
 
 

gttgAgency Debit Memos 
  

Agency Debit Memos 

Market Analysis 

Report 2019 



 

 
2 

 

ADM Market Analysis 2019 

 

 

NOTICE 

 

DISCLAIMER. This Agency Debit Memo (ADM) Market Analysis Report (the “Report”) is based on the 2019 ADM survey, for which the 

International Air Transport Association (IATA) has granted permission to use and publish the information. No reader should act on 

the basis of any such information contained in the Report without taking appropriate professional advice. Although every effort has 

been made to ensure accuracy, IATA shall not be held responsible for any loss or damage caused by errors, omissions, misprints or 

misinterpretation of the contents hereof. Furthermore, IATA expressly disclaims any and all liability to any person or entity in respect 

of anything done or omitted, and the consequences of anything done or omitted, by any such person or entity in reliance on the 

contents of this Report. 

IATA takes sole responsibility for the final form and content of this document, subject to the limitations noted above. The mention of 

specific companies or products in this Report does not imply that they are endorsed or recommended by IATA in preference to 

others of a similar nature which are not mentioned or advertised. 

2019 Agency Debit Memo (ADM) Market Analysis Report © international air transport association. Agency Debit Memo Market 
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reproduced, recast, reformatted or transmitted in any form by any means, electronic or mechanical, including photocopying, 

recording or any information storage and retrieval system, without the prior written permission from: 
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01 Introduction  

Agent Debit Memo (ADM) is the legitimate accounting tool used by Airlines 

to collect adjustments for Standard Traffic Documents (STDs) issued by 

Agents (Resolution 850m).  

There is a significant matter of contention with regard to ADMs and the 

negative impact on the Air transport industry representing a substantial 

administrative cost for Airlines, Travel Agents and the broader community 

involved in the ticketing distribution chain. Over time, Airline’s and Agent’s 

communities have expressed their respective concerns to IATA about the 

challenges when managing ADMs.  

Between 2016-2018, a three-year project was launched where an industry 

working group was formed with the objective of understanding the root 

causes of ADMs and finding solutions based on data and collective industry 

expertise. 

The project consisted of a set of actions to categorize the issuances of 

ADMs by formalizing the reporting of Reasons for Memo issuance and 

reduce its number by analyzing the root causes and supporting the industry 

in the development and implementation of industry solutions. 

As such, ADMs are an enormous source of friction between business 

partners, therefore, during the ADM Management & Reduction Project, the 

Agency Debit Memo User Group (ADMUG) was formed  with all industry 

actors involved (Airlines, Agents and their Associations, GDSs, ATPCO, ARC 

& IATA SMEs),  working together in a data-focused and blame-free 

environment, where constructive solution-oriented discussions took place. 

The vision of the working group was to improve the efficiencies in our 

current distribution chain, which have been identified through ADM data and 

to achieve three objectives: 

• Through improving its root cause, to prevent the need for 

recovering revenue leakages through ADMs 

• Improve the ADM process that would synergize the workload for all 

parties involved and thereby creating a more lean and efficient 

process 

• Improve business relationships amongst the industry 

In the interest of assisting our members, we established the first market 

analysis in 2017 to understand the situation of Airlines and Travel Agents 

with respect to ADMs and to be able to offer concrete solutions for their 

specific needs. On the other hand, the study provided market intelligence 

foundations that helped IATA to formulate a strategy for promoting best 

practices more effectively. Two years on from the first ADM Market Analysis 

report 2017, we have relaunched this study to track the ADM market 

evolution and assess the impact of the solutions and initiatives of the 

ADMUG. 

This analysis is built upon a[ market research of all Airlines and Travel Agents 

participating in the Passenger Agency Programme. 

The report is structured with, first, an executive summary and methodology 

of the assessment. It is followed by market research with the survey 

completion status report and geographic distribution. The market analysis 

section sets out the research results including an interpretation of the 

figures and specific objectives.  Lastly, the market segmentation and the 

final section includes a summary of the analysis with the key challenges and 

next steps to be considered. 

http://apps.iata.org/sites/fmc/Files/reso_850m.pdf
https://www.iata.org/whatwedo/airline-distribution/Documents/ADM-Market-Analysis-Report.pdf
https://www.iata.org/whatwedo/airline-distribution/Documents/ADM-Market-Analysis-Report.pdf
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02 Executive summary: Overall results       

As this is the second ADM Market Analysis, it is important to recognize that 

both Agents and Airlines were more willing to share their day-to-day in the 

ADM Operations. After two years we can see that the industry is more 

conscious of the impact of ADM management as well the cost involved. 

We received 94 responses from Airlines (7% response rate) to the ADM 

survey, which reveals that BSP Airlines are not completely engaged or able 

to comment on the ADM subject.  

From the Travel Agent’s side a total number of 738 responses were receive 

and even though the response rate was lower than in the 2017 survey, the 

quality of the responses was higher.  

Analysing the results based on the participants’ BSP sales has helped us 

identify focus areas and key opportunities for both parties. It is apparent that 

ADM management and cost varies based on the company’s size for both 

Agents and Airlines. This affects the way the parties perform the audit, 

communicate with each other and analyze their ADM data. By understanding 

better your business partner, you will be able to build a stronger 

collaboration and relationship. 

Identifying the lack of knowledge and understanding around IATA 

Resolutions that govern the Dispute and Post-Billing Dispute processes is 

crutial and must be addressed through educational efforts.  
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03 Methodology  

As we embarked upon the ADM Market Analysis in 2017, we aimed to gain 

insightful perspectives and market-based data from IATA members 

themselves, with a view to having a global understanding of the ADM 

management situation. Our purpose was to capture the reality of the general 

and specific issues that affect Airlines and Agents daily when dealing with 

ADMs.   

Following a similar methodology, the ADM Management & Reduction 

Operations team launched a second online survey in June 2019 that was 

distributed to all the contacts of the Revenue Accounting departments of 

every Airline and Agent participating in the BSP Programme. For this survey, 

we repeated those key questions required for tracking the evolution of the 

markets, however, we incorporated additional questions to discover new 

possible trends. 

There are a number of differences in the research methodology of this 

second version: 

• In the first analysis launched in 2017, we took into account only one 

response per entity but over the course of the initiative, we have 

gained a greater understanding of how Airlines and Agents manage 

ADMs in different situations. Thus, we have considered all the 

responses provided by each entity in view of having a broader 

representation of all markets as well as a reflection of the processes 

from each company based on their geographical location.  

 

• Secondly, the survey was distributed in four (4) languages (English, 

Spanish, French and Chinese) to encourage participation as much 

as possible and avoid language limitations that were identified 

during the 2017 Market Analysis.  

 

 
1 In this publication we will use US dollars (USD) as default currency. The $ sign used 

hereafter refers to USD. 

 

• The results of the 2019 study were analyzed taking into perspective 

the Agent’s and Airline’s gross sales (in USD) through the BSP for a 

period of twelve (12) months. The period that was taken into 

consideration was from December 2018 until November 2019 (both 

inclusive). Based on those figures  it was estimated the size of each 

entity (please see the table below).  

 

Gross Annual 

Sales through 

the BSP1 

Segmentation 

SMALL MEDIUM LARGE 

Airlines < USD 1 Billion 
USD 1 Billion - 

USD 5 Billion   
> USD 5 Billion 

Agents2 < USD 200,000 
USD 200,000 - 

USD 2 Million 
> USD 2 Million 

 

2 Note that such segmentation has been considered for benchmarketing purposes 

and does not necessarily correspond to the real size of the Travel Agent’s 

business. 
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04 Market Research: Survey Completion Status & Geographic Distribution 

        Airlines  

 

 

 

 

AREA 1: Canada, Central & 

South America 

 

35% 

 

 

 

AREA 2: Europe, Africa & 

Middle East 

 

48% 

 

 

 

AREA 3: Asia & Australasia 

 

17% 

• The ADM survey was sent to the Revenue Accounting departments of 

all BSP Airline – a total of 1,314 contacts. 94 responses were received, 

a response rate of 7% that reflects  an average engagement according 

to industry benchmarks. 

 

• During the analysis we discovered that a total number of 624 people 

clicked on the survey link and reviewed the questions, however, they 

did not complete the submission. This indicates a high level of 

engagement with the content (47.5%),  although, the audience was 

unable or unwilling to complete the survey.  

 

• The highest number of responses was obtained from IATA Area 2 

(Europe and Africa & Middle East). 

 

7%

 

 
94 Responses 
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05 Market Research: Survey Completion Status & Geographic Distribution 

       Travel Agents 

 

 

 

 

 

 

 

United Kingdom: 8% 

Canada: 5% 

Argentina: 4% 

France: 4% 

India: 4% 

     

• The survey was sent to 26,440 Travel Agent contacts from which 738 participated in the 

survey. This represents a low response rate (3%) that reflects lack of involvement from 

the Agent community taking into account that more than one response per company was 

considered. In addition, the survey was distributed in four (4) different languages (English, 

Spanish, French and Chinese). 

 

• Similarly to the Airline’s survey, the Agent’s survey was accessed by 3,846 people (14.5% 

of engagement), also pointing out that the content was of their interest, nonetheless, the 

receivers did not complete their submission. In order to avoid such situations in the future, 

we would need to refine the target audience more precisely. 

 

• A total of 98 countries participated in the survey. At a local level, most survey replies were 

received from United Kingdom (8%), Canada (5%), continuing with a 4% from Argentina, 

France, India, Russia and South Africa, and 3% from Denmark and Mexico. If we look at 

the regional representation, 42% of the responses came from Europe and 20% from the 

Americas, which should be taken into consideration whilst thinking of how representative 

the results are for every area. 

 

3%

738

Responses

South Africa: 4% 

Russia: 4% 

Denmark: 3% 

Mexico: 3% 

  



 

 
9 

 

ADM Market Analysis 2019 

 

 
06 Market Analysis- Survey results 

Q1- Airlines: What is the average administration cost of each ADM in USD? Please take into consideration manpower and 

external party company fees. 

 

a) What is the average administration cost of each ADM?  

 

b) Out of these, how much is allocated to external parties? 
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The study conducted in 2017 revealed that the majority of Airlines were not able to provide a figure when asked about the average administration cost 

of each ADM. Most of them shared an approximation, a percentage of the ADM value or stated that it was not easy to obtain such average cost. This led 

us to interpret the cost based on the indications from some of the Airlines and calculations based on 2016 ADM data obtained from the BSP database. 

After 2 years, we see that 69% of the Airlines responded with a direct answer to the average administration cost and 68% responded to the cost 

allocated to external parties. This is a proof that Airlines are more conscious of the origin of the cost and at the same time more confident of 

acknowledging such, confirming that the answers obtained now are more realistic.  It is worth stressing that those estimations have been reached using 

a very small market sample, therefore, these numbers might not be  fully representative of all Airlines.  

Taking a look into the Airlines situation regarding the administration cost of ADMs, there has been a minimal change in the guesstimate since 2017. In 

2019 the average administration cost of each ADM is estimated to be approximately $27 and it sits near the same figure as it did in 2017 ($26).  

Furthermore, 67% of the Airlines indicated that the cost is up to $20 per ADM.  

The estimation of the external cost was $17 in 2017, whilst the answers in 2019 indicated a lower value (24% less). The vast majority still designates 

from $0 to $20 to external parties.  

It is evident that the cost varies depending on the size of the Airline. Medium-size Airlines face a notably higher administration cost with respect to small 

and large Airlines, reflecting that their internal systems might be less efficient impacting the final cost of ADMs.  It was also found that smaller Airlines 

allocate more financial resources to outsourcing.  If we look at it in absolute values, we can see that the bigger the Airline, the lower the external cost 

evidencing that those are more likely to manage their ADMs internally and/or have better capabilities of negotiating their contracts with external vendors. 

Further in the analysis (Refer to Q10), it was indicated that the proportion of Airlines using external auditing parties versus in-house auditing systems is 

very similar, thus, there is no indication that the opportunities for cost reduction could come from either completely outsourcing or centrally managing 

this activity.                      

Opportunities:  Whilst the response rate from Airlines is not strong enough to draw definite conclusions, the usable data indicated that the administration 

cost of ADMs represents around 17% of an average US dollar value of an ADM (2019) and 54% for those ADMs issued for less than $50 (63% of the 

total ADM Volume in 2019). In sight of the IATA Strategy of shaping a sustainable Airline Industry, it is important to acknowledge that the cost attributed 

to the ADM management is an important component of the Airline’s unit cost - contributing to the resources spent in sales audit and revenue accounting 

systems. In order to work towards building more efficient Airline processes, there is still a room for improvement to achieve a more cost-effective 

recovery process.  
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Q1- Agents: What is the average administration cost of each ADM in USD? Please take into consideration manpower and 

external party company fees. 

 

a) What is the average administration cost of each ADM?  

 
b) Out of these, how much is allocated to external parties? 
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In order to showcase the results, the responses were grouped by cost range (displayed in chart a. and b. under ‘Cost USD’ categories): 

Out of the 739 Agents that participated in the survey, 612 provided a valid answer for the administration cost of an ADM for which we applied the criteria 

of not taking into consideration responses such as “not available” or a figure that is equal or higher than $300.  The increased number of valid responses 

to this question in comparison to 2017 indicate that at present more Agents are conscious about the cost component of ADM management. When we 

analyze the answers based on the Agents’ segmentation, it is clear that larger Agencies have a better idea regarding such cost.  

Based on the small sample size, we have estimated that the average administration cost of each ADM is $48 for Agents. The cost range is fairly similar 

to the one we discovered in 2017 where most of the Agents’ cost do not exceed the amount of $60 per ADM.  

The cost component also varies depending on the size of the agency – the segmentation analysis shows that the larger the agency, the lower the costs 

of ADM administration. 

Based on the experience with the ADMUG, we have learnt that it is not uncommon for larger Agencies to have dedicated teams managing ADMs in-

house. Having such internal infrastructure to administer ADMs could allow to reach synergies and economies of scale, which in turn, might lead to 

lowering the overall cost.  

The average cost allocated to external parties is $18 and 83% of the Agents were able to specify how much of the administration cost is designated to 

outsourcing. The majority of Agents allocate less than half of the total cost to external parties, yet there  is no significant difference between the average 

figures based on the Agent’s size. It is apperant that mid-sized Agencies allocate slightly larger amounts, which could be indication that they are more 

inclined to use external parties.  
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Agents and Airlines: 

Q2- Are you familiar with the difference between an ADM Dispute 

and a Post-Billing Dispute? 

 

 

         Agents                   Airlines 

45% Yes                                                          62% 

19% No                                                          11% 

36% I have an idea                                                          27% 

 

 

 

Q3- Are you using BSPlink/ASD to manage Post-Billing Disputes? 

 

 

 

 

 

 

 

 

 

 

In the 2019 survey, we added a new set of questions that 

aimed to unveil the industry’s understanding and knowledge of 

the Post-Billing Dispute (PBD) processes. In 2019 the ADMUG 

introduced in their Work Programme an item related to the 

review and improvement of the current PBD process and 

system. These questions  were designed to help us evaluate 

the effectiveness of the efforts that have been put towards 

improvement and simplification of the current processes.  

45% of Agents and 62% of the Airlines stated that they know 

the difference between an ADM dispute and a Post-Billing 

Dispute. However, when digging deeper into the results, it was 

clear that the majority of the respondents were not able to 

provide the correct answers as it is demonstrated in Q3 to Q6. 

 

One of the main changes that was introduced into the PBD 

process in 2017 was the requirement to record all PBDs 

through BSPlink (or ASD for BSP China). Despite this 

requirement, only 61% of the Agents and 67% of the Airlines 

seem to be using the system in order to fully manage their 

Post-Billing Disputes. These results are indicative that we need 

to further explore  the IATA systems to understand if they 

cater for the proper PBD management or if there are other 

reasons why the industry prefers to settle further disputes 

outside of the BSP. 

When evaluating the results based on the entities 

segmentation, there is no apparent patterns based on the 

Agent’s size. Nonetheless, only 51% of the small Airlines use 

the IATA systems to manage their PBDs. This could be 

revealing  lack of resources for automating the use of the new 

module.    

 

Yes 

 

No 

 

Yes, only for changing status* 

* not for the comments and discussion to reach Resolution 

 

 

30% 9% 

67% 28% 6% 

61% 

Airlines 

 

 

 

 

 

 

 

Agents 

 

 

 

 

 

 

 

 

 

 
 

 

1 



 

 
14 

 

ADM Market Analysis 2019 

 

 

Q4- Indicate which Resolution you believe Post-Billing Dispute is governed under   

 

         

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

35% 44% 

Agents 

Resolution 850m 

19%  Resolution 812 
5% 

17% Resolution 818g 
33% 

17% 
Unknown 

4% 

  4% 8% 
Resolution 818g 

& 812 

  3% 1% 
Resolution 850m 

& 818g & 812 

  3% 2% 
Resolution 850m 

& 818g 

  2% 2% 
Resolution 850m 

& 812 

Airlines 

When asked what was the Resolution that governed the Post-Billing Dispute process, only 4% of Agents and 8% of Airlines were able to indicate that 

currently both Resolution 818g and Resolution 812 were governing the process. Nonetheless, considering that several of the BSPs were operating 

under the New Generation ISS Program whereas a number of markets were still pending to be migrated, it could be assumed that those who had 

answered (either Resolution 818g or Resolution 812) were referring to the process from their market’s perspective. Under such assumption the 

number of participants who had responded correctly was adding up to 45% and 41% respectively (Agents and Airlines).  
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Q5- Are you aware of how many days the Post-Billing Dispute option is open for resolution discussion? 

 

 

 

 

 

 

 

Q6- How long will an ADM be eligible for Post-Billing Dispute?   

 

 

 

 

 

 

 

          

 

 

 

 

 

 

 

 

9 months from the 

last day of travel/ 

date of refund 

 

 

 

 

12 months from the 

last day of travel/ 

date of refund 

 

 

 

 

 
 

 

 

 

 

 

 
 

 

 

 

 

9 months from 

when the initial ADM 

Dispute was 

rejected 

 

 

 

 

12 months from 

when the initial ADM 

Dispute was rejected 

 

Only 30% of the Travel Agents and 45% of the Airlines who responded the 

survey acknowledge the fact that post-billing disputes could be raised up 

until 12 months from the date of issuance of the ADM.  

Although, most of the respondents chose the correct answer, the variation 

proves that there is a generic gap with respect to the post-billing disputes, 

demonstrating the need for further educational efforts. In this sense, the 

ADM User Group had kicked off educational initiatives to train and engage 

the wider industry such as global webinars. The first edition of the Post-

Billing Dispute webinar received widespread attention and attendance 

from Agents and Airlines.  

30 Days 15 Days 60 Days 

50% 
64% 

34% 
20% 

16% 18% 

Agents Airlines 

Airlines Agents 

9 months from date 

of issuance 

20% 22% 

10%   6% 
18% 

30% 

13% 9% 

45% 

  8% 7% 

12 months from 

date of issuance 

13% 

Opportunities: in 2019 the ADMUG has identified the need to focus on 

educational efforts to improve the understanding of the wider community of 

the processes and procedures related to the Post-Billing Disputes. This 

area continues to be part of the ADMUG strategy and has a proven record 

of success when educational sessions are held in electronic format. 

The PBD related questions clearly show us that it is essential to ensure that 

the industry is aware of the applicable Resolutions to mitigate the possible 

lack of understanding of their rights and obligations as part of the Passenger 

Agency Programme. 

It would therefore be beneficial to explore other common knowledge gaps 

that can be addressed in such formats.  

Even though only around 15% of all respondents acknowledged that they were not aware 

of the differences between ADM Dispute and PBD, almost half of them did not have a clear 

understanding of how those two processes differed in terms of the timelines available for 

discussions.  

The second most popular response amongst the Agents was 15 days, which is the time 

that they have to review an ADM after it has been raised by the Airline. 

Similarly, the Airline’s second most popular answer was 60 days – the number of days an 

Airline has to respond to an ADM Dispute. 

This proves that there is actual misunderstanding how both processes differ.  
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Agents and Airlines: 

Q7- Would you be interested in any BI tool that allows you to obtain business and operational intelligence by integrating global 

ADM data extracted from all the Billing and Settlement Plans across the globe? 

 

 

 

 

 

 

Q8- If IATA were to provide you with such tools, what main purpose would you find for it? 

 

  

 

 

 

 

     

      
Other 

 

  

 

 

 

 

     

      
Other 

 

 

 
Benchmarking 

 
Return of Investment 

 
Decrease operating costs 

 
Identify key trends & patterns in your organization 

 
Gain market intelligence 

 
Identify new opportunities 

  

70%

30%

Agents

Yes No

74%

26%

Airlines

Yes No

There is significant number of Agents and Airlines that see value in being able to analyze 

further the ADM data and get an overview of their trends and figures. This is indicative that 

the industry understands that obtaining a broad knowledge of the debit memo operations 

of a company could lead to other business opportunities  across the industry spectrum like 

identifying in-house inefficiencies, and areas that need operational improvements as well 

as it could be used as a powerful tool in partnership negotiations.  

Agents Airlines 

31% 

8% 
17% 16% 14% 11% 7% 

19% 18% 18% 18% 17% 

2% 3% 

Respondents were able to choose more than one 

answer and the variety in the results show that it 

could bring value to different areas of their 

business as most Airlines (79%) and Agents (67%) 

manifested that they would use it for more than one 

purpose.  

In 2017, a high proportion of Agents (71%) 

considered that a business intelligence tool will 

mainly contribute to decreasing operation costs, 

notwithstanding, this recent analysis shows a slight 

shift in the pattern, showing that Agents see that 

the ADM data analysis could benefit their 

companies in  severalareas of their business.  

 

 

 

 

* Respondents had the possibility to choose more than one option 
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Airlines: 

Q9- Identify the critical information that is in your ADM policy:  

 

Ranking of the selection: 

 

 Conditions for ADM issuance 35% 
 Administration Fees associated with ADM issuance 22% 

 Conditions of Revenue Auditing 21% 
 Dispute contacts 16% 
 Other 5% 

Top 4  most common selected combinations: 

  

%
 o

f 
p

re
d

o
m

in
a

n
t 

c
o

m
b

in
a

ti
o

n
s

  

24% 

17% 

8% 

In addition, Airlines have acknowledged that the most important 

aspect in their ADM policy is related to the “Conditions for ADM 

issuance”, same trend was seen in 2017.  The variation in all the 

combinations of answers show that 56% of the Airlines have a 

complex policy that includes more than one item. Although 

“Conditions for ADM issuance” remains the most popular 

amongst the different options, the results are showing that 

Airlines are adding more aspects related to the way they undergo 

the auditing process of their indirect sales. 

Based in the results from this report,  which reaffirm the 

complexity of the content of the Airline’s policies, it is certain that 

the industry needs to adopt and foster the use of a single ADM 

Policy template in order to represent the diverse aspects of each 

policy. 

In 2018, the ADMUG published the first version of the Best 

Practices Guide (link) which included an ADM Policy module to 

facilitate a global standard template for Airlines. Airlines are 

encouraged to use it whenever updating their policies and this 

way help Agents to easily understand and identify the different 

policies, thus ensure their compliance with any new changes.  

13% 

% of the top options 

* Respondents had the possibility to choose more than one option 

When comparing Airlines based on entity size in 2019, most Airlines see greater value in gaining market intelligence except for mid-sized Airlines. 

Regardless of the size, Airlines are interested in having benchmarking opportinuties. However, if this is analyzed in the context of the most popular 

answers of each one of the segments, it seems that such capabilities are used for different purpose. 

For small Airlines it is more important to be able to compare their performance to their peers and decrease the operating costs, which indicates that  

they might be looking for ways to optimize their operations and performance in order to increase profits.  

On the other hand, mid-sized Airlines see benchmarking more in the context of identifying key trends within their own organization, which reveals 

their need of better understanding how the ADM operations affect their company and performance.   

 Large Airlines in turn have less introspective which gives away that they have a higher level of awareness in terms of their ADM operations, as they 

see the benchmarking as possibility for growth by identifying and seizing new opportunities in the market.   

 

 

 

 

https://www.iata.org/contentassets/a1fd6459e53d49b09dee37e3910c12b9/admug-best-practices-guide.pdf
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Q10- Does your Airline have any agreement with GDSs for recovering ADMs that are related to auto-priced transactions? 

 

 

 

 

 

 

 

 

Q11- Indicate the revenue audit process that is used by your Airline: 

 

 

 

 

 

 

 

 

 

 

 

External party 

When comparing the figures from 2017 and 2019, we notice that Airlines 

have a different approach in terms of performing audit.  

Over the past two years, there is a growing indication of more Airlines 

managing their revenue audit either internally or externally. When 

analyzing small Airlines, we see that most of them manage their ADM 

operations in-house, which could be attributed to the lower volume of 

transactions that they have. Almost all of the mid-sized Airlines, who have 

responded the survey, shared that they outsource completely their ADM 

issuance (72%). This result also provides more clarity on why they have a 

higher cost related to external parties (Q1) and the need of better 

understanding their internal performance (Q8). 

There is no particular pattern when it comes to large Airlines, although we 

see that the larger chunk of the Airlines use internal audit only. This might 

be also due to the fact that  large Airlines are more likely to have 

sophisticated internal revenue accounting systems. 

 

External Party 

41% 

In-house Audit 

39% 

Both 

19% 

78% 

22% 

NO 

YES 

In 2017, we found that 12% of the Airlines had an agreement with the 

GDSs for recovering those ADMs related to auto-priced transactions.  

In 2019, the ones who responded affirmatively were 22% of the total.  

The higher percentage shows that more Airlines understand the 

convenience of working closely with the System Providers when the 

Agent’s involvement is not required during the research process. It’s 

important to remark that 21 Airlines from the Airlines that responded 

in 2019 also provided their feedback in 2017. If we analyze them 

separately, we see that during these two years, 6 Airlines have come 

to an agreement with GDSs, whereas only 2 have ceased such 

collaboration.  
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Q12- Do you know what is the main source of revenue leakage causing ADMs in your Airline? 

 

 

 

 

 

 

 

 

 

 

The aim of this question was to identify if the Airlines’ 

perception was aligned with the reality in terms of the 

main source of revenue leakage. It is noteworthy to 

remark that most of the Airlines pointed out that the 

leakage causing ADMs is mainly attributed to the Fare 

and Exchange audit. Nonetheless, the analysis of the 

global ADM data obtained from the BSP in the last three 

years reveals a high level of misperception that can be 

related to the different ways the audit might be handled 

within each Airline.  

Additionally, if we compare the actual ADM statisctics 

of those Airlines who responded the survey to what 

their perception was, it is clear that large Airlines were 

more accurate in identifying their main sources of 

revenue leakage.  

 

 

 42% 

 

 

21% 

 

 

14% 

 

 

10% 

 

 

8% 

 

 

5% 

Fare/Exchange Audit 

Refund Audit 

Commission 

Chargebacks 

Booking Audit 

Taxes 

 13% 

 

 

20% 

 

 

9% 

5% 

 

 
 

 
 

 

22% 

16% 

7% 

Perception 
Reality  

Industry      vs      Participants 

 

 

 
 

 
 

 
 

  

 

20% 

8% 

24% 

14% 

6% 

Having in mind the auditing patterns of mid-sized Airlines (Q11), it is clear that they do not have visibility over the main issues affecting their revenue 

integrity, as they attribute the highest ADM value to Fare related audit, whislt the main source of leakage comes from Chargebacks. 

Almost half of the responses received from small Airlines also referred to Fare related audit as key and most important issue for their organization, 

pointing out to an important blind spot – the Booking related audit. 

The ADMUG is continuously looking through the ADM data to track the main contributors of ADMs and in this way assist Airlines and Agents to 

detect the areas to focus in order to make a proper use of their resources.  

 

20% 
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Airlines and Agents:   

Q13: On a scale of 1 – 10 with 10 being the most positive, how would you describe the Airline-Agent relationship for ADMs in 

general 

                                                         

 
 

 

 

 

 

 

 

 

 

2017 2019

Airlines

4.7
4.5

Objectives: ADMUG has been working together with its members to identify and confront the challenges in the ADM processes that cause friction in the 

relationship between the parties involved. After two years of promoting this collaborative spirit, the members who actively participate in this initiative 

have improved their relationship substantially. From the experience within this group, we have learnt that the yearly face-to-face workshops hosted by 

the IATA ADM team are a unique opportunity to build relationships and take a proactive approach to establish new methodologies of working together. 

To this interest, the role of the User Group should be to preserve and promote such dynamics outside of the ADMUG and to continue divulging the 

established best practices with the goal of improving the relationship at an industry wide level. 

Opportunities: The results of the analysis are showing that the industry actors could benefit from a differentiated strategy when dealing with their business 

partners. It is apparent that depending on the size of the company, there might be more efforts required in order to build a stronger relationship. These 

finding must also be analyzed in the context of the sales force distribution per region in order to find better opportunities for partnership. 

 

Agents 

 

7 

  6 

  

When we look at the average score that Airlines and Agents gave to their 

relationship in 2017 and 2019, we see that the perception continues to be 

misaligned as the Agents still consider that the relationship with Airlines is 

unsatisfactory, although there is a small improvement. In terms of the 

frequency range, the proportion of Agents that rated the relationship with 

5 points or lower has decreased from 68% (2017) to 61%. In the contrary, 

Airlines think the relationship is overall satisfactory, but the rate has 

dropped one point. 

Even though there is no significant difference in the scores, the gap seems 

to be smaller now. The fact that large Airlines tend to score their 

relationship lower than the other Airline participants and in accordance 

with the exposed in Q10 of this report, presumably Airlines are changing 

their revenue audit management strategy, and this could be one of the 

reasons that has led them to have a more realistic perception of the day 

to day relationship with Agents.  

According to the segmentation analysis,  large Agencies have a more 

favorable perception of the relationship with Airlines than the small ones, 

proving to have better capabilities to maintain a collaboration spirit with 

their partners. Nonetheless, we have to point out that medium Agencies 

seem to think worse in that regard – noticeably the most common score 

given was 1 (being 5 the most common answer for the rest of Agencies). 
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Agents: 

Q14- On a scale of 1 – 10 with 10 being the most positive, how would you rate your communication with the Airlines and with 

the GDSs regarding ADMs 

 

         Communication with the Airlines regarding ADMs                                           Communication with the GDSs regarding ADMs 

 

 

 

 

 

 

 

 

As shown in the comparison, Agents consider that the communication with the Airlines and with the GDS remains almost the same. Certainly, the communication 

between Agents and Airlines is regular but with a little improvement. To this effect, 61% of Agents have rated communication with 5 or less. On the other hand, 

Agents think that communication with the GDSs regarding ADMs has not changed in comparison with the situation 2 years ago. Despite the similar average rank 

between the communication with both parties, it is worth stressing that 51% of Agents ranked the communication with the GDSs with 5 or less.  

Similarly to the finding in Q13, we can see that mid-size Agencies tend to rate lower on average their communication with both Airlines and GDSs. It is important 

to consider that it is possible that their ADM volume might be high enough to require more frequent communication with the other two parties than small 

Agencies, nonetheless, they do not necessarily have the resources to have a stream-lined ADM management in place.  

Within the ambit of the ADM value chain, the lack of communication between business partners has demonstrated to have a direct impact on their relationship 

and the efficiency to resolve ADMs. In 2017 the ADMUG started implementing a set of solutions (link) for standardizing global ADM policies and processes as 

well as solving the deficiencies in the interaction. The recent market indicators corroborate that during this period, there is no clear evolution in the relationship 

nor the communication between the parties. This conclusion leads us to consider the fact that additional efforts are required to reach the wide industry to keep 

promoting mechanisms that address the communication inefficiencies.  In addition, find new alternatives to foster a direct communication channel that is 

commensurate with the requirements of the market.  

2017 2019

4.9
4.7

2017 2019

5.45.4

https://www.iata.org/contentassets/a1fd6459e53d49b09dee37e3910c12b9/admwg-solutions.pdf
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07 Market Segmentation- Benchmark average research results 

The purpose of the following market segmentation is to facilitate ADM market metrics that will serve as a benchmarking tool for Airlines and Agents in order to 

evaluate one's company position within the industry and compare its performance in terms of the ADM management and processes. In addition to that, it will 

provide further detail on the above market analysis.  

AIRLINES: RESEARCH RESULTS BY SEGMENTATION 

Airlines’ Segmentation Small Airlines Medium Airlines Large Airlines 

Airlines Annual Sales < $1 Billion $1 - $5 Billion > $5 Billion 

Answers received 41% 35% 24% 

Revenue audit process that is used by the Airline 

Airlines < $1 Billion $1 - $5 Billion > $5 Billion 

In-house (only) 58% 12% 38% 

External Party (only) 20% 72% 33% 

Both 22% 16% 29% 

Admin cost per ADM 

Airlines < $1 Billion $1 - $5 Billion > $5 Billion 

Average $24 $34 $22 

0 USD - 20 USD 54.05% 37.50% 45.45% 

21 USD - 40 USD 8.11% 6.25% 18.18% 

More than 40 USD 8.11% 25.00% 4.55% 

No Answer 29.73% 31.25% 31.82% 

Admin cost per ADM  allocated to External Parties 

Airlines < $1 Billion $1 - $5 Billion > $5 Billion 

Average $15 $12 $10 

0 USD - 20 USD 67.57% 53.13% 59.09% 

21 USD - 40 USD 0% 9.38% 0% 

More than 40 USD 2.70% 6.25% 4.55% 

No Answer 29.73% 31.25% 36.36% 

Information in ADM Policy’s aspects * 

Airlines < $1 Billion $1 - $5 Billion > $5 Billion 
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Administration Fees associated with 

ADM issuance 
48.65% 56.25% 45.45% 

Conditions for ADM issuance 70.27% 81.25% 81.82% 

Conditions of Revenue Auditing 43.24% 56.25% 36.36% 

Dispute contacts 32.42% 46.88% 27.27% 

Other 2.70% 9.38% 31.82% 

Would you be interested in any business intelligence tool that allows Airlines to obtain business and operational intelligence by integrating 

all your locations’ ADM data extracted from all the Billing and Settlement Plans? 

Airlines < $1 Billion $1 - $5 Billion > $5 Billion 

Yes 64.86% 68.75% 81.82% 

No 24.32% 28.13% 13.64% 

No Answer 10.81% 3.13% 4.55% 

If IATA were to provide you with ADM business intelligence tools such as monthly dashboards, what main purpose would you find for it?* 

Airlines < $1 Billion $1 - $5 Billion > $5 Billion 

Benchmarking 43.24% 40.63% 50.00% 

Decrease operating costs 43.24% 34.38% 36.36% 

Gain market intelligence 40.54% 37.50% 59.09% 

Identify key trends and patterns in 

your organization’s 
35.14% 50.00% 45.45% 

Identify new opportunities 37.84% 37.50% 50.00% 

Other 0% 9.68% 5% 

Return of Investment (ROI) 21.62% 12.50% 13.64% 

Does your Airline have any agreement with GDSs for recovering ADMs that are related to auto-priced transactions? 

Airlines < $1 Billion $1 - $5 Billion > $5 Billion 

No 81.2% 85.7% 49.1% 

Yes 18.8% 14.3% 50.9% 

Rate the Airline-Agent relationship for ADMs in general 

Airlines < $1 Billion $1 - $5 Billion > $5 Billion 

Average 5.97 6.42 5.86 

Most common answer (mode) 7 7 5 

Do you know what is the main source of revenue leakage causing ADMs in your Airline?* 

Airlines < $1 Billion $1 - $5 Billion > $5 Billion 



 

 
24 

 

ADM Market Analysis 2019 

 

 

 Perception Reality Perception Reality Perception Reality 

Fare/Exchange audit 48.65%  (26.81%) 37.50%  (29.63%) 13.64%  (25.40%) 

Refund audit 10.81%  (19.79%) 15.63%  (12.66%) 40.91%  (29.66%) 

Commission 10.81%  (13.07%) 21.88%  (8.79%) 4.55%  (7.80%) 

Chargebacks 5.41%  (7.01%) 3.13%  (30.86%) 22.73%  (16.89%) 

Booking audit 5.41%  (26.25%) 3.13%  (10.61%) 4.55%  (16.58%) 

Taxes 2.70%  (7.09%) 3.13%  (7.46%) 4.55%  (3.66%) 

Other 5.41%  6.25%  9.09%  

No Answer 10.81%  9.38%  0%  

Are you familiar with the difference between an ADM Dispute, and an 

ADM Post-Billing Dispute? 
 

Airlines < $1 Billion $1 - $5 Billion > $5 Billion 

Yes 43.24% 75.00% 68.18% 

No 10.81% 6.25% 18.18% 

I have an idea, but not entirely sure 37.84% 15.63% 13.64% 

No Answer 8.11% 3.13% 0% 

Are you using BSPlink/ASD to manage Post-Billing Disputes? 

Airlines < $1 Billion $1 - $5 Billion > $5 Billion 

Yes 51.35% 75.00% 72.73% 

No 35.14% 15.63% 22.73% 

Yes, only for changing the status but 

not for the comments and discussion 

to reach Resolution 

5.41% 6.25% 4.55% 

No Answer 8.11% 3.13% 0% 

Indicate which Resolution you believe Post-Billing Dispute is governed under 

Airlines < $1 Billion $1 - $5 Billion > $5 Billion 

Resolution 850m 37.84% 43.75% 36.36% 

Resolution 812 5.41% 3.13% 4.55% 

Resolution 818g 35.14% 37.50% 18.18% 

Resolution 812 & Resolution 818g 5.41% 9.38% 9.09% 

Other 8.10% 3.13% 9.10% 

No Answer 8.11% 3.13% 13.64% 
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Are you aware of how many days the Post-Billing Dispute option is open for resolution discussion? 

Airlines < $1 Billion $1 - $5 Billion > $5 Billion 

15 days 21.62% 15.63% 18.18% 

30 days 67.57% 59.38% 54.55% 

60 days 5.41% 21.88% 27.27% 

No Answer 5.41% 3.13% 0% 

How long will an ADM be eligible for Post-Billing Dispute? 

Airlines < $1 Billion $1 - $5 Billion > $5 Billion 

9 months from the last day of travel/ 

date of refund 
18.92% 21.88% 18.18% 

12 months from the last day of travel/ 

date of refund 
10.81% 0% 4.55% 

9 months from date of issuance 13.51% 3.13% 22.73% 

12 months from date of issuance 35.14% 50.00% 36.36% 

9 months from when the initial ADM 

Dispute was rejected 
2.70% 12.50% 9.09% 

12 months from when the initial ADM 

Dispute was rejected 
10.81% 3.13% 4.55% 

No Answer 8.11% 9.38% 4.55% 

 

 

* Note:  

-In red has been represented the real weight of each category. 

-The average numbers in the market size segmentation are approximate as not all of the Airlines provided responses to all of the survey questions.   

-In the segmentation exercise 3 Airlines were not considered as they did not have any sales in 2019. 

 

 

 

 

 

 

 

 

 



 

 
26 

 

ADM Market Analysis 2019 

 

 

AGENTS: RESEARCH RESULTS BY SEGMENTATION 

Agents’ Segmentation Small Agents Medium Agents Large Agents 

Agents’ Annual Sales < $200,000 $200,000 – $2 Million  > $2 Million 

Answers received 12.4% 25.1% 62.5% 

Admin cost per ADM 

Agents < $200,000 $200,000 – $2 Million  > $2 Million 

Average $111 $83 $71 

0 USD - 20 USD 36.05% 39.33% 30.97% 

21 USD - 40 USD 12.79% 13.48% 23.45% 

More than 40 USD 31.40% 34.27% 35.62% 

No Answer 19.77% 12.92% 9.96% 

Admin cost per ADM  allocated to External Parties 

Agents < $200,000 $200,000 – $2 Million  > $2 Million 

Average $18 $23 $18 

0 USD - 20 USD 59.55% 60.64% 68.97% 

21 USD - 40 USD 4.49% 6.38% 7.54% 

More than 40 USD 13.48% 15.43% 10.99% 

No Answer 22.47% 17.55% 12.50% 

Would you be interested in any business intelligence tool that allows Airlines to obtain business and operational intelligence by integrating 

all your locations’ ADM data extracted from all the Billing and Settlement Plans? 

Agents < $200,000 $200,000 – $2 Million  > $2 Million 

Yes 72.04% 70.37% 72.34% 

No 22.58% 28.57% 25.96% 

No Answer 5.38% 1.06% 1.70% 

If IATA were to provide you with ADM business intelligence tools such as monthly dashboards, what main purpose would you find for it?* 

Agents < $200,000 $200,000 – $2 Million  > $2 Million 

Benchmarking 21.51% 14.81% 24.26% 

Decrease operating costs 65.59% 52.38% 67.02% 

Gain market intelligence 30.11% 26.98% 27.23% 

Identify key trends and patterns in 

your organization’s 
24.73% 21.69% 37.87% 
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Identify new opportunities 35.48% 28.57% 31.06% 

Other 4.30% 6.88% 6.38% 

Return of Investment (ROI) 19.35% 16.40% 15.32% 

Rate the Airline-Agent relationship for ADMs in general 

Agents < $200,000 $200,000 – $2 Million  > $2 Million 

Average 4.71 4.27 4.84 

Most common answer (mode) 5 1 5 

Rate your communication with the Airline regarding ADMs 

Agents < $200,000 $200,000 – $2 Million  > $2 Million 

Average 4.77 4.36 5.06 

Most common answer (mode) 5 5 5 

Rate your communication with the GDSs regarding ADMs 

Agents < $200,000 $200,000 – $2 Million  > $2 Million 

Average 5.26 5.16 5.44 

Most common answer (mode) 6 5 5 

Are you familiar with the difference between an ADM Dispute, and an ADM Post-Billing Dispute? 

Agents < $200,000 $200,000 – $2 Million  > $2 Million 

Yes 34.41% 34.39% 49.15% 

No 30.11% 24.87% 14.47% 

I have an idea, but not entirely sure 35.48% 39.68% 35.32% 

No Answer 0% 1.06% 1.06% 

Are you using BSPlink/ASD to manage Post-Billing Disputes? 

Agents < $200,000 $200,000 – $2 Million  > $2 Million 

Yes 61.29% 57.14% 62.34% 

No 24.73% 32.28% 29.15% 

Yes, only for changing the status but 

not for the comments and discussion 

to reach Resolution 

10.75% 8.99% 7.45% 

No Answer 3.23% 1.59% 1.06% 

Indicate which Resolution you believe Post-Billing Dispute is governed under 

Agents < $200,000 $200,000 – $2 Million  > $2 Million 

Resolution 850m 25.81% 30.69% 33.40% 
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Resolution 812 19.35% 19.58% 17.66% 

Resolution 818g 21.51% 14.81% 14.46% 

Resolution 812 & Resolution 818g 3.23% 3.17% 4.47% 

Other 11.83% 8.47% 8.93% 

No Answer 18.28% 23.28% 21.07% 

Are you aware of how many days the Post-Billing Dispute option is open for resolution discussion? 

Agents < $200,000 $200,000 – $2 Million  > $2 Million 

15 days 34.41% 38.10% 30.85% 

30 days 48.39% 46.56% 49.57% 

60 days 13.98% 12.70% 16.60% 

No Answer 3.23% 2.65% 2.98% 

How long will an ADM be eligible for Post-Billing Dispute? 

Agents < $200,000 $200,000 – $2 Million  > $2 Million 

9 months from the last day of travel/ 

date of refund 
22.58% 20.11% 17.87% 

12 months from the last day of travel/ 

date of refund 
7.53% 8.99% 10.00% 

9 months from date of issuance 29.03% 21.16% 14.47% 

12 months from date of issuance 19.35% 24.87% 31.28% 

9 months from when the initial ADM 

Dispute was rejected 
8.60% 11.11% 13.19% 

12 months from when the initial ADM 

Dispute was rejected 
2.15% 9.52% 9.57% 

No Answer 10.75% 4.23% 3.62% 

 

 

* Note: -The average numbers in the market size segmentation are approximate as not all of the Agencies provided responses to all of the survey questions.    
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08 Key Opportunities & Recommendations  

 

 

 

 

 

 

 

 

 

 

 

 

 

AIRLINES 

1) Cost-saving opportunity 

It is apparent that completely outsoroucing the 

revenue auditing process leads to higher ADM 

management cost and lack of visibility over the 

common gaps and root causes.  

Performing a deeper analysis of the ADM 

operations of each Airline will be beneficial to 

identify the main areas of revenue losses and 

mindfully develop a strategy to address them. 

Airlines who completely outsource their ADM 

management should consider establishing a 

streamlined reporting process with their 

vendors, in order to remove blind spots and 

better understand how they could improve 

internally.  

2) Airline-Agent Relationship 

Due to the fact that the biggest chunk of Agent’s 

responses came from Europe and the Americas, 

we need to be cautious when drawing final 

conclusions. It would be important to consider 

the sales force distribution in each Region in 

order to identify key areas and opportunities for 

business development. Based on the report, it is 

clear that mid-sized Agents are most unhappy 

about their relationship with Airlines and offer 

the biggest room for improvement.  

 

TRAVEL AGENTS 

1) Cost-saving opportunity 

Creatig synergies and more in-house efficient 

processes would help reduce admintration cost 

and could provide a better picture of the internal 

areas for improvement.  

It has been demonstrated that the cost and audit 

strategy come hand in hand, therefore, an 

important component of reducing the cost will 

be to establish efficient processes around ADM 

management. 

According to the analysis, mid-sized Agents 

struggle most as they have larger ADM volume, 

however, they do not count with the 

infrastructure to manage them as efficiently as 

larger Agents. 

2) Airline-Agent Relationship 

Improving the communication and relationship 

between Airlines and Agents should be a priority 

for both stakeholders. Agents should try to have 

more dialogue with those Airlines who tend to 

use third parties for their audit, in order to ensure 

that they are aware of any difficulties they might 

be facing.  

IATA 

1) Identifying and improving 

knowledge gaps 

The report shows an important gap in the 

knowledge and understanding of IATA 

Resolutions that govern Dispute and Post-

Billing Dispute processes. This 

As part of the ADM Group Work Programme, 

the ADM team has been organizing webinars 

open to the wider industry regarding Post-

Billing Disputes. These sessions have been 

very popular amongst BSP Agents and 

Airlines, which leads us to believe that such 

format will be suitable for addressing other 

common knowledge gaps.   

2) Support the industry in 

understanding ADM 

Operations and gaining 

intelligence 

Both Agents and Airlines see the value in 

obtaining insights from the ADM data. It 

should be part of IATA’s role to support the 

industry in better understanding how to use 

such insights in order to build more efficient 

and sustainable processes, establish strong 

business relationships and  explore new 

opportunities. 
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09 Annex  

Annex A: Survey results 

1. What is the average administration cost of each ADM in USD? Please take into consideration manpower and external party 

company fees. 

Airlines: 

a) What is the average administration cost of each ADM (USD)? 

a) What is the average administration cost of 

each ADM (USD)? 

Response 

Count 

Response 

Percentage 

Answered 66 70% 

No Answer 27 29% 

Incorrect Answer equal or superior than 300 USD 0 0% 

Valid Answers for average 66 70% 

 

b) Out of these, how much is allocated to external parties (USD)? 

Cost allocated to external parties 

Response 

Count 

Response 

Percentage 

Answered 65 69% 

No Answer 29 31% 

Incorrect Answer equal or superior than 300 USD 0 0% 

Valid Answers for average 65 69% 

 

Agents:  

a) What is the average administration cost of each ADM (USD)? 

a) What is the average administration cost of 

each ADM (USD)? 

Response 

Count 

Response 

Percentage 

Answered 66 70% 

No Answer 27 29% 
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Incorrect Answer equal or superior than 300 USD 0 0% 

Valid Answers for average 66 70% 

 

b) Out of these, how much is allocated to external parties (USD)? 

Cost allocated to external parties 

Response 

Count 

Response 

Percentage 

Answered 65 69% 

No Answer 29 31% 

Incorrect Answer equal or superior than 300 USD 0 0% 

Valid Answers for average 65 69% 

 

2. Are you familiar with the difference between an ADM Dispute and a Post-Billing Dispute? 

Agents: 

Response 
Count of 
Response Percentage 

I have an idea, but not entirely sure 265 36% 

No 140 19% 

Yes 325 45% 

N/A 8 1% 

Total 730 100% 

 

Airlines: 

Response 

Response 

Count 

Response 

Percentage 

I have an idea, but not entirely sure 24 27% 

No 10 11% 

Yes 56 62% 

No Answer 4 4% 

Total 90 100% 
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3. Are you using BSPlink/ASD to manage Post-Billing Disputes? 

Agents: 

Response 

Count of 

Response Average 

No 219 30% 

Yes 445 61% 

Yes, only for changing the status but not for the comments 

and discussion to reach Resolution 62 9% 

No Answer 12 2% 

Total 726 100% 

 

Airlines: 

Response 

Count of 

Response Average 

No 25 28% 

Yes 60 67% 

Yes, only for changing the status but not for the comments 

and discussion to reach Resolution 

5 6% 

No Answer 4 4% 

Total 90 100% 

 

 

 

4. Indicate which Resolution you believe Post-Billing Dispute is governed under   
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Agents: 

 

Response 

Count of 

Response Average 

Resolution 850m 234 35% 

Resolution 812 131 19% 

Resolution 818g 115 17% 

Unknown 112 17% 

Resolution 818g & Resolution 812 30 4% 

Resolution 850m, Resolution 818g, 

Resolution 812 20 3% 

Resolution 850m, Resolution 818g 19 3% 

Resolution 850m, Resolution 812 14 2% 

Total 675 100% 

 

Airlines: 

Response 

Count of 

Response Average 

Resolution 850m 40 44% 

Resolution 818g 30 33% 

Resolution 818g & Resolution 812 7 8% 

Resolution 812 5 5% 

Resolution 850m, Resolution 818g 2 2% 

Resolution 850m, Resolution 818g, 

Resolution 812 1 1% 

Resolution 850m, Resolution 812 2 2% 

Unknown 4 4% 

Total 91 100% 
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5. Are you aware of how many days the Post-Billing Dispute option is open for resolution discussion? 

Agents: 

Response 

Count of 

Response Average 

15 days 244 34% 

30 days 355 50% 

60 days 115 16% 

No Answer 24 3% 

Total 714 100% 

 

Airlines: 

Response 

Count of 

Response Average 

15 days 18 20% 

30 days 58 64% 

60 days 16 18% 

No Answer 3 3% 

Total 91 100% 

 

6. How long will an ADM be eligible for Post-Billing Dispute?   

Agents: 

Response 

Count of 

Response Average 

12 months from date of issuance 208 30% 

12 months from the last day of travel/ date of refund 67 10% 

12 months from when the initial ADM Dispute was rejected 63 9% 

9 months from date of issuance 129 18% 

9 months from the last day of travel/ date of refund 143 20% 
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9 months from when the initial ADM Dispute was rejected 91 13% 

No Answer 37 5% 

Total 701 100% 

 

Airlines: 

Response 

Count of 

Response Average 

12 months from date of issuance 39 45% 

12 months from the last day of travel/ date of refund 5 6% 

12 months from when the initial ADM Dispute was rejected 6 7% 

9 months from date of issuance 11 13% 

9 months from the last day of travel/ date of refund 19 22% 

9 months from when the initial ADM Dispute was rejected 7 8% 

No Answer 7 8% 

Total 87 100% 

 

7. Would you be interested in any BI tool that allows you to obtain business and operational intelligence by integrating global 

ADM data extracted from all the Billing and Settlement Plans across the globe? 

Agents: 

Interest in a business intelligence tool 

Response 

Count 

Response 

Percentage 

Answered 719 97% 

No Answer 19 3% 

Yes 525 73% 

No 194 27% 
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Airlines: 

Interest in a business intelligence tool 

Response 

Count 

Response 

Percentage 

Yes 62 74% 

No 22 26% 

Answered 84 89% 

No Answer 8 9% 

 

8. If IATA were to provide you with such tools, what main purpose would you find for it? 

Agents: 

Main Purpose 

Response 

Count 

Response 

Percentage 

Decrease operating costs 450 31% 

Identify key trends and patterns in your organization 238 17% 

Identify new opportunities 229 16% 

Gain market intelligence 206 14% 

Bench-marking 163 11% 

Return of Investment (ROI) 119 8% 

Other 24 2% 

Total 1429 100% 

 

Airlines: 

Main Purpose 

Response 

Count 

Response 

Percentage 

Decrease operating costs 450 31% 

Identify key trends and patterns in your organization 238 17% 

Identify new opportunities 229 16% 

Gain market intelligence 206 14% 

Bench-marking 163 11% 
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Return of Investment (ROI) 119 8% 

Total 1429 100% 

 

9. Airlines: Does your Airline have any agreement with GDSs for recovering ADMs that are related to auto-priced 

transactions? 

Response Response Count 

Response 

Percentage 

Yes 19 22% 

No 66 78% 

Answered 85 90% 

No Answer 10 11% 

 

Airlines participating in both 2017 and 2019 

25% 

Answers variation  

No->Yes Yes->No No->N/A No->No Yes-Yes 

6 2 2 9 2 

29% 10% 10% 43% 10% 

 

10.   Airlines: Identify the critical information that is in your ADM policy: 

Response 

Response 

Count 

Response 

Percentage 

Conditions for ADM issuance 72 35% 

Administration Fees associated with ADM issuance 46 22% 

Conditions of Revenue Auditing 43 21% 

Dispute contacts 33 16% 

Other 11 5% 

Total 205 100% 

 



 

 
38 

 

ADM Market Analysis 2019 

 

 Answer Combinations Response Count 

Response 

Percentage 

Conditions for ADM issuance  21 24% 

Conditions of Revenue Auditing, Conditions for ADM 

issuance, Administration Fees associated with ADM 

issuance, Dispute contacts   15 17% 

Conditions of Revenue Auditing, Conditions for ADM 

issuance, Administration Fees associated with ADM 

issuance   11 13% 

Conditions for ADM issuance, Administration Fees 

associated with ADM issuance, Dispute contacts   7 8% 

Conditions for ADM issuance, Administration Fees 

associated with ADM issuance 7 8% 

Conditions of Revenue Auditing, Conditions for ADM 

issuance    7 8% 

Conditions of Revenue Auditing 6 7% 

Administration Fees associated with ADM issuance, 

Dispute contacts 4 5% 

Conditions of Revenue Auditing, Conditions for ADM 

issuance, Dispute contacts   3 3% 

Dispute contacts 2 2% 

Conditions of Revenue Auditing, Dispute contacts   1 1% 

Administration Fees associated with ADM issuance 2 2% 

Conditions for ADM issuance, Dsipute contacts 1 1% 

Total 87 100% 

 

11.  Airlines: Indicate the revenue audit process that is used by your Airline: 

Response Response Count 

Response 

Percentage 

External party 55 60% 

In-house audit 54 59% 

Both External and Internal 

parties 17 18% 
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Answered 92 99% 

No Answer 2 2% 

Only external 38 41% 

Only internal 37 40% 

 Total 92 100% 

 

 

12.  Airlines: Do you know what is the main source of revenue leakage causing ADMs in your Airline? 

 

Response Response Count 

Response 

Percentage 

Fare/Exchange audit 37 43% 

Commission 11 13% 

Taxes 4 5% 

Refund Audit 18 21% 

Chargebacks 9 10% 

Booking Audit 7 8% 

Total 86 100% 

Answered 86 94% 

No Answer 7 7% 

 

13.  On a scale of 1 – 10 with 10 being the most positive, how would you describe the Airline-Agent relationship for ADMs in 

general 

Agents: 

Ranking 1-10 Percentage Frequency 

5 22% 156 

6 16% 116 

1 16% 111 

7 10% 74 
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2 9% 67 

3 9% 61 

8 6% 45 

4 5% 39 

10 3% 24 

9 3% 19 

Total 100% 712 

Answered 96% 712 

No Answer 4% 27 

 

Airlines: 

Ranking 1-10 Percentage Frequency 

5 20% 18 

6 15% 14 

1 3% 3 

7 24% 22 

2 2% 2 

3 5% 5 

8 15% 14 

4 7% 6 

10 3% 3 

9 4% 4 

Total 100% 91 

Answered 97% 91 

No Answer 28% 26 

 

 

14.  Agents: On a scale of 1 – 10 with 10 being the most positive, how would you rate your communication with the Airlines and 

with the GDSs regarding ADMs 
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Communication with the Airlines: 

Ranking 1-10 Percentage Frequency 

5 25% 183 

1 14% 101 

6 13% 95 

7 12% 86 

4 8% 59 

2 7% 52 

3 7% 52 

8 7% 51 

10 3% 25 

9 2% 18 

Total 100% 722 

Answered 98% 722 

No Answer 2% 16 

 

Communication with the GDSs: 

Ranking 1-10 Percentage Frequency 

5 21% 149 

6 16% 117 

1 11% 81 

7 11% 76 

8 10% 72 

3 7% 50 

2 7% 48 

10 6% 43 

9 6% 41 

4 5% 38 

Total 100% 715 

Answered 97% 715 

No Answer 3% 23 
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Our mission is to represent, lead and serve the Airline  

Find out more about the IATA 

ADM Management and 

Reduction Operations: 

www.iata.org/adm 

 

 

Contact us: 

ADMProject@iata.org 

 

Our mission is to represent, lead and serve the Airline industry 
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