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One of the largest PSS providers in the airline industry.

B R I E F  I N T R O D U C T I O N

Serving 73 airlines, ground handlers and OTAs in 49 countries.

One common platform for FSCs, LCCs and Hybrid Airlines.



Airline Retailing 
with

Offers & Orders



Airline Retailing The What, the Why and the How

Airline Retailing is the notion that airlines should be in the center of a seamless, digital travel shopping experience. 

This would necessitate airlines to be able to offer not just “tickets + seats + extra baggage” but also a rich content of 
products and services, both air and non-air, all dynamically priced and bundled based on personalized preferences.

WHAT?

This seamless traveler experience should also extend to the management and fulfillment of these varied services.

Airlines are the main enablers and value generators of the travel lifecycle, but they risk being “commoditized”. 

GDSs and OTAs put downward pressure on airlines to reduce them to just “getting from point A to point B for $X”, while 
the increasingly digital passengers push for ever greater personalization, richer content and freedom of choice.

WHY?

As such, airlines need to be able to generate and serve their own rich content without being beholden to 3rd parties.



Airline Retailing The What, the Why and the How

Airlines managing to fully realize their retailing capabilities will be able to cut unnecessary costs, differentiate themselves 
from the pack, more easily leverage opportunities and bring new products to the market.

IATA estimates the added value generation potential of such an approach at a staggering: 

WHY? – CONTD.

+5.3 USD per passenger

New Products / 
Services; 2,2

Increased 
Revenues from 
Dynamic Offers; 

1,9

Lower GDS Costs; 
1,2



Airline Retailing The What, the Why and the How

Wait – wasn’t NDC supposed to take care of this stuff already?

HOW?

NDC was, and still remains, the building block of airline retailing. It allows the exchange of rich content without being 
limited by the legacy capabilities of GDS or older data standards such as EDIFACT.

However, NDC by itself is just part of the equation. An airline offering rich content via NDC, but still keeping Fare Classes, 
RBDs, PNRs, EMDs, E-Tickets, Coupons, PNLs etc. in the background cannot fulfill the full potential of airline retailing.

+ =

That is where the concept of “orders”, as envisioned by IATA One Order, comes into play.



Airline Retailing The What, the Why and the How

Basically, Airline Retailing with Offers & Orders is a transition:

SO..?

FROM OLD “3 LETTER THINGS” INTO COOL “4 LETTER THINGS”..!

GDS
RBD
PNR
EMD
PNL
ETL
RET

.

.

.

OOMS
(Offer and Order Management Systems)

OOSD
(Offer Order Settle Deliver)



Airline Retailing IATA Airline Retailing Reference Architecture
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Airline Retailing Recent IATA Retailing Consortium Whitepaper @ IATA WPS (26 OCT)



Sample Offer#1:   Flight offer includes rich content for personalized retailing.

Opportunities Show, Don’t Tell



Sample Offer #2: Bundles reflect not only their own attributes, but also potential up-/cross-sells.

Opportunities Show, Don’t Tell



Challenges



Hitit’s Crane Partner Community

Industry Input What Do Airlines Think?



Hitit’s Crane Partner Community

Hybrid
Airlines

33%

Full-Service
Carriers

26%

Low-Cost
Carriers

27%

Others
14%

Hitit Community Composition

Industry Input What Do Airlines Think?



Question: When it comes to Airline Retailing transition, where do you need the most guidance?

Industry Input What Do Airlines Think?

Value Proposition
44%

Next Steps
28%

Cost of Transition
18%

Technology 
Requirements

10%



Question: Where do you think there is an acute need for such a transformation?

Industry Input What Do Airlines Think?

Mostly Indirect 
Channels

67%

Indirect and 
Direct Equally

24%

Mostly Direct 
Channels

9%



Airline Retailing IATA Airline Retailing Reference Architecture
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Airline Retailing IATA Airline Retailing Reference Architecture
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In Summary Key Takeaways

…to take control of their own products and extract the proper value – or others will!

Airlines need airline retailing…

…to address the evolving passenger needs and preferences – customer centricity and seamless experience are key.

But that doesn’t mean there are no halfway points to realize shorter term benefits.

It is a marathon rather than a sprint.

Airlines and other stakeholders need a comprehensive vision to guide them throughout the whole journey.

Hitit and many other industry actors are already moving in phases towards the final vision.

It is going to take a while, but things are already in motion.

Airlines should act now to at least establish their own value expectations and roadmap rather than wait and see.



Your Team

www.hitit.com
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