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Over two days in October of 2015, nearly 800 people 

gathered in a Brooklyn warehouse overlooking the East 

River to discuss the future of travel. The lineup 

of brands represented on stage and in workshops 

included top leaders from MasterCard, Airbnb, Trump 

Hotels, Virgin Atlantic, Hyatt Hotels, Delta Air Lines, 

Wyndham Hotels, Gogo, Zero Point Zero, NYC & Com-

pany, InterContinental Hotels Group, Brazil’s Embratur, 

and more. 

As in our inaugural Skift Global Forum in 2014, 

speakers delivered concise, targeted, and jargon-free 

messages about areas of their expertise in a TED-like 

atmosphere. No panels, no droning talking heads. 

Just good ideas.

We’ve distilled some of those ideas below in 

easy-to-digest nuggets. For more highlights from the 

Forum, visit skift.com/tag/sgf2015. We’ll be also be 

posting videos of all the presentations on our YouTube 

channel over the next two months. 

Happy Skifting

 
- Jason Clampet

intro 

https://www.youtube.com/channel/UCJXw0BFh90eeJlg3YMLYd2Q/feed
https://www.youtube.com/channel/UCJXw0BFh90eeJlg3YMLYd2Q/feed


Thank you to all of our 2015 sponsors who 
made the skift global forum possible
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Destination marketers need to let go of 

their brand image and their brand voice. 

In today’s connected world, you can’t 

control your brand messaging anymore, 

and trying to do so is a disservice to the 

community.

The bureau is actively partnering with 

big-name personalities such as Taylor 

Swift, who moved to New York and 

wrote a song about her first impressions 

of the city. Swift then gave the song 

to NYC & Company for free to use for 

promotional purposes.

New York City is replacing all phone 

booths with new, 11-foot LinkNYC high 

speed Wi-Fi stations, delivering band-

width 20 times faster than household 

Wi-Fi. By the end of 2015, there should 

be about 100 LinkNYC stations in place.

Dixon said the goal is to have 7,000 

LinkNYC stations running within three 

years so people no longer have to hud-

dle in Starbucks or museums to access 

free Wi-Fi.

The new LinkNYC stations will provide 

a lot of new opportunities for self-guid-

ed tours in the city using more varied 

media. NYC & Company is also devel-

oping new apps to leverage that rise in 

available free Wi-Fi.

The challenge with promoting an iconic 

destination brand is the target audience 

develops a brand familiarity, which 

breeds complacency. People think they 

know a city and what it has to offer 

based on various media, but they don’t 

necessarily know what’s new and what’s 

beyond the iconic attractions.

Bureaus can break through that 

complacency by creating a level of 

immediacy and urgency.

Tourism bureaus promote themselves 

as the “official” experts of their desti-

nation. But what does that even mean 

anymore, and who really respects it? 

Millennials certainly don’t. Instead,

Dixon says bureaus should call them-

selves “authenticity experts.”

NYC & Company 
created the 
#ThisIsNewYorkCity 
hashtag for visitors 
to share cool local 
experiences on 
social media.

Fred Dixon
Future of Tourism Marketing for Iconic Tourism Brands

President and CEO, 
NYC & Company



The residents of Dubai are the best 

marketers of the brand. According to 

Kazzim, they are the brand.

The #MyDubai hashtag campaign 

was one of the first such social media 

promotional initiatives in the global 

tourism sector. Kazzim said the 

campaign creates “a biography of the 

city” created by locals, which in turn 

builds a community around the brand.

After 20 months since the launch of 

#MyDubai, the hashtag has been used 

9.78 million times on Instagram and 

632,000 on Twitter.

Visit Dubai wants to develop its network 

of sharing accommodations and alter-

native lodging to expand the breadth of 

the destination experience.

Visit Dubai is focusing more on creating 

and promoting experiential, personal-

ized and local travel experiences.

Visit Dubai is focused on mobile as 

the primary engagement platform to 

connect with travel consumers.

issam kazim
The Future of City Branding

ceo, Dubai Corporation 
for Tourism and 
Commerce Marketing

Visit Dubai wants to develop 
its network of sharing 
accommodations and 
alternative lodging to 
expand the breadth of the 
destination experience.



Understanding a luxury traveler comes 

down to being aware of changing needs 

and expectations; travel agents book 96 

percent of Crystal’s cruises.

Crystal Cruises has bucked the cruise 

industry trend of relying on the 

schedule of shipyards by purchasing a 

shipyard to solely build its vessels. “The 

shipyards out there were not giving us 

the delivery dates we wanted so our 

chairman bought the shipyard,” 

said Rodriguez.

Luxury is all about personalization. 

Every member of a luxury company 

needs to understand the brand’s ethos 

and deliver that experience.

Cruisers come from all market segments 

and locations around the world. 

“The cruise industry should not get 

shoved into one market segment,” 

said Rodriguez.

In the luxury market, 11 percent of sales 

come from online and mobile channels. 

While serving 22.1 
million passengers 
annually on 411 ships, 
the cruise industry is 
still in the infancy of 
its development.

Edie Rodriguez
Reinventing Cruises Through Exclusivity and Customization

President and CEO, 
Crystal Cruises



When conducting job interviews, 

Friedman used to test candidates on 

which day The New York Times food 

section was published or whether 

they knew what the New York Post’s 

Page Six was, but today she tests 

potential employees on strategic 

thinking such as how would they 

handle a particular story.

Shinkle says CEO Richard Anderson 

doesn’t need to be on twitter because 

Delta has a vibrant social media team. 

Friedman and Shinkle agreed that 

Twitter requires authentic voices and 

not every CEO should tweet.

Shinkle says Delta wants journalists to 

“steal” content, including press releases, 

stories and videos, from the new Delta 

News Hub and some journalists do.

Shinkle says Delta CEO Richard 

Anderson told him one reason Anderson 

wanted to hire Shinkle, formerly the 

Associated Press’s business editor, is 

because Delta’s storytelling needed 

to get better. Shinkle said Delta’s 

evolution, from bankruptcy in 2005 to 

$2.2 billion in pre-tax profit in the third 

quarter of 2015, is one of the greatest 

turnaround stories in corporate history.

Friedman says public relations’ 

fundamentals, including consumers’ 

more limited attention spans, the rise 

of Twitter as a news source, the 

diminishing impact of press releases 

and the declining numbers of 

journalists, have radically changed, 

but the basics such as public relations 

representatives needing to forge 

relationships with reporters for effective 

coverage, remain consistent.

Kevin Shinkle + 
Nancy J. Friedman
Changed Nature of Travel Public Relations and Communications in a Digital-First World

Chief Communications Officer, 
Delta Air Lines

Crafted pitches can be 
more effective than 
press releases, Friedman 
says, although companies 
might still want to issue 
press releases for major 
announcements.

Founder and President, Nancy J. 
Friedman Public Relations



Hoffman and Morris agreed that when 

dealing with travel influencers or 

consumers it can pay to play to their 

vanity to faciliate engagement with the 

startups.

In fact, Morris says, it is very difficult to 

predict which experiments will succeed 

and which will fail and that’s one of 

the reasons startups need to innovate 

quickly.

Morris says that startups should 

consider offline events as a way to 

promote their apps, although successful 

offline events can be difficult to pull off.

Startups can take more risks than 

established, global brands and push

 out experiments much faster. In these 

tests, the products don’t have to be 

perfect. The downside is low and the 

upside potential can be tremendous, 

Morris says.

Sasha Hoffman + 
Gillian Morris
The Growth Hacks That Turned Startups Into Giants

CEO, 
Fuzzy Compass

The mantra 
should be:
Do. Learn. Iterate.

founder and CEO, 
Hitlist



Lummertz wants to expand the visa 

waiver process to Americans beyond 

the 90 days for the Olympics next 

summer. Americans spend $1 billion in 

Brazil but Brazilians spend $13 billion 

in the U.S.

Attracting investment is a key focus. 

Bringing more private investment to the 

2016 Olympics, which so far has 60% 

private investment, is key.

Plans to build a $2 billion aviation hub 

in northern Brazil will be announced 

later this year. Lummertz wants to bring 

more familiar American brands to the 

country for U.S. travelers.

Vinicius Lummertz
Building a Tourism Brand Around Big Events

President, 
Embratur

Attracting investment is 
a key focus of the 

Brazilian Tourism Board. 
Bringing more private 

investment to the 2016 
Olympics, which so far has 

60% private investment, is key.

Lummertz became president in

June of an organization charged 

with modernizing Brazil’s brand for the 

world’s largest global event–The 2016 

Summer Olympic Games in Rio 

de Janeiro.
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Tour operators need to look at how 

local communities will benefit from 

facilitating their tours. It shouldn’t only 

be about generating profit. “The funds 

should go to the community, and not 

just the government,” said Kent.

The Kenyan government had no idea 

about the potential of tourism back 

in the 1960s, but Kent encouraged it 

to look at tourism as a private sector 

export for the first time.

Low-impact tourism needs to have high 

profit margins to be successful. High 

volume can affect the environment and 

community in adverse ways.

Safaris were all about hunting when the 

company was founded in 1962. “Every-

one else was hunting, and I wanted to 

be a photographer,” said Kent. This led 

the company to develop safari itinerar-

ies that avoided violence.

Geoffrey Kent
Understanding the Socio-Cultural Impact of Travel on Societies

Founder, Chairman and CEO, 
Abercrombie & Kent

Sustainability is vital to the 
future of travel. “We’re losing 
one elephant every four hours; 

we’re losing a rhino every eight 
hours,” said Kent. The market for 

rare animal parts, specifically 
ivory, needs to be disrupted to 

protect endangered animals.



Our brains tend to think and remember 

most strongly peak events and end 

events most strongly. Experiences that 

can be encapsulated in a story are the 

ones that are remembered the most. 

We are driven by a wanting system that 

makes anticipation very strong and that 

seeking function very, very strong. the 

other side of the Anticipation is often 

very idealized whereas interaction isn’t. 

You can idealize this beautiful, flawless 

beach - no crowds, cool sand. When 

the reality is very different: sand in your 

shorts, you’re sunburned, etcetera.

Memories are all we get to keep 

from our experience of living. In 

decision-making, the experiencing self 

doesn’t have a voice. The remembering 

self is sometimes wrong, but it is the 

one that keeps score and it is the one 

that makes decisions. 

Anticipation is typically stronger than 

the interaction itself during travel, 

and it’s more impactful and powerful 

than actually taking the trip itself. Our 

wanting system is stronger than our 

liking system.

Rick wise 
The Happiness Halo: 
The Unexpected Benefits of Applying Behavioral Science to Experience Design

CEO, 
Lippincott

Emotional Connection is 
worth a lot. An emotionally 
connected customer is 
worth nearly twice as 
much as a customer who 
is simply satisfied.



Facebook launched an ad platform 

for Instagram four months ago with 

clickable links in the ad units.

Travel brands have to create authentic, 

engaging and social-first Instagram 

content versus advertising content to 

be effective.

The best Instagram travel content 

shows a unique perspective of a 

destination or travel experience.

Choosing to partner with Instagram 

influencers based on the size of their 

following alone is wrong. Brands need 

to work with influencers who have great 

content, like your content, comment on 

your content, shout out your brand, and 

tag your brand in their content.

Instagram has more than 400 million 

users per month sharing more than 80 

million images every day, second only 

to parent company Facebook. Jauncey 

said about 353 million pieces of content 

on Instagram are travel-related.

The travel industry has been the 

second-slowest sector after financial 

services to adopt Instagram, which 

Jauncey said is very confusing. Because 

Instagram is social and inspires travel, 

every brand should be active on 

Instagram, he says.

If brands want to 
be successful on 
Instagram, they need 
to determine which 
factors drive their 
account growth.

Jeremy Jauncey
Why Visuals are the New Language of Engagement for Consumers

Founder and CEO,
Beautiful Destinations



Only 2.6% of travel ads focus on African 

Americans.

People of color are 38% more likely to 

make a purchase if advertisements are 

reflective of them.

Ugochukwu launched a series of 

eight group tours called Travel Noire 

Experiences, which all sold out within 

90 minutes of their announcement.

17% of African Americans take one or 

more international trips annually. 

Following college, Ugochukwu traveled 

through Asia and created the Travel 

Noire media and tour company, be-

cause she says mainstream media rarely 

speaks to her as a woman of color.

$48 billion 
is spent on 

travel by African 
Americans in 

America alone.

Zim Ugochukwu
The Growing Community of Black Travelers

Founder, 
Travel Noire



Gray and his team went on a Costa 

Cruises repositioning voyage from 

Vancouver to Tokyo. They hacked the 

vacation, creating a local intranet for 

guests to use, a custom newsletter for 

unsuspecting passengers and irreverent 

awards for their fellow passengers.

To Gray, hacking is understanding a 

system so well you can reorganize it 

to do something new. “We’re like the 

Cirque du Soleil of museum tours,” 

said Gray.

Nick Gray
Creative Chaos: The New Future of Travel

Founder and CEO, 
Museum Hack

Millennials want 
spontaneity, community 
and an authentic 
experience. They’re 
going to travel the way 
they want to, regardless 
of how legacy travel 
brands want them to.

Gray aims to make museums fun for 

millennials and those who are bored by 

the traditional museum experience.

Millennials want spontaneity, communi-

ty and an authentic experience. They’re 

going to travel however they want to, 

regardless of how legacy travel brands 

want them to.



Experiential innovation is far more 

important than incremental innovations, 

embedding technology or other 

traditional focus areas for hotels.

Travelers want to learn, yes. There are 

still many people who just want a comfy 

bed, free breakfast and a lot of loyalty 

program points, but there are a growing 

number who want to see something 

they’ve never seen before, have an 

authentic experience and meet new 

people.

The foundations of the thriving hotel 

business for tomorrow may be built on 

ideas that go beyond art, beyond design 

and beyond new technology. Hotels 

built upon products, services, themes, 

or approaches to hospitality that have 

not yet been tried..

Greenberg and Gray Stites argue that 

curiosity about what is new and what 

is next is nearly universal, and when 

peaked, practically insatiable. Sharing 

a discovery experience deepens our 

relationships to the people, places, 

and ideas that we encounter and then 

remember.

Craig Greenberg + 
Alice Gray Stites
Art, Culture and the Experience Economy: Learning is the New Luxury

President,
21c Museum Hotels

Chief Curator, 
21c Museum Hotels

Learning is the 
new luxury in 
travel because 
it is inherently 
transformative.



At first, Bourdain was a “deer caught 

in the headlights.” The chaos created 

at the beginning of the partnership 

between Bourdain and Collins created 

authenticity. “We can highlight any 

number of things, but it’s someone’s 

point of view on a place that viewers are 

willing to listen to and be entertained 

by,” said Collins.

The people in a place make it what 

it is. “We succeed and fail based on

that,” said Collins. “It is a testament to 

the location and people we work with 

that are so integral in telling a story of 

a place.”

Collins pitched his first show with 

Anthony Bourdain, A Cook’s Tour, as a 

man’s quest to have the perfect meal.

Collins and Zero Point Zero approach 

travel television from a personal and 

intimate perspective, instead of an aca-

demic and detached viewpoint.

Chris Collins
The Evolution of the Travelogue, 1950’s and Into the Future

Co-founder, 
ZeroPointZero

Zero Point Zero 
approaches travel 
television from a personal 
and intimate perspective, 
instead of an academic and 
detached viewpoint.
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For anybody who understands what the 

meaning of empathy is, you know that 

impact can only come through action 

because when you act on an empathetic 

insight or impulse, it is the purest form 

of humanness. It is something that you 

do to anticipate a need or alleviate a 

burden in some way, and you can do it 

in a way that only enhances the bottom 

line, and not just the financial bottom 

line but in the impact you can have on 

the people’s lives you touch every day.

By changing your point of view you can 

reimagine your relationship with your 

customers, your employees and with 

your community. We can create a world 

in which hotels are the guests in others’ 

lives, where employers are working for 

their employees as much as the other 

way around, and where the communi-

ties are becoming a part of who you are 

and what you stand for and how you do 

what you do.

What if hotels treated guests like hosts? 

What if hotels checked into guests’ lives 

instead of guests checking into hotels?

Seeing the world through others’ eyes is 

exactly the kind of reverse perspective 

that this industry needs. When people 

think about applying empathy in the 

travel business, they need think about 

it as the essential capacity to bring 

humanity back into hospitality.

Mark Hoplamazian 
Reversing Your POV: A New Perspective on the Hospitality Industry

CEO, 
Hyatt Hotels

Seeing the world through 
others’ eyes is exactly the kind 
of reverse perspective that this 
industry needs. 



Transactional travel agents, who provide 

no service besides booking trips, have 

fizzled out. “The difference between 

the travel advisor and the transactional 

travel agent is the conversation after 

the trip,” said Upchurch.

Loyalty is created on two fronts: emo-

tional and structural. The best travel 

advisors deliver feelings of structure 

related to the trip and emotional 

experiences. Travelers want deeper 

experiences involving inspiration and 

self-discovery.

Travel advisors deserve respect, and 

many advisors have been in business for 

decades. They’ve thrived due to their 

desire to collaborate to create bespoke 

travel experiences for their clients

Travel advisors are thriving incredibly, 

according to Upchurch. Virtuoso alone 

made 19 billion consumer impressions 

this year.

The role of travel agents has been 

shifting since 1976, when Sabre started 

installing its systems in travel agencies. 

Another major change occurred in 1995 

when Delta Air Lines stopped paying 

commission on air bookings.

Matthew Upchurch
Why the Right Kind of Travel Agent Survived and Thrived

CEO, 
Virtuoso

Travel advisors deserve 
respect, and many advisors 

have been in business for 
decades. They’ve thrived 

due to their desire to 
collaborate to create 

bespoke travel experiences 
for their clients.



People don’t really care about traveling 

responsibly at the beginning of a tour 

but by the end of the tour they say 

this is one of the top three reasons for 

what’s most important when they travel.

Wade said it’s difficult to discern 

which tours and activities startups will 

succeed and which ones will fail, citing 

the success of Intrepid Group’s Urban 

Adventures brand and the fizzling of 

Adventure.com.

Hotels spend an awful lot of time and 

money to make sure the experience [for 

guests] is the same as the last time they 

were there and that it’ll be the same the 

next time they’re there. We’re almost 

the exact opposite, we have a formula 

for our values but we’re thinking how 

can we make things different each time.

Darrell Wade
Reinventing The Business of Tours For the Experiential Traveler

CEO, 
Intrepid Travel

It’s really tough 
for big mainstream 

operators to 
really get into the 

experiential space;
 it’s not really 

what they do.



Google Glass was the winner over 

Samsung’s Smartwatch in a test to 

get more interaction between Virgin 

Atlantic’s customer service personnel 

and premium customers at Heathrow. 

Smartwatch didn’t work as well because 

people looking at their watches is 

“actually the universal signal that I’m 

bored with you.”

Virgin Atlantic conducted a two-month 

test of boarding through Heathrow’s 

holding areas, which resembled what El-

lis Island must have looked like, Kreeger 

said. By calling customers to the gate 

15 minutes later, it enabled customers 

to board the planes right when they 

arrived at the gates and satisfaction 

scores increased 25 percent.

Delta, which owns 49 percent of Virgin 

Atlantic, doesn’t want the brands to 

become more like one another and 

wants Virgin Atlantic to keep 

differentiating so it can better compete 

against British Airways. Virgin Atlantic, 

meanwhile, can learn from Delta about 

scaling automation and technology, 

including for maintenance issues.

On luxury and premium cabins, Kreeger 

realizes Virgin Atlantic can’t compete 

with the Gulf carriers in terms of lead-

ership in the category because of Virgin 

Atlantic’s relative lack of resources. 

Instead, Virgin Atlantic has to compete 

in the way its crew delivers services on 

board and through its entertainment 

offerings, for example.

Virgin Atlantic encourages its onboard 

crew to make decisions and is willing 

to live with some inconsistency. Other 

CEOs ask him how to develop that 

customer service “magic” and Kreeger 

believes it comes from empowering 

employees and being willing to back 

them up.

Craig Kreeger
How to Build an Airline Brand by Not Participating in the Premium Rat Race

CEO, 
Virgin Atlantic

Virgin Atlantic has to 
compete in the way its 

crew delivers services on 
board and through its 

entertainment offerings.



The Trump team thinks of itself as 

working on each project not in 

accordance with some overarching 

standard but knowing what is 

appropriate for that particular market 

while also having a very clear compass 

about the nature of luxury.

Getting creative is important to 

developing beautiful aesthetics. It’s 

possible to have fun with luxury and 

really push it to the next level if you 

are willing to.

An owner looking for an operator 

wouldn’t be fond of hearing that an 

operator doesn’t like owning the real 

estate. Owners like the fact that

companies like Trump share their 

perspective on the long-term value of 

real estate in this particular category.

Increasingly, authenticity is everything 

in brand-building. People appreciate 

personality in brands when there is a 

deep sense of authenticity.

Developers and operators often have a 

conversation about projects “a little too 

late.” It’s more beneficial to get involved 

on a project early rather than policing a 

standard after the fact.

Trump says, “There are a lot of 

tremendous advantages to the fact that 

we are also developers. When we are 

working with our partners, they trust 

us and appreciate the construction and 

development feedback that we are 

giving them. It isn’t critical for the sake 

of bring critical; it is collaborative. We 

like to get in from the beginning and 

help them articulate something that 

works.”

It is key for developers to speak the 

same language -- in a business sense -- 

as third-party owners.

Ivanka Trump
Why Obsessing Over Details is The Only Way to Build a Hospitality Luxury Brand

EVP Development and Acquisitions, 
Trump Organization

People in the hotel industry 
need to know and understand 
what the customer values as 

well as have an understanding 
of where money is well-spent 

and where it’s not well-spent.



Real-time pricing and availability is 

paramount for all brands because of the 

rise in on-demand everything.

The Internet of Things, where 

everything is digitally connected in 

daily life, is beginning to become more 

popular in people’s work and domestic 

lives, so consumers are going to expect 

it in the travel industry.

“Big doesn’t beat small anymore. Fast 

beats slow.”

Travel brands can’t just focus on 

demographics anymore because they 

are not true predictors of consumer 

intent. IHG focuses more on travel 

“occasions and needs.”

IHG is implementing more beacon 

technology to understand guest 

behavior and engage guests with 

services they are likely to want.

Travel brands need to engage guests 

throughout the entire guest journey, 

while focusing on three core brand 

principles related to guest 

communication: Make it meaningful, 

respectful and relevant.

China’s 67 million outbound travelers 

surpasses those of the U.S., and that 

number is expected to grow to 100 

million in a few years.

That kind of growth is spurring the need 

for micro-segmentation of guest 

demographics and their demands.

The surging shift to mobile offers 

expanded opportunities to customize 

the guest experience. One in five IHG 

guests book with mobile, and 30% of 

those bookings are within less than 24 

hours of arrival at the hotel.

The growing prosperity 
of the global middle class 
and continuing access 
to new markets is driving 
the demand for more 
personalized hotel stays.

Eric Pearson
The Right Way to Talk to Different Demographics Across the Guest Journey

CIO,
InterContinental Hotels Group



Day is working to further develop this 

boutique airport in Denver. Unique 

eateries, diverse shops and even an 

outdoor dining area are on the way. In 

two weeks, therapy dogs will roam the 

terminal (with handlers) to help relieve 

stress among flyers.

Explorers and elites are the focus of 

Denver International Airport’s flyer 

experience due to their comfort 

spending more for finer amenities. 

They drive incremental revenue for the 

airport, due to their desire to keep their 

life going while traveling.

Technology will soon revolutionize 

the flyer experience while in airport 

terminals. Smart notifications, 

pre-purchasing and personalized 

flight notifications will make the 

travel experience less stressful for 

tech-savvy travelers.

Airport amenities have evolved from the 

early days of aviation. Hot dog stands 

and black coffee have given way to 

boutique eateries and sophisticated 

cafes. Today, the airport itself has filled 

in the customer service gap abdicated 

by airlines, which now focus solely on 

their aircraft operations.

 

Kim Day
Building an airport for the future of travel

Ceo,
Denver International Airport

Explorers and elites 
drive incremental 
revenue due to their 
desire to keep their life 
going while traveling.
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Be transparent. Young people prefer 

brands that take themselves less 

seriously, and when you open yourself 

up you can make people part of the 

process, and they not only become your 

customers, they become your allies.

What the Internet changes is that now 

our ambitions are not confined to a city; 

we can reach the world for free.

Innovation is no longer going to happen 

in a closed corporate boardroom, where 

companies decide what companies 

want. Innovation is going to come from 

unexpected places.

Crowds are very powerful today 

online, and the Internet is the tool 

of the crowds.

We feel that our story represents a 

fundamental shift in how products, 

services and companies are going to 

be created in the future. We have 

entered into an era of democratization 

of innovation, and this is going to affect 

small and big companies alike.

Diego Saez-Gil
Building a Travel Company Using Crowd Funding

CEO and Co-Founder, 
Bluesmart

When you make people 
part of your process they 

not only participate but 
can become advocates.



The best management responses to 

negative reviews come from companies 

that view them not as merely solving

a problem but view the written 

management response as a way to 

reinforce the brand.

Loyal customers often police negative 

reviews themselves, pointing out if the 

criticism is warranted or not. Com-

panies, though, should not leave the 

response to negative reviews solely up 

to loyal customers.

Review writers might represent just 10 

percent of a company’s customer base 

so they are not necessarily typical, but 

they are highly engaged, tech-savvy 

and influential.

Whether it is TripAdvisor, Yelp or 

Amazon, reviews skew toward the 

positive, not negative. All things being 

equal, there will be more five-star 

reviews of a hotel than one-star reviews.

The word “good” is common in many 

negative reviews, often more common 

than the word “bad.” That’s because 

reviewers who write the most enlight-

ening reviews tend to be objective and 

point to the good and bad.

Contrary to popular wisdom, it might 

not be the worst thing for a business 

to not respond to a negative review 

because there are a wide variety of 

types of review responses by compa-

nies. Some companies totally miss the 

mark and will even disparage the writer 

of the original review and that is very 

counter-productive.

Camilla Vasquez
Loudsourcing, the Inside World of Online Reviews

Discourse Analyst & 
Sociolinguist, 
University of South Florida

Business that will emerge 
as leaders are going to be 
the ones that see reviews 
not just as fixing a problem 
but a way to reinforce their 
brand overall.



Mildenhall believes traditional media 

is a huge way to drive credibility, saying 

German travelers trust Airbnb more 

if he can say that the brand was 

“seen on” TV.

The review system, which covers guests 

and hosts, is one of the most valuable 

aspects of the Airbnb site.

Airbnb thinks of host recruitment as 

employee recruitment because in many 

ways hosts represent the brand.

Australia is Airbnb’s most established 

market but only 6% of outbound 

Australian travelers will try Airbnb.

Airbnb is looking far outside of travel 

for inspiration on building a superbrand. 

That means taking inspiration from ev-

erything from Coca-Cola to PlayStation.

Jonathan Mildenhall
Building a Culturally Relevant Brand By Changing The Discussion
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Airbnb’s marketing can 
tell one narrative, but 

the product also thrives 
by word of mouth because 
people experience it every 

night as they check into 
homes and apartments.



Hennessy strives to run his brand 

autonomously while focusing on the 

customer rather than the competition. 

The brands within the Priceline Group 

share knowledge of best practices but 

they also compete with one another.

“As far as SEO [Search Engine 

Optimization] is, my view on that is it’s 

more of a desktop thought because as 

the devices get smaller and smaller and 

smaller, the number of choices from 

an SEO perspective on mobile decline 

dramatically,” Hennessy says. “And so 

I believe it is a paid world. Google is 

an advertising engine and they drive 

paid traffic to advertisers. And I think 

that’s going to continue for quite some 

time. We will do our best to play in that 

environment.”

Be transparent with the conversion

 process and keep customer focus at 

the center of your efforts. Serving 

customers geo-relevant deals and 

offerings are key.

Younger generations not watching 

as much TV but that doesn’t necessarily 

make Priceline.com more reliant on 

Google because Priceline will advertise 

on whatever platforms travelers are 

using.

Paul Hennessy
Why Conversion is the Most Important Metric in Travel

CEO, 
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Simplicity and personalization 
are the answers to unlocking 

the future of conversion on 
the mobile Web experience



There is tremendous opportunity to 

innovate around the economy space, 

and there is a huge amount of 

demographic data to focus on.

Economy travelers have huge travel 

aspirations, but their loyalty programs 

are not really working hard enough for 

them. These economy travelers need to 

spend a lot of money or work really hard 

to get redemptions.

All economy hotels are not created 

equal. Customers believe there are 

multiple categories within the economy 

space, a notion that helps create great 

growth potential for hotels looking to 

explore the economy sector.

Experts say there are currently 2 billion 

people in the middle class, but in the 

next 15 years, that number will grow 

to 4.9 billion, and many will  travel but 

have limited economics to do so. 

The industry can learn from Ikea, Target 

and JetBlue, three brands that focus on 

delivering value to their customers, and 

they have done it well.

Josh Lesnick
On the Importance of Middle America that Travel Brands Ignore
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Millennials outside of 
New York earn less than 
$40,000 per year. The 
convergence of millennials 
and the middle class sector 
of the economy will drive 
a lot of focus around 
economy hotels



To reduce that tension surrounding 

bookings outside corporate-authorized 

channels, there needs to be more 

transparency about the processes 

involved and more defined roles of 

responsibility for both employees and 

employers, based on better data 

collection and delivery.

If something goes wrong when a 

corporate customer books a 

sharing-company service like Uber or 

Airbnb, there needs to be a clearer 

understanding and expectation of who’s 

actually going to solve the problem.

Better mechanisms are required for 

how companies collect sharing-

company booking data for travel-

reporting purposes.

Chacko said, “35% of OTA (online travel 

agency) travelers would book offline if 

they could find a competent agent.”

Historically, travel agents have relied 

on word of mouth. However, the 

future is based on technology that can 

connect consumers with nearby local 

agents specializing in specific areas of 

expertise. The Travel Leaders Fran-

chise Group Division has rerouted over 

50,000 leads in this manner to its 350 

franchisee members.

Chacko said the planning phase of the 

travel journey should be considered part 

of the overall travel experience.

The Travel Leaders Corporate Division is 

responding to today’s market 

opportunities in corporate travel with a 

new business unit called Financial 

Solutions, which is “primarily in the 

business of analytics and visualization 

around travel spend.”

Chacko said there’s a tension between 

business travelers and their desire to 

use these amazing sets of tools and 

capabilities that are available to them, 

while still trying to comply with a cor-

poration’s perspective on policies and 

rules for booking travel.

The redefining of work and workplace 

culture today based on technological 

advances is driving the rise in “bleisure” 

travel, where people combine leisure 

and business pursuits. This is especially 

attractive to Millennials.

Ninan Chacko
Emerging Worlds of Corporate and Leisure Travel
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The biggest trend in 
travel distribution is a 

“much wider range of tools, 
capabilities and technology, 

and much more-empowered 
consumers who are highly 

educated about the 
travel landscape.”



What’s ahead for travelers with satel-

lite-based Wi-Fi, which works over land 

and sea? Small points to the ability to 

rebook upcoming flights while airborne 

as well as making restaurant reserva-

tions during flights; other developments 

include more efficient browsing and 

video streaming.

Smartphone use on planes is growing 

much faster than laptop and tablet use 

perhaps because of airlines sticking 

more seats in planes, Small says.

What is not coming with advances in 

satellite-based Wi-Fi in the U.S? Phone 

calls, says Small, who notes that voice 

calls become less important as travelers 

communicate more frequently by email 

and text.

Gogo supports multiple business 

models for airline Wi-Fi including 

fee-based and free/sponsored models, 

says Small. “Bags fly free or they don’t,” 

Small says. “Most airlines like getting a 

check more than writing a check.”

Small believes that the company’s 

new and proprietary 2KU satellite tech 

would deliver Wi-Fi at twice the speed 

of its air-to ground system and at a 

lower cost.

The new tech would enable a bevy 

of new apps, although Gogo has no 

intention of getting into the apps-

creation business. It will leave that to 

the experts in each field but will help 

enable them to build efficient apps on 

Gogo’s platform

Michael Small
The Digital Habits of Air Travelers and What Brands Can Learn From Them
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The new tech would 
better-connect passenger 
and crew on the plane and 

enable an airline to monitor 
flight performance and other 

operations from the ground.
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