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Remuneration Conundrum
Sponsored by Barclaycard Business



Jamie Hindhaugh
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Remuneration Conundrum
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Schedules and rates
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Part A - GDS
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Part B – The rest
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GDS on charging

� ������������� "�����
����������  �������
�����

� -
�.��
 ����
��	��%
�,������
����%��	
�
,��%	���&������




But what about the Corporate Policy compliance?
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What does the Corporate buyer want?
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Future Remuneration
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Simone Buckley
Managing Director



The TMC Remuneration 
Evolution

Rebate
20%

=Less cost
80%

Commission
100%

CorporateTMCSupplier

100%=Commission 
Returned

100%

Commission
100%

CorporateTMCSupplier

Transaction 
Fee

CorporateTMCSupplier



The Various Remuneration 
Terms
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The Two Models

80,00060,000Total Cost

20,00010,000Nett Contribution

0(10,000)SMA / Overrides

20,00020,000Contribution to Head 
Office Costs and Profit

60,00050,000Nett Direct Costs

Model BModel A

0(10,000)GDS Sector Payments

60,00060,000Direct Cost
(Includes Payroll, 
Telecom, Facilities, IT, 
Postage etc)



The Benefit

£0 – £20,000*0Rebate of override to 
customer

£8.00£6.00Cost Per Transaction

Model BModel A 

10,00010,000Transactions

£80,000£60,000Total Cost



* Challenges with model B

• Payments are made at different times, some annually but few on the same annual cycle so at 
what point do we rebate those to customers?

• Payments are calculated in various ways and attributed to us based on our own company 
performance so it would be impossible to calculate which client gets which payment.

• GDS sector discounts are paid per sector however they off set the hardware cost so you might 
have one customer who is extremely efficient and has more sector discounts than the cost of 
the hardware per head, whilst other customers could be less efficient and have less sector 
discount than the cost of the hardware and this again would be impossible to calculate unless 
the business runs through an implant or dedicated outplant (which most customers are now 
avoiding to evade and TUPE risk and to help improve online adoption).

• If the SMA payment targets and GDS sector targets are not met then the TMC won’t be 
paying you a rebate. 

By using model A the TMC accepts the risk of not hi tting those targets, the 
corporate is getting the upfront discount and the T MC is driven to keep their 

operating cost low in order to make money from the lean market price.



Jerry Dunn
Distribution Development Manager



Ask Yourself Some Questions
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Traditional Model - Airline Pays

Airline GDS TMC End Customer

supplies content aggregates airline content books tic ket buys ticket

GDS Net Revenue = Airline Booking Fee - TMC Incentive

Airline Net Revenue = Ticket Price - GDS Fee - TMC Incentive - Customer Incentive

volume-based incentives

TMC Net Revenue = GDS Incentive + Service Charge + Supplier Incentive

• Good model for GDSs and TMCs, not so good for airli nes
• Low Cost Carriers have always resisted participatin g in GDSs
• Traditional airlines have complained about perennia l GDS booking fee increases

booking fee incentive service charge



easyJet Model - User Pays

easyJet GDS TMC End Customer

supplies content aggregates airline content books tic ket buys ticket

GDS Net Revenue = Airline Booking Fee

easyJet Net Revenue = Ticket Price - GDS Fee - Direct Marketing + POS Fee

direct marketing

TMC Net Revenue = Service Charge

• Simplified model for all parties, fairer fees accor ding to value provided
• easyJet costs are fully covered by POS Fee, direct channel protected
• Choice of booking channel, can book direct to avoid  POS Fee

booking fee service charge

POS Fee



easyJet Point of Sale Fee

£3.30£4£5GBP

� 5� 6� 7.50Euro

3+ sectors2 sectors1 sectorCurrency
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Travel Trade Reaction
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What Happens Next?
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Who is King Canute?



Robert Daykin
Senior Partner, The Corporate Travel Partnership

Providing Solutions for the Purchasing & Management  of the T&E Category



face bovvered? am i bovvered ? 
does my face look bovvered?

I AINT BOVVERED! 



the money go round



what am I buying?

Booking

Support

Data

Advice

DQMI

‘Booking Service’
Lower Value

‘Management’
Higher Value



where is the value?



how do I pay for it?

Management Fee
(All Costs Plus Profit)

Pure
Transaction 

Fee
(Pay as I Use)

Point of
Sale

(Traveller Visible)

Central Bill
(Free at Point of Use)



more cause for concern

ProfitService 
Cost O/H ProfitO/H ProfitO/HTotal
Cost ProfitO/H Total 

Cost ProfitO/HProfitTotal 
Cost O/H

26% 30.2% 33.5%

74% on Front Line Service 69.8% on Front Line Service 66.5% on Front Line Service



broken model or what?

Major International Business Travel Agent Share Per formance Over 1 Year

TREND LINE



‘cost’ related to ‘value’



SO…AM I BOVVERED?

You bet I am…and you should be too!



Robert Daykin
Senior Partner, The Corporate Travel Partnership

Providing Solutions for the Purchasing & Management  of the T&E Category



Q & A



Tea / Coffee Break



Raising the Skills Game
Sponsored by SSSource



Karen McGee - SSSource
Gold Sponsor



Caroline Strachan
Chairman

Institute of Travel Management 



What is the skills gap?



What Corporates Want



What Corporates Want…
…from TMC resources

Frontline 
agents

Supported by 
robust 

technologyEvolving

Own each 
interaction

Service 
excellence

The expert

Motivated

Ops
Mgmt

Supported by 
robust 

technologyWider 
appreciation

KPI’s Service 
excellence

Ownership

Manage, Lead, 
Motivate

Account
Mgmt

Supported by 
robust 

technologyEnergy!

Comm’s skills Service 
excellence

Analytical

Now & next 
year
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What Corporates Want…
…from TMC resources



Who pays…



Summary



Helen Sandman
Training Consultant



What type of supplier 
invests in training?
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What type of supplier 
invests in training?

Tactical

• Limited knowledge of 
people’s needs

• No interest in measurement
• Old school approach to 

training
• No knowledge of 

competency frameworks
• Buy in training sporadically 

Strategic

• Understand needs and 
understand what is 
competent sales behaviour

• Keen to measure payback
• Open to new methods
• Knowledge of competency 

framework
• Buy in annual training 

programme



What type of supplier 
invests in training?

Management equipped 
to coach performance 

Learning and 
development strategy 
(centered on learners)

Succession and career 
planning

Competency based 
field assessment

Self assessment 
against competencies 

Clear, simple targets 
with measurement, 

rewards and incentives

Competency based 
interviews

Assessment against 
competencies

Psychometric testing

Talent 
Development

Performance 
Management

Recruitment & 
Selection

High Performing Sales Teams



Thistle & Guoman
Hotels

Developed a sales competency framework

• Workshops to agree sales process and develop 
framework

• Trained line managers in coaching and 
assessment

• Trained sales force (based on competencies)



What is the payback?



Is it quantifiable?

Reaction, Learning, Behaviour, Results

1. Training evaluation questionnaire
2. Sales person self assessment, customer 

feedback, line management feedback
3. Assessing competencies over a time frame

4. Sales metrics to increase productivity/activity



Thank you



1. How investment in training varies across industries 
2. Key influences in whether training increases or decreases 

3. Changes in training needs from being very application based 
(eg GDS training) to more soft skills and management training 

approach

Matt Lardi
Senior Manager – Awards, City & Guilds 



Investment in training

• Types of training – Off job /On job

• Formal qualifications

• 2/3 of employer training is not measured

• 2007 - £33 billion spent in the UK (CBI)

• 67% of employers have training/development plans in 
place

• On average 15.6 days for each employee



Investment in training

• £4 billion in hospitality, travel and tourism (People 1st)

• Training is most common in sectors dominated by 
public sector establishments

• Those in People 1st footprint more likely than average 
to receive training

• People 1st also has one of the highest % of skills 
shortages

• Over 50% of employers struggle to get people with 
the correct skills



Investment in training

• In 2007 – 250,000 apprenticeships

• By 2020 – aim for 500,000 apprenticeships

• Since 2002 - 2000 learners on the Advanced 
Apprenticeships (L3) in Travel Services

• No apprenticeships in the business travel sector

• Recognition of employer training - QCF



Key influences on training

• Key drivers for offering training:

- assuring workforce competence
- demonstrate expertise/abilities to external 
customers

- legal or statutory requirements
- health and safety requirements

• Number of sectors operate a license to practice

• Industry levy



Key influences on training

• Many employers see skills and training as costs that 
need to be reduced, rather than assets that create a 
genuine competitive advantage 

• Size/resources of organisation

• No need – belief that all staff are already proficient

• Training supply issues – ability to get right training

• Expense of training – the who pays problem

• Time issues -releasing staff during work hours is a 
key barrier to employers providing qualifications

.



Changing in training needs

• People 1st estimate 40% of providers believe the 
calibre of those they teach is lower than 10 years ago

• Some providers state that employers expect too much 
of those entering the workplace

• Clear message that employers are having to spend 
time/money on the softer skills



Changing in training needs

• Estimated that 40% of employers are concerned about 
employees’ skills
- Basic skills (literacy and numeracy)
- Information Technology
- Customer service

• CBI estimate approx 25% of all employers to be 
undertaking remedial basic skills training

• Estimated that leadership and management skills are a 
priority for most employers

• Employers want staff with a positive attitude and 
employability skills



Going forward

• Opportunities/ change – QCF

• Government Initiatives – Skills Pledge, Train to Gain, 
Employer direct model

• Industry/education partnerships

• People 1st



Further reading

• World Class Skills: Implementing the Leitch review of 
skills in England 2008

• CBI education and skills survey 2008 – Taking stock

• City & Guilds - Skills in a Global Economy 2006

• National Employers Skills Survey, LSC, 2005, 2007



Q & A



Round Up and Close



Mark Harris
ITM



Maurice Veronique
GTMC



The End


