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Today’s Objective? 

To make you an Agency360 Super User.

• About TravelClick & the Agency360 Tool

• The GDS channel, explained

• GDS contribution for Remington Hotels

• Top 5 Best Practices of a Super User

• Back to Basics

• Tips & Tricks 

• Working Session

• Test your knowledge!
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Travelclick delivers global expertise and local  

knowledge to grow your revenue

30+ years of experience

50,000+ hotel customers

176 countries

1,100+ employees

14 global offices

Our dedicated field sales, account management, and  

service teams have deep knowledge of the  

communities where your hotels operate, and they  

draw from proven industry experience.

A T L A N T A M E L B O U R N EB A R C E L O N A
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B U C H A R E S T

O R L A N D O
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D U B A I

S H A N G H A I

H O N G   K O N G

S I N G A P O R E
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5 lines of integrated business solutions work together  

to drive revenue to your hotel

Web  
Solutions

• Responsive Websites

• Search Engine
Optimization

• Social Media  
Optimization

• Video Solutions

Business  
Intelligence

• Rate360®

• Agency360®

• Demand360®

• Enterprise Solutions™

Reservations  
Solutions

• iHotelier® Central Reservation
System™

• iHotelier® Web 4.0™

• iHotelier® Mobile™

• iHotelier® GDS & ODD

• TravelClick Channel
Management™

• iHotelier® OTA Sync™

• iHotelier®VoicePro™

• iHotelier® Demand Services™

• iHotelier® PMS Integrations™

Guest Management  
Solutions

• Complete picture of  
guest behavior

• Targeted E-Mail
Campaigns

Media  
Solutions

• Single Media  
Subscription

• Sabre Spotlight

• Travelport Featured  
Property

• GDS Media
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TravelClick offers three industry leading  

Business Intelligence products

Rate360®

We gather over

10 billion monthly rates
from hundreds of data sources

Agency360®

We have

100% of reservations
made through the major GDS’

Demand360®

We receive daily

Forward-looking demand data
from major brands

We gather rates from more than  
358 sources:
• 196 hotel brand.com sites
• 160 online travel agencies
• GDS

We receive all reservations and group sales
blocks from:
• Marriott
• Hilton
• InterContinental
• FourSeasons
• FRHI

• Shangri-La
• Omni
• Kimpton
• Loews

Historical Data

Data Refresh Daily Daily Daily

We receive every booking from:
• Sabre
• Galileo
• Worldspan
• Amadeus

Data Source

Description

FutureData ✓ ✓ ✓

✓✓✓
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What is the GDS And Why Should  
You Care?
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_One stop Shop for Travel Agents – Air, Car, Hotel, Tour, Cruise

_Ability to create a single itinerary from one source

_Directly connected to many providers with dynamic inventory

_The preferred method of booking for seasoned travel agents

_Updated interfaces to make it friendly for new agents

What is the GDS?
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How did we end up with the GDS channels?

It all started with a Lazy Susan!
_Think pre-Internet

_Customers had to go to travel  
agents, a booking office or call to  
book flights

_Travel Agents had to call the airlines  
and book everything by hand

_Airline staff retrieved an index card  
for that flight/date from a Lazy  
Susan and checked availability
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_The president of American Airlines  
and a sales rep for IBM, met on an  
American Airlines flight from Los  
Angeles to New York

_Their conversation resulted in an  
idea for an electronic system that  
could manage reservations and  
provide inventory

_After many years of effort and a
development cost of almost US $40
million, Sabre was born

A chance encounter on a coast-to-coast flight

Source – Sabre.com
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Hotel System Connection to the GDS

TRAVEL AGENT & CONSORTIA 

GLOBAL DISTRIBUTION SYSTEM (GDS)

Property Management System 
(PMS)

iHotelier CRS
Reservations Solutions

CENTRAL RESERVATION SYSTEM (CRS) 
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GDS CHANNEL HEALTH CHECK

9
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Travel agents now book itineraries across a network of one  

million terminals at four major GDSs

5,129

255,085

25,109

3,626

24,176

64,244

226,757

87,710

36,536

21,891
73,721

12,794

58,703

46,252

11,479

72,068
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2018 Contribution By Booking Channel

Brand.com
26.5%

Direct  
37.2%

GDS  
14.1%

OTA
13.7%

CRO
8.5%

UNITED STATES – ALL MARKETS

Trailing 3 months room nights

United States – All Markets  
YOY Variance

Booking Channel Percentage

Brand.com + 1.0%

Direct - 0.4%

GDS + 0.7%

OTA + 0.2%

CRO - 1.6%
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GDS | Historical year over year performance

Hotel Bookings (In Millions)

42 43 42 42
44 45

47
49 48

42

48

70
67

64
61

58
55

52

75

2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018

Copyright © 2019, TravelClick, Inc. Proprietary

Source: TravelClick Agency360®
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GDS delivers the highest value ADR of any channel

North America ADR (USD) International (Non-North America) ADR (EUR)

190
177 165 162

149

GDS* CRO Web OTA Direct

*Does not include additional GDS traveler ancillary
spend at hotel (e.g. Room service, parking)

188
166 167 170 162

GDS* CRO Web OTA Direct

*Does not include additional GDS traveler ancillary
spend at hotel (e.g. Room service, parking)

Source: TravelClick Agency360® | 2018 GDS hotel bookings annualized based on March 2018 YTD actual results.
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Remington GDS performance 

GDS highest ADR segment

Remington Operations Portfolio Group 81 properties
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Market segmentation in GDS channel

Remington Operations Portfolio Group 81 properties
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What is Agency360?
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Agency360 is the only tool that shows agencies  

bookings within your competition

_Grasp agency booking trends  
TravelClick collects 100% of worldwide  
travel agent bookings via all four Global  
Distribution Systems

_Optimize GDS performance
Filter by agency, consortia, and competitive
set to enable you to develop effective travel
agent strategies

_Track your growth
View past and forward-looking bookings for
your hotel and competitive set to track your
performance and trends over time
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TravelClick gathers more than 5 million bookings a month  

from more than 80,000 agencies around the globe

_Data is aggregated across all 4 major  
GDS Channels: Sabre, Galileo, Worldspan  
and Amadeus

_Compare your Historical and Forward-
looking performance against that of your  
competitors

_Ability to load up to 5 comp sets lets you  
identify agency revenue opportunities  
that my have previously gone unnoticed
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Top 5 Best Practices of a 

Super User – Agency360

21
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Top 5 Best Practices of a Super User: Agency360

22

1. Review the Basics
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Review the Basics

• Load up to 3 Comp Sets

• Check for Accuracy

• STR set, Prospecting Set?
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Review the Basics-
How to update your comp set

• Home Page -> Maintain 

Competitive Set

• Select the Comp Set to Edit

• Edit -> Add/ Delete



25
25

Review the Basics

• Market conditions 

• Overall performance

• Performance by Comp Set

Determine the right strategy for high demand dates: Understand if 

you have the right strategy in place for 1, 2, 3 or 4 nights
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Top 5 Best Practices of a Super User: Agency360

26

1. Review the Basics

2. Set Yourself Up for Success
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Set Yourself Up for Success 

• Have you logged in lately? Passwords reset every 60 days. 

• EMC.travelclick.com -> Enter Username (Email Address) & Password

• Access Agency360 **Be sure to disable pop-up blockers and use Chrome or Firefox for best results. 

Determine the right strategy for high demand dates: Understand if 

you have the right strategy in place for 1, 2, 3 or 4 nights

• Still having trouble? Call 847-585-5259, Option 1 or email 

cs@travelclick.com for tech support. 

mailto:cs@travelclick.com
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Set Yourself Up for Success 

• Subscribe to Alerts- What agencies are shifting share out of your hotel?

Determine the right strategy for high demand dates: Understand if 

you have the right strategy in place for 1, 2, 3 or 4 nights
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Top 5 Best Practices of a Super User: Agency360
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1. Review the Basics

2. Set Yourself Up for Success

3. Go in with a Plan 
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Go in with a Plan- Don’t let the defaults be your guide!
• Prospecting?

• Retention?

• Negotiation?

Determine the right strategy for high demand dates: Understand if 

you have the right strategy in place for 1, 2, 3 or 4 nights
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Go in with a Plan- Prospecting
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Go in with a Plan- Retention
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Go in with a Plan- Win Back Business
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Top 5 Best Practices of a Super User: Agency360

34

1. Review the Basics

2. Set Yourself Up for Success

3. Go in with a Plan 

4. Tell the Tool What You Want to See



35
35

Tell the Tool What You Want to See

• Filter EVERY time

• Build your view- Do you want to list by Comp Set Total Revenue every time? No way. 

Determine the right strategy for high demand dates: Understand if 

you have the right strategy in place for 1, 2, 3 or 4 nights
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Top 5 Best Practices of a Super User: Agency360

36

1. Review the Basics

2. Set Yourself Up for Success

3. Go in with a Plan 

4. Tell the Tool What You Want to See

5. Dig into the Complete Picture



37
37

Dig Into the Complete Picture

• Contact Info & Concentration of 

Business

• Booking patterns

• Business characteristics

Determine the right strategy for high demand dates: Understand if 

you have the right strategy in place for 1, 2, 3 or 4 nights
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View Agency Contact Info & Production Simultaneously in Agency360

• Export & Save Notes in Excel -> 
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Bank of America PCCs

Build out PCC level data and save selection to prepare for RFP 
season

Remington Operations Portfolio Group 81 properties
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Let’s flex your 
knowledge!  

Agency360 
Working Session
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Q: In the Top Corporate 
Agencies report, which 
agency is showing the most 
growth? 
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Q: Identify the Top 2 Corporate 
Agencies booking the Comp Set 
exclusively, year-to-date.
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Q: Based on YTD production, 
which Top 5 Negotiated 
Accounts will help us build 
weekend occupancy? 
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Q: What were the Top 5 Growth
Agencies for the Comp Set last 
quarter, on Sun/Thurs/Fri and Sat 
nights, with LOS between 5 and 
30, booking Corporate rate type?
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Q: Identify the Top 2, lowest-
rated, Corporate agencies 
booking this hotel YTD.
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Q: What are the Top 3 Agencies 
YTD with the highest negative 
variance for Subscriber, Corporate 
rate type. 
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Q: Digging into those accounts –
Is the Comp Set losing more or less 
revenue compared to Subscriber 
hotel?
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Q: What is the top room night 
producing agency for Comp Set 
next 4 weeks, Corporate rate type? 
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Q: Digging into that agency, how 
many Comp Set room nights are 
booked? Comp set RN Variance? 
Comp Set ADR? 
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Q: Now take a look at the Agency 
Profile. What is the number of 
room nights booked at top 
producing hotel and second 
highest producing hotel, and 
your hotel?
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Q: Identify the Top 25 Agencies 
with Positive Variance (growth) for 
Comp Set, YTD. What is the 5th

agency’s name?
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Thank you!

Jessica Purslow- Sr. Director, Management & Owner Groups

jpurslow@travelclick.com | 407-718-1183

Joan King- Key Account Manager

jking@travelclick.com | 321-800-7737


