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Amadeus Case Study  (Business-to-Business) 

 

Re-Branding & Business-to-Business 

 

Amadeus is a computer reservations 

system (or global distribution system, since 

it sells and processes tickets for multiple travel outlets) owned by the Amadeus IT Group with 

headquarters in Madrid, Spain. The central database is located at Erding, Germany. The major 

development centers are located in Bangalore (India), Sophia Antipolis (France), and Boston (United 

States). In addition to airlines, the CRS is also used to book train travel, cruises, car rental, ferry 

reservations, and hotel rooms. Amadeus also provides new generation departure control systems to 

airlines. Amadeus IT Group is a transaction processor for the global travel and tourism industry.  

What is now known as Amadeus GDS has its roots all the way back to the Eastern Airlines days. Before 

1990 and the pre-Internet era, major airlines had either their own or pooled with other airline 

reservation organizations that utilized their own software.  During the 90s, airlines realized their core 

business was travel and travel technology but they didn’t want to lose control of preferences in booking 

seats.  American was first by utilizing its in-house system call SABRE and were quickly followed suit by 

TWA and Delta with WORLDSPAN while United had their spinoff called APOLLO. 

When Eastern Airlines folded, Continental Airlines purchased many of its entities and one was the travel 

reservation organization called SYSTEM ONE.  In the 90s, Continental partnered with Iberia, Air France, 

and Lufthansa to form what is now called Amadeus GDS.  However, that transition took over three years 

and Prism Marketing was responsible for controlling the brand, positioning, and communications during 

that transition. 

 

 

 

 

 

 

 

 

 

 

 

Objective:  Branding Transition/Lead Generation 

Competition:  Sabre, Worldspan, Apollo 

Target: Current/Prospective Travel Agents; 

Current/Prospective Corporate Travel Managers 

Summary:  Emotional-based advertising to achieve 

rebranding of distant third competitor for online travel 

reservations company. Double entendre slogan and 

powerful graphics to compel inquiry and trial. 

Media:  National Magazine, National Newspaper 

Results: Increased marketshare to 31% from 18% and 

moved to second overall position.  Increased leads from 

travel agents from an average of 5 per week to 74 per week. 
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Print Advertising       (Year One) 

Targeted to travel agents and corporate travel managers, this campaign subtly introduced the new 

Amadeus name to give comfort to current customers and signal the name change to prospects.  The 

landscape this occupied was surrounded by highly information technology ads so this clearly stood out 

to readers and stopped them.  The first six months used single page execution followed by a double-

truck, two-page spread.  It was then followed by dual spread executions and finally a strong visual 

indication the torch had been passed from Continental to the new organization.  The double entendre 

about new tools for a new world referenced the new reservation tools, new company, and new 

landscape of the travel reservation world. Red copy accented the key messages.  Small children and 

their toys targeted the nurturing aspects of the female-dominated target audience.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

@Copyright 2020 Prism Marketing 15 Washington Drive, Granby, CT 06035 (203) 233-4240 

 

Print Advertising   (Year Two) 

After overwhelming reception and a significant increase in leads from the year one campaign, the 

campaign took advantage of the equity from year one but changed the name and color palette to 

Amadeus.  The logo changed to Amadeus GDS and the colors, along with the colored icons, were familiar 

to the target audience as specific travel tools i.e. air, hotel, train, cruise booking tools in the Amadeus 

system.  There were color-coordinated brochures, sales sheets, and materials.  The hands 

communicated nurturing and the growth of the relationships, momentum, and partner businesses. 

 

 

 

 

 

 

 

 

 

Collateral System 

 

 

 

 

 

 

 

 

 

 

 

 

 

Objective:  Drive trial by current and prospective 

customers to utilize the purchase complete portfolio of 

services offered by Amadeus, GDS 

Target: Current travel agents and travel managers; 

Influencers, Prospective Customers 

Summary:  Amadeus was a new business unit and is very 

heavy with product information and tools for travel 

agents and corporate travel managers.  Amadeus never 

had a cohesive system of product explanations or 

marketing items.  We developed a complete, branded 

system of tools and a collateral system using colors and 

unique looks for flexibility and customized use. 

Elements:  Printed brochures, mini-brochures, email 

templates, direct mail and interactive CDs 

Results: Market share increased 20% by current 

customers for added revenue of over $2.5 million dollars 

and leads increased from approximately 5 per week to 

over 100 over two years. 
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Brochures for Collateral System 

 

 

 

 

 

 

 

 

 

 

 

Sales Support 

 

 

 

 

 

 

 

 

 

 

                      Direct Mail Postcard 
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Crisis Communication 

All the momentum of the advertising campaign was quickly taken away shortly after the launch of the 

new company due to massive product and communication problems.  The issues were a combination of 

poor training of salespeople, current, and new customers.  The second huge issue was the transition into 

a different navigation architecture from a United States-based organization of information to a 

European-based methodology.  The issues were literally shutting down travel agencies due to a lack of 

functionality and understanding of the Amadeus system.  The organization had to put into action a crisis 

communication program to talk about the issues, progress on the solutions, and convince the agencies 

to continue to do business with Amadeus.  The result was a net increase of customers with less than 1 

percent attrition of current customers.  Elements used were a large-format question and answer 

brochure with “straight talk” answers to the issues and glimpses of future functionality.  It was 

reinforced with a weekly electronic newsletter of progress and new functionality of the new tools for a 

new world. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


