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[bookmark: _Toc242111130]1. Introduction
[bookmark: _Toc242111131]1.1 Background
Digital technology has changed the way consumers search, compare and buy travel products and services. Online travel platforms allow users to conveniently access flights, hotels and other travel services, while metasearch platforms help customers find and compare travel options. However, if a customer has to change platforms after they move from discovering to booking (Yakubovskyi and Kyrychenko, 2024). This divide can cause friction throughout the customer journey and is an opportunity to build a more seamless, streamlined and convenient digital booking process.
The Trip.com Group is relevant to the opportunity since they already have a presence in the online travel market and a transactional infrastructure. The main goal of the proposed development is to integrate the travel discovery component of Skyscanner with the transactional component of Trip.com, using agentic artificial intelligence. The idea proposes a fusion of Skyscanner's travel discovery capabilities and Trip.com's booking fulfilment services. Agentic AI has the potential to bridge these stages by assisting customers through the transition from research and planning to booking (Popșa, 2023). The study will then test if this would help mitigate the friction in customer journey and help Trip.com monetize more outbound travel opportunities.
[bookmark: _Toc242111132]1.2 Scope and significance 
The proposed integration is a potential business development and not an exisiting partnership between both companies. The research will check if the idea is strategically suitable and practically possible regarding Trip.com. Specifically, the integration of the customer value created by a more connected discovery-to-booking path, the tech demands of agentic AI, operational demands, competitive ramifications, and the possible financial worth will be covered. Key issues such as consumer trust, transaction security and how metasearch and online travel agency businesses differ will also be explored. For this reason, the investigation will investigate the prospects for a viable and valuable business development opportunity by pairing the discovery capabilities of Skyscanner with the transactional infrastructure of Trip.com using agentic AI. 
[bookmark: _Toc242111133]1.3 Aim 
To evaluate the feasibility and business value of integrating Skyscanner's travel discovery capabilities with Trip.com's transactional infrastructure through agentic AI to improve the customer booking journey and capture additional outbound travel opportunities.
[bookmark: _Toc242111134]1.4 Objectives
· To analyse Trip.com's existing business model, market position, capabilities and competitive environment within the online travel industry. 
· To identify the opportunity for reducing friction between travel discovery and booking in the online travel journey. 
· To evaluate the strategic, technological and operational feasibility of using agentic AI to connect Skyscanner's travel discovery capabilities with Trip.com's transactional infrastructure. 
· To assess the potential customer, competitive and financial value of the proposed Skyscanner and Trip.com integration and develop recommendations for Trip.com.
[bookmark: _Toc242111135]2. Methodology 
[bookmark: _Toc242111136]2.1 Research Philosophy and Approach
The study will follow a positivist research philosophy because the study is oriented towards finding answers to the proposed business development opportunity based on objective and measurable evidence. The study makes use of positivism because it aims at finding the observable patterns and relationships in the online travel industry and assess the potential business value of the proposed development. The research will try to reduce the subjectivity and seek to evidence by measurable, comparable and evaluable evidence in order to establish conclusions in a systematic way (Ali, 2024).
The study will use deductive research method in which concepts and theories that have been developed are applied to the research problem. The theoretical framework will be supported by relevant concepts related to technology acceptance, digital platform ecosystems, online travel agencies and the Resource Based View to analyse the proposed integration of Skyscanner's travel discovery functionalities and Trip.com's transactional one (Okoli, 2023). These established concepts will be used to evaluate the research goals and draw logical conclusions from the evidence available, using the deductive approach. The philosophy and approach then support a structured process to assess feasibility, strategic relevance and potential business value of the proposed development.
[bookmark: _Toc242111137]2.2 Research Design and Strategy
The study will use a quantitative secondary research design. The research will involve analyzing the current numerical and factual evidence to assess the proposed business development opportunity. Trip.com will be used as the central business case, with relevant industry and market evidence to focus its position and the wider opportunity within the online travel industry. The study design will concentrate on measurable indicators related to market development, customer behavior, adoption of digital travel, company performance and financial conditions (Thomas and Zubkov, 2023). This design is suitable because it would be possible to assess the proposed project based on available evidence rather than collecting new data.
[bookmark: _Toc242111138]2.3 Data Collection
Secondary data will be gathered from academic journals and company reports, financial disclosures and credible industry sources. Academic sources from 2020 to 2026 will be identified from databases like Scopus, Web of Science and EBSCO. Agentic AI, online travel agencies, metasearch, travel booking, customer behaviour, technology adoption and digital platforms are all keywords to be used in search terms. The information of the companies will be sourced mainly from the annual reports of Trip.com Group and statutory documents and official corporate publications of the companies. Credible organisations and business sources will also be used to collect relevant industry information (Tang et al. 2026). The data will be directed towards measurable aspects associated with market trends, consumer behavior, competition, and technology development and financial performance. Data will be arranged in an organised manner to facilitate comparison and quantitative analysis.
[bookmark: _Toc242111139]2.4 Data Analysis
The data collected will be analysed using quantitative analysis techniques such as descriptive statistics, percentage change, comparative analysis and financial ratio analysis as appropriate. Information will be presented numerically and compared across the relevant periods and indicators to show trends and patterns in the online travel industry and in Trip.com's business performance. Proposals will be evaluated in terms of their commercial viability through financial analysis including revenue performance, profitability, liquidity and investment needs (Hamzani et al. 2023). The quantitative results will then be analysed with the PESTLE, SWOT, Competitor Analysis, Porter's Five Forces and Ansoff Matrix to evaluate the external environment, competitive position and strategic growth opportunity. The Business Model Canvas will also help to assess Trip.com's business model and identify areas of potential value creation in the proposed development. The quantitative and strategic analysis will be used to give an evidence-based assessment of the feasibility and potential business value of the proposed Skyscanner and Trip.com integration. 
[bookmark: _Toc242111140]3. Market Research and Validation
[bookmark: _Toc242111141]3.1 Current Market and Industry Context
Digital technology is impacting nearly every step of the tourism journey, from search to planning, payment to service delivery. According to OECD, travellers are increasingly demanding seamless experiences in their digital journeys, and technologies like generative AI are presenting a chance for the tourism sector to enhance services and operations. Digital intermediation platforms also have an important role in international travel markets. In 2024, foreign-headquartered platforms generated approximately 54% of travel and accommodation platform traffic across OECD countries, while the sector remained competitive rather than being controlled by one dominant platform (OECD, 2026). This environment opens the door for companies that can minimise the friction between discovery, planning and booking. Therefore, the proposed study will assess whether deeper integration of travel discovery and transaction functions could strengthen Trip.com Group's position in this increasingly digital market.
[bookmark: _Toc242111142]3.2 Trip.com's Current Market Position
Trip.com Group maintains a portfolio of companies that consist of Ctrip, a global online travel agency, and Skyscanner, in which its 2025 Form 20-F identifies Trip.com as a global online travel agency and Skyscanner as a global travel-search company (SEC, 2023). As of the end of 2025, Trip.com was available in 27 languages, 44 currencies and 48 local sites. More than 90% of Group transaction orders were completed through mobile channels. Revenue rose by 17 percent to RMB62.5 billion in 2025, with RMB26.1 billion coming from accommodation and RMB22.5 billion from transportation ticketing revenue (SEC, 2023). International growth also remains strong, with revenue from the international platform increasing by more than 50% year-on-year in Q2 2026 (Trip.com, 2026). These capabilities represent a solid foundation to explore further integration between Skyscanner discovery and Trip.com transactions.
[bookmark: _Toc242111143]3.3 Customer and Booking Journey Trends
Customer behaviour suggests that convenience and trust are central to online travel purchasing. According to a study that analyzed 494 OTA users, the utilitarian value and convenience were factors that facilitated purchase intention, while privacy, security, and usage constraints led to higher perceived risk (Hien, et. al., 2024). Recent Research also found that website functionality, usability, social presence and product variety influence trust and online hotel-booking intentions (Dulay, et. al., 2026). AI creates a further tension. The 2026 survey of over 5,700 travellers by Expedia Group revealed that 53% would feel comfortable receiving travel suggestions from AI, while 68% would prefer to book through their preferred travel brand over an AI-driven chatbot or agent (Expedia Group, 2026). This suggests that AI may support discovery and planning, but transaction design must preserve trust and reliability.
[bookmark: _Toc242111144]3.4 Competitor Analysis
Today, key travel platforms are transitioning to connected AI- supported journeys. According to Booking Holdings, its Connected Trip strategy is about the blend of AI based inspiration and planning, booking, payments and in-trip services, all in a personalised manner (SEC, 2025). Expedia's Romie similarly supports planning, shopping, booking and disruption management (Expedia, 2024). AI Agent takes this one step further, integrating conversational discovery, shopping and servicing in a single experience (Expedia, 2025). KAYAK launched Ask AI in 2026, linking conversational planning with live flight, hotel and rental-car search (KAYAK, 2026). 
[image: The image displays a KAYAK travel search interface with options to find flights, accommodations, and car rentals, along with user ratings and promotional offers.
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Figure 1: KAYAK Ask AI
(Source: KAYAK, 2026)
These advancements reveal a change in the competition from price comparison to integrated digital journeys. The proposed research will therefore analyze and compare the customer journey, artificial intelligence (AI) capability, product scope, international reach and booking integration of Trip.com with other relevant competitors and assess whether deeper Skyscanner–Trip.com integration could create meaningful differentiation.
[bookmark: _Toc242111145]3.5 Comparative Benefits and Industry Evidence
Comparable initiatives indicate potential benefits, although they do not prove that integration alone causes improved performance. In 2025, Booking Holdings reported a 37% increase in flight-ticket revenue, and around 80% growth in attraction-ticket revenue, as it continued to grow its Connected Trip strategy (SEC, 2025). According to Expedia, its AI service agent processes over 143 million interactions per year and is responsible for assisting over 50% of travelers in self-service, resulting in satisfaction rates twice that of those who call for assistance (Expedia, 2025).
[image: The image depicts a travel comparison tool by First Travel, highlighting its AI service agent handling 50% of traveler requests, integrating various customer service features.
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Figure 2: Expedia’s AI Service Agent Benefits
(Source: Expedia, 2025)
Expedia is also bringing the power of AI from discovery to shopping and servicing (Expedia, 2026). The cases highlight potential gains for engagement, cross-selling and service efficiency. The research will assess whether comparable benefits are realistically transferable to Trip.com Group rather than assuming identical outcomes.
[bookmark: _Toc242111146]3.6 Technology and Agentic AI Opportunity
Trip.com Group already possesses relevant AI capabilities. Its 2025 Form 20-F states that TripGenie and Trip.Planner use AI to support itinerary planning, information gathering and customer interactions (SEC, 2023). Trip.Planner integrates flights, trains, hotels, restaurants and attractions with real-time availability and enables direct booking from the itinerary view (Trip.com, 2025). Therefore, the proposed opportunity should go beyond simply introducing AI-enabled booking. Instead, it will explore if agentic AI can generate further value by integrating Skyscanner's discovery capabilities with Trip.com's transactional platform. There are recently emerging tourism-related academic concerns about trust and reliability issues as challenges for travellers to consider when taking up recommendations generated by AI (Seyfi, et. al., 2025). Therefore, more robust controls, transparency and human oversight would be needed for autonomous activities like booking or changing travel plans.
[bookmark: _Toc242111147]3.7 Proposed Strategic Analysis Frameworks
The final research will apply strategic frameworks using different strategic analysis frameworks. PESTLE will provide an evaluation of the macro-environmental factors and SWOT will give a broader strategic overview by linking the capabilities of Trip.com Group to the external opportunities and threats, in which the combination of these frameworks can support wider strategic evaluation. Porter's Five Forces will assess competitive pressures within the OTA and digital-platform environment; recent research confirms its continued relevance while highlighting the need to consider digital-market conditions (Dedeke, 2026). Competitor analysis will involve comparing the AI and booking systems of other competitors, and the Ansoff Matrix will be used to categorize the chosen growth strategy (Puyt, et. al., 2024). These frameworks will later be populated using collected market, company, customer and competitor evidence.
[bookmark: _Toc242111148]3.8 Business Opportunity Validation
Based on the preliminary evidence opportunity looks viable enough to require further investigation, although the evidence is not yet conclusive to prove commercial viability. Trip.com Group runs both Trip.com and Skyscanner and has already been investing in AI throughout the travel journey (SEC, 2023). The final research will therefore evaluate the proposal in six areas including Customer Value, Strategic Value, Technological Feasibility, Operational Feasibility, Financial Feasibility, and Competitive Value. Trust, transaction accuracy, integration costs, regulation and expected return on investment will be given particular attention. These factors will be considered together before making the recommendations. 
[bookmark: _Toc242111149]4. Risks
[bookmark: _Toc242111150]4.1 Research and Ethical Considerations
The study will involve only secondary data from academic literature, company reports, financial disclosure documents and reputable industry sources. As a result, there will be no human participants, and no data collection, interviews, surveys or experimental procedures. Ethical practice will nevertheless remain important throughout the research process. The integrity and reliability of the findings will be ensured by the selection of academic sources and the representation of them accurately. References will be made in an appropriate manner to give credit to other authors and organisations, and copyright will be respected when accessing and presenting published material (Thomas and Zubkov, 2023). Company data will be gathered from reliable and legitimate sources and will be tried to differentiate between inaccurate data and assumptions or interpretations. The research will also not promote any unsupported claims about Trip.com, Skyscanner or possible consequences of Agentic AI integration. Ethical approval will be secured prior to the start of the research as per the University's research ethics policy. 
[bookmark: _Toc242111151]4.2 Business Development Risks
The proposed development may entail technological, operational, financial and market risk. Agentic AI can result in inaccurate recommendations or errors in transactions, and privacy and security issues may impact customer trust (Perelygina et al. 2022). The added technical complexity and dependency risk can also be caused by integration with an external discovery platform. Additional regulatory implications for AI, digital transactions and customer data could also impact implementation. Furthermore, significant technology and infrastructure investments could cause financial uncertainty (Nugroho et al. 2024). These risks will be analysed by strategic, operational and financial analysis, including considerations relating to the reliability of the technology, security, implementation, investment, and possible customer value. 
[bookmark: _Toc242111152]5. Timeline/Gantt Chart
The research will be carried out within a 16-week period starting with the project planning and literature research, followed by market, strategic, technological and financial analysis. In the later weeks, work will be developed to make recommendations, finalize the Business Development Proposal, edit final work and prepare for submission. 
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Figure 3: Gantt chart
(Source: Created by Author)
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