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Nobody cares for the traveler
No one owns the entire door-to-door trip experience
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It's a silo treatment
Every supplier (Air, Hotel or Car) owns a piece of the puzzle
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Distribution Diffusion
Information is ubiquitous | Move from Transaction to Relation
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Moving from saving to spending mode
Fish where the fishes are
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The Only way to interact win your CUSTOME@T while he’s enjoying
your product (i.e. traveling) is using a mobile device.



Business model thinking for mobile travel

White label travel
Agency/Corporate solution

Data gathering

& Integration
& Mobilization

Of customers

Transact
or
Advertise

Trip Engagement Factor

CONVERSION
ENGAGE WITH GOAL
TRAVELER
SEND & IN TRIP
CONVERT TO
BOOKING MOBILE
PROCESSING &
CONFIGURE ANALYSIS
& BRANDING
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The red black box: Engagement Factor
Measure why and how customers engage

ATTITUDE

of using a new technology” (Davis et al., 1989)

design,
responsiveness,
positive experience,
‘surprise’ factor

-“a person’s affective evaluation of the costs and benefits

TRUST

- reliabifity,
- correct functioning
(Hernandez-Ortega, 2011)

well-functioning / without technical problems, bugs,
accurate info,

safe transaclions;

explanation that the provided information is safe;
personal

USEFULNESS

- the degree to which a person believes
that using a particular system wouwld
enhance hissher job performance (Davis,
1859)

« offering products and services that will
-make the trip easier, I
-eliminate stress, I
=save time and effort fl

EASE OF USE )

the degree to which a person believes that
using a particular system would be free of
physical and mental effort (Davis, 1989)

« no effort is needed to use the service,
¢« all the information is easy to find
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We can only find intent through engagement
Relevance Intelligence | Building a recommendation engine

Customer Type
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Guess who knows how to monetize engagement?
62% of Facebook’s advertising comes from mobile

Facebook revenue by segment ($bn)

® Mobile ads 3.0
® Payments & Other

W Desktop ads
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And Intent will be the new mobile advertising currency

Google Now & Contextual intelligence
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Own the travel cycle — Increase service & post booking spending intent

Lengthen the Customer Lifeceycle o —
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Questions?

jeroen.vanvelzen@soundofdata.com

http://twitter.com/jeve London, November 4th, 2014
http://www.linkedin.com/vanvelzen



