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Closer to the travel choice

Therefore online travel sites need to 

gear up to deliver this change and lay 

the foundation for a data-driven AI 

approach.  A fundamental requirement 

for all travel portals is to ascertain 

whether their planned budget split 

between “customer acquisition” (SEM) 

and “customer experience” (onside 

optimisation & service) is viable. 

Losing more than 99 of 100 acquired 

customers should be a clear sign to 

shift the focus – towards the client 

and with AI, towards a future-oriented 

digital travel strategy. 

Data, high-octane fuel for AI

Today, the individual online travel 

shopper is faced with a huge variety 

of travel choices. In addition to the 

growing number of digital touchpoints 

for searching and booking travel 

online, there seems to be an endless 

number of ways to set up the journey 

itself. This immense fragmentation 

and pool of travel options therefore 

has its flipside for the travel customers 

– they encounter many choices and 

booking options that are not relevant 

for their purchase intention.

At the same time, travel portals need to 

make sense of the increasing amount 

of data that underlies this wide pool 

of travel options as well as data that 

emerges from the customers. Travel 

technology and online marketing 

experts are confronted with various 

valuable data streams:

• Order and transaction data

• Client data

• Operational data

• Client interaction with the portal,  

 services and products
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Ever-increasing amounts of data and a large number of self-

learning algorithms that power intelligent business process are 

already fuelling the rise of AI in the online travel industry. In the 

wake of this progress, AI will bring about new customer-focused 

systems that will make online travel distribution and travelling 

much simpler and more convenient. Particularly in the field of 

online travel shopping, AI provides strong potential to further 

personalise the real-time experience of the user during his visit  

and along the customer’s booking journey.
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But how could those streams be 

used to deliver the ideal travel 

offer that meets today’s customer 

expectations? The good news is 

that all this data is high-octane fuel 

for AI. Already today, applied AI 

Recommending the ideal product to each individual user is one key outcome 

of AI based personalisation. Such personalised recommendations can act as 

special agents to support users in certain situations in their booking journey. 

Personalised recommendations are best injected at key placements such as 

the homepage, beside offer lists and on offer detail pages or at the availability 

check results page. Alternatives to booked out offers, better matching offers 

in alternative destinations or welcome back pages positively contribute to the 

UX. Significant uplifts in average booking prices and and lead to substantial 

uplifts in average booking prices and conversion.

helps to solve the mutual need of 

online travel shoppers and travel 

portals to increase the relevance of 

travel search results, personalised 

recommendations and tailored 

offers.
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AI with a travel focus

At bd4travel, we live and breathe 

new paradigms such as AI driven 

end consumer value, taking and 

turning them into practical solutions 

to achieve intelligent personalisation 

for online travel. We think that 

finding and booking travel online 

should be easier and more personal 

for customers. Using AI, we support 

travel portals in providing “just the 

right” experience for each individual 

travel site visitor.

Discovering value that matters

Analysing data and discovering valuable information is hard work – 

fortunately, it can be taken care of by machines and supported by 

AI. bd4travel has developed a turnkey solution – easy, fast and lean 

to implement – which is specifically designed for the requirements 

of the travel industry. This travel focus is the result of the unique 

demands of online travel compared to other online retail industries, 

since online travel shopping is a high involvement purchase within 

complex backend systems.
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A personalized sorting of search results is another possibility allowed by 

AI based personalisation and directly enhances the user search. Dynamic 

product lists are sorted by individual preferences and the most individually 

relevant offer attributes are selected and highlighted. Personalized sorting can 

be provided instead of or as a (default) option in parallel to price sorted result 

lists. The significant increase in engagement and the average booking prices 

can reach double digit percentages compared to price sorted lists.

Relevance Most popular Price

bd4travel applies AI for online travel 

to…

• increase the relevance of dis- 

 played travel options by delivering  

 innovative solutions to further  

 personalise online travel shopping

• simplify the customer experience  

 to achieve a more seamless and  

 supportive UX, avoiding redundant  

 actions during the search and  

 booking process 

• create more exciting and inspiring  

 onsite experiences that help the  

 digital travel business grow

Based on these advances, the 

travel industry can implement new 

services that didn’t exist before – 

creating a new value proposition 

for online sales channels. While 

traditional channels still have their 

strengths and advantages, AI can 

also help adapt these for the digital 

age or combine both. 

For example:

• Taking the full travel portfolio  

 into account with a personal,  

 user-centric scope – which is not  

 manageable by agents 
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• Taking various databases with  

 relevant information into conside- 

 ration, such as review data

• Detecting the changing demands  

 of a user during the decision  

 process

• Reacting online in milliseconds  

 while processing all of the above

Ubiquitous (– but) yet invisible

The boost from AI brings travel tech-

nology for intelligent personalisation 

to a new level: ubiquitous yet invisi-

ble, well-accepted if done right and 

intuitive to use. Catering to the users’ 

needs, while boosting the efficiency 

of the portal’s performance.

Improved programmatic media buying and advertising is another opportunity 

from AI based personalisation. Such campaigns profit from effectively 

targeted users and personalized ad content – leading to a significant decrease 

of customer acquisition costs.  This is again driven by real-time user profiles 

which enable the targeting of users with highest booking probabilities while 

the offers shown are dynamically selected based on their individual interests. 

Thus, the automated management of SEM campaigns for retargeting users 

who already searched on your portal or have a high probability of booking is 

becoming much more a reality.
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More Resources on AI-based Personalisation in Travel: To find out more 

about AI-based personalisation in travel, visit www.bd4travel.com/resources 

and dive into our other white paper, case studies and infographics.
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Andy Owen Jones, co-founder and 

CEO of bd4travel: “We don’t think 

so, if it is done well. On the contra-

ry, personalisation provides results 

that would otherwise never have 

come to the attention of the user. 

Intelligent personalisation requires 

the system and its algorithms to 

Andy: “Customers are happy to pro-

vide their user data if they see that it 

brings a positive result. It is a trade-

off, personal data against enhanced 

usability. Such win-win situations can  

be smart enough and not to only 

operate on thin data or rudimentary 

rules. Furthermore, personalisation 

should be transparent for the user 

and offer triggers to give direct 

feedback i.e. Show me more like 

this/less of this.”

only flourish within a trusting envi-

ronment, where a user trusts that the 

portal will only implement his data 

in a meaningful way to improve the 

service for him.”

Some say personalisation puts blinkers on the user’s eyes and prevents 

him from discovering unknown, but desirable travel options?

What does the user expect in return for sharing some of his data? 
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