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FOREWORD

Travel companies today are riding a wave of resilience in 
the face of wider economic and geopolitical disruption. 
Profit is stable, and more customers than ever are 
booking breaks. 

As disruption prevails, are you sure your customers are 
happy enough to stay with you as times get tougher, 
their expectations change, and they find new ways to 
interact with an evolving world? 

In the face of major ongoing geo-political, technological 
and societal evolution, the future looks increasingly 
uncertain for Travel, and the wider retail sector. 

We think differently about disruption. We know that 
Travel companies can embrace it and still outperform 
the competition. They can adopt the right characteristics 
to meet the needs of their customers, today and in the 
future. We know this because we work with both travel 
giants and technology start-ups to ensure they’re the 
fastest, smartest and most innovative in their area. And 
we help proven brands – tried and tested hotels, cruises 
and destinations – adapt and transform to meet evolving 
customer expectations and deliver enduring results.

Given current uncertainty, we know that securing your 
future is paramount. But how? The most successful 
organisations already understand they need to know 
their customers better. 

So, we asked your customers what they think. 

Rather than share high-level sector trends, or agonise 
over a set of industry benchmarks, we surveyed more 
than 2,000 UK travel customers to discover more about 
how, and why, they book holidays. Our research explores 
key stages in travel customers’ buying journeys, from 
how they’re inspired through to the moment they pay for 
their holidays. 

This report outlines the compelling discoveries made by 
our team of travel experts, and the recommendations we 
suggest will help you better navigate your customer’s 
universe. This will point travel organisations in the right 
direction to beat the competition today, and tomorrow. 

Read on to find out:

•  what influences your customers while they’re choosing 
their holiday

•  what customers need from you – and what you must 
stop doing – to make sure they choose you

•  what opportunities there are to grow, based on market 
insights.

Our travel team have deep expertise in delivering 
valuable change in the industry. Our years of experience 
in all areas of travel, from international hotel chains 
and tour operators to leading cruise providers, airlines 
and airports, means we understand how to support 
organisations as they adapt and transform to meet 
changing customer demands. 

By combining this industry knowledge with our research 
findings, we’ve produced this report to set out how to 
harness change and capitalise on the new normal being 
established. The fundamental message is that if you 
centre on your customers, you’ll reap the rewards.

 
  1 in 11  

UK customers find 
their booking 

process ‘quick’

Only
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What does this mean for travel?

The changes in travel customers’ behaviours are clear. 
We used to book package holidays in high street stores 
with local travel agents. We’d gravitate towards familiar 
destinations. We’d read brochures, making a final choice 
based on the selling power of the agent or tour operator. 
We’d fly when the operator said so. And we’d select our 
activities – on paper – at the resort. It was intrepid to  
leave Europe. It was luxurious to book an airport transfer.  
It was a nice touch that the bell boy would take your bag  
to your room. 

Now we book holidays with a few clicks. We travel further. 
We check into flights and hotel rooms without speaking  
to anyone. The internet, smartphones, electronic payments, 
and social media have transformed how people choose to 
travel. The industry has had to adapt to these technologies, 
changing to meet new customer demands and expectations.

Consider Airbnb. We all know it has disrupted the hotel 
industry, but how many know the value it has generated? 
According to data from analytics firm Craft, value per 
employee at the company in 2017 was $3.9 million. The  
equivalent figure at Marriott was $300,000.1 By using  
digital technologies to meet the needs of today’s customer, 
Airbnb is delivering incredible growth.

And more competition is coming. Google is making big 
strides in travel. While it isn’t officially an Online Travel 
Agency (OTA), its dominance across internet search and its 
unparalleled ability to rapidly aggregate data puts it in a 
position to disrupt the industry. Already, Google is making 
it easier for customers to find and book flights and hotels 
on its travel platforms. Google Flights, which launched 
in 2011, offers an alternative to the myriad booking sites, 
automatically showing the cheapest flights across a range of 
dates, airlines and locations with a few clicks on one website. 
Completing this integrated, seamless experience, Google 
Wallet lets customers pay without having to visit an  
airline’s website or even search for their card. 

Even if we take a step back from the booking experience  
and look at the products travel organisations offer, 
customers’ ability to create tailored experiences is limited.  
As other sectors, such as fashion, urban mobility and financial 
services advance towards a more customer-centric future, 
travel is becoming increasingly commoditised and remains 
comparatively rigid. 

For travel organisations to keep up with changing 
expectations, they need to understand their customers  
and adapt in the right way. Delivering in this rapidly  
evolving world will mean a significant change in travel  
business models. Those that make the change will  
see exceptional results as increased disruption and 
competition bring new opportunities. 

Customers are changing, and a successful future belongs  
to those who prepare for the challenges of tomorrow, today.

1   Calculated using data on company value and number of employees publicly available at craft.co

1CUSTOMERS ARE 
CHANGING THE WORLD 
AND THE WORLD IS 
CHANGING THEM 

Look at the world around us. Netflix. Uber. Online prescriptions. Video 
calls. Drones. Remote working. The way we live our lives has transformed 
in just the last 10 years – and it won’t change back. This connected world 
is the new normal. 

Customers are more empowered than ever. Growing choice and 
connectivity, driven by technology, puts them at the centre of a vast 
universe of advisors, authorities and advocates. Customers view 
their world through a complex and growing network of people and 
organisations that inform, inspire and influence their decisions. In fact, 
your customers are more than halfway to deciding before you even know 
they’re interested. But this complexity creates an opportunity for you to 
help customers make sense of it all – to be relevant and valuable in their 
universe.
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About our research 

To support the travel sector in understanding how to adapt 
to new customer expectations, we wanted to explore what 
customers really think about shopping for a holiday today. 
So, we asked them. 

Rather than share our preconceptions and industry-level 
trend analyses, we went directly to those who know what  
it’s like to buy a holiday – customers. We asked more than 
2,000 people who had booked a break in the past year  
to share their experiences so we could build an objective 
view of common hurdles and identify opportunities for  
travel companies.

Specifically, we wanted to understand customers’ 
perspectives of the booking process. So, we broke down  
the journey into six stages: inspiration, research, comparison, 
evaluation, booking and payment.

We wanted to know how people choose their holidays,  
what factors they consider most and what’s most important 
to them, such as external sources of influence, holiday types  
and preferred booking methods. And we wanted to know 
how they feel about the entire process and where they  
would like to see change.  

INSPIRATION RESEARCH COMPARISON

EVALUATIONBOOKINGPAYMENT

Figure 1: Six stages of the booking process
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It’s time to seize the opportunity What should you do?

With the comparison and evaluation stages of the buying 
journey showing a sizeable dip in customer satisfaction, 
there’s an opportunity for travel companies to gain 
significant customers and revenue by addressing these  
areas before their competitors do. These are the key links 
between engagement and purchase but they’ve been 
left behind as companies invest in advertising and simple 
payment platforms.

Leading OTAs are already incorporating innovative 
technologies into their platforms, using chatbots and artificial 
intelligence (AI) to make the customer experience better. 
For example, TripAdvisor, the world’s most visited travel 
site, sends personalised automated emails recommending 
flights, accommodation, restaurants and things to do 
when users search for a destination. The huge amount of 
unbiased content is what drives people to the site, but 
too much information can be overwhelming for time-poor 
customers. To speed up the comparison stage, they’ve 
started using AI and sentiment analysis to further personalise 
recommendations. This technology sorts reviews based on  
a person’s history, so recommendations are more likely to 
meet their needs. 

It might seem counter intuitive, but a key step to resolving 
this issue lies in helping your customer compare your 
offerings with competitors. They’re going to make the 
comparison anyway, so take control and make it easier for 
them to see what your competitors offer while highlighting 
the benefits of your product.

As a ‘dangerous gap’2 emerges between customer 
engagement and loyalty, it would be naïve to think your 
customers will buck that trend. Comparison sites like 
TripAdvisor and Kayak give customers plenty of opportunity 
to buy from your competitors. So, the way to win is to 
understand what makes your offer unique and let customers 
compare that without leaving your website or platform. 
Easier comparison would also improve credibility by showing 
customers you’re confident you have a valuable offer.

In-store agents have industry expertise to share instantly. 
They can help customers know whether they’re getting a 
good deal, where the best places to go are and what will 
make their trip something to remember. The opening of 
new high street branches of travel agents indicates that 
customers still want to speak to a person and make best use 
of their knowledge and expertise to book their break. So the 
opportunity here lies in training, ensuring your travel agents 
are fully aware of what you offer that your competitors don’t.

Technology can help with both physical and digital customer 
journeys. For example, AI can show the most suitable 
offers to your customers and help them compare. Or it can 
aggregate similar competitor offers so your agents have all 
the information they need to guide customers.

Expedia, which reportedly spends $1.3 billion annually 
upgrading and enhancing their technology interfaces,3 has 
recently incorporated a chatbot with Facebook Messenger 
to mimic instore experiences online, and provide a seamless 
customer experience for booking accommodation. Users 
explain their travel plans to the chatbot via the Facebook 
Messenger app to receive the top hotel options in their 
chosen location for easy comparison via web and mobile. 
Expedia has also incorporated Amazon’s Alexa for added 
convenience.

2   http://images.email.forrester.com/Web/Forrester/%7B62b0c555-cddd-4bf0-bb3b-09161369b65f%7D_Forrester-Predictions-2019.pdf

3   https://www.phocuswire.com/Voice-series-part-4-Expedia

Be bold about what 
you offer that your 

competitors don’t. Make 
it easier for customers to 
compare and understand 

why your product is  
better for them than  

a competitor’s.

2COMPARING AND 
EVALUATING HOLIDAYS IS 
‘DIFFICULT’ AND ‘LABORIOUS’ 

Most travel customers find the overall process of shopping for a holiday easy. But their 
satisfaction drops significantly during the comparison and evaluation stages, with a  
marked dip in those saying these phases are easy. 

This reflects the fact that comparing holiday options currently means visiting several 
websites, reading multiple brochures or even calling a variety of travel agents to reach a 
decision on where and when to go. Cost is crucial (page 21) but can be particularly difficult 
to compare. 

So, travel companies would improve customer satisfaction, and therefore attract new 
customers, if they made it easier to compare holidays against their own products and  
their competitors.

Figure 2: Sentiment throughout the customer journey
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http://images.email.forrester.com/Web/Forrester/%7B62b0c555-cddd-4bf0-bb3b-09161369b65f%7D_Forrester-Predictions-2019.pdf
https://www.phocuswire.com/Voice-series-part-4-Expedia
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Most popular holiday types

Underperforming holiday types

67 per cent said they would 
think about a Cruise but only  

7 per cent went on one

65 per cent said they would 
think about a Safari holiday 

but only 4 per cent went 
on one

79 per cent like  
City Breaks

76 per cent like  
Sun & Sea holidays

3DON’T ASSUME 
CUSTOMERS JUST WANT 
SUN, SEA AND SANGRIA 

The travel customers we surveyed told us Sun & Sea and City Breaks are 
the most popular types of holiday. But they do consider other holiday 
types during the decision-making process.

There’s an opportunity for travel companies to convert a considerable 
number of new customers by better influencing them. Most said they think 
about going on Cruise, Spa and Safari holidays, but rarely book them.

67%

79% 76%

65%

7% 4%

63 per cent said they would 
think about a Spa/Wellness 
holiday but only 2 per cent 

went on one

63%

2%
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What should you do?

Travel companies and tourist bodies are great at recovering 
demand following serious incidents. We’ve seen areas 
bounce back quickly, such as Turkey proving popular again 
after several challenging years. So, if the industry can 
challenge perceptions on safety, similar approaches could 
tackle other negative views.

Most cruise advertising shows grey-haired customers, most 
safari advertising focuses on luxury, and most spa advertising 
features women. A good first step would be to use 
differentiated campaigns, with influencers, fresh imagery and 
targeted messaging that contradicts the stereotypes. Such 
a change would keep the product the same while engaging 
new audiences. 

A longer-term strategy would be to consider how to develop 
products that meet the needs of customers who don’t usually 
choose less familiar holiday types. For example, while many 
of the big cruise operators are investing in bigger ships, a 

new demographic is opting for expedition cruises that offer 
unusual itineraries on smaller vessels. Some operators have 
been successful in developing themed cruises, and growing 
markets in the Far East offer potential new routes that could 
solve overcrowding issues in the more traditional Caribbean 
and Mediterranean ports.

Figure 3: Understanding the frequency of common perceptions of Cruise, Safari and Spa & Wellness holidays

Customers send out clear buying signals around Cruise, 
Spa and Safari holidays, yet don’t convert. While timing, 
availability or cost could be a factor, our research indicates 

Interestingly, we have been able to map the sentiments that 
drive people away from certain holiday types against the 
customer’s actual experience of those trips. What we can 
see, quite clearly, is that there are a group ‘Misconceivers’ 
who have widely held views about holiday types that are 
based on no actual experience. Counter-intuitively, this 
means that there exists a significant opportunity to target 
key messages and campaigns at that group with the 
likelihood of changing some minds being much greater  
than if you targeted, for example the ‘Naysayers’. This  
group are experienced, and have commonly shared views 
about holiday types, meaning that they are less likely to  
be converted. This also challenges current strategies that 
focus on existing customers.

‘Particulars’ and ‘One-Time Only’ groups are interesting 
in that you can spot more detailed trends and niche 
perceptions in both cohorts, though the size of the prize  
in changing their minds may not offer the biggest return. 

We’ve dissected these insights in more detail across the 
three holiday types detailed in the chart – Cruise, Safari,  
Spa and Wellness. 

the lack of sales is predominantly down to perceptions,  
or misconceptions, of these holiday types.

Why don’t customers book holidays they consider?

Safari

Visiting Africa to go on a Safari is a travel niche that’s been 
around for a long time. Yet, a sizeable proportion of UK 
customers feel these types of holidays are dangerous, too 
expensive, not sustainable for the animals and communities, 
or a ‘once in a lifetime’ holiday choice. We found travel 
companies support this latter view, marketing them as once 
in a lifetime trips, which also propagates the view  
that they’re too expensive.

Safari companies could do more to show their breaks aren’t 
harmful to wildlife and habitats. And operators in this sector 
could offer different experiences, such as more expedition-
type adventures or Antarctic safaris, so those who have seen 
the ‘Big 5’ have a fresh reason to go on safari again. 

Cruise

The global cruise industry has seen substantial investment 
in new ships with better amenities and more capacity. This, 
coupled with travel companies’ efforts to increase demand, 
has led to significant growth in recent years. However, 
respondents to our survey cited common misconceptions 
among the reasons for not taking to the sea. Some talked 
about seasickness and feeling ‘trapped’ on board, while 
others mentioned concerns over safety. 

One strongly held view is that cruises are only for older 
people, which may be true for some brands, but not for 
all. Many ships offer facilities for families, like organised 
kids’ clubs, night nurseries, soft play areas, waterslides and 
gaming zones. And as cruises from UK ports are easy to  
drive to and have no luggage restrictions (other than the  
size of your cabin), there’s a clear opportunity to market  
the flexibility and facilities better to families. 

Spa & wellness

More than a fifth of respondents ranked relaxation as the 
number one thing they look for from a break. But many male 
visitors and families felt Spa and Wellness breaks weren’t 
suitable for them. One widely held view is that these types  
of holidays are too expensive.

So, making some Spa and Wellness breaks appear less 
exclusive could make them appeal to a much wider audience. 
Operators could consider adapting their product to offer 
wraparound services to appeal to families, such as kids’ 

clubs, or develop tailored packages designed to attract  
men to their locations.

Unfamiliar holiday formats are difficult for customers 
to choose because of common misconceptions. Travel 
companies must address these perceptions if they want 
to attract more customers. That means creating better 
messaging to overcome misconceptions or adapting 
products to suit different customer types.

Open customers’ 
eyes to less familiar 

options. They’re willing 
to consider alternatives 

but have some 
perceptions you need 

to overcome. 
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What does this mean for travel?

It might feel like travel companies must accept this new 
normal – after all, with social media and instant mass 
communication, there’s no way to control the myriad voices 
influencing customers. Yet we know there are ways to 
influence the influencers because we know which voices  
your customers are listening to most.

Trusting family and friends is no surprise, it’s always been a 
significant influence as everyone shares photos and stories. 
What’s interesting is that customers today will also listen to 
people they don’t know, for example on review sites, if they 
believe those people are unbiased. The key here is that they 
are influenced by genuine content, from real people. 

Social media does hold some sway, and not just because 
it’s direct to people’s phones, which people in the UK check 
every 12 minutes on average.5 It’s predominantly because 
most people’s social media network reflects their real-life 
network of family and friends. So, it’s unsurprising social 
networks, like Facebook, are collaborating with TripAdvisor 
to automatically share reviews and ratings. 

Review sites (e.g TripAdvisor)

Comparison sites

Online adverts

Newspaper/magazine articles

Email adverts

Adverts in newspapers/magazines

TV adverts

Social media adverts

Facebook post

Other advertisements

In-Store adverts

Instagram post

Other social media post

Radio adverts

Twitter post

Family

Friends

Experts

Colleagues

Authorities

Celebrities

Looking closely at the responses from customers who use 
social media and advertising for inspiration shows they’re 
more likely to be influenced by a range of engagement 
channels. Conversely, customers tend to be singularly 
inspired by family, friends and review sites, using few other 
sources for inspiration or research.

Our survey shows travel organisations’ own channels, or 
those they have obvious influence over, are less influential 
than sources outside their control. So, they must spend more 
intelligently on advertising to match the influence achieved 
through word of mouth and independent reviews.

Figure 4: What channels customers are influenced by Figure 5: Who customers are influenced by

% of ‘Very’ and ‘Somewhat’ influential to ‘Not at all’

% of ‘Very’ and ‘Somewhat’ influential to ‘Not at all’

0% 20% 40%

0% 20% 40% 60%

5   https://www.ofcom.org.uk/about-ofcom/latest/features-and-news/decade-of-digital-dependency

4GET INSIDE YOUR 
CUSTOMER’S UNIVERSE 

The range of potential influences surrounding customers has changed 
the travel industry’s ability to sway them. Technology and generational 
dynamics have changed the way people connect and relate to what’s 
around them, placing them at the centre of their own universe – an 
ecosystem of people and organisations who inform, inspire and influence. 
Customers also increasingly focus on outcomes rather than just features, 
brand and experiences. 

A proliferation of new channels, especially on social media, makes it seem 
easier to engage customers. But our results show customers trust family 
and friends most when choosing a holiday. Comparatively, they’re less 
swayed by advertising. 

To compete, travel companies must become guides in the customer’s 
universe, rather than another biased voice.

https://www.ofcom.org.uk/about-ofcom/latest/features-and-news/decade-of-digital-dependency
https://www.ofcom.org.uk/about-ofcom/latest/features-and-news/decade-of-digital-dependency
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The responses reinforce the fact that customers have far 
more control than many imagine, which can be dauting. 
What if someone says something negative? What if 
something goes viral? What if we’re part of something  
that we can’t turn off?

Well, what if you’re not?

Be brave about engaging with platforms and sources 
you don’t have complete control over, like social media 
and review sites. The benefits far outweigh the risks. If a 
customer generates negative content and you’re engaged  
in the channel, you can listen, learn and respond. You need  
to do this in a genuine way. 

Your customers are telling you that there are smarter ways  
to advertise and engage - not least by harnessing the power 
of other channels than TV, print and social media. By thinking 
about their circle of influences, you can better allocate spend 
to encourage user-generated content and reviews, potentially 
saving money by reducing the need for advertising. For 
example, you could bring in tools to let customers quickly 
share their experiences, altering the perceptions of their 
networks.

You should also use review sites as an opportunity to engage 
better with customers, moving from being simple providers 
of products and services to trusted advisors. Being brave 
about your public profile and responding to customers 
honestly and consistently on review sites should be part of 
any marketing strategy. And as review sites are often more 
trusted than reviews on your own site, it makes sense to put 
reviews on your own pages. 

Figure 6: A heat map to show how strongly different sources of inspiration influence people to book holidays 

What should you do?

source - to - source percentage change

0% 100%*in newspapers/magazines

**Newspaper/magazine articles

***e.g. TripAdvisor

Adverts*

A
d

ve
rt

s*

There are three clear sets of 
customer influencing channels 
- traditional advertising, social 

media and word of mouth

What is most interesting is that whilst there is a 
correlation between the influence of traditional 
and digital advertising, there is a significant gap 
around the group who are influenced bu review 

and comparison sites. 
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Why are bundles and packages unpopular?

Bundled and packaged holidays make perfect sense to travel 
companies as they can block-book hotels and flights around 
key dates. The trouble is, they don’t give customers complete 
freedom of choice or let customers build unique experiences. 

Modern customers are moving away from what providers 
think they want from their holiday. They’re more informed 
than ever before when it comes to exchange rates and 
Foreign Office advice, and more demanding around time 
of travel thanks to tightening control of time out of school. 
Travel companies should consider such external factors to 
understand customer needs. 

Too often, the assumption is that cost is the deciding factor, 
so great-value bundles and packages should be popular. 
While cost is the most commonly selected criteria for 
holiday goers during decision making, it isn’t the only one. 
Understanding all the influences and addressing them can 
help you differentiate your holiday from your competitors’ 
and attract customers.

Figure 7:  Customer sentiment throughout the journey to booking a holiday

5TODAY’S CUSTOMER 
WANTS CHOICE 

In today’s Customer 4.0 world, where people have an array of choice 
and information at their fingertips, we increasingly want things that feel 
personal. Our research reflected this, finding bundled holidays, where 
customers buy multiple elements of their break together but not a 
complete package, consistently lead to the greatest dissatisfaction.

Full package holidays are also less popular with customers than the 
industry might think. While ABTA says 51 per cent of people took a 
package holiday in the last 12 months, only around a third of customers 
told us they were their preferred choice.

Travel operators work tirelessly to offer bundles and packages they think 
customers want, but there’s a clear opportunity to do things differently.

Packaged | Bundled | Unbundled Packaged | Bundled | Unbundled Packaged | Bundled | Unbundled Packaged | Bundled | Unbundled Packaged | Bundled | Unbundled Packaged | Bundled | Unbundled

%
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With PA’s help, we got 
powerful insight into the  
way customers were using  
our various channels. PA’s  
data driven approach and  
their sensitivity to our business 
and our commercial challenges 
helped us accelerate our digital 
transformation – putting 
customers at the centre  
of it all.”
Willem Oudijk, Sales & Distribution Manager, 
Rabobank 

Figure 8: The biggest factors in determining whether to book a holiday. 

What should you do?

Travel companies should help customers go on the 
exact holiday they want by offering more personalised 
products, rather than off-the-shelf packages. However, 
real personalisation, where customers can customise 
the entire product, isn’t something many organisations 
and technologies can do right now. So, travel companies 
should get creative. 

To cater to families whose primary criteria for choosing a 
holiday is cost, and who don’t seem to have a preference 
on specific location, culture or exchange rate, travel 
companies could offer a fixed-fee holiday in the sun. 
Each holiday option would offer a range of features, at 
the same time of year, but travel companies could send 
holiday-makers to areas of lower demand to minimise 
empty rooms and other operational costs.

For example, customers would say they wanted to spend 
£5000 on a family trip to a Mediterranean resort in 
August, and the travel company would manage their trip 
dynamically according to demand. To move away from 
the traditional package model, operators need to adopt 
an agile approach. The responsiveness of organisational 
agility is the only way travel companies can successfully 
deliver a flexible, customer-centric operating model.

Don’t make 
assumptions about 

customers, they want 
to pick the right options 

for them. Package 
holidays don’t work for 

everyone

Cost

Time of year

Availability of Holiday

Weather

Family Availability

Length of journey

School/work dates

Culture

Recommendations

Exchange rate

Number of respondents that selected key critera
Number of respondents
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6HOW TO UNDERSTAND, 
AND ADAPT TO, YOUR 
CUSTOMER’S UNIVERSE 

Responding to the changing customer demands our research uncovered 
will take a more proactive approach from travel companies. If they wait for 
customer dissatisfaction to reach a peak before acting, it will be too late.

In our experience, there are three steps to making proactive change work:

Understand Innovate Adapt
1 2 3

Companies often tell us they know their customers, assuming there’s nothing new to 
uncover. We know that’s rarely the case. Travel companies are sitting on a wealth of 
data but aren’t extracting all the value from it. We call this Dark Data.

By using advanced analytics and combining your data with other publicly-available 
information, you can uncover valuable insights that will help you make better decisions. 
We’ve helped organisations with such work, seeing them transform hunches into 
evidence-based decisions that drive significant value.

You can also use Dark Data for customer-facing channels, using it to build smarter 
comparison tools. Carefully managed data on your customers and competitors can 
build a powerful recommendation algorithm. But be careful, without the right data, 
algorithms can have a negative impact on your customers and their perception of  
your brand.

1 – Understand your customers better through  

existing data



With more disruptive technologies and holiday planning platforms available 
than ever, operators need to keep up with their own innovations. This is true 
for everything from communication channels to the products and services 
themselves. 

Leading operators are trialling ideas like pre-booking sunbeds by the pool,  
in-room smart devices and room service delivered by robots. Not all of these will 
be a hit, but you need to be willing to experiment with modern technology and 
new ideas, measuring the results so you can make informed decisions  
about expansion. 

One crucial area for innovation will be in digital channels. While travel companies 
have already made significant investment, they aren’t matching other industries. 
Our research showed strong opportunities for travel companies to innovate the 
digital buying journey by integrating comparison and independent reviews. 
Meanwhile, a modern customer engagement platform would show where 
customers are on their purchase journeys and what you, as a provider, can  
do to help each individually.

2 – Innovate to be at the forefront  

of change
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Agile might have roots in IT, but it can help with much more than just 
development projects. Becoming an agile organisation means being able to 
adapt and transform to succeed despite challenges, such as market pressures or  
customer demands. 

A truly agile organisation adapts to thrive. When we surveyed 500 business 
leaders of large scale organisations for our 2018 report ‘The Evolution of the 
Agile Organisation’, we discovered a sixth of organisations will fail in the next 
five years because they can’t keep pace with change. Today, the leaders of our 
largest corporations are more concerned with the ‘Amazonification’ of their 
sector, rather than beating sector rivals. 

We found the top 10 per cent of companies in terms of financial performance are 
30 per cent more agile.

That’s hardly surprising when you consider how quickly global change is 
accelerating. That’s why 66 per cent of business leaders also acknowledged that 
their business model needs a fundamental rethink. Only organisational agility can 
keep up with the modern pace of change.

This means upending your status quo. Thinking differently about how your 
company operates and interacts with its customers and people. Yet, of the 
sectors we surveyed, Travel ranked five of six when asked if improving 
organisational agility was a top strategic priority. 

It’s crucial that the sector evolves in line with change, not languish behind the 
curve. Adopting what we believe are the five dimensions of agility (page 27)  
will make travel organisations better equipped to survive in a changing world.

3 – Adapt to become an agile organisation
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THE AGILE EVOLUTION

THE AGILE EVOLUTION

How the Agile Cohort gain ground 
and hold it

Agility completely upends the management status quo. 
It’s a fundamentally different way of seeing the purpose of 
business. So, how do the Agile Cohort create a culture and 
build capabilities that enable them to keep pace with rapid 
change and stay ahead of the pack? 
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1
CENTRE ON YOUR CUSTOMER

• Co-creation 
• Feedback 
• Prioritisation 

4
BUILD TO EVOLVE

• Flexibility 
• Acceptance 
• Competence 

2
SPEED UP TIME TO VALUE

• Improvements 
• Mobilisation 
• Investment 

5
LIBERATE YOUR PEOPLE

• Empowerment 
• Dynamism 
• Collaboration 

3
DESIGN FOR SIMPLICITY 

• Decentralisation 
• Integration 
• De-layering 

FIVE DIMENSIONS 
OF AGILITY

To find out, we examined the behaviour of the top 10 per 
cent of companies from each sector in our research study,  
defined as having the highest levels of turnover growth, 
profit growth and profit margin collectively. We then 
benchmarked these companies across some specific 
characteristics that define an organisation’s ability to work 
in a consistently agile way. For more details about how 
we created the Agile Cohort group, please see the Research 
Methodology section at the end of this report.

We used a framework of five key dimensions of organisational 
agility to help us evaluate and model behaviours: centre on 
your customer; speed up time to value; design for simplicity; 
build to evolve; and liberate your people.

Each of the five dimensions of organisational agility  
contains three relevant agile traits, which we asked business  
leaders to score themselves against in our research study. 
Our headline findings for each dimension – and across  
all dimensions – are summarised in the pages that follow.  
The numbers that appear in the spider diagrams represent  
the percentage of respondents from each of the ‘Agile Cohort’ 
and ‘other companies’ who agreed with the statements 
depicted on the diagrams.

Power now rests firmly with customers. They have a wide network of people, 
brands and organisations that inform, influence and inspire them. To persuade 
them to buy holidays from you, consider their needs and preferences in totality, 
and help them understand what you’re offering and why it’s right for them.

The bold travel companies that transform their business models to deliver for 
this new wave of customers will generate exceptional results.

SO, WHAT NEXT?
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GET IN TOUCH 
WITH THE TEAM

Louise Davies
Travel expert

Louise has the ability to bring together her 
range of transport and travel experience with her 
expertise in behavioural economics and change to 
understand the potential for the travel market to 
not only respond to the changing world, but help to 
shape it.

Louise’s work includes leading the development 
and deployment of new embarkation technology 
for a major cruise operator, increasing loyalty in 
the large events market for an international hotel 
group, developing customer strategy for a global 
tour operator, and assessing customer experience 
through data for a cross-channel ferry company.

 
Govert Klaassen
Travel expert

Govert has broad experience working in Travel and 
a real understanding of the sector, giving him the 
ability to apply best practice from one subsector to 
another. He has a track record of bringing together 
and managing successful transformation delivery 
teams across different cultures and geographies.

Govert’s work includes delivering GDPR compliance 
and world-renowned guest experiences with a 
luxury hotel chain, implementing and managing 
a new ancillary revenue target operating model 
at the world’s largest leisure airline, improving IT 
transformation and innovation delivery at Hertz, 
and implementing a European franchise model for 
a global hotel chain.

travelandhospitality@paconsulting.com 
UK: +44 20 7333 5865 



About PA.

An innovation and transformation consultancy, we believe in the power of ingenuity 
to build a positive human future in a technology-driven world.  

As strategies, technologies and innovation collide, we turn complexity into opportunity.  

Our diverse teams of experts combine innovative thinking and breakthrough 
technologies to progress further, faster. Our clients adapt and transform, and together 
we achieve enduring results.

We are over 2,600 specialists in consumer, defence and security, energy and utilities, 
financial services, government, healthcare, life sciences, manufacturing, and transport, 
travel and logistics. And we operate globally from offices across the Americas, Europe, 
the Nordics and the Gulf.  
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Corporate headquarters

10 Bressenden Place 
London SW1E 5DN 
United Kingdom 
+44 20 7730 9000

paconsulting.com 

This document has been prepared by PA.  
The contents of this document do not 
constitute any form of commitment or 
recommendation on the part of PA at the 
date of their preparation.

©  PA Knowledge Limited 2019.  
All rights reserved.

No part of this documentation may be 
reproduced, stored in a retrieval system, or 
transmitted in any form or by any means, 
electronic, mechanical, photocopying 
or otherwise without the written 
permission of PA Consulting Group.


	Button 3: 
	Button 4: 
	Button 5: 
	Button 9: 


