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Background

As innovative business models and mobile devices continue to disrupt and shape the way customers trav-
el, one thing is clear - customer experience matters more than ever.

In the age of the customer, the goal is to understand customers, give them the experiences they want and 
keep those experiences consistent across all touch points (delivering excellence in every single interac-
tion).

It’s an exciting time for the travel industry, but there are significant challenges associated with the innova-
tion behind engaging customers across the entire journey.

Placing customers at the heart of travel is no easy feat. Transformation requires a considerable investment 
of resources as well as a willingness to experiment and make continual improvements. It requires a shake-
up of traditional business models.

Indeed, to win in the customer-centric world and reclaim direct profitable relationships with customers, 
travel brands need to push the boundaries and adopt next-generation digital thinking, practices and tech-
nical solutions. They need to move away from a traditional product approach, to a customer journey ap-
proach – it’s no longer about selling a room or a flight, but selling a personal service. Any company that 
fails to execute in these areas will be seriously disadvantaged, and it is likely to lose business to the more 
customer experience focused ones.

The on-going evolution in customer expectations demands a more personalised and intelligent approach 
to customer experience. Undeniably, the future of travel brands lies in the ability to forge long-lasting 
and deeper connections with customers in a seamless, authentic and engaging manner. It means know-
ing guest preferences, and behaviour, with a much finer granularity than ever before, to better serve their 
needs.

In this sense, the real challenge for travel executives is to better understand the customer. And then to 
execute the organisational and technical transformation – across digital and physical channels – needed to 
bring the customer experience vision to life and achieve revenue targets.

So, the future for travel executives share common pain points, and opportunities, in wanting to meet 
modern customer expectations head-on with seamless, personalised experiences that blend digital with 
the human touch. The goal is to target customers in the moment at every touch point to improve loyalty, 
direct channel bookings and ancillary revenues.

Introduction

It’s fair to say, customer experience has never been so important. Now is the time to turn good intentions 
into good customer service. The customer experience strategy and technology investment will of course 
vary for different travel stakeholders. But one of the best pieces of advice ever given is to look outside
your own niche for new ideas.

Look for ideas that you can use and then adapt them to suit your business regardless of whether it is the 
norm. 

In this light, to help travel executives navigate this complex and rapidly developing shift, OCC, Power Ob-
jects, an HCL Company and Microsoft joined forces to host 20 top-level travel executives at The Gherkin 
for a thought-provoking workshop dedicated to customer-driven innovation. The May 2017 session tackled 
travels’ big talking points:

 Personalised touch points that result in revenue capture, all driven by
 actionable data insights

 Bridging the gap between digital and human experience to improve customer satisfaction and loy  
 alty – capturing preferences, and enriching customer profiles to offer more targeted and relevant   
 communication

 Enabling a single view of the customer, with seamless, consistent and enriched customer experienc 
 es across multiple devices

As customers demand increasingly convenient and personalised ways to holiday and travel, the workshop 
represented a golden opportunity for industry executives to share and discuss the necessary steps to im-
prove the customer experience.

Below we explore the sessions key talking points to help all stakeholders looking to improve customer 
experience in 2017.

There are a million and one reasons for ensuring you provide customers with a positive experience. Not 
least of which is the impact that customer experience has on the bottom line. Creating a stellar customer 
experience isn’t just about surviving – but thriving. We hope the below ideas help stimulate new ideas to
drive your business forward in the year ahead.

Personalisation

Millennial and tech-savvy travellers want frictionless experiences. They expect airlines, hotels, airports and 
everyone in between to know who they are, present them with what they need and make their experience 
pleasant and efficient.

In the age of the customer, the relationships travel brands have with customers are the greatest source of 
competitive differentiation, yet many are not maximizing that relationship. To capture customer’s hearts 
and business, travel brands must harness data and insights to create a more personalised experience 
across all channels.

To achieve the personalisation vision, travel brands must better manage and integrate data across the 
organisation, analyse behavioural data throughout the entire journey, and empower all staff (and partners) 
with the insight and technology to make meaningful connections. But it’s problematic, says Brian
Hogg, Head of Digital Delivery, Thomas Cook.



“In terms of personalisation a challenge we have, which is particularly prominent in the UK, is to deliver a 
seamless experience for the customer, irrelevant of the channel they choose to engage with.

“In the UK 60-70% of our customers now initially engage with us through a mobile device, but our conver-
sion is heavily weighted towards the retail stores. So, our real challenge now is to understand omnichan-
nel customer behaviour …why are they using online or the App to begin with, then choosing to convert in 
store? And then, how do we create an experience that facilitates that?

It’s not about stopping people coming into the store, Hogg adds.

“We don’t have a burning ambition to stop people transacting in store, we want to offer them the choice 
for whichever channel is right for them, but actually we make it quite difficult.”

It’s time to remove the road blocks, Hogg continues.

“If you’re one of the many people – as our research shows – that find their holiday while sitting on the loo 
or train, we don’t make it that easy for you to go away and discuss it for a couple of days, then go into a 
nearby store and pick-up that same search result and convert it into a sale.

“Our task over coming years is to find a way to remove the blockers, so we can help customers find the 
product more easily. Focusing on how we tailor our offers – based on their history, demographics and pre-
vious purchases – when they come back irrelevant of channel?

Our after-sales customer service is getting there, Hogg adds.

“On the customer service side, what we have started to do is to focus on the post-purchase experience. 
We’re now offering a 24-hour promise, so if you get to your holiday destination and you don’t like it, you 
can contact your company representative through social chat any time of day, and your problem will be
resolved until your satisfied, or you can come home from your holiday if you want. Over the last two years 
we have focused on the post-holiday proposition, so now we want to focus on the pre-holiday proposi-
tion.” 

Peter Pinosa, Director of Guest Services, Rosewood Hotels agrees: “Pre-stay communication is a para-
mount to find out what customers really want. At Rosewood, we have spent a lot of time perfecting guest 
profiles in terms of before, during and after their stay to better understand what they want. This includes
what they’ve asked for and what they used in the hotel, to create a vision for next time. It’s very important 
to understand each guest as an individual.”

But not everyone takes this approach, Pinosa adds. “We’ve found there are a lot of companies that just 
look at the guest as a market. This will tell you a bit about a person, but you need to look at the individual
context. The data is what the industry needs to focus on more. It’s the data that gives you the direc-
tion. You can’t forget the guests and their individual needs. This is the way you avoid losing a guest who 
searches online then comes into property or store. With our guest profiles, we know what the customer 
wants and offer them a tailored service rather than a mass email, the aim is to pin-point.”

Greg Harradence, Business Development Lead, Power Objects, an HCL Company agrees: “You have to 
acknowledge that you’re not going to please everyone, it’s about personalising to the individual not to the 
market.”

Pin-pointing is a real challenge for us, but something we need to do, says Phil Purdy, Customer and Client 
Services Manager, TravelZoo.

“We bucket our marketing by post code area, but we’re not doing as much as we can in terms of personal-
isation, we’re not analysing previous behaviours or purchases to make our service as targeted as possible. 
We have lots of work to do on personalisation to move forwards. We have lots of people who buy one 
voucher, but not many repeat purchases. So, there’s a lot of insights around the data that we need to act 
on.”

“It’s the data that gives you the direction.  
 You can’t forget the guests and their individual needs

Peter Pinosa, Director of Guest Services, Rosewood Hotels



Breaking down categories and realising that customers are multifaceted is where the industry needs to 
head, says Brian Hogg, Head of Digital Delivery, Thomas Cook.

“We love to put people into categories. I went to Tenerife therefore I must love beach holidays, well actual-
ly I only purchase that once a year, but I’m also a city break traveller two or three times a year, and, I’m also 
a corporate traveller. But because of one purchase, we put customers in one category. The challenge is to
be smarter and figure out that customers are multifaceted. It’s about using data in the right way and mar-
keting to me as a customer, rather than product side.”

For other travel stakeholders, the challenge around personalisation is not just making better use of exist-
ing data, but capturing data in the first place. We don’t own enough data, says Florent Dupriez, Marketing 
Manager, London City Airport.

“Our main challenge is we don’t have enough data about the customer. We’d like to, but we don’t hold that 
data as most transactions are not made on our channels. So, we use external sources to analyse the cus-
tomer and cross-reference this with our own database of customers who register to use the WIFI.”

Luc Cassier, Digital Director, VistaJet agrees. “I face the challenge finding the right data and using it at the 
right time to create a 360-degree view of the customer.” It’s a salient point and something we need all 
need to consider says, Alan Friggieri, Digital Director, The Hoxton.

“If you can’t do personalisation well, then don’t. Rather than taking a stab in the dark at personalisation or 
trying to promote everything at once, just promote one thing to everyone and see how people respond.”

It’s a learning exercise, Friggieri adds.

“Gradually we’ll learn over time, because there’s a risk of over analysing your audience and creating lots of 
ridiculous small segments just because you can without grounding that in meaningful hypotheses based 
on data. Compared to the data in finance for example, the data we have in travel is quite small, and quite 
limited, so let’s not try to be too intelligent and make too many complex groups and complex decisions 
when the data is quite basic and customers may only stay once or twice a year.”

There is no doubt that successful personalisation yields greater convenience for customers, and ultimately 
more profit for businesses. But brands must first locate, integrate and manage data to get to know their 
customers better, and understand the simple things that they want in the moment. Don’t segment for 
segmentation sake. First and foremost, managing customer data is what’s important to build meaningful, 
engaging relationships, and encourage repeat direct bookings.

Mobile

As millennials continue to top the list for spend in travel, brands must focus on the younger, tech-savvy 
market by offering an experience that exceeds the idea of a standard holiday.

Inevitably this includes mobile. Mobile devices are wonderful, convenient and provide unprecedented ac-
cess to customers. Simply put, mobile devices are the only way to stay in touch with a traveller across the 
entire journey.

As mobile continues to be a major channel, Apps have become the epitome of convenience for modern 
travellers. From planning to purchase, to check-in, to boarding passes and real-time flight information – 
mobile is at the heart of travel.

The mobile experience must delight the customer as much as the stay or flight. Online Travel Agents 
(OTAs) have raised the bar in this area – which means the customer expectation of how the mobile book-
ing experience should look and feel like has risen dramatically. The key is to go beyond the basic level of 
making mobile-friendly website to creating something that ensures customers can navigate quickly and 

efficiently on-the-go and leave feeling delighted.

Certainly, mobile devices and Apps enable brands to better engage customers, and create more  
immersive and tailored experiences that provide greater customer service, build customer loyalty and  
optimise revenues.

Mobile allows engagement on the customer’s terms. Everybody has their own device, and customers want 
information on their terms, on their device. But many brands will attest that getting the right mobile strat-
egy in place is not easy. It requires a considerable investment of time, money and resources as well as a 
willingness to experiment and make continual improvements.

As Brian Hogg, Head of Digital Delivery, Thomas Cook says, our App is one you take with you, but it’s not 
perfect.

“Our App is one that you take with you when you travel. It’s with you from the start of the journey, you can 
use it to contact your Holiday Rep at any point and book excursions, or to access flight change updates 
and information, but there’s much, much more it can do, and this where we need to look at emerging tech-
nologies and build-up its feature set.

“The App has been highly successful in the Nordics market (where there is essentially no retail chain, so 
online is the main channel). What they’ve found here is a significant loyalty with not only the brand, but 
conversion to using the App, so in the Nordics market, what was built as a tool to manage your holiday 
experience while you’re there, has turned into a challenger for the primary sales vehicle. So, we’re looking 
to take our learnings from that market and see whether it would play out in other markets.

“The purchase proposition is still the responsive mobile site. We have a ‘My account feature,’ but we are 
not seeing a huge uptake (to be fair, there is not a huge customer benefit to it right now). So, asking peo-
ple to login to make a purchase (with no incentive behind it) doesn’t really work. Now we’ve created the 
shell of this proposition, clearly the next phase is to personalise and improve it with exclusive offers.”

Lina Slater, Senior Partnerships Manager, TravelSupermarket.com asks, do people not just delete the App 
after their trip?

In the UK that happens, says Brian Hogg. “But in the Nordics, we’re very good at pushing messages out 
about your next holiday and the advantages of doing it. What we’d like to do, is start, from the day a cus-
tomer returns, to engage in planning the next trip. So, it’s about finding reasons for people not to delete 
the App …again it’s all about creating a benefit for the customer in having it, i.e. Use the App to get early 
information on new holidays, hotels and offers.”

At the Hoxton we don’t have an App, says Alan Friggieri, Digital Director, The Hoxton.
“On our kind of scale, it just comes back to that question of creating value, for people to firstly download 
it, and then keep it; what’s the real reason for someone to have an App for five hotels?“

“For us, loyalty is about the experience people can have with us around their stay, and not a points 
scheme.

“For our two London properties and Amsterdam you can book on Booking.com and Expedia, but we are 
in a fortunate position where we don’t rely on OTAs that much, the share of business is still relatively low 
comparatively. We of course still want to bring it down. But they’re a great acquisition tool (specifically 
when entering a new market.) After launch though, the plan is to quickly reduce that share. It all comes 
back to: What is the incentive to actually book direct?

“There’s a psychological warfare regarding OTAs vs Hotels. There’s a perception that booking through an 

“If you can’t do personalisation well, then don’t”

Alex Friggieri, Digital Director, The Hoxton



OTA is lot easier, simpler and provides more benefits and discounts. But it’s not necessarily easier. I think 
the belief stems from familiarity. We can’t compete with an OTA as one hotel – there are rational reasons 
why customers book through an OTA (price comparison and choice for example). We can’t compete on 
the rational side, so we must compete on the emotional and experiential side.

“Rational thought processes tend to take longer. If you can appeal to someone’s heart as well as their mind 
– creating a lovely, immersive online experience – so customers can start putting themselves in the hotel or 
neighbourhood, you can get a much more certain decision to book.”

But I find that a challenge says Kayleigh Woodman, Director of Sales, The Chesterfield, Mayfair.

“You’re trying to balance making something more streamlined and easier to book online and mobile, while 
still providing more information about the hotel, and really bringing customers into the experience… How 
can you do that and keep it short and sweet?”

It’s a key point, says Friggieri.

“You have to think about the ways you can bring that information to people at different points within their 
journey. So, at the beginning of their journey it’s much more about romancing around the location or the 
brand (probably on mobile), as they go further into the journey and get closer to making that decision, 
that’s where more practical information comes in. Research tells us videos and images are processed by 
the brain thousands of times quicker than text. That’s not to say don’t put the written information there, 
but that’s the approach we’re taking to break down the funnel and customer journey. Figuring out what 
information people need at a given point and how we present that to them on each channel.”

So, beyond mobile devices, the underlying strategy is a desire to ‘be where the customer is.’ For example, 
if the customer is on social media, travel brands should be able to serve them on this channel and not have 
to push them back to the brand website.

Loyal customers are likely to know how to find brands directly, but you must consider most customers 
who travel only once or twice a year. Do they really download the App? Maybe not, but they’re on Face-
book and WhatsApp, so it’s about offering them a service, such as receiving their boarding pass, via these 
channels.

It’s clear, customers need accurate information about their trips on-the-go and to be able to change de-
tails around their booking without being obliged to go via the traditional communication channels.

An App is a first move in this direction, to offer a complete experience during every step of the way. With 
more and more data being available, the industry can now much better grasp what it is customers really 
want and to deliver just that to them. And it’s safe to say that technology will only improve in 2017.

In this light, keeping customers connected is crucial, and, if you’re not mobile friendly, you risk losing reve-
nue. A brand’s mobile website and/or App must become part of an extended experience—one that starts 
from the very first touch point. Those brands who succeed on mobile will out-perform rivals in coming 
years.

As Brian Hogg, Head of Digital Delivery, Thomas Cook says, we have a real opportunity on mobile to  
engage customers throughout the trip.

“Because we have the hotel, airline and in-destination infrastructure and people, we have a clear opportu-
nity to continue conversations all the way through the trip. Whereas if I book with Booking.com, I start my 
relationship with them, but then the airline or hotel wants to take over – and they want to start a relation-
ship with me.

“Mobile is not simple enough yet across the industry for customers. Generally, I don’t think we provide 
content that is well suited enough for mobile. We still stick to legacy booking systems that are too com-
plex and not necessary – and we are still trying to force merchandising and advertising into that as well.

Jo Redman, Marketing & Brand Director, 
SACO: The Serviced Apartment Company

“If you haven’t got your basics right, then it doesn’t
 matter what bells and whistles you put on”



“For me the future of mobile in the industry needs to be simpler for the consumer. We need to deliver fast-
er mobile experiences and more progressive hardware. The mix of using all the smart stuff that Apps do 
today, i.e. swipe technology, and integrating that into our mobile experiences. It’s about looking at where 
mobile technology is going and trying to get ahead.”

At the same time, we must be wary of smoke and mirrors, adds Jo Redman, Marketing & Brand Director, 
SACO: The Serviced Apartment Company.

“On mobile we are still trying to get the basic right. If you haven’t got your basics right – i.e. your CRM, 
your data working, the speed of your mobile platform, your different systems talking to each other – and 
placing customers at the heart of all that, then it doesn’t matter what bells and whistles you put on. The 
basics must be right, and there is still so much to do here.”

Culture

To deliver exceptional customer experience in 2017, customer centricity must be at the heart of organisa-
tion’s culture. As the importance of customer experience continues to grow, more and more executives will 
focus on the journey of cultural change in the year ahead.

This includes instilling a customer-first approach across the entire organisation. The Chief Customer Of-
ficer owns the customer’s chair in the boardroom, but one of his or her most important roles is to work 
across departments and ensure that everyone is on the same page.

As travel brands roll-out their customer strategies, there will be a major focus on training employees 
across all levels and departments to practice customer-centric processes, technology and changes. Those 
brands who fail to make customer experience integral to their DNA will lose out to more agile companies.

The goal is to ensure that front-line staff have an accurate real-time view of their customers, and on any 
servicing needs or commercial opportunities. For example, in recent years, Air France-KLM has been  
building a toolbox for its front-line staff to support the human interaction with their customers.

But the challenge with so many online and offline touchpoints is to gather all relevant customer data and 
make them instantly available. As Paul Rogers, Director, Microsoft Solutions, Power Objects, an HCL  
Company, puts it: “Data is the foundation to innovate and ultimately do things in a very different way, but 
it’s really about what you do with that data to deliver a business outcome.”

Emotion

Emotion is the key component of customer experience that has the largest impact on loyalty. But it is also 
the area where travel brands are least adept. To stand out in 2017, the next battle is to create emotional 
responses at touch points across the journey that lead customers into a deeper exploration of the brand. 
In the coming year, there will be a major jump in the number of travel brands that discuss, measure, and 
design for emotion.

Brands must consider how to measure emotion effectively – how to assess the emotional value, the ease 
and the effectiveness at any given step on the journey. For example, attention must be given to key ques-
tions including: How did it feel? How easy was it to do? Did it accomplish what you thought it would? To-
gether such measures will provide a visceral sense of a customer’s experience from the first to final touch 
point.

Brands will then be able to identify how their customer service influences emotion across the journey. It 
is about understanding the way you make a customer feel across the journey, and how you can positively 
influence their emotion with the convergence of creative, advertising and technology.

As Ilka Salzmann, Marketing Manager, Starboard Hotels puts it: “Data will always be the key to everything, 
but quickly followed by the customer experience and all the emotions around it.”

In terms of feedback, it’s got to be in the moment, says Jo Redman, Marketing & Brand Director, SACO: 
The Serviced Apartment Company.

“If I get a text message as I am about to board a plane for example, I am much more likely to respond at 
that moment, rather than I if I receive the message hours later.”

Florent Dupriez, Marketing Manager, London City Airport agrees.

“A company will often ask for feedback too late. By the time a company asks it is already on Twitter or 
Facebook – as a customer you don’t talk to the company directly you talk to all your friends and family (so 
often the company doesn’t even know it).

“To combat this, at London City Airport, we’ve put in place a team of representatives across the airport, so 
that when a customer has an issue while in the airport and posts a negative comment on Twitter or Face-
book, they’ll get a quick reply, and depending on the issue, one of the representatives might meet them 
directly and address the issue with a personal touch, like bringing over a free coffee for example. It quickly 
turns a very bad comment to a very good comment – within 5 minutes you’ve dealt with the problem.”

Peter Pinosa, Director of Guest Services, Rosewood Hotels, agrees: “It’s the resolution of a complaint that 
really matters.”

In this sense, the ambition is to solve disruptions proactively and on the spot.

Travelling can be stressful. But being proactive and solving disruptions when they happen on the spot can 
make a big difference.

The other side to emotional engagement is to delight your customers at critical moments on the journey.

Phil Purdy, Customer and Client Services Manager, TravelZoo says: “One thing we do to compete with 
OTAs is to offer member-only rates on our site. For example, we offer a complimentary bottle of Cham-
pagne in the room or late check-out that you won’t get anywhere else.”

While Kayleigh Woodman, Director of Sales, The Chesterfield, Mayfair adds, although we don’t all have the 
necessary data points integrated that we want right now, we can make offers around previous behaviours.

“If a customer had a Gin and Tonic with us last time for example, we’ll tailor a marketing message to in-
clude a relevant offer around food and beverage experiences in the hotel. We’ll also inform the onsite 
team, so, while the customer is at the bar, the team can offer you a different Gin and Tonic that he/she 
might enjoy.”

As Jason Dunderdale, Travel Sales Manager UK, Sixt puts it: “It’s all about how data is used or presented 
from a customer services point of view.”

But move with caution, warns Alan Friggieri, Digital Director, The Hoxton.

“Remember, as an industry we’ve spent millions of pounds on technology and research to get us to a point 
that humans have been doing for thousands of years; ‘recognising their customers.’ So, the human element 
is still critically, critically important.”

The Future: Data & Chatbots

Throughout the group highlighted the importance of blending digital and human experiences. The focus 
on enhancing personalisation, face-to-face services and company culture will be complemented by the 
continuation of significant investment in new and emerging technologies.



Implementing CRM systems is timely and expensive, so brands must be crystal-clear on the real goal, says 
Brian Hogg, Head of Digital Delivery, Thomas Cook.

“We have vast amounts of data already. So, what is it we want to do differently with that data? And can 
we come-up with a compelling case that will show there is a real justification for investment in terms of 
finance, resources and time (…particularly when there are so many conflicting demands on people’s bud-
gets)?

“The critical question people need to ask is: What do we want to get out of implementing CRM tools and 
changes in employee behaviour around that? If you don’t start-out with a clear understanding of what you 
want to do with the data; and how you are going to use it differently, then it can be very easy to fail. You’ll 
spend lots of money and not move very far forward. It’s about having a clear set of business goals that 
you believe can be met with the change.”

Alan Friggieri, Digital Director, The Hoxton agrees.

“Although at the Hoxton we are digitally quite advanced, we don’t collect all the information we possible 
can – and that’s a conscious decision. It comes back to the question; Do we definitely know what we want 
to do with that data and does it create value for the guest?”

Looking forward, Lina Slater, Senior Partnerships Manager, TravelSupermarket.com says chatbots are the 
future.

“It’s a generational thing, I think the next generation don’t like to talk to people. They’re all on WhatsApp 
and Snapchat, so having always-on chat services resolves the issue. It’s all about having technologies – like 
Chatbots – that are personable, but also automated.”

Jason Dunderdale, Travel Sales Manager UK, Sixt agrees: “Chatbots are getting more and more advance, 
they can hold a conversation, read text speak, and use emoticons effectively with the tone of the conver-
sation.”

Such artificial intelligence (AI) chatbots, which interact with customers online and answer relatively basic 
questions are set to get more and more advanced. The next development in this space involves the cre-
ation of a personal, digital travel concierge service, all powered by AI.

It’s clear, travel brands that focus on the meeting of clear business goals with innovative technology and a 
culture to drive personalisation with an outstanding customer experience will thrive in coming years.

Conclusion

The relationships travel brands have with guests are the greatest source of competitive differentiation. 
The underlying trend is to make sure that any evolution in the customer journey is a positive one. Those 
that take advantage of customer-centric innovation stand to gain against competitors that don’t. And the 
talking points shared above are just the beginning.

It’s important to carefully consider: How many old assumptions drive your strategies? How many of your 
opportunities are stuck in limbo because management cannot make a decision, as they do not have the 
correct or, sufficient data? And what processes are inherently broken? Now’s the time to think, act and 
innovate.

Knowledgeable, savvy, time-pressed and mobile-ready travellers want to digitally discover local hot spots, 
activities, and book tables in real time on the go. This new generation of jet-setters not only expect, but 
demand a quick, flexible and efficient service (and will quickly become frustrated by limited access to free-
ly available digital information).

But more, they expect this to be tailored specifically to their preferences, meaning any form of communi-
cation needs to be as instant and effortless as possible.

Digital is a means to bring immediacy, inspiration and personalisation to the traveller’s journey. But to build 
a closer relationship with customers, travel brands first need to understand them better both behind the 
scenes and customer-facing.

Efficient data management is the first step to deliver a seamless customer experience. While lots of things 
are possible, the real challenge is understanding the data behind it. There is a lot of talk about ‘making it 
digital,’ but the reality is it’s the enterprise architecture behind it that travel brands have to focus on. With-
out due consideration around the back-end systems, you won’t be able to get some of these great things 
off the ground.

To execute the personalisation vision, travel executives must capture data at every touch point on the 
journey, understand that data through advanced analytics, and then act accordingly based on the insight. 
This requires investment in specialised databases, real time technology, powerful visualisation technology 
and analysts. It also requires that all departments set-up their business processes and empower all staff to 
capture, and act on, as much relevant data as possible.

Mobile also plays a big role. Making mobile seamless, contextualised and personalised is key. Once a guest 
has booked a flight or room, and checked-in on mobile phone, it’s about how you use mobile devices to 
ensure the experience in the physical world is then the best it can be.

These foundations combined, will support travel brands to deliver relevant content based on guest pro-
files, send personalised messages to the customers in-destination, and put analytic results in the hands of 
decision makers across the business. Once the entire organisation is aligned to the personalisation vision, 
they can build a strategy to balance the meaningful and engaging experiences with revenue and profit 
goals.



Final Thoughts

Life’s never a beach in the travel industry. As customer expectations evolve and innovative business  
models continue to disrupt and shape the way customers travel, competition for spend and loyalty is 
tougher than ever.

Successful brands must think like their customers. They must create seamless experiences that successful-
ly fuse digital, mobile and physical interactions to keep customers engaged at all touch points. Stand out 
experiences are those that remove all problem solving for the guest and deliver a smooth journey from 
home to destination.

Complacent businesses will very soon be swept away by innovative companies that have taken time to 
solve people’s problems and make the customer experience great. It’s about committing to being at the 
forefront of innovation in the way you talk to customers and the way you help them navigate the complex-
ities of travel.

As Paul Rogers, Director, Microsoft Solutions, PowerObjects, an HCL Company, says: “It really comes down 
to understanding your customer journey and how that fits within your organisation; how do you see that 
journey changing over time; and then what data you need to deliver that. There are propensities to do 
what you have always done, i.e. we catch data in this way at this time, and that’s what we do, but actually 
it’s really understanding what data we need at each stage of that journey and can we move them on in 
almost a nurturing type process. Technology has matured now to such an extent, that there is huge poten-
tial for innovation in terms of how you approach customer experience.”

OCC Overview:

Specialist consultants on the role of technology in customer experience, transformation and outcome  
driven innovation

Our partners research and share inspirational stories that highlight how technology and engaging  
customer experiences make a real difference to the bottom line

Founded on a social enterprise model, since 2013, business proceeds support London’s young adults who 
have learning disabilities
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