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Amadeus in a few words 
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Amadeus is a technology company dedicated to the  

global travel industry.  

We are present in 195 countries  
with a worldwide team of more than 11,000 people.  

 

Our solutions help improve the  

business performance  
of travel agencies, corporations, airlines,  

airports, hotels, railways and more. 
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_ Introduction 1 Amadeus in a few words 



  

_ Introduction 1 
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Connecting  
the travel industry 
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Cruiselines 

Hotels 

Car rental 

Ground handlers 

Ferry operators 

Ground transportation 

Airports 

Travel agencies 

Insurance companies 

Airlines 



  

Page  5 

We support the traveller life cycle 

  

  

Post-trip 

On trip 

Pre-trip Buy/Purchase 

Search 

Inspire 

_ Introduction 1 
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Our solutions facilitate journeys and enrich the travel 

experience for hundreds of millions of people every year. 

  

to shape the  
future of travel  
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_ Introduction 1 

We are working together with  

our customers and partners  

We have a clear purpose 
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Destination Marketing 
2 
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A few objectives of the most successful DMOs _ Destination 
marketing 
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Tactical 

Strategic 

Strategy 

m
a
r
k
e
tin

g
 

sustainability 

employment 

quality 
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1,5 Billion USD 

2,2 Billion USD 

DMO VS Expedia marketing spending 

Sources:  
Budget of National Tourism Organization 2008-2009 – ETC, VisitEurope, UNWTO 
Expedia Annual Report 2013, page 58 

_ Destination 
marketing 

2 
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Especially the week of booking 

Source: Expedia 

Bookers consume a lot of travel content _ Destination 
marketing 

2 
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Page  15 
Source:  
Path to Purchase, Expedia 

If they advertise at the right time 

DMOs have a positive impact _ Destination 
Marketing 

2 
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Page  16 
Source:  
Path to Purchase, Expedia 

But when is this moment? 

It is key that DMOs are present right from 
the start 

_ Destination 
Marketing 

2 
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Tourism organizations ask very good questions: 
are these also your questions? 

Are we 
attracting 

travelers from 
all the relevant 

origins? 

Why every 100 people 
searching for Vienna, only 
12 book a trip, while on 

every 100 people 
searching for Budapest, 

14 book a trip? 

How many Russians 
will fly to Vienna for 

the Christmas 
holidays? How 

many will choose 
Berlin? 

I need to run a city breaks 
campaign: in which 

countries and cities should I 
concentrate my marketing 
budget? And when is the 

right moment? 

_ Destination 
Marketing 

2 
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City breaks study 
3 



Page  19 

 

VIENNA 

BERLIN 

_ City breaks 3 
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Vienna VS Berlin 
_ City breaks 3 
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“We now create as much 
information in two days 
as we did from the dawn 
of man” 

Eric Schmidt 
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_ City breaks 3 
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New Generation Data Platform 

Services team including 
Consultants & Data Scientists 

Deep 
Expertise in 
Travel Data 

Technical 
Scalability 

+ 

+ 

+ 

Shaping the Future of Travel 
_ City breaks 3 
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…processes one year of inventory files (365 
files) for a large airline in 20 minutes to 
calculate RPK and ASK. 

…processes 840GB of fare search data in 42 
hours every week.  

…600 million price searches/day processed in 
20 hours 

…9 million bookings processed daily 

…only 2 hours to process 3 years of booking 
historical data for the three main GDS’  

What data are we about to see now? 
Amadeus Travel Intelligence… 

_ City breaks 3 
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Top 7 departure cities in Europe.  

Source:  
MIDT 

The European leading departure city is Paris 
_ City breaks 3 



©
 2

0
1
4
 A

m
a
d
e
u
s
 I

T
 G

ro
u
p
 S

A
 

Page  25 

What happens if we focus on the City Breaks? 

Source:  
MIDT 

Leader is still Paris 
_ City breaks 3 
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Let’s focus on Paris only, as departure city 

Source:  
MIDT 

Paris as one of the top origins 

 

_ City breaks 3 
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Parisians favorite destination for city breaks is 
Prague. Their favorite domestic destination is Nice.  

_ City breaks 3 
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Vienna and Berlin are clearly competing 
destinations 

_ City breaks 3 
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_ City breaks 3 Search and booking curves for PAR-VIE and 
PAR-BER are quite alike 

Sources:  
Amadeus Fare search 
MIDT 

4633 8300 Searches 

Bookings 

Searches 

Bookings 36 42 
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Page  30 
Sources:  
OAG, Amadeus 

PAR-BER has more seat capacity (scheduled 
flights) … 

41k 

Seats/month 

56k 

Seats/month 

Vienna 

Berlin 

_ City breaks 3 
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Sources:  
Amadeus Air Traffic 

… and this reflects in higher traffic 

32k 

Pax/month 

45k 

Pax/month 

Vienna 

Berlin 

_ City breaks 3 
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Vienna vs Berlin (1/2) 

VIE BER 
PAX (*) 37,318 41,641 

Bookings/day (**) 36 42 

Searches/day (***) 4633 8300 

Ratio (x 1000) 78 51 

(*) Number of passenger from MIDT for 2011, 2012 and 2013, city breaks, from Paris 

(**) Number of bookings from MIDT for 2011, 2012 and 2013, city breaks, from Paris 

(***) Number of daily searches from Fare Search for a period of travel from 2011 to 2013, city breaks, from Paris 

_ City breaks 3 
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Vienna vs Berlin (2/2) 

(*) Average of monthly schedule coverage from OAG schedules for 2011, 2012 and 2013, , city breaks, from Paris 

(**) Average for monthly Traffic estimation from Amadeus Traffic for 2011, 2012 and 2013, , city breaks, from Paris 

(***) Average price of 1 to 4 weeks of searching in advance for a city break from Paris starting on Friday and 
returning on Sunday. The searches have been run in Kayak on September 9th with tourist cabin class   

VIE BER 
Schedules (*) 41,973 55,242 

Traffic Estimation (**) 32,410 44,457 

Price (***) 165 146 

Hours 2 h 1h 45’ 

_ City breaks 3 
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Booking Behaviour and Departure Dates 
When do Parisian book for Vienna? When do they travel to Vienna? 

 

_ City breaks 3 



DMO Enterprise 
 360+ 

Consulting & Services 

Amadeus generated 
 Data 

Amadeus 
Travel Intelligence  

Engine 

 Customer generated 
Data (private) 

Industry Data  
(incl. other GDSs) 

DMO ENTREPRISE 
DECISION SOLUTION  

180° view 

 Centralized view of all  
Fareportal activities 
(Accounting, Pricing, 
Financials, Google 
Analytics, etc…) 

Inspiration 
data 

MARKET 
INTELLIGENCE 

Overall Market view 

 Search Analysis 
 Price Benchmark 
 Traffic Analysis 
 Schedules 
 MIDT Analytics 

Search 
data 

Booking 
data 

Ticketing 
data 

On-trip 
data 

Post-trip 
data 

c
o
n
fi
d
e
n
ti
a
l 

RESTRICTED 

Amadeus DMOs Insight 
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Let’s make tourism 
objectives happen! 
 

Thank you 

You can follow us on: 

AmadeusITGroup 
 
 
 
amadeus.com/blog 
amadeus.com 

sandro.cuzzolin@amadeus.com 
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Amadeus Travel Intelligence 

Travel Intelligence Engine 

Fast visibility & understanding 
to develop your best offers 

    Consultants 

Solution Engineers 

   Data Scientists 

Enterprise Intelligence 

Thorough views by integrating 
Amadeus & DMO data 

Market Intelligence 

Travel data from Amadeus to 
evaluate your market position 

Amadeus Travel 
Intelligence 

+ 

+ 

Move from guessing to knowing, from approximate to reliable by leveraging the 

Data Scientists, Solution Engineers & Consultants available via our Center of 

Excellence 

Joint teams 
Amadeus + Client team 

Operational dashboards 

Refine Search Engine 
Marketing 

Online Display 
optimization 
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The Amadeus Travel Intelligence Engine 

_ Scalable Cloud-based platform based on proven Apache Hadoop eco-system 

_ Handling of structured and unstructured data 

_ Captures data from Hotel IT systems, Amadeus distribution platform, and external sources 

_ Standard and ad-hoc reporting functions through built-in portal and external BI tools 

_ RESTful Web Services for “anytime” data access from external applications 

_ Simple CSV feeds for existing Data Warehouse or other databases 

_ Vast historical raw data storage, allowing re-processing as business needs change 

_ Standard Community Cloud or optional Private Cloud 

 

 

Amadeus Data 
(Altéa and other) 

 
Customer Private 

Data 
 
 

Industry 
 

Weather 
 

Demographics 
 

Social Media 
 

Etc. 

_   

Amadeus Travel Intelligence Engine  
Cloud Based Platform 

Tableau Server 
(Example) 

Data 
Warehouse 

Applications 

Raw Data 
Storage *  

Near real-time 
Processing 

Hadoop 
Cluster 

(* All the raw data is kept after processing  
to allow for re-processing when required) 

 Community Cloud Private Cloud   

Technology enabler for cost effective, high performance BI  
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We offer a unique set of publishing opportunities. 
Global channels, centrally managed 

Campaign Consultancy, Planning and Campaign Analysis 

Target Travel Agents Target Travelers 
 
 
 
 

 
 
 
 
 
_ A network of +90,000 connected Travel 
Agents. 
_ Located in 195 markets. 
_ Processing more than 450 million 
bookings per year. 

 
 
 
 
 
 
_ A unique set of graphical Travel 
Agency documents. 
_ Airline travel documents, 
including Itinerary and Boarding 
passes.  Web & Kiosk  check-in 
screens. 

 
 
 
_ Market-leading mobile  
applications and traveller 
websites. 

A flexible set of Targeting criteria 


