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Foreword

Welcome to Adobe’s Digital Trends report, our annual
survey of marketing, advertising, ecommerce, creative and
technology professionals around the world. Now in its 10"
year, Digital Trends continues to reveal the most significant
shifts in the industry that are driving marketing strategies,

company investment and consumer behaviour.

This tenth edition of the report gives us the opportunity

to reflect on the last decade. Adobe, in partnership with
Econsultancy, has gathered more than 75,000 senior leaders’
experiences and insights across this period. Our commitment
to measuring the industry viewpoint from business leaders
and influencers delivers a fascinating window into how much

change the technology sector has experienced.

When we produced the first report in 2011, the marketers
were obsessed with digital channels. How would social media
impact ecommerce? Would people buy anything on a mobile
device? How would television advertising be affected by

digital channels?

Of course, the landscape we operate in today is very
different from that of 2011. Today’s consumer expectations
are far greater, but so is the opportunity. Technology and
data are empowering brands to build direct, emotional
relationships with consumers that are changing the way
businesses operate forever. This is a new era for marketers.
We can understand and interact with our audience in more

meaningful ways than ever before.
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This also poses challenges for brands. Customer-

centricity is magnifying organisations’ structural, cultural
and technological barriers that shape data management,
customer experience delivery, and ultimately define business
success. The regulatory environment, Al and emerging tech
are all providing challenges and opportunities whose impact

is explored in detail in the report.

Fundamentally, the 2020 Digital Trends report shows that
today the value of customer experience is unquestionable.
Brands leading the way in customer experience are three
times more likely to have significantly exceeded their 2019

business goals.

Digital Trends continues to be a valuable tool for our teams
at Adobe and marketers across the globe to track industry

developments. This year's report is a fantastic opportunity

to reflect on how these changes have evolved over the last

decade and drive success for our customers in 2020 and

beyond.



Executive Summary

Great customer experience (CX) is no longer seen as optional in the travel and hospitality industry; it's what people now expect. The fast
pace of change in this sector, brought about by dramatic changes in traveller habits, is putting the onus on brands to ensure they are
delivering against rising consumer expectations.

In order to succeed, companies must ensure they are investing in the processes, people and technology that are increasingly required in
the digital age. While many travel brands have made great strides, others need to raise their game or else risk losing out to competitors.

The 2020 Digital Trends report explores the most exciting opportunities and priorities for the year ahead, the level of investment in CX
and Al technology and how companies in this sector are getting it right.

Customer experience focus is critical to staying competitive

There is increasing recognition within the industry that enhancing CX through personalised, relevant and timely information is key
to staying competitive. Companies that deliver a consistent customer experience across all touchpoints will benefit from improved
customer loyalty and retention.

. Thirty percent of organisations report that a focus on making the customer experience memorable will be the primary way they’ll
stay ahead of competitors.

. In a year's time the proportion of companies that understand the potential wins from the CX opportunity has doubled. Twenty-five
percent of travel and hospitality executives report that optimising the customer experience will be the most exciting opportunity for
their organisations, compared to just 12% in 2019.

. Companies have advanced in their quest to become more experience-driven; over half (53%) now rate themselves as ‘very’ or ‘quite’

advanced, compared to 42% in 2019. However, 41% are still undertaking tactical CX activities in an ad-hoc manner and report they

are ‘not very advanced'.
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Focus on a data-driven future where delivering tailored experiences is the benchmark for success

Unearthing traveller preferences and behaviours is essential to deliver connected, authentic experiences that boost customer loyalty and
dispel some of that market uncertainty. Some organisations are well on their way to data-driven reinvention by prioritising effective data
management and seamless customer journeys built around ease and simplicity.

. Compared to peers in other sectors surveyed, including retail, automotive, media & entertainment, telecommunications and
financial services & insurance, travel and hospitality organisations are twice as likely to say that data-driven marketing that focuses
on the individual is their most exciting opportunity in 2020 (23% vs. 12%).

. They are also more likely to prioritise targeting and personalisation (39% vs. 27%), customer journey management (29% vs. 26%)
and customer data management (28% vs. 23%).

. On average, 26% of organisations surveyed acknowledge the positive impact of the increased focus on customer data protection,
most notably on list quality and campaign performance. Those with highly integrated, cloud-based technology stacks are 67% more
likely than their mainstream peers to point to a positive impact.

CX-enabling technology investment increasing, including deployment of artificial intelligence (Al) and
machine learning (ML)

Companies in this sector recognise the importance of technology infrastructure to underpin and future-proof their CX programmes.
Travel brands need to ensure that engagement is timely and relevant throughout the customer journey, with the power of Al increasingly
harnessed so they can deliver accordingly.

. Nearly half (48%) of executives say their businesses are raising their levels of CX technology spending during 2020. Not a single
survey respondent says their organisation is planning to cut their spending.

. Some 51% of executives say they have implemented or are planning to invest in Al/ML technology during 2020. This is ahead of the
average figure for all other industries (44%).

. Delivering personalised experiences in real time — a key area where Al/ML is in demand - remains a major focus in travel and
hospitality. Existing capability in this area is considerably higher than in other sectors (36% vs. 27%).
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Capturing customer attention
through rich experiences

Conjuring up emotions and creating lasting memories is at the core of what travel and hospitality brands aim to deliver. As competition
has diversified and the demand for authenticity and convenience have increased, the imperative to invest in experiences rich in emotion
has never been greater.

There is clear recognition that focusing on delivering excellent customer experiences is the cornerstone of business success. Research has
shown that experience-driven travel and hospitality firms report robust, double-digit growth that outpaces other companies by a factor of 2x.

Figure 1: Over the next five years, what is the primary way your organisation will seek to differentiate itself from competitors?

Customer experience — making the experience
on our properties easy / fun / valuable

Product / service quality

Customer service — enhancing our reputation
for brilliant service across all touchpoints

Product / service innovation

Design — making our offering
differentiated and unique

Joining up online / offline experiences - ensuring
consistency across virtual and physical worlds

Mobile - catering to mobile shoppers / buyers

Price

Convenience e.g. fast delivery; in-store
pickup; buy online, return to store etc.

None of the above

ury
~N
&°

. Travel and Hospitality . Other sectors

Respondents: 4,680 - Methodology note: Respondents could only select one option

As Figure 1 shows, making the customer experience memorable, fun and valuable is even more important in travel compared to
other sectors. Focusing on CX generates long-term loyalty, translating into a tangible boost on the bottom line. It comes as no
surprise that a focus on CX will be the primary way to stand out among the competition for almost a third (30%) of travel and
hospitality companies surveyed.

To deliver a superior customer experience, organisations must focus on fine-tuning processes and marketing messages at every
customer interaction. Almost a fifth (19%) are aiming to gain a competitive edge by enhancing product and service quality, while
17% report a focus on providing excellent customer service is the key to success.

" https://www.adobe.com/content/dam/acom/en/industries/travel-hospitality/pdf/adobe-cx-spotlight-travel-hospitality.pdf
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For cruise company Costa Crociere, part of Carnival Corporation, the key to attracting
customers is to focus on tailoring key messages and delivering engaging content at
every stage of the customer journey. Since redesigning and replatforming its website,

the company has increased bookings by 10%. The integrated platform is used to reach
consumers with tailored offers across different digital touchpoints. This renewed focus
on customer experience enabled Costa Crociere to increase its Net Promoter Score (NPS)
about 10 points to an average of 55 across brands.

Keeping authenticity and uniqueness at the heart of the experience
Travel and hospitality executives are increasingly enthusiastic about the opportunities garnered from a greater focus on customer
experience. Compared to last year, companies in this industry are twice as likely to report that optimising the customer experience is the

most exciting opportunity (25% vs. 12% in 2019, Figure 2). Their focus on CX also outpaces other sectors (22%).

As millennials and Generation Z increasingly share their holiday experiences on Instagram and other social media platforms, companies
need to tailor the experiences they provide to target this new breed of social travellers.

Figure 2: Which one area is the single most exciting opportunity for your organisation in 2020?

Optimising the customer experience _ 12%
P ° P — A 25%
Data-driven marketing that IR 27%
focuses on the individual - — . 23%
Using marketing automation to _ 11%
increase efficiency and vield | [ 15%
Creating compelling content  — I 15%
for digital experiences | GG 8%
— I 3%
Multichannel marketin
¢ 6%
‘ ‘ — 1%
Video to increase brand engagement
— 6%
— I 3%
Social marketin
| 6%
Reaching and understanding — 4%
mobile customers |G 3%
Utilising artificial intelligence / bots — 4%
to drive campaigns and experiences |G 3%
Internet of Things (10T) / connected | — N 3%
devices e.g. wearables, audience tracking [N 2%
Engaging audiences through — 2%
virtual or augmented reality
o — 1%
Voice interfaces
. %
None of the above
. ey

B 2019 [ 2020

2079 respondents: 111 — 2020 respondents: 193
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Gen Z travellers are more likely to be ‘broadcasters’, with two-thirds (66%) sharing their experiences on social media while travelling?.
Some 90% of Gen Z travellers® said their purchase decisions were influenced by social media, highlighting the growing need for brands
to engage with consumers using content on these channels.

A key trait of Gen Z travellers is that they crave immersive, authentic experiences that open their minds to new cultures and create
lasting memories. They are, therefore, more likely to upgrade or change accommodation during the trip; 65% say they are ‘always on
mobile’ while travelling.

“With youth travel one of the fastest-growing sectors in tourism, the marketing potential
of Gen Z can't be ignored,” said Michael Edwards, Chief Growth Officer at Intrepid Group .

“We find that the most effective way to attract Gen Z travellers is by taking a more targeted
and personalised approach. This even ranks above discounts and perks when it comes to
achieving this audience’s loyalty.”

Making the most of the mobile opportunity for boosting CX

It is important to recognise that delivering excellent CX is reliant on many different contributing factors. While the overall experience is a
primary focus for companies, the role of the mobile experience in enhancing the customer journey should not be overlooked.

Currently, only 2% of travel and hospitality brands see mobile as a primary way of differentiating themselves from their competitors
(Figure 7). However, mobile is integral to the travel and hospitality industry as it allows customers to engage with brands in real time.

According to research from eMarketer, digital travel sales in the US will reach more than $219 billion by 2021, with nearly half of

those transactions occurring on mobile devices.® Optimising the mobile experience is of particular importance when marketing to
millennials and Gen Z. While half of millennials have booked travel through a smartphone or tablet, 86% have been disappointed by poor
experiences on mobile.

2 https://www.adobe.com/offer/gen-z-travel-transformers.html

3 Skift / Adobe: The 2018 Digital Transformation Report
“https://cmo.adobe.com/articles/2019/5/generation-z-travel.html
5 Skift / Adobe: The 2018 Digital Transformation Report
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Scope to bring CX to the fore

Figure 3 shows that travel and hospitality companies have become better at making the most of the CX opportunity, but recent progress
has continued to widen the gap between leaders and laggards.

Over half (53%) of organisations now rate themselves as “not very” or “quite” advanced, compared to 42% in 2019. CX leaders,
defined as having a “not strategy and technology [that] are well aligned around CX to successful effect”, are more than three times
as likely as their mainstream peers to have significantly exceeded their 2019 business goals (45% vs. 13%).

Despite this improvement in year-on-year maturity, there is still a degree of polarisation within the industry, and certainly companies
could be doing more to optimise their CX strategy. Two in five (41%) organisations are still undertaking tactical CX activities in an
ad-hoc manner and report they are “not very advanced”.

While these companies have started to take the first steps towards focusing more closely on CX, they do not have the technology

or processes in place to fully embrace a CX-centric culture yet. Only 6% of those rating themselves as ‘'not very advanced’ have a
highly integrated, cloud-based technology stack, compared to 45% of CX leaders.

Figure 3: How do you rate your company in terms of customer experience (CX) maturity?

8% 10% 34% 43% 48% 41% 10% 6%
Very advanced - our strategy Quite advanced - our strategy Not very advanced - we Immature — we haven't even
and technology are well aligned and technology are aligned but have some ad hoc tactical started on this journey
around CX to successful effect CXis not fully embedded yet initiatives but no real CX

strategy or tech capability

B 2019 | 2020

20179 respondents: 85 — 2020 respondents: 225

In summary, a greater focus on CX is key for travel and hospitality brands to differentiate
themselves from the competition and capture the attention of travellers avid for tailored

experiences. While companies are becoming more advanced at delivering meaningful and
authentic customer experiences, there is still plenty of room to do more.
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‘ A data-driven approach to creating customer value

Keeping pace in a rapidly evolving industry

Accounting for a tenth of the world’s GDP¢, the travel and hospitality industry has witnessed robust growth and development in the last
decade, but also some challenging times. Continued disintermediation, the rise of community-based platforms and tech-savvy travellers,
soaring levels of price sensitivity and blurring distribution channels have started to throw the industry off its steady growth trajectory.

Catching consumers’ attention in the first place is no easy feat either. For example, the average purchase journey for a single hotel
room is winding and convoluted, and often leads to frustration: it lasts 36 days, has 45 touchpoints, distributed among search engines,
intermediaries and suppliers, and involves multiple devices.”

Travel companies concede they need to rethink the customer journey and become adept at using technology to their advantage to stay
competitive, but the future is far from certain.

Nine in 10 (86%) travel CMOs say they have completed the transformation of their organisations’ marketing, or are well into the process
of doing so, but only a third (32%) are very confident they will be able to keep pace moving forward.?

¢ https://www.wttc.org/economic-impact/
7 https://www.mckinsey.com/industries/travel-transport-and-logistics/our-insights/how-to-serve-todays-digital-traveler

8 https://www.accenture.com/_acnmedia/Accenture/Conversion-Assets/Secure/pdf-no-index-3/Accenture-A-Ticket-to-Growth-the-New-Travel-CMO.pdf
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From disparate data to data-driven transformation

Data might be the missing piece. According to a study conducted by Forrester and Adobe, 74% of travel and hospitality businesses
dedicate specific budget to customer analytics, compared to 53% of their mainstream peers.® Additionally, they are more than twice as
likely to have specific budget for journey analytics (63% vs. 30%).

Our research confirms that the industry has grasped the size of the data opportunity. Travel and hospitality organisations are twice as
likely as their peers in other sectors to see data-driven marketing that focuses on the individual as the most exciting opportunity in 2020
(23% vs. 12%, Figure 4), second only to CX optimisation (25%).

Data is the essential element for companies to provide scalable, tailored offers to their customers. Looking at airline companies
specifically'®, while legacy systems are gradually starting to be replaced, there are still several challenges holding back companies
from using data more effectively. In particular, siloed and unstructured data makes it difficult for companies to gain a single view of the
customer and garner actionable insights.

Figure 4: Which one area is the single most exciting opportunity for your organisation in 2020?

Optimising the customer experience — 1 —  25%
— T 22%
Data-driven marketing that  — IR 23%
focuses on the individual - — GG 12%
Using marketing automationto  — IR 15%
increase efficiency and yield - |— 8%
Creating compelling content — I 8%
for digital experiences | G 16%
Multich | keti 6%
ultichannel marketing I
— 8%
: 4 — 6%
Video to increase brand engagement
— I 8%
— I 6%
Social marketing
— 7%
Reaching and understanding  — RN 3%
mobile customers | I 3%
Utilising artificial intelligence / bots — 3%
to drive campaigns and experiences - 4%
Internet of Things (IoT) / connected — 2%
devices e.g. wearables, audience tracking [N 4%
— I 3%
None of the above
— 8%

. Travel and Hospitality . Other sectors

Respondents: 5,000

¢ https://www.adobe.com/content/dam/acom/en/industries/travel-hospitality/pdf/adobe-cx-spotlight-travel-hospitality.pdf

10 https://www.adobe.com/content/dam/www/us/en/offer/optimizing-airline-customer-journeys-wp/0072445_15.
Optimizing_Airline_Customer_Journey_Article_final.pdf
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Putting data to good use

“Collecting data doesn’t make you

Figure 5 shows that travel and hospitality companies will keep a better company. The hospitality
data high on their 2020 priority agenda: companies that are going to win are the
. . : ones that learn how to harness data”."
. They are 44% more likely than their peers in other
sectors to prioritise targeting and personalisation, which Romain Roulleau, Senior VP Ecommerce
demand substantial amounts of accurate and timely and Digital Services at AccorHotels,

data to effect notable change.

. Gen Z travellers are more likely to expect a personalised

experience as the norm. Over a third (35%) state that the

ability to personalise or customise air travel (seat and meal selection, etc.) is important to them.

. While companies are beginning to deliver personalised content, brands could be doing more to activate their data and provide
relevant experiences at the right time and place. Ryanair offers its travellers specific and personalised content tailored to their
interests, such as ‘Fashion Lover’s Guide to Milan’ and ‘Where to Eat in Paris When You're Vegetarian'.”®

Figure 5: Which three digital-related areas are the top priorities for your organisation in 2020?

Targeting and personalisation
Customer journey management
Social media engagement and analytics
Customer data management
Conversion rate optimisation
Marketing automation

Video content

Mobile engagement and optimisation
Content marketing

Multichannel campaign management
Ecommerce

Content management

Media attribution

None of the above

— I 39%
27%
29%
26%
28%
31%
28%
23%
25%
17%
21%
15%
20%
22%
20%
17%
20%
26%
17%
18%
16%
16%
16%
24%
5%

6%

3%

5%

. Travel and Hospitality . Other sectors

Respondents: 5,140

" https.//www.adobe.com/customer-success-stories/accor-hotels-case-study.html

2 https.//www.adobe.com/content/dam/www/us/en/offer/optimizing-airline-customer-journeys-w,
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. Titan Travel, part of the Saga Group, is one of the companies aiming to stand out in a crowded market through personalised
customer journeys. Dan Whitehouse, Director of Travel Marketing at Saga Travel, highlighted that data availability “within the
hour”, as opposed to within days, has led to “much faster targeting and personalised communications”. He added that translating
customer behaviour into targeted messages enabled them to “make customers feel at home and encourage and reward loyalty”."

. Thriving in this challenging landscape is dependent on analysing customers’ motivations and behaviours over time and across
the myriad of touchpoints they traverse throughout the buying process. Customer journey management and customer data
management are prioritised by nearly three in 10 organisations (29% and 28%, respectively).

. Marketing automation, which is heavily reliant on the accuracy and validity of data inputs, is another focus area. Travel companies
are twice as likely as those in other sectors to see marketing automation as an opportunity (15% vs. 8%, Figure 4). For a fifth (21%),

it also features among their top three priorities for the year ahead (Figure 5).

The implications of conforming to data usage standards

With data privacy regulations taking centre stage in recent years, being transparent and accountable is no longer an after-thought in the travel

and hospitality industry. Across a range of key areas, most travel executives believe that the increased focus on consumer data protection hasn't

had a negative impact and acknowledge the positive effect regulatory changes have had on list quality and campaign performance. (Figure 6).

Figure 6: What impact has the increased focus on consumer data protection (e.g. the EU’'s GDPR) had on the following in your organisation?

Travel and Other
Hospitality sectors
List quality

Other
sectors

Other
sectors

Travel and
Hospitality

Travel and
Hospitality

Campaign performance Working with data from

multiple sources

. No impact
Respondents: 2,650

. Positive impact

17%

Other
sectors

Travel and
Hospitality s

Travel and
Hospitality

Time spent on list List size

management

Negative impact

In summary, forward-looking travel and hospitality organisations are already working
through the tactical challenges of making data their most valuable asset. By creating

real-time, enriched customer profiles, companies can ensure they deliver the memorable
and smooth experiences tech-savvy travellers now expect. Data-driven strategies can
significantly elevate customer loyalty and, in turn, business performance.

4 https.//www.adobe.com/content/dam/acom/en/customer-success/pdfs/saga-titan-travel-case- study.pdf
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‘ Technology is key to the CX vision

The functionality and flexibility of a company’s tech stack is increasingly the deciding factor in realising CX ambitions.

Clearly, many travel and hospitality organisations see the importance of technology enhancement. Nearly half (48%) of executives say
their organisation is planning to increase CX-related technology expenditure during 2020, and none are planning to rein back on spend.

This growth aligns closely with the sector’s focus on targeting and personalisation, as featured in Section 2. Travel and hospitality
companies are much more likely than others to have begun incorporating capabilities for delivering personalised experiences in real

time into their business (36% vs. 27%, Figure 7).

Customer retention is a key use case for personalisation, especially for sellers of big-ticket items like getaways.

Virgin Holidays is a travel company that has focused on using scaled, one-to-one
communications to drive repeat business.’ It has also consolidated customer data to enable

ongoing optimisation of campaign performance. The move has generated considerable
increases in both engagement and revenue across both stores and digital channels.

Figure 7: Which of the following have you started to incorporate into your business?

Delivering personalised [~ I 36%
experences nrealtme || 27%
Enhanced payment technologies - 31%
e mobile walets, +veoeipes | 18%
Utilising artificial intelligence /bots | N 19%
to dive campaigns and experiences 16%
P ive Web Apps (PWAs) — 17%
rogressive Web Apps s
— 13%
Internet of Things (1oT) / connected — 11%
devices e.g. wearables, audience tracking — 15%
Engaging audiences through — 10%
virtuel o ugmerted reelty | 13%
Voice interfaces e.g. Amazon _ 8%
Echo,Google Home | 8%
. i 4%
Blockchain-based functionality
— 6%
—l 1%
Other
' 2%

. Travel and Hospitality . Other sectors

Respondents: 4,773

S https.//www.adobe.com/content/dam/acom/en/customer-success/pdfs/virgin-holidays-cust-exp-case-study.pdf
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Another area where the travel and hospitality sector is further along the technology maturity curve is in the implementation of enhanced
payment technologies, reflecting how Apple Pay and Google Pay have increased in penetration. Nearly a third of respondents have
adopted these technologies (31% vs. 18% in other sectors).

While a technology such as augmented reality (AR) is more likely to have an immediate impact on the travel and hospitality industry, other
innovations such as blockchain are likely to have more long-term potential. According to the Skift / Adobe Digital Transformation Report
published in 2018, less than 20% of companies predicted that they would incorporate blockchain into their business in the next year.'®

Travel and hospitality ahead of other industries in adoption of Al and ML

Al is now seen as key to advanced personalisation, owing to its ability to take data processing and analysis to an entirely new level. The
coming year will see Al's role in the travel and hospitality sector extend further.

More than half (51%) of executives in the industry say they are either already using Al or

are planning to invest in it during 2020, a higher percentage than the average figure for all
other sectors (44%, Figure 8).

This growing Al investment promises to help travel and hospitality brands further evolve their CX strategies and tackle some of the key
challenges that have been holding back some organisations from becoming truly data-proficient.

Al's selling point of continuous, real-time decision-making at scale gives businesses the opportunity to find new speed and agility in their
go-to-market activity. As well as creating new commercial opportunities and driving revenue growth, the automation of tasks brings
savings that can be reinvested elsewhere in the business.

16 Skift / Adobe: The 2018 Digital Transformation Report
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While automation is likely to have a strong impact on operational efficiency, augmentation (the use of technology to support human
behaviour, rather than replace it completely) is likely to have the biggest impact on marketing and creativity. Augmentation has more
potential to empower marketing teams with insights and assist them in their day-to-day tasks.

In terms of immediate impact, many travel executives are focused on the immediate opportunity offered by chatbots to enhance the
customer experience. Some travel organisations, including Marriott Rewards and Kayak, have already started to use chatbots for
content distribution, customer service and responding to customer queries.

While companies need to keep a close eye on future developments, the challenge is prioritising the technologies that will have
immediate impact and recognising the future potential of those that are not yet ripe for opportunity. Localisation, chatbots and
prescriptive analytics have the most immediate potential impact, while other developments such as artificial intelligence and augmented
reality open the door to further experimentation and innovation.

Figure 8: Is your organisation using or planning to invest in artificial intelligence (Al) / machine learning (ML) in 2020?

18% 18% 33% 26% 49% 56%
Yes — we are already using Al / ML Yes — we are planning to invest in Al / ML No — we have no plans to invest in Al / ML

. Travel and Hospitality

. Other sectors

Respondents: 3,956
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Sector leaders are closely plugged into Al benefits
Travel and hospitality brands have been quick to explore various use cases for the technology.

Analysis of data is often seen as a quick win for Al-enabled software, especially as marketing becomes ever more data-driven. Key CX
practices, such as real-time personalisation, need to be fed with large amounts of data, from multiple internal and external sources, in
order to be exploited fully — and identifying patterns in this data is an apt job for AlI/ML. As in other sectors, this use case has been at

the top of the list for travel and hospitality companies.

Companies in this space have a broad vision for Al/ML, too. In most application categories, they have progressed usage faster than
peers in other industries. And as with data analysis, the key theme is bringing more scalability and intelligence to customer engagement.

In email marketing, which Al promises to transform through deeper automation and smart personalisation, the gap is particularly wide

comparing travel & hospitality to other sectors (45% vs. 24%) (Figure 9). Other notable areas of difference include on-site personalisation
(40% vs. 29%) and image recognition and processing (35% vs. 23%).

Figure 9: With regards to automation of specific marketing-related activities, what is your organisation currently using Al for?

T ——  50%

Analysis of dat
T, 55%
— I, 45%
Frafmanema L iy
— 40%

On-site personalisation
P — 29%
Image recognition and/or processing 35%
— 23%
— 35%

Programmatic advertisin
’ S 19%
_ o %
R ————————————— v
o
— %
Automated offers (e.g. coupon codes) 2500
— 14%
— 25%

Aut ted i
B 24%
— 20%

Creati d desi k
O  — 15%
— %
Datelessermanegement 20%
— 20%

Content ti
R 18%
— ?
Video recognition and/or processing 150/0
— 15%
— 20%

Other
N 1%

. Travel and Hospitality

. Other sectors

Respondents: 515

In summary, many companies in the travel and hospitality sector are pushing the envelope
on innovation in a bid to set themselves apart from the competition. A wide range of

Al-powered use cases are already being utilised to deliver uplift. Travel companies
must ensure this investment is targeted and strategy-led, with close alignment to both
commercial and financial objectives.
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Conclusion

Four key takeaways for travel and hospitality companies

1. Delivering a memorable and engaging customer experience is crucial in an increasingly competitive
industry. Rising consumer expectations mean that personalisation is no longer an optional add-on, but
an expected standard. To deliver value, companies must engage consumers at every single customer
touchpoint, providing relevant and targeted content that resonates with them.

2. Using data to redefine customer relationships is a big undertaking, but a worthy one. A myriad of data
points can link back to individual travellers and provide remarkable insight into travel preferences and
future intentions. Best of all, this insight can (and should) lead to action — anything from personalised
recommendations and tailored packages to capturing information about current interactions to optimise
future ones. Missing any of the opportunities to deliver targeted experiences in real time will prevent
travel and hospitality brands from meeting their business objectives.

3. Internal partnerships can provide full visibility into the data needed to build timeless experiences.
Any travel experience will fall flat without integrated data across the customer journey. For travel
and hospitality brands aiming to drive capability around data-driven marketing and personalisation,
integration should be a priority, to access the insights needed to make data-driven innovation a reality.

4. It's time to future-proof the CX plan with Al. Businesses that have not yet incorporated Al into their
technology roadmap need to make sure they have fully explored the potential of this emerging
technology to enhance their CX.




Methodology

Digital Trends 10th Edition is based on an online survey fielded to select Adobe and Econsultancy lists in the
fourth quarter of 2019. The survey closed having collected 260 qualified client-side responses from travel

and hospitality sector.
Demographic profiles
Seventy six percent of all the responses were at manager level or above.

In terms of business function, marketing held the largest share of respondents (29%), followed by
creative / design (25%), and ecommerce (7%).

As defined by target market, B2C accounted for largest share of 52%, followed by those addressing both
markets equally (34%) and B2B (14%).

The sample is global, with Europe providing the largest share of respondents (45%), followed by the
United States (31%) and the Asia-Pacific region at 12%. The survey was translated into French, German,
Chinese and Japanese.
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About Econsultancy

Econsultancy’s mission is to help its customers achieve
excellence in digital business, marketing and ecommerce
through research, training and events.

Founded in 1999, Econsultancy has offices in New York,
London and Singapore.

Econsultancy is used by over 600,000 professionals every
month. Subscribers get access to research, market data, best
practice guides, case studies and elearning — all focused on
helping individuals and enterprises get better at digital.

The subscription is supported by digital transformation
services including digital capability programs, training
courses, skills assessments and audits. We train and
develop thousands of professionals each year as well as
running events and networking that bring the Econsultancy
community together around the world.

Subscribe to Econsultancy today to accelerate your journey to
digital excellence.

Call us to find out more:
London: +44 207 269 1450

New York: +1 212 971 0630

© 2020 Adobe. All rights reserved. Adobe and the Adobe logo
are either registered trademarks or trademarks of Adobe in
the United States and/or other countries. All other trademarks
are the property of their owners.
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About Adobe Experience Cloud

Adobe Experience Cloud is a comprehensive set of cloud
services designed to give enterprises everything needed to
deliver exceptional customer experiences.

Comprised of Adobe Marketing Cloud, Adobe Advertising
Cloud and Adobe Analytics Cloud, Experience Cloud is built on
the Adobe Cloud Platform and integrated with Adobe Creative
Cloud and Document Cloud.

Leveraging Adobe Sensei’'s machine learning and artificial
intelligence capabilities, Adobe Experience Cloud combines
world-class solutions, a complete extensive platform,
comprehensive data and content systems, and a robust
partner ecosystem that offer an unmatched expertise in
experience delivery.

To learn more about Adobe Experience Cloud, visit
https://www.adobe.com/uk/experience-cloud.html
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