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Travel and tourism continues to be a booming industry that 
fuels much of the world’s economy. It’s also an industry that is 
undergoing significant change, as technology makes it easier 
to research destinations and travel at a moment’s notice. 

As more people crisscross the globe, exceptional customer 
experiences are more important than ever. This e-book 
provides insight on the needs of today’s travelers, and how 
their evolving expectations can be met with digitally-driven, 
customer centric experiences. 

Oh, the places you’ll go!
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9.8%
World’s GDP represented by travel
World Travel and Tourism Council

$2.7 billion a day
spent by resident and international 
travelers in the U.S.
U.S. Travel Association

$7.6 trillion
Travel and tourism’s contribution 
to the global economy
Statista

$565 billion 
Global online travel sales in 2016
Statista

BY THE NUMBERS

Travel and tourism
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OVERVIEW

Overall satisfaction with the airline industry rose nine points to 726 in 2016, 
the highest score since the implementation of the current methodology               
in 2006.
—J.D. Power

Customer satisfaction with travel websites for booking flights, hotels, and car 
rentals is unchanged, with an American Customer Satisfaction Index (ACSI) 
score of 79. 

For the first time in the study’s history, satisfaction among business 
travelers exceeded that among leisure travelers by eight points                                                          
(733 vs. 725, respectively). 
–J.D. Power

According to passengers, seat comfort is still the worst aspect of air travel. 
–ACSI

RATING TOP CX PERFORMERS

The state of travel CX

Source: Temkin Group
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… 85% of respondents agreed… 
“spending money on travel is an 
investment worth making.”

CX TREND

The rise of the experiential traveler 
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Instead of material goods, more consumers are buying 
“experiences.” A recent survey by American Express found 
that 85% of respondents agreed with the statement that 
“spending money on travel is an investment worth mak-
ing.” As part of their investment, travelers are searching for 
exceptional experiences. Convenience and comfort are 
also important.
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Best Practice
Meeting expectations can sometimes be 
tough and if a problem arises, so associates 
must understand that they play a key role in 
improving the experience. They can do so 
with the following steps: 

Step 1 
Acknowledge the guest’s distress or experience.

Step 2
Focus on solutions. Find the best fit solution 
given the circumstance.

Step 3 
Communicate progress, as well as outcomes.
Sometimes waiting for a solution is as painful as 
the solution or problem itself. 
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EXPERIENTIAL TRAVELER 
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CX TREND

Emerging technologies are                       
transforming travel                                         

… smartwatch-enabled travelers can 
board a plane or unlock hotel rooms 
with a flick of the wrist.
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Hotels, airlines, and travel management companies are finding 
ways to leverage new technologies such as virtual reality, bots, 
and wearables in marketing and customer engagement. Airlines 
like Virgin America are using VR to showcase their first-class 
cabins; chatbots assist customers in booking reservations, and 
smartwatch-enabled travelers can board a plane or unlock hotel 
rooms with a flick of the wrist.
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Best Practice
Before adopting new technology, consider 
whether it offers value and truly enhances 
the guest experience. 

What pain points do the new 
technology address?

How easy is it to implement?

Also, make sure your workforce can support tech 
savvy customers. Creating a digitally enabled 
workforce that has access to the necessary tools 
and is trained to step in when technology fails or 
answer additional questions is key to generating 
the best outcomes. 
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EMERGING TECHNOLOGIES
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Today, one can use Google’s AI personal assistant or Amazon’s Alexa 
to book travel plans. Artificial intelligence through voice-activated 
platforms is streamlining the travel experience in new ways. Other AI 
tools to watch include Lola, an on-demand travel app that lets you 
research or book your travel plans on the go, and Expedia, which 
is planning to launch an AI platform for personal messaging and 
customer assistance.

CX TREND

Artificial intelligence is the 
new travel agent

Artificial intelligence through voice-
activated platforms is streamlining 
the travel experience in new ways.
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Best Practice
Even AI-powered assistants can make mistakes. 
When integrating travel apps and AI tools into 
processes and workflows, it’s important to also 
invest in human associates for backup support. 
How can you tell if associates are providing 
effective support? Many of the traditional 
performance metrics apply:

First call resolution

Customer satisfaction scores

Ability to resolve problems

Expertise and ability to answer 
customer queries
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ARTIFICIAL INTELLIGENCE
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Social media recommendations from our peers are increasingly 
important when making travel plans. This is largely due to users 
who post status updates and vacation photos, fueling a “keeping 
up with the Joneses” desire to travel to equally exotic locations 
as one’s friends. In fact, 52% of travelers said that social media 
influenced a change in their travel plans, while 80% were more 
likely to book a trip from a company “liked” by a friend than a 
conventional Facebook ad, according to Trip Advisor. 

CX TREND

Customized (and shareable) trips 
are essential

52% of travelers said that social 
media influenced a change in         
their travel plans…
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Best Practice
People don’t want the same experience as 
everyone else. They want to share unique and 
personalized experiences. Rich profile data, 
social listening, and segmentation tools are 
key for delivering on these expectations and 
customizing a guest’s experience. 

One strategy is to encourage your social media 
team to surprise guests by creatively fulfilling 
requests they’ve shared on social media. As for 
segmenting audiences, save time by choosing a 
platform that lets you create custom segments 
that can be automatically synced with your 
marketing automation tools. 

For example
Google Tag Manager lets users create custom 
rules and logic for when to fire conversion 
pixels, tags, and web events. 
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SOCIAL MEDIA
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Differentiating the customer 
lifecycle in 4 stages

Awareness & 
Consideration

Product Purchase 
& Onboarding

Usage & Service

Customer Retention 
& Growth

There are a number of things travel companies can 
do at every stage of the customer lifecycle to drive 
deeper customer engagement and loyalty. We’ve 
highlighted several ideas for every stage to help 
companies get started. 
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Differentiating the customer 
lifecycle in 4 stages

Awareness & 
Consideration

Product Purchase 
& Onboarding

Usage & Service

Customer Retention 
& Growth

1. Awareness & Consideration

Less is more—create targeted, high quality marketing 
campaigns

Use experiential content like 360-degree video to 
immerse and engage potential guests

Provide instant query assistance
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Awareness & 
Consideration

Product Purchase 
& Onboarding

Usage & Service

Customer Retention 
& Growth

2. Product Purchase & Onboarding

Offer a choice between self-service and interactive 
onboarding with an associate

Hone in on guest preferences with data analytics and 
segmentation 

Allow guests to customize their experience by offering 
options and various settings

Differentiating the customer 
lifecycle in 4 stages
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Awareness & 
Consideration

Product Purchase 
& Onboarding

Usage & Service

Customer Retention 
& Growth

3. Usage & Service

Integrate channels to deliver seamless and 
frictionless experiences 

Deliver experiences that build an emotional 
connection to the brand in the minds of 
customers 

Leverage usage data to define next best action

Differentiating the customer 
lifecycle in 4 stages
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Awareness & 
Consideration

Product Purchase 
& Onboarding

Usage & Service

Customer Retention 
& Growth

4. Customer Rentention & Growth

Reward guests for loyalty and preferred behaviors

Optimize cross-sell and up-sell opportunities

Provide frictionless renewal and growth experiences

Find more guests with lookalike audience data and insights

Differentiating the customer 
lifecycle in 4 stages
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TTEC (NASDAQ: TTEC) is a global customer experience company that designs, 
builds and operates captivating omnichannel customer experiences on behalf of 
the world’s most innovative brands. The Company provides its outcome-based 
customer engagement solutions through TTEC Digital which designs and builds 
customer experience consulting and technology solutions and TTEC Engage which 
operates customer care, growth and trust and safety services. Founded in 1982, 
TTEC partners with business leadership across marketing, sales and customer 
care to design and deliver a simple, more human customer experience across 
every interaction channel. The Company’s 49,500 employees operate on six 
continents across the globe and live by a set of customer-focused values that guide 
relationships with clients, their customers, and each other. To learn more about 
how TTEC is bringing humanity to the customer experience, visit www.ttec.com. 

TTEC will be at IQPC’s CX Travel and Hospitality 
Event in Dallas on February 26-28, 2018. We hope 
we’ll see you there! If you have any questions or 
would like to connect, feel free to contact us!

About TTEC

©2018 TTEC. All rights reserved.          70636  11-17

https://cxtravel.iqpc.com/
http://www.ttec.com/contact-us

