
TECHNOLOGY
TRENDS FOR THE
TRAVEL SECTOR

# U L T I M A T E I N S I G H T S

MULTILINGUAL CUSTOMER
SUPPORT

The travel industry is one of the most innovative in the world, as well as
one of the quickest to adopt new technologies. To stay ahead of the
competition, it is incredibly important for travel organisations to think

outside the box to reach their global customers in a more creative and
engaging way, through new digital mediums. 

As international businesses grow, therein lies the

challenge of keeping a global customer base

happy. Truly global companies already have a

multilingual strategy in place to deliver high-quality

customer support, so to keep up with the

competition this is one area to focus your attention

on in 2020.

C H A T B O T S  A N D  M E S S A G I N G
A P P S

VOICE SEARCH

USER-GENERATED CONTENT

BIG DATA

Chatbots and messaging apps are becoming

increasingly popular, when used in the right way,

especially with Millennials who now preferring this

somewhat “detached” method of communication.

There are plenty of opportunities to use artificial

intelligence (AI) to improve cross-cultural

communication for international travellers.

Companies like TripAdvisor, Expedia and
Booking.com rely on user-generated content

(UGC) to build brand loyalty and drive revenue.
Many organisations are looking to machine

translation to help make their content
accessible to all potential customers, no matter

where they reside in the world.

If harnessed in the right way, voice search
technology can be utilised by the travel sector to
reach their global customers in new and exciting
forms such as, unmanned information desks and
in-room voice controlled smart hubs. It might just
take a while until the voice search technology can
deliver high-quality results in more languages.

As we move into the next decade, many
organisations in the travel sector will make a
major shift towards analysing data to maximise
on the potential of personalisation. This is sure
to be one area that we will see grow in the next
12-months as OTAs, hotel chains and airlines
hone in on using data to truly understand their
customers’ wants and needs.


