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Well, here it is … the end of the year.  Happy New Year to you all!  

The intent was to not be writing this on New Year’s Eve … but “intent” has never been in business for itself.  



Eastman's "Off-the-Wall Comment(s)"©  ...    
It is assumed that most of you are aware that Cendant acquired Orbitz, the formerly airline-owned eTravel agency, last month.  And early this month, they acquired eBookers.Com, a leading UK booking site.  And then, within the same months, Cendant also acquired Gullivers Travel and its related OctopusTravel.Com subsidiary.  But I bet a bunch of you did not pick up on the November announcements that Cendant will spin off its Wright Express Financial Services entity, its PHH Mortgage business, and a number of its non core Marketing Services businesses as independent business entities in 2005 – to focus on its travel and real estate businesses!  In these spin-off’s is the source of the money for the new travel acquisitions.  

As Cendant transforms itself into a travel company, consider that IAC has chosen almost the same exact timing to spin out Expedia as a separate travel related services company – separate from its 25 other non-travel but largely internet driven companies … primarily electronic retailing and financial services.  And as Cendant was acquiring Gullivers, in part for its extensive access to Chinese and other Asian markets –IAC (about-to-be Expedia) was acquiring eLong, probably the leading eTravel Agency in China.  China, of course, is expected to have the fastest growing economy in the world over the next decade!    

Consider Sam Katz’s closing statement pertaining to the acquisition of Gullivers … << Gullivers' successful focus on the supplier, wholesaler, travel agent and consumer channels perfectly complements Cendant TDS' customer vertical approach. As a result, Cendant should be a clear leader as a travel intermediary worldwide.  >>.  Note similarly, the IAC desire to << … make Expedia a “pure-play” travel company >>.  

For those of you that continue to think in terms of the “relationships” between travel agencies, GDSs, and/or vendor providers (air, car, hotel, etc.) – these strategic moves by Cendant and IAC move beyond being a simple threat to the traditional structure of travel distribution; instead, they reflect the initial funding and structural relationship of what would appear to be the new interactive travel packaging model of the next decade!   

Of the “traditional” distribution channels, only Sabre seems to understand the new evolving model.  Sabre acquired SynXis to gain access to some 6000 hotels and concurrently, entered into a private label agreement to support the American Express Travel web site.  But one must wonder whether Sabre has the ongoing financial resources to assert itself in the travel intermediary model that Cendant and IAC/Expedia have evolved.  Yes, they have most of the core accruements in a technological sense – but the Sabre corporate culture, particularly as it relates to its relationship with vendors, is going to need an almost immediate make-over if it is to sustain ties that were once “mandated” by the airline controlled distribution channel and government regulation.  

While the many Galileo subscribers will be aghast to believe it – Galileo barely exists as a GDS even today.  Wholly owned by Cendant and sitting on an inferior technology platform … Galileo subscribers will necessarily scale up to the Cendant multi-purpose vertical channel product offerings.  Within a very short time now, it will become increasingly difficult for a Galileo subscriber to represent themselves as anything other than a part of the vertical Cendant packaging channel.  

Amadeus remains focused on building its airline hosting tools.  The Amadeus role as an intermediary in travel product distribution and/or packaging continues to emphasis the architecture and control of European governmental structures.  While Amadeus will sustain itself for a period of time on the basis of these European structures – the ability to of Amadeus to become a significant travel intermediary becomes dimmer with each passing month.  Amadeus is, admittedly, in the throes of divesting itself of its airline owners in favor of a totally public structure.  As with Sabre however, the ability of Amadeus to transform itself into a truly competitive travel intermediary will depend much more on how Amadeus opts to restructure its relationships – and whether the new funding is sufficient to support two different strategic initiatives (i.e. that of an airline host and that of a travel intermediary).  

Worldspan remains in its conundrum.  Left-over from its early strategic gambit into the Internet world, Worldspan has a chunk of viable technology solutions that, with proper funding and a focused intermediary effort, could possibly get it back into the mix.  Unfortunately, Worldspan lacks the resources to fund the necessary acquisition of linked vendor products; or the marketing effort needed to sustain such a gambit.  It would appear that Worldspan’s primary solution lies in being acquired by (or, remotely, using its financial backer’s resources to acquire) another GDS … or possibly, IAC seeking easier access to the legacy airline hosting systems.  But this latter gambit is going away rapidly as the airlines evolve alternative web gateways.  

In both October and November of OTWC, I discussed some of the issues facing tour and large mega travel agencies.  I won’t delve on that topic for the moment – other than to note a comment captured from “The Beat” by CIBC analyst Paul Keung.  << … technology development "will play a key role in determining winners and losers" as such e-commerce travel firms as Ctrip and eLong take on China's state-owned enterprises, including TQ3 partner China Travel Services, Amex partner China International Travel and Cendant partner China Youth Travel Services. Business Travel International works with Jin Jiang International and Carlson Wagonlit Travel has a joint venture with China Air Service. >>  

Mr. Keung makes a key point about the role of technology in determining winners and losers.  But one must never forget, technology is not the determinant; rather, technology is the strategic and tactical tool of managements that implement solutions for others!  And while Keung makes is point with regard to China, as was suggested in the October and November OTWCs, technology is already defining new roles for what have been the traditional mega-players in the industry.  And to reinforce that thought, just consider the decision by AMEX to use the Sabre Travelocity technology noted above. Think about it now … and look for a reflection on this thought in comments that follow. 

Given the financial resources that Cendant and IAC seem to be pitting against each other in their quest to restructure the role of the travel intermediary, it seems to me that:
1. With the possible exception of Sabre, the traditional GDSs are being rapidly removed as economically viable channels for travel distribution.  

2. The traditional travel intermediaries … tour packagers and travel agents … find their business models in need of restructuring and re-definition;  focusing more on the strategic and tactical implementation of travel planning than on the virtual, physical, or reporting on travel.  

3. Tour operators need to focus on building interactive hosting environments that (a) link directly to their suppliers, (b) control the financial settlement process with their vendors, and (c) allow the interactive packaging of products to be available to the various digital travel intermediaries that are evolving 

4. Similarly, travel agencies need to focus on building and implementing the digital management tools that manage rules in advance to implement corporate and/or personal leisure travel needs on demand within the new travel intermediary environments; including the ability to digitally assess and, where appropriate, separate the “packaged” channel offerings of the major vertical intermediaries.    

5. Vendors … airlines, hotels, destination properties, rental cars, limousine services, golf courses, etc. … need to find ways to provide their existing structured legacy hosting/inventory platforms with an interactive real-time overlay software solution that integrates all of the business current “silo” business processes into a transactional response environment to enable their product offerings through/to either the independent packagers, travel agents, and/or the big-time travel intermediaries – depending on which makes best economic sense.  As an aside, it is too late to initiate a program of rebuilding core travel business platform; the only solution lies in some sort of overlay.  Core business processes will have to be restructured under the overlay as we all come to better understand where the industry is headed.  

Your “friendly” neighborhood GDS just “ain’t no mo!”  Failure to invest in the technology overlay solutions will forfeit any future ability to remain independent of the fast-growing mega travel intermediary channels.  Failure to build an overlay will force users to depend on the travel intermediary like Cendant and IAC for strategic and tactical direction – and will make vendors dependent on these intermediaries to an even greater extent than the airlines became victims of the sole-channel GDS tools.  


Eastman's "Off-the-Wall Comment(s)"©  ...    
This comment is the inverse of the first comment … in that it addresses the “traditional” GDS pricing structures.  Those structures have, historically, driven the single channel pricing models.  

Note the “conflict” in some of these statements!  

Wild at Amadeus says << “Fundamentally, suppliers have bought into the concept that not all air segments are created equal.  It becomes more viable with acceptance of similar approaches from other GDSs. We are onto something that should become an industry standard." >> 
Esterow at Cendant (note, Cendant … not Galileo) says <<”…the fate of such deals would vary by GDS and airline. A GDS that can offer a broader portfolio would take a more holistic approach," he said. "A GDS that offers only the GDS would be focused more on price." >> 
Gangwal at Worldspan says << “If we went from a $4 to a $2 booking fee, the GDS business would expand phenomenally.  Long term, that is where the money is," Gangwal said.  As such, cost-cutting "will be a never-ending process which manifests itself in our ability to reduce booking fees and improve the value proposition for airlines." >>

Qualantone at American Express says << The challenge for GDSs is to maintain growth in a mature market where suppliers exert further pressure on their fees and margins >> 

Gilliland says Sabre << … will offer airlines a "menu of options" and "gear value toward the characteristics of the airline," such as whether segments are long-haul or short-haul. >> 
Now depending on one’s view of the definition of a “standard” (as defined by Wild at Amadeus) … you might say that we have one here.  The standard is that nobody really has anything in common – other than each of the GDSs intends to re-price its product UP … just as they have always re-priced their products up in the past!  

If I were a betting man, my bet is that the new pricing models ultimately end up delivering less revenue to these GDSs than in the past – both as a result of reduced segments and as a percentage of revenue-per-segment.  The GDSs as sole channel providers of airline products are in a fight for their lives.  Upward pricing is not a viable option anymore. 

It’s interesting to consider the different positions taken by the different GDSs relative to their “fit” in the marketplace. But of greater importance is what was not said.  There was virtually no recognition that the traditional distribution channel under threat of abandonment by the airlines … or the new dynamic of the mega travel intermediary in the likes of vertically aligned distribution outlets like Cendant and IAC has become a real threat!  

Still, of even more significance… and the reason I included American Express’ Qualanton quote … is that it is really important to listen to the words these people used!  With the single exception of Esterow at Cendant … all of the other comments reflect the relationship of pricing to airlines within the traditional business model of how airline seats have historically been distributed – and make no attempt to address the issues of web-direct bookings, direct-access packaged bookings, or the myriad of other possibilities that become available in the hyperarchy of the digital world!  

Consider that JetBlue is getting out of Sabre at the end of the year, citing GDS costs [TravelWeekly.Com©, December 13, 2004] and/or that Northwest has ceased supplying inventory to Priceline.Com and Priceline’s LowestFare.Com brand because of << "Priceline's high distribution costs, particularly GDS costs, on some of the airline's lowest-yielding ticket sales.">> [TravelWeekly.Com©, December 1, 2004].  

Clearly, the industry is in a state of transition.  These comments from established and still meaningful distribution channel vendors get a lot of press.  In classic “PR spin” … it is as important to understand what has not been said as it is to believe what is being said.  

And it is necessary to compare the actions of those speaking here – with what is actually taking place within the industry.  Given the dynamics of where money is being spent as outlined in the reflections on Cendant and IAC above … and the words vs. actions of the GDSs in discussing their 2005 pricing changes – the holistic picture of travel product distribution becomes very fuzzy.  Just never lose sight of the fact that in business – even the airline business … “money talks!”  And at the moment, “the money” lays with the new vertically aligned travel intermediaries – neither the product providers nor the historic distribution channel vendors.  The demand-driven response to buyer expectations continues to assert itself in the retail and business-to-business aspect of travel product purchasing!  


This will have important impact on travel marketing!!!! // R. 


Eastman's "Off-the-Wall Comment(s)"©  ...    
The premise of Internet as a low-price buyer distribution channel as reflected in the first piece above is a concept held high by many.  In the travel industry, it has been hammered home because the complexity of the legacy technology used in airline distribution virtually mandated that Internet travel agencies solve the easiest business processes first; and move up the business technology ladder one step at a time.  So low fare solutions became the mantra of Internet travel offerings.  

However, the study noted from MIT noted above suggests that even with commodity products where price is the primary product differentiator -- brand counts!  By implication, it suggests also that brand will have an increasingly important role as technology sophistication spreads across the travel buyer universe; both moderating the disparity between what are now the "haves" and "have-nots" among vendors, and price-differentiation is replaced by value-differentiation among buyers.   

The increasing value of brand impact on the Internet is probably most pertinent to the (a) existing established packaged product brands, (b) existing mega agency brands, and (c) brands of trust that have evolved out of the first rush to Internet.  

These actually represent three different images in most buyers' minds.  Brands tied to packagers (a) tend to bring up the image solutions to desired needs … destinations or some specialty niche.   Brands tied to mega agencies tend to retrieve issues of dependability or reliability.  The dichotomy that confronts most travel vendors is that brand does not seem to convert easily from the traditional distribution model to interactive Internet hyperarchy. 

This may lie in the “information” models.  Historically, an agent sitting at the end of the distribution channel was the trusted advisor; trusted in recommending solution and product.  Brand was a supporting element in the agent’s recommendation.  Within the Internet hyperarchy, in today’s world, the buyer functions largely in the transaction process role once performed by the agent – but without the knowledge of the industry that resides in an agent’s mind.  Accordingly, brand takes on a much greater meaning within the travel purchase – today.  

I keep saying “today” because, like much of the Internet dynamic, this thinking will evolve – eventually to be supplemented by the Internet brands (c) above.  The problem confronting the established travel distribution brands today is that they failed to build “Internet brand” and/or the tools to support such a brand.  Accordingly, these traditional trusted brands have lost their “brand-width.”  Consider right off the bat – the airlines.  Look at how the brands of American, United, Delta, etc., have been “equalized” by the likes of JetBlue, Southwest, and even AirTran.  The former failed to move with dominance to establish their brands in the Internet … while the latter focused hard on building the cost advantages derived of Internet – and the trust of product that went along with it.  

And then there is the dilemma that American Express, Carlson WagonLit, Navigant and the other mega corporate agencies … as well as American Express and AAA in the retail markets … find themselves in – brands well recognized in their respective niches; but increasingly losing market share to the “trusted” Internet Travel Agencies – Expedia, Orbitz, and Travelocity.  American Express felt the pressure enough to private label the Travelocity front-end from Sabre – which means that, at best, American Express can be little more than a “me too” solution and/or brand on the Internet – while funneling revenue to Sabre.  

The “me too” premise appears to have gained a foothold in the Google legal decision – while concurrently reinforcing the value of brand!  The Google search engine is driven by indexed key word.  Know the right key words … and Google can find just about anything.  Google got much greater “press” this month with the announcement that it had obtained the rights to fully digitize five of the largest libraries in the United States.  But the real win, in my view, was that Google can use a brand name as a “key search word” – and use that brand name to sell advertising to others who want to offer similar product based on the trade name being searched.  

That is an important concept for people seeking generic product offerings … as well as those seeking brand products.  It’s probably more important for the non-branded product offers – as if provides an opportunity to get exposure of one’s product based on the value of another’s brand name.  

Out of the two comments noted above comes an interesting dichotomy.  For example, it would be possible for a travel vendor to relate his product to a discount brand – and offer a step-up in quality product for people searching discount brand.  Conversely, the opposite is true.  A not-so-well known brand could offer a comparable product along side of a trusted high-end brand at a slightly lower price (or with some added value service).  

The really critical issue that today’s travel vendors must deal with has to do with how they go about interactively packaging what are essentially the same commodity vendor offerings (a seat, a bed, a car) in a dynamic package that can change “on-the-fly” based on whether the product being offered via a search engine was triggered by your “brand” or triggered by an alternative “brand.”  The days of airlines analyzing the position of their displays on the GDSs has just taken a huge jump up – and transformed itself from airlines to virtually any and all travel packagers!  

Whether it’s a Google type search engine or the more conventional travel booking tools that we see today – the battle to influence buyers has now expanded from one-way print, radio, and television media to the interactive multi-dimensional Internet hyperarchy.  For most, such an environment is terrifying and thus, most will opt to give away more of their innovation and independence to become essentially franchise outlets of the mega intermediary travel entities.  But as is any free enterprise market environment, a few will opt to risk the opportunity to remain innovative – and many of those will reap disparate profits using technology tools to support their strategic and tactical visions.  

It is a new world we’re confronted with … one that is changing rapidly and before our eyes.  

Eastman's "Off-the-Wall Comment(s)"©  ...    
It is critically important to understand the social impact of having most of the world’s knowledge digitized and available on the Internet!  For us “old fogies” that learned from books and experience – the Internet remains a real mystery.  How can anybody even comprehend that much data?  

And therein lays the key.  Those of us with traditional schooling studied many subjects for many years …often didn’t find our careers until our second or third job; or got stuck in careers that we didn’t like because “retraining” for a different career cost too much (in money and/or in lack of security and/or financial instability).  

But with the world’s knowledge largely available for anybody … at any time … for any reason – the ability to focus quickly on key interests … to produce viable results using the “experiences” of others … compounds the rate at which information expands and knowledge grows.  The ramifications for us all … even us “old fogies” … boggles the mind.  It is not just about travel … but about how we shop; how we pass our time; how we learn; how we make, keep, and share friends; where we live; when we work; how we play … and on and on.  

Today’s manual processes simply will not survive this new world.  It will not be possible for travel agents to keep all their customers likes and dislikes in their head.  It will not be possible to buy a travel solution without integrating it with other related commodity product offerings.  Conversely,, airlines and tour operators and travel counselors will have minute records of all actions any buyer of their product or service encountered during their time with the product or service.  Privacy will be highly guarded … and virtually useless – since computer modeling tools will enable the rebuilding of experiences and actions into DNA-like personality models.  

If you are caught up in the mundane day-to-day business processes of your work effort – and not trying to extrapolate these experiences into the digitally enabled dynamic world of tomorrow – you are doing your company, your family, and yourself a great disservice.  

To quote from the October, 2004 issue of “The Futurist”, << Foresight is the ability to see ahead.  Innovation is the ability to develop new solutions and deploy new ideas.  And strategy is the ability to create practical paths to reach desired goals.  These are the three key elements we all must use to create the future! >>.  I hope you’re helping to create the future for your company, your family and yourself. 
May the New Year bring you all that you envision! 
\\ Richard  






From NYTimes  ©, 14 December, 2004


On announcement of Google's agreement to digitize data in 5 U.S. Libraries 


"Within two decades, most of the world's knowledge will be digitized and available; one hopes for free reading on the Internet, just as there is free reading in libraries today."  Michael A. Keller, Stanford University's head librarian and one of the libraries to be digitized by Google.





From eWeek.Com©, December 16, 2004


Google Victory Boosts Legal Prospects for Ad Model  Google Inc.'s victory in a major search advertising case could spell the beginning of the end for trademark-infringement claims against search engines that sell keywords to trigger ads, legal observers say. 





A federal judge on Wednesday dismissed the major claim in insurer GEICO's trademark-infringement lawsuit against Google. The Government Employees Insurance Co. accused Google of undermining its trademark and confusing consumers by allowing GEICO competitors to bid on the insurer's trademark to return the sponsored links that appear alongside Web search results. 





GEICO's lawsuit challenged the main ad models of … Google …. For Google, advertising accounts for about 95 percent of revenue.   While Google won a significant reprieve, the legal issues surrounding trademarks in search advertising remain far from settled, attorneys said. Other cases against Google are still pending … [Still,] "It confirms that our policy complies with the law, particularly the use of trademarks as keywords," David Drummond, vice president and general counsel at Google, said in a statement. "This is a clear signal to other litigants that our keyword policy is lawful." 





The GEICO ruling, though, is bad news for major trademark holders, said Catherine Seda, president of Internet marketing company Seda Communication Inc., in Thousand Oaks, Calif. "Trademark owners have invested many years and millions of dollars in developing their brands," Seda said in an e-mail interview. "It's an unfair business practice to allow competitors to simply leech off trademark owners' efforts." 





From Internet Week.Com©, December 9, 2004


Brand Matters On The Internet


The Internet has crushed many assumptions. During the dot-com boom of the late 90s, scores of chief executives thought they knew how business would be conducted in cyberspace, only to have their beliefs turned upside down. Unfortunately, many of those businesses failed and their employees sent to the unemployment lines.





So it's not all that surprising that researchers at Massachusetts Institute of Technology's Sloan School of Management have disproved one more erroneous belief, the topic of today's Leading Off, about the medium that's changing the world.





For a long time, many retail analysts believed that price would be the driver behind most purchases on the Internet. Once consumers were able to compare prices with just a few clicks of the mouse, they would certainly choose the vendor with the lowest price for the same product. This scenario certainly had retailers worried, since competing on price means narrower profit margins.





But MIT has found that for 51 percent of online shoppers, the retailer's reputation was more important than saving a few dollars. When given the option to buy the same book from multiple vendors, those shoppers still went with a well-known retailer, even if it charged more.





Consumers apparently needed to feel confident that the product they bought would arrive on time and undamaged. Trust in the ability of the retailer to deliver what's promised was a stronger consideration than price.





This certainly makes sense, but it also doesn't bode well for small, unknown vendors with great products. They'll need to find a way to build a brand, if they're going to survive competition with the big retailers. Long term, that's [not] likely. The largest retailers will dominate, and consumers will eventually find themselves with fewer choices and higher prices.





Eastman’s   Off the Wall Comments©


December 2004








From Business Travel News.Com©, December 6, 2004


Amadeus' planned 2005 pricing model, announced last week, reflects ongoing change among global distribution systems as operators explore new economic arrangements that tie value to booking types. These newer concepts are likely to alter distributor-supplier-corporate client relationships, especially as content-for-discount deals between airlines and GDSs will begin to expire in late 2005.  Effective Jan. 1, it includes four booking fee categories—standard, standard plus, premium and premium plus—which make distinctions between "prime" market and out-of-market bookings and between short-haul and long-haul bookings. The company said per-segment fees in 2005 would range from E2.67 (US$3.55) to R4.90 (US$6.51) and would vary by airline. …. Amadeus also is formulating additional low-fare, full-content and a la carte menu pricing programs for airline suppliers. .... Fundamentally, suppliers have bought into the concept that not all air segments are created equal," said Amadeus director of marketing Owen Wild. "It becomes more viable with acceptance of similar approaches from other GDSs. We are onto something that should become an industry standard."





Base segment fees charged by the Galileo GDS in 2005 either will marginally increase or show no material change, varying by airline, according to Ken Esterow, executive vice president of supplier services at Cendant Travel Distribution Services. "We are moving away from the one-size-fits-all approach," he said. "We continue to refine pricing methodology by better linking price to value and cost."  Esterow said GDS pricing addresses just one element in Cendant's portfolio. "We envision evolving with a set of carriers where we have a very strategic, deep relationship. We will seek out making tradeoffs on the GDS fee to have those relationships," he said. "For a handful of other carriers, we may have a more contentious relationship."  Cendant's Esterow said the fate of such deals would vary by GDS and airline. "A GDS that can offer a broader portfolio would take a more holistic approach," he said. "A GDS that offers only the GDS would be focused more on price."





The other GDS companies—Sabre and Worldspan—offered no details about their 2005 pricing plans but have said they also are exploring value-based and menu-based pricing models for airlines 





"It is always possible that even before Web fare deals expire we would go back to the airlines and renegotiate a different deal," said Worldspan CEO Rakesh Gangwal, during an analyst and investors conference call last month.  "If we went from a $4 to a $2 booking fee, the GDS business would expand phenomenally. Long term, that is where the money is," Gangwal said. As such, cost-cutting "will be a never-ending process which manifests itself in our ability to reduce booking fees and improve the value proposition for airlines."





"We believe GDSs will be looking to drive down agency incentives in order to maintain content and margin," said Michael Qualantone, American Express vice president of global distribution strategy. "This is evident in the new model Sabre has launched for small and medium agencies where they will provide lower incentives in return for improved content, functionality and access to other solutions. The challenge for GDSs is to maintain growth in a mature market where suppliers exert further pressure on their fees and margins."





[Related Article Travel Weekly, 27 December] 


Sabre, beginning Jan. 1, will implement an average price increase of 2.3% for global direct bookings, but the increase will be higher for some airlines that do not have Direct Connect Availability (DCA) agreements, which offer booking-fee discounts in exchange for Web-fare access.  With most of the DCAs running through mid-2006, the 2.3% average increase translates into considerably higher price hikes for most airlines.  Sabre, too, will make different pitches to various airlines, taking advantage of "increased flexibility to offer different pricing models and different options to airlines," a spokeswoman said.  Sam Gilliland, Sabre’s chairman and CEO, said the company will offer airlines a "menu of options" and "gear value toward the characteristics of the airline," such as whether segments are long-haul or short-haul.





From Cendant Corporation News Release©, December 16, 2004


Announcing acquisition of Gullivers Travel Associates


Chairman and CEO of [Cendant] Travel Distribution Services Division, Samuel L. Katz stated: "With Gullivers we have the opportunity to accelerate the growth of an already profitable business in some of the fastest growing travel markets worldwide. We see significant opportunity by cross-selling Gullivers' hotel inventory in partnership with our hotel suppliers and selling in-destination services through our existing distribution channels; selling Cendant's travel content (including air and car rental) to Gullivers' customers; as well as utilizing the acquisition to substantially accelerate our strategy in China and jump start our direct entry into Japan. Gullivers' successful focus on the supplier, wholesaler, travel agent and consumer channels perfectly complements Cendant TDS' customer vertical approach. As a result, Cendant should be a clear leader as a travel intermediary worldwide.





From TravelWeekly.Com©, December 22, 2004


IAC/InterActiveCorp intends to spin off its 14 IAC travel businesses into a public company called Expedia.  The move will make Expedia a “pure-play” travel company that will spur its growth and get around the confusion of having the travel businesses, including Expedia, Hotwire, Hotels.com and Classic Custom Vacations, interfused with IAC’s 25 other electronic retailing, financial services and personals businesses, officials said. [Related from The Beat ~ a business travel newswire , 16 December]   Expedia parent InterActiveCorp today said it moved to take further control of Chinese Internet travel company eLong by exercising a roughly $108 million warrant that in January will give IAC 96 percent of eLong's voting stock. 


�From Business Wire©, December 9, 2004


Sabre Holdings to Acquire SynXis Corporation to Broaden Hotel Distribution Capabilities  In a move to further expand its services to the hotel industry, Sabre Holdings Corporation today announced it has reached an agreement to acquire SynXis Corporation, a privately-held provider of reservation management, distribution and technology services for hotels.  The SynXis reservation system has gained significant marketplace traction as its hotel base has expanded to about 6,000 hotel properties. It enables hoteliers and chains to simplify complex tasks to sell hotel inventory in a multi-channel world.  [Related from TravelWeekly.Com, 15 December]  Travelocity powers Amex consumer site   American Express is playing the online leisure-travel card, coming to a strategic agreement with Travelocity to have the Sabre unit power air, car, hotel and dynamic packages on American Express’ existing consumer Web site.
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