?” or “How often do I have the best
service or lowest fare in the market?”

The Continuing Evolution 
of Revenue Management

Despite the latest advancements, the practice of revenue
management is far from mature. Recent breakthroughs
show that using customer choice models will further
improve the field of revenue management.

“I believe we are about to enter 

a new era of revenue management

that takes advantage of new 

customer data and modeling.”

Talking Technology With

BARRY SMITH, CHIEF SCIENTIST, SABRE HOLDINGS

HMY Airways, a Vancouver, Canada-based international airline founded in 2002, recently decided to distribute its inventory through the

Sabre global distribution system to extend its distribution reach to nearly 60,000 travel agents worldwide. HMY, which stands for “harmo-

ny,” operates scheduled flights from Vancouver to Toronto, Los Angeles and Las Vegas as well as charter flights to vacation destinations in

Cancun, Puerto Vallarta and Mazatlan in Mexico with its fleet of Boeing 757 aircraft.

+count it up
40 billion Number of U.S.

dollars paid annually by airlines to 

airport and air navigation service

providers, according to IATA.

19,971 Number of flight plans 

generated per day in the Sabre ® AirOps ™

Dispatch Manager and the Sabre ® Flight

Operating System.

50,000+ Number of cockpit

and cabin crewmembers around the

world who are managed by the Sabre ®

AirCrews ® crew management system.

“The program … allows us to fur-

ther reduce distribution costs and

reflects our confidence in the value

of the Sabre system and its 

operating efficiencies”
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