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• Andrea Shey, Director of Loyalty Marketing, 
Celebrity Cruises New 

• Wes Albaugh, Manager, Personalization, Hilton 
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• Deanna Stacey, VP, Digital, Loyalty, Porter Airlines 
New 
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• Debra B. Smith, VP, Digital Marketing & Visitor 
Services, 

• Nashville Convention & Visitors Corp 
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• Mikhail Krymov, Founder, Sleepbox New 
• Brendan Witcher, Vice President, Principal Analyst, 
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• Ravi N. Raj, CEO & Co-Founder, Passage AI 
• Brian Barth, Founder and CEO, Uplift, Inc. 
• Michael Osborne, CEO & President, SmarterHQ 
• Hussien Ebied, Senior Director of Strategy, 
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Format Guide 

We highly recommend to all 

speakers that they approach their 

topic with the core business problem 

in mind and that he/she  explicitly 

provide 2-3 key takeaways for the 

audience during his/her remarks. 

 

Keynote/Presentation  

A short, sharp 20-30 minute PPT 

presentation modelled after Ted 

Talks with a five minute Q/A. 

 

Fireside Chat 

Interview style session with either a 

member of the press or a fellow 

faculty member 

 
Panel  
A moderated discussion on stage 

featuring 3-4 panelists with 

audience Q&A. 

 

Roundtable 
Peer-led small group discussion with 

10-15 participants per table. 

 

Layover 
An extended session for attendees 

to workshop a topic requiring in-

depth discussion. 

 

Case Study  
A 20 minute storytelling style 

glimpse at a fresh & innovative 

initiative   

 

The Lounge   
Bring your questions on the 

suggested category and discuss in 

small group  

 

Interactive 
A 20-minute audience discussion in 
small groups in response to a 
question or challenge posted by the 

preceding panel or case study. The 
panel or case study speakers will 
mingle among the groups to answer 
questions or guide discussion. 
 
Multiplayer Game 
 Small group of 25-30 participants 
led by two peer moderators.  Group 
will be presented with a business 
case where different sides have to 
align on the approach.  Attendees 
will be encouraged to take on a role 
other than their real life role 
(advertisers pretend to be agency, 
etc.) 
 
Tech Stop 
A technology focused session.  You 

will be given your Tech Passport at 

registration.  Collect stamps at each 

session for the chance to win a prize. 
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DAY ZERO 

Sunday Funday 
SUNDAY, APRIL 7, 2019 

 
4:00 PM – 6:00 PM 

Get moving and exploring! 
PRE-EVENT NETWORKING BIKE RIDE  
No need to wait, you can start networking as soon as you check in.  Grab a beach cruiser courtesy of our venue and join your 
fellow attendees to explore the resort’s 45 sunny acres. 
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DAY ONE 

Dreams & Plans 
MONDAY, APRIL 8, 2019 

 
Each day of Digital Travel 2019 will delve into a phase of the customer journey – and its parallel implications within your 
company’s strategy and structure.  Day One will start with dreaming, celebrating the first part of the customer journey 
during which companies have the opportunity to inspire and build brand recognition. 
 

 
7:40 am Continental Breakfast & Registration for All Attendees   
8:40 am Welcome Remarks and Icebreaker 

Krishna Patel, Senior Conference Producer, WBR 
 

8:45 am Chairperson’s Opening Remarks 
Brian Barth, Founder and CEO, Uplift, Inc. 

9:00 am KEYNOTE or PANEL “You are Here” – Positioning Yourself with Respect to Ongoing and Future Trends 
 
Staying on top of current events and changing consumer expectations is a balancing act akin to find your location 
on a map that is always moving.  We’ll start the mental journey into the strategic discussions of the next three days 
by thinking about: 
• Things change every three months, what are recent developments of note and what can we expect next? 

• When GDP drops, travel drops, what companies are doing to combat  uncertainty caused by trade problems 

• Any new or pending mergers and acquisitions and their impact 

• Pending disruption from players including Google and Amazon 

9:20  am CASE STUDY Riding a New Wave in Cruises 

As we researched our program agenda it became clear: the cruise companies are the cool kids, and you want to 
hear from them!  Let’s set sail and explore though this case study with a hop off, hop on again when it comes to the 
stuff of seafaring dreams including: 
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• Wearables at sea 

• Leveraging relationships with travel agents 

• Forging strong relationships with customers across audiences 

 
9:40 am KEYNOTE or PANEL The New Borders on Data Privacy: What to Keep In Mind When It Comes to the Impact of 

the GDPR On Your Marketing Activities 

 

• Working with a legal team to ensure the best efforts at compliance 

• Impact of the use of cookies and promotions 

• Impact on Facebook competitions   

 
10:20 am Morning Refreshments & Networking Break in the Solutions Lounge 

  
11:00 am FIRESIDE CHAT  The Best Vista Ever – Getting to the Lookout Point that Gives You a Clear View of Your 

Customer  

 
Simon Lejeune, Head of User Acquisition, Hopper 
Co-Chat Speaker TBD 

 

This fireside chat  will feature a peer to peer interview on how each company  is leveraging customer data to get a 
fuller view of his/her needs as they prepare for or are actively traveling.  
• Considering how your offering may tie into the larger set of travel services needed     

• How can we get all the data, get all the nuances, read into that and make conclusions? 

• Is AI real or a buzzword? 

 
11:20 am TECH STOP 



4 
 

11:45 am PANEL (Tonight Show Style) Win the booking!  Now with… BETTER SEGMENTATION 

 

Moderator: Brian Barth, Founder and CEO, Uplift, Inc. 
Andrew Wilson, Executive Vice President & Chief Marketing Officer, Atlanta Convention & Visitors Bureau 
Wes Albaugh, Manager, Personalization, Hilton  
Michael Osborne, CEO & President, SmarterHQ 

Panelist TBD 

 

The struggle bus with the most seats in the travel industry these days seems to be the one for folks working to 
creating a customer data layer that they can really market from.  We’re talking the one that makes better personas, 
faster, so you can be smarter and more triggered in deploying personalized campaigns.  This is a global aspiration 
that is great in theory, “damn difficult” (in the exact words of your peers) to do in reality.  How can we begin to 
wrap our brains and arms around customer segmentation? 
 

• You’re as old as you feel! It’s about more than millennials. If you really want to target you have to 

look at sub-segments and understand: its not age specific its behavior and interest specific.   

• How do you identify these people and leverage their info in your marketing tactics?   

 
12:20 pm Lunch for All Attendees   

 
1:20 pm ROUNDTABLES: A highlight of Digital Travel, roundtable discussions are your best opportunity to deep-dive into 

discussions and idea-share with your peers. You pick 2 themes during this session.  
 
ROUNDTABLE 1  You’re Not Alone – The Ups and Downs of Getting Started in E-Commerce  
Discussion Leader Marie Aniort, E-Commerce Officer, Qatar Airways 

 

ROUNDTABLE 2 What Was Your Best Promo This Year, and Why?   

Discussion Leader Brian Angello, Director of Marketing - Resorts & Cabins, The Dollywood Company 
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ROUNDTABLE 3 It’s Automatic!  How We Can Leverage Automation to Drive Efficiency of Marketing Spend 

Discussion Leader 
 
ROUNDTABLE 4 Win the booking!  Now with… BETTER SEO & WEBSITES - Best Practices Specific to Hospitality   
Discussion Leader 
 
ROUNDTABLE 5  Making E-Blasts Fun, Creative, and Effective  

Discussion Leader 
 
ROUNDTABLE 6 Strategies for Staying Competitive When Wholesales Sites Are Showing a Vastly Reduced 
Version of Your Rates on Metasearch 
Discussion Leader 
 
ROUNDTABLE 7 This Is Unreal – Spotting and Deterring Fraudulent Bookings   
Discussion Leader 
  

2:20 pm  Refreshment Break & Networking   
   

TRACK A 

Creating FOMO 
 

TRACK B 

I’m Dreaming Of… 
 

TRACK C  

Small Group  

 
TRACK D  

C-Suite 
Getaway 

(Invitation Only) 
(Travel Only) 

3:00 pm Chairperson’s Afternoon 
Address 
  
  

Chairperson’s Afternoon 
Address 
  

3:10 pm CASE STUDY  Making it to 

Your Target Traveler’s 

Bucket List 
 
How do you position your 

CASE STUDY Innovating Where 

the Travel Industry Is Broken 

Sit right down and hear a tale of 

a company that is working to 

 
LAYOVER 

(3:25 – 4:15) 

Protecting Your 

  
C-LEVEL PANEL 

(3:00-3:40) 
How Are You 
Redesigning Your 
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brand as the sort of 
experience that people put 
on their aspirational, “once 
I’ve done this I will have 
made it,” list? 
• Building impressions 

over time 

• Approaching your 

content as inspirational 

rather than 

transactional 

• Tactics for evoking 

emotion 

 

address a gap in the travel 

industry’s standard of 

experience, business process, 

and societal impact.  Get your 

minds racing on how to improve 

things from where you stand 

when you dig into the challenge 

question and discuss it with your 

peers. 

•  

Company and Website 

from ADA Compliance 

Lawsuits 

• Understanding the 

different overall 

requirements of 

ADA compliance 

given varying 

statutes 

• Technical 

requirements 

including color 

contrast, label 

placement, 

keyboard 

accessibility, etc. 

• Best practices for 

working with your 

developers 

    
 

Customer Experience 
to Reflect Evolving 
Digital Habits? 
 

Justin Erbacci, Deputy 

Executive Director - 

Chief Innovation and 

Technology Officer, 

Los Angeles World 
Airports 
 

3:30 pm TECH STOP 
PRESENTED BY AFFIRM 

TECH STOP 
 

 

3:40 pm CASE STUDY #INSPO 

Building Your Social Media 

Following 

 
Who doesn’t want to feel 
popular?  But how can you 
engineer that precious X 
growth in followers on 
social, and how do you 
gauge the quality of your 
audience?  This case study 
will peek behind the posts 
and pictures to look at the 
guts of a digital campaign 

CASE STUDY No Two Paths Are 

Alike - A Customer’s Journey 

from Dreaming to Loyalty  

 

Deanna Stacey, VP, Digital, 
Loyalty, Porter Airlines 
 
What does the complete 
customer journey at your 
company look like?  Whiteboard 
it out for the crowd and let us 
know how you have structured 
your customer’s experience 
when it comes to:  

 
ROUNDTABLE 
DISCUSSIONS 

(3:40-4:40) 
 

Topic 1: Dealing With 
Cultural Change 

 
Topic 2: Growth & 
Repositioning The 

Brand Promise 
 

Topic 3: AI and Other 
Shiny New Things – 
Buzzword or Solid 
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to build a powerhouse 
social media account. 

 

• What message 

you send, at what 

time, across what 

channel 

• What are you 

most proud of 

• What would you 

most like to 

improve 

• Findings from A/B 
testing – what 

have you done to 

refine the process 

 

Strategy? 
 

Topic 4: The Next Big 
Innovation In Travel 

4:00 pm CASE STUDY Brand 

Positioning as Picture 

Perfect as That Blogger’s 

Instagram Feed    
 
Bloggers and influencers 
are making it easier for 
people to plan for 
themselves while fueling 
many a daydream.  Where is 
she in that swimsuit? What 
incredible vista is he looking 
at while eating that perfectly 
plated meal?  These content 

CASE STUDY Getting Up Close 

and Personal – How Do We 

Implement Good 

Personalization? 

• How do we personalize 

experiences for customers 

• What does good 

personalization look like 

• How to make 
personalization consistent 

across channels 

• Finding a balance between 

anticipating needs and 

 
THE LOUNGE 
(4:00 – 5:00) 

Better Segmentation 
Bring your questions 

on the suggested 
category and discuss in 

small group. 
 

  
(roundtables continue) 
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nuggets provide an 
invaluable opportunity for 
your brand to insert itself 
into the feeling of FOMO 
that will motivate your 
traveler to book their next 
trip so they can get the all 
important picture too.  This 
session will delve into 
strategies for tapping into 
these highly engaged 
audience segments, with 
important considerations 
to help you create a 
baseline ROI. 
• How are major brands 

able to capture 

audiences with 

influencers 

• “Pay for Performance” 

models for structuring 

influencer 

collaborations to 

ensure more concrete 

returns 

• Resources for 

connecting with the 

right influencer for your 

needs, with the right 

audience 

respecting the customer’s 

space  
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• Managing requests for 

free services – what is 

the real value? 

  
 

4:20 
 

PANEL Don’t Be #BASIC – 

Meeting Changing 

Customer Expectations By 

Offering  Unique and 

Memorable Experiences   
 
Niche “curated” travel 
companies continue to 
spring up, more and more 
providers are offering 
“experience” services to 
complement hotel 
bookings, and partners are 
growing more selective 
about what inventory they 
want to list.    This 
discussion will explore: 

PANEL Getting with the 

Program(matic) – How the 

Industry Can Achieve Greater 

Transparency in the Buy Space   

Alex Sutton III, Director, Digital 
Acquisition, Avis Budget Group 
Amanda Johnson, Director, 
Media & Digital Marketing, 
Herschend Family 
Entertainment 
 
• Top questions for 

advertisers  to ask when  

talking to a vendor in the 

space  

• How do you calculate the 
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• Developing unique 

experiences and finding 

the right audience 

members for it 

• How much is curation 

winning against price 

 

return? 

• Gauging the quality of the 

ad space 

• Strategies for spotting and 

managing fraud    

• How to informing your 

programmatic choices using 

your first party data 

• Wins and fails in look alike 

audience targeting  
 

 
C-Suite Getaway 
Afternoon Wine 

Tasting 
(4:40 – 5:40) 

For the next hour, 
indulge with a variety 

of California wines, and 
enjoy a tasting 

presentation hosted by 
a sommelier. 

  
 

5:00 pm Welcome Party   

6:30 pm  End of Day One 
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DAY TWO  

Booking & Experience 
TUESDAY, APRIL 9,  2019 

 

Technology keeps evolving, consumer expectations for ease and convenience keep heightening, but at the end of the day it’s 

the same age old goal of getting the customer over the decision making line, and making sure they feel great doing it.  It’s the 

initial step of the experience that carries through their preparations fro the trip, taking the trip, and then hearing from you 

after.    Join us for Day Two as we trek into where companies are innovating, where they are working to improve, and how 

transformations to the customer journey start within.   

  
7:40 am Continental Breakfast & Registration for All Attendees in the Solutions Lounge 

  
8:40 am Welcome Remarks   

Krishna Patel, Senior Conference Producer, WBR 
 

8:45 am Chairperson’s Opening Remarks 
Ravi N. Raj, CEO & Co-Founder, Passage AI 
 

9:00 am 
  

KEYNOTE  

9:20 am KEYNOTE None Of Us Can Stop Looking at Our Phones, Even When We Are Watching a Beautiful Tropical 

Sunset 

 

• How has mobile influenced the way people plan and travel?  

• How are companies getting people to not only convert but be educated quickly? 

• How to get more people into the app and using the app 

 
9:40 am PANEL (Tonight Show Style) Win the booking!  Now with… MORE CONTENT 
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• Examples of getting people to book and stay using branded content 

• Content is expensive, the space is crowded, how are companies coming up with new and fresh ideas for 

content? 

• The challenges of content and getting quality content 

• What kind of content are people looking for that is going to inspire and convert them in the transaction 

phase 

• Pros and cons of leveraging UGC 

10:20 am Morning Refreshments & Networking Break   
11: 00 am CASE STUDY Giving Your Customer Future-feels By Bringing Tech into the Experience  

 

Have you ever walked into a travel experience and felt overcome with a sense of wonder, thinking, “have I 
travelled to the future?”  With each case study we’ll look at how hospitality is taking a page from The Jetsons 
when it comes to the following, with specific emphasis on how was this tech chosen, developed, integrated and 
received. 

 
• Digitalization of guest experience 

• New ways to connect with guests when they are not on site 

• Smart home tech and voice activated assistants in hotels 

• Digital check in 

• Door key entry with mobile phone 

• Operationalizing the tech: how do you gather those requests and use that info to serve a guest? 

• Where does automation and AI stop and personal service take over? 

 
11:20 am TECH STOP 
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11: 40 am FIRESIDE CHAT  I’ve Discovered an Easier Way to Get People to Book Directly 
 
There has been a slow progression to understanding how the majority of travelers are comfortable in booking.  
This case study will offer an illustrative example a tactical change that led to more direct bookings, 
• Agree or disagree: Offering niceties and personalized connections with the customers is the only way to 

differentiate. 

• Are OTAs just going for price? 

12:00 pm Lunch for All Attendees   
  

TRACK A  

International 
This track will discuss how you can go 

beyond the borders of your company to 
reach consumers or work with industry 

partners to achieve business goals. 
 

 
TRACK B  

Domestic 
This track will focus on what you 

can accomplish within your 
company to improve your 

conversion rate and provide 
excellent experience. 

 

 
TRACK C  

Small Group  
 

1:00 pm Chairperson’s Afternoon Address Chairperson’s Afternoon Address 

1:15 pm PANEL Everyone Can Win When We 

Admit: No One Owns the Customer, The 

Customer Owns Us 

 

Justin Erbacci, Deputy Executive 

Director - Chief Innovation and 

Technology Officer, Los Angeles World 
Airports 
 

CASE STUDY INTERACTIVE  Win 

the booking! Now with… MORE 

ANALYTICS  

 

Connie Marianacci, Director of 

eCommerce Strategy & 

Performance, Digital Marketing, 

North & Central America, Accor 
Hotels 

 
(1:00 – 1:55) 

LOUNGE  

Channel Surfing: What 

Three Things Would You 

Recommend to Your Peers 

When it Comes to 

Leveraging Your Budget to 

Maximize Campaign 
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When it comes to offering customized 
products and services to people through 
their preferred channel, it takes a lot to 
admit that that favorite channel might not 
be you. This discussion will bring together 
cross industry players to discuss how the 
travel industry can work more 
collaboratively to provide better service 
to the customer across the digital 
ecosystem. 

• Benefits to partnerships 

• Working around sensitive 

areas like customer privacy 

and proprietary systems 

•  Who is the key interactor with 

the customer and how they 

can be a touchpoint for other 

players to provide everything 

the traveler needs to have a 

smooth journey  

 

It’s the same age old question: how 
can you get that sweet sweet 
conversion?  Let’s discuss what’s 
new when it comes to: 
• How touchpoints with 

customers that support 

conversions have changed over 

the past few years 

• Leveraging technology when 

you don’t have huge analytics 

tools  

• Integrating data from different 

platforms to form a complete 

picture 

• Building and testing your 

approach to attribution and 

incrementality 
 

Efficiency 
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1:55 pm  CASE STUDY Win the booking!  Now 

with… MORE URGENCY 

As travelers leave more and more to the 
last minute, companies are searching for 
ways to create urgency in the booking 
process that go beyond discounts.   
• Tips and tricks for staying top of mind 

with the customer  

• Benefits for customers convenience 

perks  

• Benefits for companies including the 

opportunity for increased touch points 

 

CASE STUDY Speaking with One 

Voice: Challenges and Successes 

When It Comes to Getting Your 

People to Coordinate Across 

Departments 

• How to balance interactions 

across departments that have a 

stake in the omni-channel 

experience including 

coordinating your social media 

calendar and media buying  

• User experience 

• Product development 

• Processes or initiatives to 
increase collaboration and 

innovation 

 

 

2:15 TECH STOP  TECH STOP  
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2:25 FIRESIDE CHAT Virtual Reality – The 

Awareness Exists in the Mind, The Sales 

Exist in Reality 

 

Robecta Ma, Vice President of 
Marketing, Americas, Cathay 
Pacific Airways 
 

This fireside chat will delve into how one 
company leveraged VR content to 
exceed the performance of its brand 
campaign and aggregate additional 
incremental bookings. 
• Finding the right tech partner 

• Repurposing VR content to drive 

views and leads 

• Strategies for measuring the impact 

 

CASE STUDY  Deals are Deals are 

Deals are Deals  

Promotional strategy has a lot of 
needs.  These include consistency to 
avoid confusing the consumer, a 
technology stream (or several), 
localization of offers, 
personalization, and more.  This 
discussion will highlight how these 
needs were met through a deep dive 
into the conception and execution 
of a promotion with unexpected 
results. 
 

  
 

2:45  pm 
  

PANEL The Top Five Questions to Ask 

When Evaluating the Customer Journey 

on Your Website 

 
The first step through your doors a 
customer takes is onto your website, is 
your virtual house ready for visitors?  
From spring cleaning to a gut reno, let’s 
take a look at how hospitable your 
website is, and the most impactful steps 
you can take to elevate your experience. 
• What tools are out there to improve 

CASE STUDY INTERACTIVE 
Moving On Up!  When Your Team 

Has Mastered the Basics of Digital 

Strategy and Is Employing More 

Sophisticated Tactics   
 
Craig Olinger, Vice President, 

Digital Marketing, Diamond 
Resorts 
 

• Agree or disagree: the 
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the customer journey?    

• Making your website more 

responsive 

• Advancing your backend system 

• A/B testing of website.   

• How much does it cost your business 

when customers leave the site 

because they have issues? 

• What does it mean to have a 
performance website?  Methods for 

testing and measuring impact 

• Find and fix problems before you 

personalize it 

• How do you drive a call to action in 

the few moments the customer is first 

looking at your site? 

 
   

foundational pieces of a digital 

program are search, social, and 

email 

• Advanced steps include native 

display and mobile 

3:25 pm Refreshment Break & Networking  
4:05 pm ROUNDTABLE INTERACTIVE WORKING GROUPS 

A highlight of Digital Travel, roundtable discussions are your best opportunity to deep-dive into discussions 
and idea-share with your peers. You pick 2 themes during this session.  
 
ROUNDTABLE 1 Employing Geotagging and Beacons to Elevate the Guest Experience 
Discussion Leader 
 
ROUNDTABLE 2 I Can’t Be Bought! Ways to Link and Differentiate  Loyalty and Rewards Programs 
Discussion Leader 
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ROUNDTABLE 3  Let’s Talk About GDS – What Tactical Approaches Can We Take Today 

Discussion Leader 
 
ROUNDTABLE 4 To  Everything There is a Season – Managing Your Reputation on the Quality of Your 

Offering  Even When You Have to Drop Rates  

Discussion Leader 
 
ROUNDTABLE 5 We Have CRM and We’re Not Afraid to Use It 
Discussion Leader 
 
ROUNDTABLE 6 Channel Surfing: How Has Your Marketing Mix Shifted Between Channels When It Comes to 
Promoting Your Brand 
Discussion Leader 
  

5:05 
pm 

Explore and Discover Offsite Reception @ Local Attraction 
  

6:30 pm  End of Day Two 
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DAY THREE 

Loyalty & Sharing 
WEDNESDAY, APRIL 10, 2019 

 

You’ve gotten into their dreams, they’ve trusted you with their time and money, and you’ve swept them away via air, land, or 

sea.  Are you ready to ride in to the sunset with your customer?  You should be, because this isn’t the end of the road, it’s the 

beginning of a beautiful friendship, if you play your cards right.  We’ll bring together the lessons of Days One and Two as we 

look at that critical juncture where a Customer blossoms into a Repeat Customer, and if you really have it together, an 

Evangelist.  At the same time, although your team has crushed it when it comes to attracting and executing on these amazing 

conversions, you have to keep an eye to the future.   We’ll look at maintaining your talent pool, thinking outside the box, 

helping your team navigate change, and more before we bid you bon voyage back to work brimming with new inspo and ideas 

for how to bring it to life.   

8:20 am Continental Breakfast & Registration for All Attendees  
  

8:55 am Welcome Remarks   
Krishna Patel, Senior Conference Producer, WBR 
 

9:00 am Chairperson’s Remarks 
  

9:10 am FIRESIDE CHAT WE’RE ENGAGED!  Customer Engagement Strategies That Will Build Lasting, Positive 

Memories 

• Strategies for connecting the physical and digital spaces to increase convenience and value 

• How does your customer experience protocol change when there is a delay or other interruption in service?  

• Redefining the world experience, what is a vacation/business/luxury experience tomorrow?   

• How do strengths and methodologies vary given your company size?       

 
9:30 am KEYNOTE Let’s All Just Stay Calm and Carry On – Managing and Rebuilding Trust After a Crises   
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• How to handle the situation when disruptions, tragedy, or social media firestorms about your 

customer service spin into non impactful direction 

• Crisis communication and recovery 

• Understanding how adverse events affect the consumer  

• What can be done marketing-wise to help rebuild reputation and trust 

 

9:50 am PANEL Does it Have to Be a War for Talent?  Attracting and Retaining Top Employees 

 

Rick Seaney, CEO, FareCompare 

 

Loyalty is huge when it comes to the lifetime value of a customer, but what about the lifetime achievements of 
your team?   

• Attracting the right talent, keeping them, things change a lot very quickly, having an environment 

concentrating on those changes 

• Developing agency and tech style talents in house 

• Trends on salaries 

• How to keep your staff entertained and engaged 

• Is there really such a generational gap when it comes to keeping people happy? 

 
10:30 
am 

Morning Refreshments & Networking Break   

11:10 
am 

 KEYNOTE  The Next Frontier of Content: The Kind Not Intended to Convert 

 
Emma Jagunich, Senior Manager, Global Product Operations – Human, Airbnb 
 

11:30 
am  

PANEL What’s Your 20/20 Perfect Vision for the Travel Industry? 

12:10  Lunch for All Attendees 
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pm   
1:10 pm PANEL Channel Surfing: How Has Your Marketing Mix Shifted Between Channels When It Comes to Promoting 

Your Brand *You must be willing and able to talk about either specific proportions or numbers of your budget in order to 
participate on this session 

The outlets through which to market your brand are as endless as the offerings on cable tv.  This abundance of 
choice is compounded by the growth of mobile and apps, changes in SEO, and how cost prohibitive meta search 
has become.   So how are companies managing their budget to acquire new customers, retain existing customers, 
and hit top line revenue goals?    
  
• Agree or disagree: when it comes to sponsored content in terms of ROI Facebook works a lot better especially 

when it comes to retargeting   

• Best practices for ensuring your brand is top of mind for when people book 

• People are still using banner ads  

 
1:10 
pm 

PANEL (Tonight Show Style) Does the Word LOYALTY Mean Nothing To You?  How to Build and Maintain 

Loyalty in the Age of Ghosting 

Loyalty is a complex human emotion guided by positive feelings, need, and a sense of potential future benefits.  
This session will dig into how travel brands are getting to the heart of member needs, recruiting the next gen of 
loyalty travelers, and any  tech that is helping them do it. 
• Are the expectations of customer loyalty too high?  

• Is loyalty simply born of making yourself the easiest person to do business with? 

• How do we satisfy the need and want of the customer and be there for them along the purchase path, how do 

we keep them coming back to us? 

 
1:50 pm GUEST SPEAKER “I Say I Want to Change, But I Don’t Mean It” - Getting Your Team Excited for Change 

Whether your company is playing catch up with digital strategy or toeing the line of the newest burning 
innovation, change is something everyone has to deal with.  It’s also pretty universal that people love what they 
are used to – when was the last time you switched up your coffee order? – and thus there will be some resistance 
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from members of the team to a new direction.  This session will explore strategies to bridge the change haters and 
the ones who can roll with the punches to bring your team to that next level together. 
• Methods to incorporate and get people excited such as incentive programs 

***BONUS CASE STUDY a specific example like customer data platform and selling the value of that to the 
business -  that marriage of online and offline data would be pretty significant shift 
 

2:30 pm End of Digital Travel 2019 
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