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I N T R O D U C T I O N

The travel and hospitality industry hit a new record of spend and transformation 
in 2016. Global business travel spend topped $1.2 trillion USD in 2015, growing 
5 percent over 2014 and is on pace to advance 5.8 percent on average over the 
next five years reaching $1.6 trillion in 2020 (Global Business Travel Association). 

With the average leisure traveler only taking between two or three trips per year, 
their exposure to travel and hospitality brands is limited; however, because of 
their daily interactions with highly innovative and disruptive brands like Starbucks, 
Amazon and Uber, their expectations for their travel and hospitality experiences 
are higher than ever. They want on-demand, highly streamlined and customized 
experiences at the swipe or tap of a button. 

To understand how travel and hospitality companies can leverage innovative and 
disruptive technology to capture a bigger share of the imminent 2017 global travel 
growth, we’re taking a look at the top trends to monitor in the year to come.

http://www.gbta.org/foundation/pressreleases/Pages/rls_0711162.aspx


As Millennials go, so goes the nation (that’s it, right?). And today, the “Me 
Generation” has influenced how all customers crave their travel and hospitality 
experiences -- they want frictionless booking, on-demand service and 
personalized, authentic interactions (or else they’ll Tweet something mean about 
you). And while this is a tall order, consumers understand there is a price to pay 
for that highly customized, highly personal experience, and it comes at the price 
of sharing personal information. 75% of travelers are willing to share personal 
information in exchange for tailored promotions, coupons, priority service or loyalty 
points (Zebra Technologies)

And personalization isn’t just a marketing tactic for a customer’s enjoyment; it 
drives revenue. Personalization can reduce acquisition costs by as much as 50%, 
lift revenues by 5 - 15%, and increase the efficiency of marketing spend by 10 - 
30% (McKinsey). But to do this, brands need to tap into and organize their nearly 
endless pools of data.

However, most travel and hospitality companies are data rich but insight poor 
and cannot deliver on the customer's needs. With a nearly endless stream of 
data coming in from several channels (online bookings, customer service, on-
site reservations, etc.), companies need to ingest customer data from many 
source systems and combine it into a unified customer database in order to have 
access to actionable data, and deliver a truly, one-to-one, personalized customer 
experience. 

A DEFINED, PERSONALIZED 
CUSTOMER EXPERIENCE 

https://www.zebra.com/us/en/about-zebra/newsroom/press-releases/2016/zebra-technologies-hospitality-vision-study-reveals-hotels-high-tech-high-touch-plans-for-attracting-guests-remaining-competitive.html
http://www.mckinsey.com/business-functions/digital-mckinsey/our-insights/marketings-holy-grail-digital-personalization-at-scale#0


 In travel and hospitality, customer relations used to be about following a protocol 
-- a step by step guide to customer interactions to ensure the best outcome. 
Then it was more and more about “big data” and being capable of dealing with 
large datasets to target the best market share and capture your highest ROI. 
Now, it’s less about people and A/B testing, and more about machines. However 
brilliant a person may be, no one can process these datasets and respond with an 
appropriate message in real time. Only machines can.

By leveraging advanced analytics tools, machine learning helps brands gather 
predictive data, detect patterns within massive databases and power predictable 
responses for personalized marketing automation. 

With historical purchase activity, SessionM developed an implicit feedback 
recommendation engine for "real personalization" for a global coffee chain. 
The model predicts product preference ratings for every customer and product 
pairings, augmenting the targeting while building audience capabilities beyond 
just demographic profile data. The information obtained from running this 
algorithm drives features like "next best offer” when the customer is in-store. 
When combined with other customer-specific information about when they are 
active and what types of messages they are most likely to engage with, the brand 
is able to curate a hyper-personalized customer journey. 

Hoteliers can adopt this innovative technology to increase engagement and 
encourage additional reservations, upsell and cross sell services while guests are 
on-site. By leveraging historical behaviors and transactions of a specific customer 
paired with behaviors and transactions of lookalike guests, hotels can deliver the 
next best offer to customers while they are still on premise. For example, when 
a guest checks in at 8pm, your system recognizes that she historically dines at 
the hotel restaurant between 7pm-9pm and usually has a drink with her meal. 
This triggers a SMS message with a “complimentary drink at the restaurant” 
offer, resulting in her visiting the hotel restaurant instead of calling it a night.  
Afterwards, she receives an email from the hotel general manager thanking her for 
dining.

MACHINE LEARNING



To deliver a truly personalized experience, companies need to know more about each 
customer, and there’s no better place to “get to know someone” than social media. 
Every day, consumers reveal intimate information about themselves, discuss trends 
and indicate preferences in a timely and contextual way. With this real-time data, 
travel and hospitality companies can build a better profile of each of their existing and 
potential customer’s preferences, and serve their customers as individuals. 

But 70% of companies are still not collecting data from social media channels -- and 
we’re not talking likes, follows and favorites (DMA). Instagram, Snapchat, Facebook, 
Twitter, Pinterest and YouTube are just a few of the always-on, always-connected 
channels where customers interact, browse, learn and share opinions with a network 
of likeminded people.   

Travel and hospitality companies looking to strictly advertise to and convert customers 
on social media are missing a huge opportunity to unearth a plethora of data about 
consumer trends, purchase intent, drivers of sentiment, competitors, or category-
level conversations. The most critical aspect of an existing customer's loyalty is her 
willingness to refer and recommend a brand to a new customer -- there’s no better 
place to find your best customers than on social media.  

With the proper technology in place from providers like Crimson Hexagon, companies 
can ingest a steady stream of social data and analytics and tie back social interactions 
to a single customer’s profile, understanding the greater conversation and remarketing 
to their best (and worst) customers. 

SOCIALIZE AND REVOLUTIONIZE 

https://thedma.org/blog/marketing-analytics/social-media-advertising-unquestionably-still-in-its-infancy/
https://www.crimsonhexagon.com/


For years, travel suppliers have been trying to crack consumer loyalty by offering 
intricate programs and schemes. But the truth is: “an undifferentiated, one-size-fits-all 
approach to loyalty improvement will seldom be fully successful. No two travel cohorts 
are identical in what matters to them in air travel, airline loyalty programs, and how they 
prefer to engage and be engaged.” (Deloitte). But according to Capgemini, only 11% of 
loyalty programs offer personalized rewards based on a customer’s purchase history or 
location data. 

Most traditional loyalty programs are geared towards rewarding existing or passive 
behaviors to reduce attrition and leverage an outdated point-per-spend model. Rewards 
are generic and generalized, and offers cannot be tied to specific milestones, behaviors, 
or thresholds. 42% of travelers believe that loyalty programs offering only core 
inventory rewards are “dated and old-fashioned” (Collinson Latitude). T+H companies 
need a revamp to present travelers with personalized offers, which means partnering 
with a relevant and strategic company.  

Hotels are actively adding partnership programs to their existing loyalty programs, 
giving customers the ability to earn points when spending at certain partner locations/
businesses (Hilton hotels is part of Delta SkyMiles) (Hotel Executive). For example, 
Hilton and Uber formed a partnership that allows Hilton guests to schedule alerts 
through the HHonors app to prompt them when they need to arrange a ride via Uber. 
American Express offers 2x the points for paying for Uber and offered customers two 
free Uber rides (up to $65 each) originating from select airports during the busy holiday 
season. 

Acquiring new customers is important, but retaining your best customers is critical. A 
differentiated loyalty strategy can retain and inspire your best customers. Companies 
that increased their spend on retention in the last 1-3 years had a near 200% higher 
likelihood of increasing their market share in the last year compared to those spending 
more on acquisition. (Forbes/Sailthru). Programs with true personalization deliver the 
right incentive (with partnerships), for the right behavior, via the right channel, at the 
right time. Each customer should have their own unique experience with individualized 
incentives.

PERSONALIZED WITH PARTNERSHIPS

https://www2.deloitte.com/us/en/pages/consumer-business/articles/rising-above-the-clouds-aviation-transportation-loyalty.html
https://www.capgemini.com/resources/fixing-the-cracks-reinventing-loyalty-programs-for-the-digital-age
http://hotelexecutive.com/business_review/2198/when-it-comes-to-loyalty-programs-collaboration-drives-participation
http://www.forbes.com/sites/forbespr/2016/09/14/investing-in-customer-retention-leads-to-significantly-increased-market-share-says-new-study/#23c306be445b


C O N C L U S I O N

Customers’ expectations are changing -- they want personalized, frictionless 
experiences with more on-demand efficiencies at their fingertips. 

To capitalize on the next 12 months of record-breaking spending in the travel and 
hospitality sector,  companies need re-imagine their customer experience and 
differentiate themselves from their competitors by delivering unmatched offerings and 
experiences.  By adopt next-generation technology and innovations from the some of 
the most successful consumer brands, companies will be able to shift their strategy and 
deliver in micro-moments through a traveler's journey. The result? Loyalty customers.

Is your marketing stack ready to deliver consistent, omnichannel experiences in 
2017?

Get a demo to see how SessionM’s technology can help your company deliver best-in-
class customer experiences.

https://www.sessionm.com/


ABOUT 
SESSIONM

SessionM is a loyalty marketing automation 
platform that increases customer lifetime 
value by collecting and unifying customer 
data to deliver personalized engagement 
across channels at enterprise scale.

For more information on SessionM, visit www.
sessionm.com

http://www.sessionm.com
http://www.sessionm.com

