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This month's OTWC was really on time ... really it was.  E-mailing it got ensnarled in another TEG project however -- and I just never found the time.  
 

Two things of interest evolved since this was drafted.  
 

Worldspan has started putting public and private pressure on its subscribers in an effort to get sign-ups for its "opt-in" program.  This goes hand-in-hand with the Sabre effort; all of which suggests to me that there is a lot of confusion among most agency owners as they wait to see how all of this pans out.  
 

The second thing of lesser interest is the "push" by Genesis to "market" the fact that Genesis offers a Sabre and Amadeus by-pass solution that will provide its subscribes with "opt-in" benefits of Worldspan. Sabre and Amadeus are the two GDSs that, at the moment, have no “preferred vendor agreement” with American Airlines.  This does point to the Genesis dependency on Worldspan as a distribution platform – but also represents an early “marketing ploy” by a second-tier intermediary to attract agents caught in the Sabre/Amadeus and American Airlines dispute.  
Except for the last comment, this release of Off-the-Wall Comment(s) is a reflection and expansion of thoughts that I’ve posted to selected others over the past 30 days.  

It appears to me that the turbulence in the traditional GDS distribution channel is beginning to roil.  The traditionally focused channel structure seems to be disintegrating.  Today’s two major GDSs … Sabre and Amadeus … have been unable to restructure their ongoing agreements with American in particular; and other carriers disparately.  The agreements that have been fashioned by airlines with the traditional GDSs seem to represent a fairly significant re-structure – not just in pricing, but in the kinds of services to be provided.  Many airlines are actively promoting the new GNEs (GDS New Entrants) … G2-Switchworks, FareLogix and ITA’s U1 project in particular.  ITA and Cendant-cum-Blackstone/Galileo are now both moving aggressively into the new-technology platform airline hosting environment … effectively competing with the traditional legacy structures.  This is interesting in that the Galileo AirRes platform will essentially cannibalize its own Apollo solution; and, to a great extent, this open architecture platform, if ever delivered, will eat into Galileo’s own legacy distribution channel.  Every airline that I talk to is building or enhancing, in one form or another, its hosting platforms to better respond to buyer’s new found instant-need for interactive information.  Virtually all of these tools have the ability to by-pass the traditional GDS distribution structure – and, increasingly, are doing so with direct settlement agreements that by-pass ARC and/or the BSPs.  It is becoming a collective wave … a distribution tsunami of sorts … that is about to roll across the traditional distribution land-mass with surprising force and surprising results. 
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Eastman's "Off-the-Wall Comment(s)"©  …

 
There is a great need to re-educate agents -- and particularly the authors of the  CTA, CCTA, and BTC guest column -- to the reality of the new world of travel communication and knowledge management that is evolving.

1. The claim that ACTA agents control 70 percent of the market is a distortion; or perhaps, self-serving.  The global distribution systems control that distribution channel -- not the agents!  The agents are mere transaction processing tools sitting at the end of the GDS information “pipeline“; effectively, an intelligent human interface serving the needs of functionally limited technology platforms (the legacy GDSs).  Today's GDSs control this distribution channel because it is only possible to settle inter-airline payments through the ARC/BSP system.

2. The ACTA belief that the airlines owe ACTA some sort of “phone call” does not reflect the real world of today's information-driven society.  Air Canada is simply responding to traveler/buyer needs and expectations.  Today's agent is in the service of its corporate traveler or buyer, not the airline.  ACTA should aggressively lead its buyers in the transformation to the new distribution paradigms; not hold these buyers back because the GDSs cannot (or do not want to) provide the tools necessary to serve the ACTA customer.

3. This is not an issue of what travel agents want or do not want; nor, for that matter, what airlines want or do not want.  At issue is what buyers and travelers want.  Buyers buy the products … buyers pay the bills.  If Tango fares are what the buyers want, it should be incumbent on the agent to provide that service via whatever distribution channel the airline seeks to offer it.  If the GDS is not capable of providing that product, it is incumbent on the GDS to change or enhance its tools; not on the airline to withdraw its offering.

4. While the history of travel distribution might << … boil down to … competition, content and control …>>, this clearly is subject to one's perspective.  The reality of ACTA's future is that its future is tied to the future, not history.  The future of travel distribution is in providing travel services to customers, adapting lower cost technologies and implementing automated packaging of integrated travel product.  These three elements of the future are not generally within the scope of capabilities of the legacy distribution channels.  The fact that the legacy GDS technology platforms do not have the ability to segment Air Canada's new product offerings should not inhibit Air Canada from offering those products.  It is incumbent on the agent to demand better product from the GDS or, alternatively, create a technology platform to deal with the new travel product distribution paradigm.

Air Canada's Tango fares simply reflect the need to package products in ways that serve the needs of different travelers.  ACTA needs to recognize that its battle is not with Air Canada; but rather, with the inability of GDSs to deliver the kind of product that Air Canada needs to offer to meet its customer expectations.  It is not Air Canada that is causing the problem; rather, it is the legacy distribution structures of the GDS environment that is causing angst for ACTA.

The response above has been edited slightly for clarity and ease-of-reading. 

It is important to recognize that in North America, neither the airlines nor travel agents (or for that matter, corporate travel departments) control the travel distribution channel any longer.  The ability of travelers and buyers to reach-out into the information-laden Internet has pre-empted the traditional distribution controls once enjoyed by both airlines and agents.  That revenue paradigm has is rapidly breaking down.   

It is equally important to recognize that Air Canada’s Tango fares are not alone.  Tango fares essentially reflect the unbundling of services provided during flights on Air Canada.  But unbundling is equally reflected in American, United, and Continental Airlines’ new charge-back fees for segments booked through non-preferred distribution channels.  Airline unbundling is also taking place through direct booking channels.  Inversely, Sabre’s squabble with American is about Sabre’s perception that its agent network and its technology platform provides superior added value over the other GDS distribution solutions – effectively an effort by Sabre to re-bundle the power of its channel controls.    
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Eastman's "Off-the-Wall Comment(s)"©  …
AA and Sabre are “in discussions” (i.e. having a “little tiff”) with respect to how much AA should pay Sabre for segment bookings.  Sabre seems to have sold its program to a number of other carriers; but American Airlines is still not buying-in.  Is Sabre asking for something different than it offered other carriers … or is American holding out for what it believes is a fair distribution price?   

As noted above, the distribution side of the business is in turmoil as the GNEs G2-Switchworks, FareLogix, and ITA’s U1 have entered the market with $1.50 (approximately) segment fees.  This compares with the $3.75 to $4.25 per segment costs that the traditional GDSs charge under current contracts; contracts that are expiring over the next few months.  In fact, the AA/Sabre agreement is purported to expire as I write this Off-the-Wall Comment(s)
  

Worldspan, followed by each of the other GDSs, entered into “new agreements” with most airlines (including American) earlier this year; agreements with a structure that significantly modified the current $3.75 to $4.25 segment fee paradigm currently in use.  Both the airlines and the GDSs have been very, very quiet about what these new pricing structures represent – although I speculated a few months back in my “Off-the-Wall Comment(s)” that these programs are very likely tiered – with programs offering just pure distribution set at rates competitive (but slightly higher) than the GNEs, a second tier of pricing that would enable agencies (and TMCs) to capture back-office reporting information and other key information data needed to support large clients, and a third and highest tier that provided full-service access.  
That speculation is proving to be valid. 
Since coming to agreements (in one form or another) with the airlines, the GDSs have taken to “marketing” their “counter-proposals” to agencies.  Because of the high cost of the legacy system technology platforms that the traditional/legacy GDSs must continue to support, it is difficult for the GDSs to match the GNEs on a cost-for-cost basis.  For that reason, the GDSs must find ways to recover the costs of the “value-add” systems they provide agents (basically, services that the GNEs cannot yet provide).  Thus, the GDSs are going back to the agencies and telling them that they, the agencies, are going to have to pay the GDSs as well – in one form or another; either in hard cash, downsized services, and/or in reduced off-sets.  

The specific programs are not clear yet – but it appears that Sabre’s program will take away incentives previously paid to agents; while the Galileo program is going to charge hard cash (purportedly $.80 cents) per segment booked by an agent.  It is all very murky at the moment at the GDSs all “dance” around each other’s competitive offerings.  

The “dancing” has now taken a new twist as first American and then United, Continental and now Northwest, have all said that they will charge agents $3.50 when an agent books through a non-approved distribution channel.  
AA, among all of the major US carriers, has not reached an agreement with Sabre yet (see previous footnote #2).  I suspect that AA is using public announcements to force Sabre to take a position.  
Basically what AA and the other airlines noted are saying is that if an agent DOES NOT PARTICIPATE in one of the APPROVED distribution programs – the agency will have to pay $3.50.  Since Sabre (and Amadeus) have not yet become “approved” distribution channels of AA at this time – that implies that any U.S. agent using any part of the Sabre (or Amadeus) system will be charged $3.50 per segment booked.  This is likely an “off-set” charge, since Sabre would turn around and bill AA for those segments at a somewhat similar price.  
Since many of the other airlines have agreements with Sabre within Sabre’s new tiered pricing structure, it would seem that Sabre is telling American that it must get on board or face a competitive shift away from American as agents opt to use Sabre’s lower cost booking tiers.  AA on the other hand, seems to be saying to Sabre that the agents in most dominate Sabre markets are American Airlines dependent … and those agents will move to a different GDS rather than have to administer and pay the compounded fees originating from American for use of an unapproved Sabre channel.  It is an interesting “little tiff.”  
The reasoning for the $3.50 fees for use of unapproved distribution channels appears to me as two-part.  
First, the bulk of today’s agency bookings are now derived from on-line agencies (i.e. Expedia, Travelocity, Orbitz, and various TMC automated online booking solutions); thus, these are mere electronic transactions being processed in a much lower and shared cost paradigm than the historic legacy airline system distribution channels.  The high costs of the traditional channels are not costs that the airlines believe they should have to pay – particularly when the airlines can steer agents and customers to their own low-cost web site outlets (an obviously “approved” channel) with the surcharge fee.  

Second, the airlines have come to understand that human agents acting as intermediaries within the technology environment no longer represent the airlines’ interests – rather, those agents represent the customers’ interests.  This is in great part the result of the Internet and its ability to distribute information directly to buyers.  Buyers know what they want and cannot be easily “sold up” or “sold across”.  As a result, human agents are no longer able to move meaningful market share; in some cases, cannot even control market share.  Thus, the airlines see no value in paying agents’ distorted fees for performing nothing other than a transaction process that is more easily and accurately processed directly using available technology. 

One of the other interesting aspects of the airline charge-back process is that of settlement.  United’s announcement seems to suggest that the airline will include a process other than the conventional debit memo processed through ARC that has been the hallmark of the traditional distribution channel.  While United has not yet identified what the settlement process for non-approved segment fees will be (or, for that matter, how they will measure them), it seemed clear that United is seriously considering a process that would by-pass ARC.  This is significant in that it suggests there may be other non-approved distribution channels other than the traditional GDSs.  United may be saying that we’ll take bookings from any automated input source, approved or not – and we can do this because we do not have to “settle” through ARC.    
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Eastman's "Off-the-Wall Comment(s)"©  …

Jack, I’d love to tell you that I built these PowerPoint slides just to answer your question – but they are really extracted from one of my current presentation slide decks.  Slide Four in this group very closely portrays the answer to your query diagram below. 

Slide 1 (next page) -- depicts two realities … (a) the shifting structure of business management (Garth Morgan’s original use in his book “Imagin•i•zation”) and (b) the shifting structure of hardware/software information management solutions. The movement of information (including digital data) has closely paralleled the social structures of society throughout history.   The GDS were (and remain) largely hierarchical (top line) because they [image: image6.jpg]“Short Course -- What NEXT”
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were conceived and created in an era when strong hierarchical structures were dominant in corporate structures – at the peak of the Industrial Age.  Since that time, management structures have responded to demands of employees and consumers; and along with it, so too have the structures if digital information management.  

Today, much of contemporary information management has evolved to states that serve what Morgan defines as “Bureaucracy with Project Teams with Task Forces”, “Matrix” and “Project” Organizations.  The “Project Organization” is effectively replicated in today’s Internet models.  
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Slide 2 – depicts the two main drivers behind the information resource of the distribution structure.  The hierarchical structure within the GDS environment is depicted just above the “Supplier-Driven Distribution” subtitle – with the airlines providing inventory at the top; passing the inventory to GDSs (arrow left); who sell through agents (arrow bottom); who settle with ARC/BSP (arrow right); who settle with the airlines (arrow top) … i.e. a “closed loop” supplier-driven distribution.  In today’s evolving demand-driven distribution model (right), information flows interactively based on information need.  Because of the embedded business processes within the airline industry, this “closed loop” digital structure prevails even today.  

However, it now appears that the industry is rapidly transitioning to into the Internet e-commerce “Information Age” (Morgan’s “Project Organization) rapidly as airlines begin to unbundled and re-price services.  Today’s technology does not appear to permit virtual-management of the whole of a world-wide enabled Internet – which suggests that the industry will soon being to evolve what I call the star-burst digital management structure (Loosely Coupled Network in the Morgan’s business models) – where many small niche-focused networks serve diverse or niche demand needs; coming together in a more broadly linked Internet model only when needing data that is not included within its star-burst paradigm. .  

Slide 3 – The hierarchical structure of the current centralized GDS structures are both technological and human-intervention “choke-points”.  In the world, there are over 1000 airlines (about 1300 the last time I checked) represented in all the GDSs … something over 200,000 agencies with an more than an estimated 95%  funneling booking requests through the 4 primary GDSs; Sabre, Amadeus, Galileo/Apollo, and Worldspan.  These numbers are a few years old and approximations – not exact.  

When travelers had to go to agents for information, the legacy hierarchical GDS structures could manage these requests because human agents “filtered/audited/biased/channeled” queries to the hosts in a controlled manner.  

Relatively current data
 says that there are currently more than 1 Billion (as in “B”) Internet users throughout the world.  The number of Internet users is growing disproportionately every year, particularly as cell phones and PDAs become active participants in the Internet.  The hierarchical structure of the GDS with its technology and human “choke-points” is simply too narrow to service all the requests for information – particularly without human-agent informed intervention to channel those information requests.  The net result of open-channel requests for information drive the “look-to-book” requests to levels that exceed 100-to-1.  

Slide 4 – Very closely parallels the answer to Jack Keady’s diagramed question.  This slide depicts the use of intelligent software that can talk in a multitude of computer protocol languages acting as a “star-burst” to link to the cloud of relevant vendors – that “cloud” being interactively linked via Internet protocols (picture on the right).  The need to access other information in the Internet Web would be “rules” driven.  

This star-burst structure allows the buyer to package travel needs interactively … control policy and costs … and yet respond to request for individual traveler needs.  It responds to the context of the requirements and meets on-demand needs. 

In a distribution context – the emphasis of control really shifts from the suppliers/GDSs to the service providers that integrate and/or buy travel on behalf of the traveler.  The GDSs phase out as a distribution channel … or more realistically … evolves as an integrator or franchise channel.  The buyer/packager become the technology integrators – picking and choosing from among the various vendors offering product through many distribution channels – the product that the buyer/traveler needs  to meet strategic or tactical business or personal travel needs.  

Slide 5 – Most readers of OTWCs have seen Slide 5 previously.  The slide depicts the Progression of Economic Value as described by Joseph Pine and James Gilmore in their book “The Experience Economy
. Pine and Gilmore show an economic progression in value as products move from a commodity offering to a good to a service to an experience to a transformation.  Essentially, as products meet buyer needs differentiation, sellers get higher prices. Buyers pay more and margins get greater as one climbs the “Progression” ladder.  

But in the case of the airline seat, it has over the years, traveled down the “Progression” ladder – to the point where the airline seat has become primarily a commodity product.  A commodity product is defined by Pine and Gilmore as a product where price differentiation is the primary (not necessarily “only”) buyer differentiation point. 

The expanded digital web of information made possible by the Internet becomes a fundamental driver leading to the commoditization of virtually any mass-produced consumer product.  Linda Sanford makes this point in her recent book “Let Go to Grow”
  While not referencing “Progression”, Sanford demonstrates why the Internet drives products down the “Progression Ladder.”  

Sanford then expands on this web reality to show that producers of commodity products and services must turn their products into “components.”  Components are defined as commodity products that use standardized modes of universally accepted digital communication links to produce, offer, or enable buyers’ access to the commodity product or element for the purpose of adding-value by combining the commodity offerings into unique packaged offerings that meet specific buyer needs in the context and time-frame of both the request and delivery.  Under this thesis, airlines and travel buyers/packagers must evolve platforms to tap the standardized modes of universally accepted digital communication links in order to grow their margins and re-package their offerings to climb back up the “Progression” ladder.  

By offering seats across multiple distribution channels through the standardized communication protocols – airlines can turn seats into component parts of travel product offerings.  This allows buyers and packagers to access through any of multiple distribution channels, the component travel element of each unique travel requirement requested by traveler needs.  By turning seats (and other travel commodity offerings) into component parts of a whole travel offer – unit costs will go down while targeted response to specific buyer needs will enable higher prices as buyer differentiation climbs the “Progression” ladder; the net impact being higher yield!  

Slide 6 – The hierarchical structure of today’s airlines and the “closed loop” distribution structure has ensured a Supplier-Driven distribution channel.  Airlines, in particular, were able to control pricing and product through the structure hierarchies of the channels they picked to offer selected product.  The industry came down the “Progression” ladder in that Supplier-Driven channel, airline seats moved from “service” products to “goods” (where brand and agency networks were able to drive pricing)  and ultimately, to commodity offerings (where price is the primary product differentiation).  


As the information web evolves, buyers are gaining increasing control over the distribution channels.  If a buyer does not like what they see through one channel or offering… they “double-click” their mouse and move to check out a different offering.  This is, of course, playing havoc with airline (and hotel room, car rental, etc., pricing).  But the Internet is a reality and vendors and agents/packagers alike – must deal with the new paradigm.  Vendors can no longer control the pricing of their commodity offerings; agents can no longer expect vendors to sell through traditional channels.  

In that vein, it becomes incumbent on vendors and intermediaries alike to restructure their offerings and/or integration tools to package travel components in meeting on-demand buyer needs and expectations.  Only through packaging component commodities can vendors and packagers alike begin to climb back up the “Progress of Economic Value” toward increased yields for both.  Only through enabling buyer needs differentiation in an integrated real-time structure, will margins increase for both seller and packager.  

It is a necessary transition and as this transition takes place, the technology platforms will move from the hierarchical legacy structures we have known to project or Internet models we experience today – and on to the star-burst or loosely coupled network channels depicted at the far right of the diagram.  Essentially, travel product packaging will transition from “Supplier-Driven” channeling to “Demand-Driven” response delivery – much to the angst of traditional airline managers.  Concurrently, travel product has already moved from the “Goods to Commodities” aspect of the “Progression of Economic Value”; and must necessarily move to “Packaged Components” in response to the demand-driven needs of buyers.  

There you have it – Eastman’s “Short Course in What Next” for… <<… the ideal arrangement here, say for a new airline, or even all airlines >>.  I’m not sure if it’s “ideal” or not … but it provides a general idea of what appears to be evolving.  

A new airline would want to build a tool not unlike the one depicted in Slide 4 – where it could respond interactively and in real time to the requests and demands of packagers/buyers reaching out in the Internet in search of product that best fits their traveler’s expectations.   

Please note that these slides are copyright protected and note that they also reference, with permission, copyright protected material (sources noted).   If used, please let me know and provide appropriate credit(s).  




Eastman's "Off-the-Wall Comment(s)"©  …

The essay by Scott Campbell above has been edited significantly due primarily for space issues.  

There are two reasons for including this piece in OTWC.  

First and foremost – it is a useful piece for addressing our respective self awareness of the issues of technology and social change that confront most OTWC readers as the industry and our companies deal with the transition that is upon us.  Second, it is important to understand that the “roots” of the future of travel product distribution are being molded by the very people that read OTWC – for you would not be reading this missive if you did not have a keen interest in the travel distribution dynamic.  

Readers of OTWC are, for the most part, recognized leaders within the travel community.  With few exceptions, I have met most of you personally (or you would not be on the list).  Many readers have spent their careers climbing the hierarchical corporate structures referenced in the comments that precede this one; and the majority of the remainder are essentially travel entrepreneurs who have used the hierarchical structure of the past system to provide their livelihoods.  

For many of the reasons noted in the first three “Comment(s)” above … and many others not identified (particularly the rapid cultural inclusion of technology among those under the age of 35) … the industry and its leadership (i.e. OTWC readers) is increasingly consumed by the wave of change induced by an ever-expanding web of information.  As this change evolves, three different leadership themes are surfacing!  

The first theme is that which seeks to re-instantiate the past; to return to the structures, business processes, and the power-bases upon which these individuals built their careers.   The second theme is that of waiting to see what happens; assuming that sooner-or-later a clear path to the future will evolve upon which they can once again establish their career base.  The third theme evolving is that which seeks adaptation and incorporation of the change; willing to take the time and evolve the necessary platforms to deal with new buyer expectations.   

It is not so much an issue of which theme of leadership within the industry will prevail; that die is being cast by the rapid rate of change evolving other segments of society.  Vendors and intermediaries alike will necessary have to respond to the new buyer expectations – or they will simply cease to exist.  Rather, it is the element of leaders to access themselves … to separate the process of their experiences from their self-awareness; and in turn, to separate their hierarchical leadership role or responsibility from the necessary role of self-leadership!  

In our jobs-with-titles and high-salaries … particularly following many years of climbing hierarchical corporate structures to achieve a pinnacle of success … it becomes too easy to confuse the role and responsibility of our respective jobs – with the elements of self-awareness that reflect integrity, vision, connection, creativity, results orientation, and courage in dealing with the changes that confront us all.  

How often does staff follow a boss’s lead because of the boss’ job title; rather than his/her integrity?  Consider how frequently “vision” is becomes a reflection of a manager’s political need rather than reflection of a company’s future needs.  How much of any given decision is based on a manager’s need for power rather than on concern for the ability of the employee or vendor to deliver?  Creativity is not a function of delivery as most managers expect, but one of relevance to both the current and future needs.  It is enabling results that allow for the future that become meaningful; not those that are measured by criteria of the past. 

And in the current state of transition, courage is derived not of blocking or inhibiting the elements of change taking place … or reverting to or measuring by criteria of the past – but by taking the risks necessary to ensure the flexibility needed to deal with a business culture and structure in a rapid state of transition.  

Off-the-Wall Comment(s) often addresses the fact that technology is NOT what is driving the change in travel distribution … in travel product … or even within society itself.  Technology is only the enabling tool.  The driver behind the rapid rate of technology change is society; not society as a humungous whole – but rather, the millions and millions of individuals acting collectively and in concert as each individual seeks to better the environment and world that they live and work in.   

The travel industry is itself, a segment of the bigger and greatly expanded whole.  Many within the whole will never travel; and have no interest in the travel industry itself.  Yet their actions, investments, and the tools (technology or other) they use collectively drive the demands that will increasingly be made on the travel industry.  The world and its peoples are increasingly global – increasingly linked.  

As such, leadership within the travel industry will necessarily take on with increasing importance, the six elements that Scott Campbell outlined in his essay -- integrity, vision, connection, creativity, results orientation, and courage.  Whether it is the corporate entities that build the components … the packagers that integrate those components … or the buyers that consume the components – one of the essential facts of the integrate web of information is that the six elements of leadership will be audited, checked, verified, and measured as we move to the future.  

There will always be the “scumballs” and there will always be SPAM; but it is becoming difficult to ignore -- as a company or as an individual; in your personal dealings or in your web presentations; in the services you offer or those you deliver – a breakdown in any one of these six elements of leadership will very quickly remove one as a recognized or viable vendor or leader within the travel community!  

Respectfully, 
\\ Richard
�2. Vision


Great leaders are captives.  They are captivated by a clear sense of purpose and they rally others around that purpose.  Vision involves having a clear picture of a meaningful future that you are committed to and passionate about creating. ….





3. Concern


Great leaders have a deeply rooted concern for those whom they lead.  Effective leaders care about the success of others.  They care about the well being of those in their charge.  They do not use people as simply as a means to an end. … People will follow leaders whom they sense genuinely care for their wellbeing -- even to the ends of the earth. ….


�4. Creativity


"I'm not creative."  This lament is one heard time and time again from leaders, executives and managers.  I don't believe it.  Part of the problem is how we define creativity.  … As an aspect of leadership, creativity is often expressed in problem solving.  … But the challenges facing business leaders today--global competition, constant technological change, finding and keeping high performers, mammoth customer expectations, to mention just a few demand creative leadership responses.  Creativity is natural.  Current thinking by creativity researchers contends that the question is no longer, "Are you creative?" but rather, "How are you creative?"  Our challenge is to discover, honor and develop our natural creative energies. 





5. Results Orientation


Effective leaders have a results orientation.  Ultimately, leadership is about taking people somewhere and accomplishing something.  Results are determined situationally, but ultimately, results are what define whether a leader is successful or not.  Being liked, being right, being recognized, or being secure are ultimately unworthy and ineffective ends for a leader.  True leaders are committed to worthwhile results and govern themselves and their people with these results in mind.  It is this orientation that pushes leaders to be creative in solving problems, to subordinate their lesser motives, and to persist in the face of obstacles. 


�6. Courage


Leaders are often called upon to take courageous actions.  Confronting poor performance, deciding who to lay off, announcing unpopular decisions, implementing change that will cause significant distress for people, staying optimistic in the face of problems, and advocating on behalf of your followers to those above you in the chain-of-command are a few of the myriad ways in which great leaders demonstrate courage. … Our acts of courage may not be so grandiose or visible but they are still fundamental to being an effective leader. 


�--------------------------------------------------------------


�The six characteristics we have explored--integrity, vision, connection, creativity, results orientation, and courage--are to leadership what the roots are to the oak tree.  Roots are a system.  They form an integrated whole that together supply the nutrients which the tree needs to survive and prosper.  In the same way, all six characteristics must be present and healthy for maximum leadership effectiveness. To the degree that any one of these is absent or poorly developed your leadership will be stunted or ineffective.  … When you have identified your strengths and areas of development you need to find ways to maximize your strengths and work on your weaknesses. 








….continues





From 16-Types.Com, 25 July, 2006 


Great Leaders Grow Deep Roots: The Six Characteristics of Exceptional Leaders


by Scott Campbell 





The Eastern Ontario dairy farm on which I grew up had numerous oak trees. … It always amazed me that such a massive plant could grow from a small acorn when planted in the proper soil.  Yet, the key to the oak's imposing stature is what lies beneath the soil out of view -- its root system. And the oak's root system is just as impressive as its visible features. … What the roots are to the mighty oak, six particular characteristics are to great leaders. Like roots, they may be invisible to the eye, but they are the true source of an exceptional leader's actions. If these unseen leadership roots are not sunk deep in the soil of one's life, the results will reveal themselves in visible leadership that is at best stunted and at worst diseased. Great leaders grow deep roots!


 �1. Integrity


Ultimately, you're not a leader if no one is following.  In other words, exceptional leadership requires a climate of trust where people give you their wholehearted commitment.  And nothing destroys that trust faster than a perception of hypocrisy and duplicity.  Thus the importance of integrity. …. No integrity = no trust.  No trust = no followers. 


….continues





From Jack Keady; 19 July, 2006





Richard - for the technologically slow, please fill in the blank space below, i.e. what is the ideal arrangement here, say for a new airline, or even all airlines:���                    Hundreds of airlines���            The missing link - distribution system���       Travel agents���                                  Consumers








From Fort Worth Star-Telegram; 13 July, 2006





American Airlines will begin charging travel agents a fee for tickets purchased through the Sabre booking system, a move that could push up fares for some consumers.   Fort Worth-based American told travel agents Wednesday that it would charge a $3.50 fee on every ticket booked through a distributor that doesn't have a contract with the airline.  Sabre's contract will expire at the end of the month.  An American official said the airline is not currently in negotiations with Southlake-based Sabre for a new deal. 








From: The Beat ~ a travel business newsletter; 16 July, 2006


Guest column by representative of the Association of Canadian Travel Agencies, Canadian Corporate Travel Association, and Business Travel Coalition 





… Air Canada has announced the return of Tango fares to the Air Canada agency web portal with a credulity-straining proclamation that the airline's "concern has always been the agencies' access to content in an environment they can work in." … The real opportunity for Air Canada to achieve alignment with its air travel distribution partners and corporate customers is to return Tango fares to the global distribution systems without delay. … An airline serious about developing a good working environment for travel agents would in fact do well to talk to travel agents. Travel agents are still waiting for the phone to ring. … Most Canadian travel agents would tell Air Canada that the web portal is a woefully inadequate place to do business, just as it is for agents in the U.S. and elsewhere in the world. … Travel professionals do not want to be forced to navigate unique supplier websites in order to serve their customers when a far more welcoming and efficient distribution platform exists--namely, the GDS. … From a travel agency perspective, web portals just don't cut it, including Air Canada's. They create the need for expensive and inefficient workarounds. … The history of travel distribution boils down to three essential, related themes: competition, content and control.  Dominant airlines like Air Canada appear to believe that if they can withhold access to fare content from distributors, they can seize control of passengers by forcing them into the company store. … Air Canada should back up its rhetoric about concern for travel agents' working environment with good faith action … it should take all the necessary steps to restore Tango fares to the GDS so that we can all focus on what's important, serving our end customers the best way we know how. ~ Christiane Theberge, vice president of public affairs, Association of Canadian Travel Agencies; Lyell Farquharson, spokesperson, Canadian Corporate Travel Association; Kevin Mitchell, chairman, Business Travel Coalition.





For a complete copy of the ACTA letter, please contact Jay Campbell at The Beat << � HYPERLINK "mailto:jay@promedia.travel" ��jay@promedia.travel� >>.  Material from The Beat is copyright protected and thus, I have extracted only key points referenced in my response. The Beat is a travel business newsletter published as news happens, 49 weeks a year by Business Travel Beat Inc. as part of ProMedia.travel LLC, 320 7th Ave., #329, Brooklyn, NY  11215. Jay Campbell, Founder & Reporter, can be reached at 718-499-3238.  Subscriptions to The Beat are $375 per year. 
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You will see … that there are two primary nutrients necessary…. The first of these is self-awareness. Self-awareness serves as an inner barometer, gauging whether what we are doing is, indeed, worthwhile...Choices made in keeping with this inner rudder...are energizing.  They not only feel right but also maximize the attention and energy available for pursuing them.  Great leaders, like healthy trees, are both deeply rooted and highly flexible. 


�The second key nutrient for leadership sustaining soil is self-leadership.  Self-leadership builds on self-awareness.  It takes the knowledge of one's self and transforms it into wisdom for action.  Self-leadership is all about making choices to shape one's own destiny.  It involves a proactive, rather reactive stance towards one's own development and maturity.  It involves assuming, at a very deep level, full responsibility for one's life and future. 





Technology continues to evolve at breakneck speed.  Global trade continues to expand.  Social, political and environmental problems threaten stability and safety.  Great leaders are needed now more than ever in business, government, and our communities. 





This is a highly edited OTWC version of the text-only, printer-friendly version of "Great Leaders Grow Deep Roots: The Six Characteristics of Exceptional Leaders". Its permanent web address is: � HYPERLINK "http://www.16types.com/Request.jsp?lView=ViewArticle&Article=OID%3A128973" �http://www.16types.com/Request.jsp?lView=ViewArticle&Article=OID%3A128973�











�  It is very possible that American Airlines and Sabre will reach an agreement as this OTWC goes to press.  While it might smooth emotions and reflect an attempt to suggest that “all is OK”; the reality of the evolving information web suggests that any agreement between GDSs and airlines created since March of 2006 necessarily has an abundant set of “escape” clauses and/or exceptions.  Current distribution channel agreements are more interim than long term; more stabilizing for those afraid of change than a reality of the transformation that is taking place.  


� � HYPERLINK "http://www.internetworldstats.com/stats.htm" ��http://www.internetworldstats.com/stats.htm�


� “The Experience Economy”,  ©1999 ~ Joseph Pine ( James Gilmore 





� Let Go To Grow, ©2005 ~ Linda Sanford 
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