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Abstract 
Refining business operations to increase competitive advantage, reduce risk and 
increase profit margins is more important than ever in today’s competitive world and 
predictive analytics – analyzing past data to identify the likelihood of future 
outcomes – can often provide useful insights.  In this article, the author discusses 
how analytics can be exploited in the travel industry to make business process 
efficiencies, while improving the customer journey for people wanting to make travel 
plans. 
 
 
 
Introduction 
Like most industries, the travel industry has to maintain its competitive edge by 
offering a thoroughly customer-centric process that give customers what they want, 
when they want it.  To do that, it needs to keep track of who its customers are, what 
interests them and profile them accurately from their ongoing behaviour.  Gone are 
the days when the only information available about customers was their booking 
information and the occasional satisfaction survey.   
 
Customer loyalty schemes, past browsing and sales history, call centre logs and 
social media profiles now provide much of this useful information digitally and the 
travel industry is making more and more use of it to improve its value proposition.   
 
Travel agents 
Booking holidays used to be a fairly simple affair – you went to a travel agent in the 
High Street, told an agent where you wanted to go and when, and then spent a 
couple of hours going through the various options that were available before finally 
booking what you wanted.   

Technology and Innovation 

IT for CEOs & CFOs 1 

 Biography 
 
Nick Mitchell is the Managing Director, EMEA, at intuitive customer experience company [24]7. 
Nick has a background of delivering IT supported, business transformation programs, along with 
providing differentiated customer service solutions. With [24]7 he works with some of Europe’s 
most prominent brands to deliver a more intuitive and omnichannel customer experience.  
 
For more information, please visit: www.247-inc.com and follow @24_7_inc  

Nicholas Mitchell 
Managing Director EMEA 

[24]7 

Keywords    Predictive analytics, Customer experience, Travel industry, Customer journey 
Paper type   Opinion 

   IT for CEOs & CFOs  is published by House of Words Ltd.   
 
   The current issue and full text archive of this journal is available on our main website at www.creditcontrol.co.uk. 



Although the travel agent was a one-stop shop, it was still a pretty laborious and 
opaque process where you had to place quite a lot of trust in the agent to get you 
the best deal. 
 
Now of course, most of us do everything online and this is where predictive 
analytics – the science of extracting information from existing data sets in order to 
determine patterns and predict outcomes and trends in the future – comes in.  It 
offers travellers the chance to personalize their future experiences, based on their 
past preferences and other data, and get exactly what they are looking for right 
down to the last detail. 
 
Predictive analytics 
Predictive analytics can be used on travel websites to present ‘next best’ actions 
based on the customer’s past history.  Additionally, if they have been browsing and 
booking across several devices, context can be preserved across those channels 
through channel orchestration.  Of course nobody can predict the future with 
complete certainty, but it is possible to make a pretty good guess by analyzing data.  
Not only does this put customers in control of their choices but, from the vendor’s 
point of view, it is also a way of increasing incremental revenue by approaching 
prospective customers at the right time and with the right offer. 
 
Today’s travel companies, armed with the ability to crunch Big Data can analyze 
mountains of consumer data (for example, locations, hotels or tours most often 
browsed or booked, their age, gender, geographic location etc) to create the perfect 
product (holiday destination, hotel recommendation, direct flight routes) for each 
one of its millions of customers within milliseconds and then turn it into a sale.   
 
Conference 
For example, say you were flying to a three day conference in Geneva and you 
decided to stay on for a few days for some sightseeing afterwards; then you might 
search online for flights into Geneva on Monday and back out again on Saturday 
and you might search for interesting places to visit in your free time and events that 
were taking place at the end of that week. 
 
Then thanks to predictive analytics which anticipates what you want to do, you 
might receive a discounted offer from an airline you have booked with before for 
your flight, receive the name of a car firm to book a collection from the airport, with 
an option to book a hotel with your favourite hotel chain, specifying a room on one 
of the upper floors for a good view of the city, perhaps with an upgrade option for a 
small fee.   
 
There might also be some suggestions for some of the best Michelin-starred 
restaurants in Geneva (for those with an expense account) – Il Lago or the 
Domaine de ChateauVieux perhaps – then a trip on Lake Geneva, or a tour round 
Patek Phillipe, the famous clock and watch museum, or perhaps a trip to a spa.  All 
of these offers would be tailored to preferences you had demonstrated in the past.   
 
Or how about taking it a step further where you set up a profile with all your 
personal preferences in advance, so that in future you need only search for the date 
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and destination options based on those preferences.  For example, you might 
specify a family of five (two adults, three children), direct flights, seats all together, 
economy class), accommodation (beach hotel with wifi, restaurant and swimming 
pool).  You can then search for relevant insurance and airport transfer options too. 
 
Trends 
But not just individuals benefit; added together, the preferences of millions of 
travellers can be used to evaluate what destinations were popular last year and 
what destinations might be popular again this year and then ensure that extra flights 
or hotel places are made available.   
 
Some destinations will be well sign-posted, for example Rio De Janeiro will be a 
popular destination for the Olympics in 2016 or Russia for the World Cup in 2018, 
but predictive analytics might also suggest other destinations that you might like 
such as Malaga in Spain.  Malaga’s qualifications as a centre of culture received a 
strong boost in 2015, when the Pompidou Centre opens its first extension outside of 
France in the Spanish city.  Or Cuba, where President Obama’s normalization of 
diplomatic relations means that change is sure to follow once the country is opened 
up to the outside world.   
 
Revealing trends like this have important implications as travel companies try and 
match their product offerings, prices and promotions, with their customers’ 
anticipated wishes and optimize their revenue. 
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