
How tripsta uses Travelport’s richer content 
technology to increase customer choice – while 
also driving conversion and profitability up.

Established in 2010 and based in Greece, tripsta is one of Europe’s 
five largest online travel agencies (OTAs). The company’s effective 
market and operations strategy, which sees it both mastering the 
competitiveness of the meta search channels and strengthening the 
traveler offering in its direct channels, has enabled steady expansion. 
Today, having achieved average yearly growth of 20%, tripsta 
operates within 48 markets worldwide.

The challenge:
Ever since Expedia pioneered the online channel 20 years ago, 
OTAs have been trying to sell their wares by offering customers the 
same basic information about each travel option. When a traveler 
searches for a flight, they always see an airline’s logo, the flight times 
and the price. That’s it. And that’s causing an issue for OTAs. Why? 
Because they’re increasingly seeing leakage to airlines’ own websites, 
which offer a richer and more informative purchasing experience. 
Diminishing brand loyalty is also a problem, as the fare price 
continues to remain as the sole differentiator.

Branded fares and ancillaries 
help deliver differentiation  
for tripsta.
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The solution:
Determined to find a way to offer its customers more choice, tripsta decided to 
investigate the potential of Travelport’s branded fares and ancillaries product, 
delivered via Travelport APIs.

Displaying richer content and details of the ancillary services included in the 
brand of fare being considered empowers customers to make decisions that 
fit their different travel needs. It also, of course, encourages travelers to book 
immediately, rather than skipping off to look at the airline’s own website.

Like many larger OTAs, tripsta operates a multi-GDS environment and is 
connected to more than one airline content supplier. So, the ideal solution 
needed to not only cover the depth and breadth of the majority of airlines, but 
also work across content sources to ensure a consistent experience for the 
traveler.

Travelport has recently structured and standardized seven main optional 
services for the more than 250 airlines that are live within its branded fares 
and ancillaries product. This means that in any Travelport Universal API or 
Trip Services shopping response, a traveler will now be able to make a more 
informed choice around his or her itinerary options. The response now includes 
enhanced imagery for each brand, displaying the airline’s cabin offering and 
also options for carry-on baggage, checked baggage, re-bookable, refundable, 
advanced seat reservation, meal service and wi-fi. 

The results:
Notis Koulalis, Product Owner for Content Integration & Revenue Optimization 
at tripsta, reports that Travelport’s GDS-agnostic branded fares upsell solution 
has “ticked all the boxes” for the features and impacts that were confidently 
presented to them prior to implementation.

It has also delivered clear differentiation in the agency’s offer. As a direct result, 
tripsta has experienced up to 40% upsell on a number of major branded fare 
carriers, with upselling enabled across all GDS content providers. Significantly, 
the agency has witnessed a clear increase in conversion when upsell 
opportunities are displayed to travelers.

The move to using Travelport branded fares and ancillaries has led to an 
increase in revenue on branded fares carriers of over 30% – and a substantial 
increase in the agency’s profit margins on branded fare carriers.

“ Tripsta operates a multi-
GDS environment and we 
are thereby constantly in 
the balancing act of both 
normalizing our workflow 
and processes, but also 
ensuring that we take 
advantage of the most 
valuable features from our 

different suppliers.”
 Philipp Brinkmann,  
 CEO, tripsta

“ Travelport’s branded fares 
made it easier for us to 
offer a solution with the 
depth and scope that 
can be used across our 
different GDS partners. 
The results we’ve seen 
have definitely exceeded 
our expectations and 
have ticked all the boxes 
that Travelport confidently 
presented prior to our 
implementation. tripsta is 
becoming a more valuable 
partner to its airlines 
suppliers by selling higher 
brands of fares and our 
customers are responding 
positively to the wider 
choice of fare solutions to 

meet their travel needs.”
 Notis Koulalis 
 Product Owner for Content 
 Integration & Revenue 
 Optimization, tripsta To learn more about how you can drive differentiation up, to help 

your agency increase conversion and upsell, contact your Travelport 
representative or visit us at Travelport.com/OTA
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