
Big Data and Personalisation within the Online Travel Sector.

Driving actionable results. Increasing ROI. 
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Executive Summary

ÁTheGoalandChallengesin BigData

ÁTheOpportunitiesin BigData

ÁMiningbehaviouraldataandtransactionaldata.

ÁEnsuringeverythingisEvidenceBased

ÁCaseStudy: SolosHolidays

ÁUnlockingother PersonalisationFeaturesfor the TravelSector
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Á Online/e-ecommercemarket place is now critical pathway in the commercial
landscape.

Á SEOand PPChave becomeestablishedparts of the online businesslifecycle .
NewTechniquesareemerging..

Á On-line personalizationtechnologyhasάŎƻƳŜof ŀƎŜέand with the continuing
momentum,there arecommerciallyprofitableopportunitiesto be grasped

Á Keythemesabout personalisation

Á άnot just the buzzwordof the moment, it is the key to beingsuccessfulonlineέ.
LuxurygoodsmagazineJuly2013

Á άthe top ranked challengefor organisationsseekingto optimise their digital
presenceέ. Adobesurveyof digitalmarketers,January2014

Å What personalisationdelivers

Á .. the right experienceto the user,at the right time and on the right device,via
tailored experiencescombininghistorical,behavioraland profile data with real-
time situationalfeedback
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The importance of Personalisationis now firmly on the digital marketers agenda 

Background



Á Amazon increasesrevenuesby 30% utilising proprietary technologyto cross-sell
productsviapersonalisedrecommendations

Á While~40%of the largere-commerceoperatorsusepersonalisation, there is little
efficient or advancedtechnologyin the TravelSectorthat allowsSMEΩsto increase
their crosssellingof product.

Á OurProductofferingisdesignedto givethesebusinessesthe Amazoneffect.
Á Wehavebuilt it, own the IPandarenow in rollout phase.

Å Howis Successmeasured?

Á IncreasedConversionsςCartv NoCart

Á Increasedbasketsize(averageorder value)- ecommerce

Á Increasein customerengagementimprovedcustomerjourneys

Á Timeon Site,PagesViewedv Bouncerates

Á Googlev OurProduct

Á ActionableInsightsςVisitorsVCustomersandIntegratorsv Websites

Understanding Personalisation

Personalisationis the key to being successful online
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The market opportunity
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There are known knowns ;

there are things we know we know.

We also know there are known unknowns ;

that is to say we know there are some things
we do not know.

But there are also unknown unknowns ;

there are things we do not know we don't know.

Donald Rumsfeld
former US Secretary of Defence

THE GOAL OF BIG DATA: MINE THE MEANING WITHIN YOUR 

DATA WORLD
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November 5, 2015

Application of Big Data

Consumers Demand Relevant Customer Experiences

Smart marketers today are focused on the customer. They are focused on building a 
relationship with that customer over time and on what that relationship means to the 
brand. There's an opportunity for marketers to leapfrog the rest of the market by 

putting that customer at the center of their marketing organization.

Better Customer Experiences Start With Data
άWhat excites me the most today is how the marketer can have control, seamless 
control, using all the data available. You can take all this incredible rich data, know the 
customer so much better online, offline, and then change the environment so that itΩs 
personalized to them. ThatΩs the future, and itΩs now.έ

Bryan Eisenberg
best-selling author
& online marketing pioneer
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The Challenges -- Unlocking the Potential of Big Data

BIG DATA is a...

1. Full Opportunity
Have the storage, processing capacity, and skilled personnel to use big 
data effectively  15%
2. Part Obstacle/Part Opportunity
Are close to using big data effectively 19%
3. Part Obstacle/Part Opportunity
Have a long way to go 61%
4. Full Obstacle
Strains storage/internal processes, unable to use big data for decision-
making 5%

Ą
Most companies can do much more with their big data.

Source: CMO Council/SAS 2015



Psonify ïOur Vision and Goals
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Simple to use. Sophisticated and valuable outputs

ÅOur route to goal has been to solve problems for busy/understaffed 
business owners in their domains 
ïWe are focused on the Middle Markets

ïArtificial Intelligence (AI) ςcomplex technologies yet simple front end 
business intelligence

ï Lessons Learned ςTrading, Dating and Legal&Compliance

ÅOur aim is to provide simple plug and play solutions
ï Front end ςjavascriptand APIΩs

ïBack End database integrations

ÅWe must deliver an increase in customer engagement and customer 
satisfaction

ÅWe must provide business owners with smart actionable insights 
and business intelligence in an easy to digest manner



Step 1:  Load/refresh the data
{ǘŜǇ нΥ  !ƎǊŜŜ ǘƘŜ YtLΩǎ
Step 3:Crawl/Create features
Step 4:  Run algorithms
Step 5:  Report/Review the results

- Repeat every 30 days!
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APPROACH: HOW DOES IT WORK –ANALYSIS FALLS INTO 5 STEPS



Case Study: Solos Holidays (www.solosholidays.com)

ÁTheProblem
Á We spenda small monthly fortune driving traffic to our site yet when they land we

have no idea how to engagewith our visitors, who they are and hencewe want to
increasethe chancesof convertingthem.

Á Thetraditional channelsof print are just not economicallyviable to us or attractive to
our customers

Á Many of our customersusethe Searchfunction. If we don’t haveavailability we don’t
haveanythingto showthem andwe losethem. Our bounceratesare too high.

Á Canyou help usdrive more traffic into our Cart/ConversionFunnel

ÁTheComplication
Á We have a back end system and they cant provide us with the personalisation

techniqueswe believewe require

Á We pre-buy someholidaysand theseare the oneswe want usersto see. Canyou help
uspromote these?
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Case Study: Solos Holidays

ÁTheKPI’s
Á What is a Conversion

Á What is “success”in termsof customerengagement

ÁTheObservations
Á Identify Pageswhere Visitorsaredroppingoff….Interest graph

Á 70%of site visitorsareusingPC

Á 30% are using mobile or tablets  -certain pages are not responsive

Á Significant drop offs through the booking platform

Á TheSolutionandthe Reporting

Á Re-funnelling /Re-designof certainpages

Á Personalisation–

ÁApply the Algorithms

ÁCreateyour output -“Youmayalsobe interestedin this”

ÁGivea simplemessage

Á Useour RealTimepromotions override to pushyour pre-bought holidays
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Further Enhancements to Search

Á Intuitive Realtime search
Á Performlookupsin real-time.

Á We can use the sounds of words, with error margins, to find words that sound similar to ones typed 
in search boxes and suggest similar and / or related ones in results. 

Á By integrating this function you can help customers quickly find what they want, and indeed offer 
what they might want based on intelligent assumptions. 

ÅActionable Insights from Search
Á Show the top 50 or 100 most valuable and popular searches per day/week on your website. 

Á Keyword research is one of the most important, valuable and high return activities in the search 
market field.

Á Learn more about your customers as a whole.

Á This will improve your SEO and provide content to your visitors that they are actively seeking. 
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Abandoned Cart Recovery
Á TheProblem

Á Research shows that travel operators, with higher average orders and longer 
buying cycles face significantly higher abandonment rates than their peers in 
other industries. 

Á Travel ecommerce sites saw over 80% rates compared to approximately 70% in 
Retail and Fashion.  

Á TheSolution

Á Sendtargetedfollow up emailsto customerswho haveabandonedHolidaysin
their cart incentivisingand enablingthem to recoverthe shoppingcart easily
andto continuewith the purchase.

Á SuccessfulResultsROItend to be in the 1-4%range
Á Engagemorewith your customersoffline

ÁOnceyour in the backend -sendpersonalisedemails
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Personalised Home Pages (P-URLôs)

Å A PURL is a unique and  personalise Web address created especially for your 
customers ςhow many customers do you have ?

Å t¦w[Ωǎ Ŏƻƴǘŀƛƴ ǘƘŜ ǊŜŎƛǇƛŜƴǘΩǎ ƴŀƳŜ ƛƴǎƛŘŜ ŀ ²Ŝō ŀŘŘǊŜǎǎ ǊŜǎŜǊǾŜŘ ŜȄŎƭǳǎƛǾŜƭȅ ŦƻǊ 
them

Å E.G: name of company/psonify/marc.anderson

Å Think of it as a concierge service for your prospects or customers creating a truly 
personal and engaging experience

Å Output

ï Send more relevant content to your customers

ï Sell more services to your customers

16



Sentiment, Rating Reviews and Brand Reputation

Å Beyond Traditional Rating Reviewsςsearching the FreeTextboxes 

Å Proprietary technology from the Homeland security sector

Å Searching Social media  -TruelyMulti Lingual. Beyond keyword search...
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Court  of law Royal Court Athletics Court

Court

Legal Domain Sports Domain

Ontological 
context 
relating to 
Monarchy

Ontological 
context 
relating to 
Legal Affairs

Ontological 
context 
relating to 
Sport

Disambiguation

Ontological Disambiguation ςnail the context



Thank you
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Personaliseyour customer experiences

Increasetraffic, sales& customersatisfaction

Gain new insights from customer behaviour


