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Overview of the principal intermediaries in the industry

A travel intermediary can be defined as a distribution agent that participates in the sale and/or brokerage of travel and tourism-related products and services, and these act
as middlemen between suppliers and consumers. It is an industry with high involvement with technology, especially in the latest years after the COVID-19 pandemic.

B2B . . . . .
4 G.DSS Listing fees, Transaction fees, Amadeus, Sabre, Travelport GDSS cha_r‘ge Frgnsactlon fees _to travel agents and tra\(el service pr‘owder‘g These oorlwnec‘t travel agencies YVIth HIGH
Global Distribution Systems Subscription mainly with airlines, but also with hotels, and other service providers, offering a real-time inventory and pricing
B2B Channel Managers typically charge subscription and commission fees to hotels. Even though GDS are also
Channel Managers Subscriotion. Comrmissions SiteMinder, Cloudbeds common to book hotels, the most common way is through a Channel Manager, which will update, in rea-time, the HIGH
ubscription, ol SSIo property distribution data across all the connected channels.
o B2B, B2C These intermediaries purchase bulk inventory from suppliers at discounted rates and resell them to OTAs, travel
Hotel Al | ) ) - )
Consolidators Markup on Bulk inventory otelbeds, Albatrave agents, or directly to consumers. They help filling up excess inventory for suppliers, often at lower prices. HIGH
OTAs . B?C, B2B - Expedia, Booking.com, OTAs oper‘ate on aicommlssmn—based model, taking a per‘centage of each l4:>ook|n94 These aggljegailte various
: ) Commissions, Advertising TricAdvisor. Travelocitu. Agod travel services like flights, hotels, car rentals, and vacation packages into a single platform, making it easier for HIGH
Online Travel Agencies fees pAdvisor, Travelocity, Agoda the consumer to compare and book
. B2B2C Kayak, Skyscanner, Google Metasearch engines earn revenue through cost-per-click (CPC) or cost-per-acquisition (CPA) models. They
Metasearch Englnes Referral fees, Advertising Flights, Trivago aggregate data from OTAs and direct service providers to allow consumers to compare prices HIGH
Traditional Travel B2C, B2B American Express Travel, Traditional travel agencies earn commissions from travel service providers and may also charge service fees to
Agencies Commissions, Service fees Viajes el Corte Inglés clients
Tour Operator Marki B2C y TUI Group. Thomas Cook Tour operators package travel services (flights, accommodations, activities) and sell them as a single product. HIGH
ou perators arkup on packages, P They earn profits from markups on these packages
Commissions, Service fees
DMCs ) B2B, B2C Destination Kenya, Ovation DMCs are Iocgl expe.r“_cs that_pro.vlde ground services such as hotel bookings, airport transfers, excursions, and
L . Service fees, Markup on local Global DMC event planning in specific destinations. They work with travel agents and tour operators to offer customized local
Destination Management Companies services obal experiences
B2B . TMCs specialize in managing travel for corporate clients, providing services like booking, policy compliance
TMCs Management fees, American Express GBT, BCD ; ’ ) LIS L
! Commissions, Transaction Travel. Eqenci expense management, and duty of care solutions. They use GDSs and have direct relationship with suppliers to HIGH
Travel Management Companies fe;es avel, tgencia provide tailored corporate level solutions
NDCs B2B Duffel, Travelfusion, Amadeus NDC |nter‘m(-ad-|ar|es pr’owd(—*‘T APIs and platforms tljlgt allow travel sellers (OTAs, TMCs, metasearch engines, e‘tc.) to
o s Commissions. Subscriotion NDC access airline content directly bypassing traditional GDSs. NDC was developed by IATA to modernize airline HIGH
New Distribution Capabilities OMMISSIONS, SUBSCrIpto distribution and enable richer, personalized content (e.g., ancillaries, branded fares, dynamic pricing).

Source:


https://mize.tech/blog/what-are-travel-intermediaries-this-is-their-role-in-the-tourism-industry/
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Value chain of the travel industry: Traditional representation

Travel planning and booking is the first phase of a traveler’s customer journey. Online penetration of global travel sales increased from 57.8% in 2019 to 66.2% in 2023 and
travel intermediaries transformed digitally to provide a seamless online booking experience.
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Source: 1. GDSs are the most common connectivity source for airlines, while Channel Managers are the most common ones for hotels.


https://www.euromonitor.com/article/embedded-finance-powered-transformation-across-travel--intermediaries-lodging-shopping-and-food-and-dining
https://www.euromonitor.com/article/embedded-finance-powered-transformation-across-travel--intermediaries-lodging-shopping-and-food-and-dining
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Value chain of the travel industry: Emerging trends of Airlines

In recent years, the airlines segment inside the traveltech industry, has experienced a major shift as a result of the introduction of the NDCs as a new aggregator source for
airlines. These new intermediaries developed by the IATA, has fragmented the market that was priorly dominated by GDSs.

=V The introduction of NDCs has
transformed how airlines connect with
ttion! distributors anq trgvelgrs by enabling
Travel decentralized distribution and reducing
Agencies Airlines overreliance on GDSs.
Consolidators
This shift allows airlines to offer richer,
more personalized content—such as
ancillary services, dynamic pricing, and
Travelers OTAs aDS tailored bundles—beyond standard fares.
As a result, competition has intensified,
the GDS monopoly has weakened, and
customer experience has improved.
Tour Operator
Metasearch Finally, direct channels give airlines better
Engine access to customer data, enabling
smarter marketing and more targeted
=y services.

NDC

Source:


https://www.euromonitor.com/article/embedded-finance-powered-transformation-across-travel--intermediaries-lodging-shopping-and-food-and-dining
https://www.euromonitor.com/article/embedded-finance-powered-transformation-across-travel--intermediaries-lodging-shopping-and-food-and-dining
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[ [ [
Value chain of the travel industry: Emerging trends of Hotels
In the hotel segment, the main data aggregator is the Channel Manager, which, in simple terms, serves a similar role to GDSs in the airline industry. However, this landscape has
become increasingly fragmented in recent years.

R Hotel distribution has become highly
- " fragmented, with properties selling
/ Traditional through OTAs, metasearch, direct sites,
4l Travel )
N Agencies

: wholesalers, and new platforms.
6 Consolidators \

Diverse booking behaviors and the rise of
‘ ' niche and boutique hotels have increased

market complexity and segmentation.
I
Travelers . OTAs

, Cloud-based tools such as PMS and
\ ErET RN EREE AT | Channel Managers now allow even small
\ L hotels to distribute widely, reducing

, reliance on traditional gatekeepers.
k Tour Operator ‘

ot As a result, pricing and content vary

p otels o org o

. Metasearch / significantly across channels, leading to
‘. Engine o

inconsistent customer experiences.

Industry fragmentation

Source:



https://www.euromonitor.com/article/embedded-finance-powered-transformation-across-travel--intermediaries-lodging-shopping-and-food-and-dining
https://www.euromonitor.com/article/embedded-finance-powered-transformation-across-travel--intermediaries-lodging-shopping-and-food-and-dining
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Revenue distribution among travel intermediaries
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In the travel industry, revenue distribution among intermediaries like OTAs and suppliers varies significantly, impacting overall profitability and market strategies. This section
explores four distinct scenarios to illustrate the diverse ways revenue might be allocated across different intermediaries in the travel ecosystem.

Casel

Traveler makes a hotel
reservation through an OTA

Apart from the
transaction fees (typically
fixed) charged by the GDS
to the Hotel, GDSs also
earn revenue through
subscription, advertising,
and setup fees to travel
agencies. In this case only
the fixed fee was

considered.
Traditional
Travel
Agencies
($100) $15
Travelers OTAs

DMC

Consolidators

Note: A Channel Manager generally
charges only a subscription fee to the
hotel. However, in certain cases, the
Channel Manager may adopt a hybrid
model in which a commission is also
charged to the hotel, as
demonstrated in this scenario.

Airlines
$3
Subscription fee $82
(not accounted)
<_ ______
—
Hotels

Channel Manager

Metasearch

Engine

Tour Operator

T™C

Source: 5 b 5

Note that the revenue shares assigned to each intermediary
have been estimated based on the prevailing market value ranges


https://www.cloudbeds.com/online-travel-agencies/commissions/
https://prenohq.com/blog/understanding-ota-commission-rates-a-guide-for-hotel-managers/
https://www.bcdtravel.com/how-do-i/what-is-a-gds-global-distribution-system/
https://www.bcdtravel.com/how-do-i/what-is-a-gds-global-distribution-system/
https://www.myeres.com/GDS.php
https://www.weareplanet.com/blog/online-travel-agents-otas
https://www.channelmanagerasia.com/pricing/
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Revenue distribution among travel intermediaries

In the travel industry, revenue distribution among intermediaries like OTAs and suppliers varies significantly, impacting overall profitability and market strategies. This section
explores four distinct scenarios to illustrate the diverse ways revenue might be allocated across different intermediaries in the travel ecosystem.

Metasearch engines have

two main revenue streams:
Cost-per-Click (CPC)
(assumed in this case)

Cost-per-Acquisition $93.5
o DMC
Traditional — -
Case?2 Travel Airlines
Traveler buys an airline AgEEis o $5
ticket through a ($100) Consolidators

metasearch engine

Travelers OTAs GDS Hotels
$1.5
Tour Operator

Metasearch P

Engine D
, TS TTTTTsTETTETETIEETTEEE T 1
| mssm Cash flow :
T™MC ;
Source: *Note that the revenue shares assigned to each intermediary

have been estimated based on the prevailing market value ranges


https://www.mirai.com/blog/skyscanner-campaigns-now-also-available-with-cpa-commission/
https://www.promodo.com/blog/tourism-marketing-benchmarks
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Revenue distribution among travel intermediaries

In the travel industry, revenue distribution among intermediaries like OTAs and suppliers varies significantly, impacting overall profitability and market strategies. This section
explores four distinct scenarios to illustrate the diverse ways revenue might be allocated across different intermediaries in the travel ecosystem.

Most TMCs currently

charge transaction

fees. However, many

are now switching to

management fee or $88
subscription models.

|
|
1
|
|
1 DMC
1 1 Note that, in this >
| scenario, “Corporate
travelers' refers to
1 individuals traveling as
| part of a company or o —
1 organization. Traditional Airlines
I Travel
| Agencies $5
: ($100) Consolidators
|
|
|
|
Case 3 1 —
i Corporate travelers ! OTAs GDS Hotels
An enterprise books a trip |
through a TMC :
|
|
|
I Tour Operator
[ Metasearch $7
: Engine
|
|
1 T !
| > | =esssm Cash flow :
> TMC l o .
Source: ] *Note that the revenue shares assigned to each intermediary

have been estimated based on the prevailing market value ranges


https://www.travelperk.com/blog/travel-management-company-fees/
https://www.itilite.com/in/blog/all-about-tmc-pricing-models/
https://www.channelmanagerasia.com/pricing/

TRAVELTECH — INTERMEDIARIES NAUTACAPITAL.COM

Revenue distribution among travel intermediaries

In the travel industry, revenue distribution among intermediaries like OTAs and suppliers varies significantly, impacting overall profitability and market strategies. This section
explores four distinct scenarios to illustrate the diverse ways revenue might be allocated across different intermediaries in the travel ecosystem.

DMCs have higher $20
commissions rates than

TMCs. While DMCs add value

by providing local crafted —>

experiences, TMCs deal with $18
volume-driven corporate

travel arrangements where

commissions are offset by

|
|
|
i
|
|
I, other fees. S DMC
! Traditional travel agencies
| typically have higher >
I, commission rates than OTAs Traditional
1 | as they provide personalized Airlines
| | services. However, these Travel
deal with less clients. Agencies
: Consolidators $62
I ($100)
1 —
|
|
|
|
| Travelers OTAs cDS Hotels
|
|
|
|
|
: Tour Operator
Case4 ! Metasearch
| Enai
o ngine
A Traditional Travel Agency | 9
books a hotel to Tanzania !
|
through a DMC | Rt :
| | mssm Cash flow :
TMC l o .
Source: ) , *Note that the revenue shares assigned to each intermediary

have been estimated based on the prevailing market value ranges


https://www.tts.com/blog/using-a-traditional-travel-agent-or-an-ota-for-your-next-holiday/
https://selective-travel.com/news/pros-and-cons-of-online-vs-offline-bookings
https://selective-travel.com/news/pros-and-cons-of-online-vs-offline-bookings
https://selective-travel.com/news/pros-and-cons-of-online-vs-offline-bookings
https://www.meetings-conventions.com/Third-Party/Demystifying-DMC-Pricing/82870

