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Big data is driving opportunities to create loyalty and conversions for the 

hospitality industry, but it’s also posing challenges. Databases are often 
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Data Intelligence for Hotels and Resorts
 
Cendyn/ONE combines Cloud-Based CRM with Data-Driven Digital Marketing 
in a single, fully integrated platform. Our innovative solution affords a compre-
hensive view of guests that enables highly targeted marketing across all digital 
media channels and across the entire guest lifecycle.
 
Our CRM platform combines guest history, value, behavior, desire, and intent 
into a single-view, cloud-based solution. Advanced middleware makes integrat-
ing existing technology and multiple systems easy. And a centralized data view 
provides predicative models, powerful analytics, and rules-based communi-
cations that drive one-to-one messaging and eliminate guesswork from your 
marketing and loyalty programs.
 
Our Data-Driven Digital Marketing platform manages all of your digital cam-
paigns—whether email, search, display, social, mobile, or video. We seamlessly 
combine your first-party data with third-party data from leading data providers 
and ad exchanges to deliver targeted communications to the right audience, at 
the right time, anywhere in the world.
 
Our award-winning Interactive Design and Development services delivers fully 
responsive design and a powerful, CRM-integrated Content Management Sys-
tem that enables data synchronization and personalization for your websites 
and applications. You will attract more visitors, convert more new guests and 
repeat business, and do so at the lowest possible cost.
 
And because our platforms and solutions have been built by travel and hospital-
ity people, for travel and hospitality people, you can be assured your dedicated 
team of technology and digital marketing experts will be aligned to your busi-
ness goals and objectives.
 
We view ourselves as an extension of your internal sales and marketing func-
tion. Not only will we be thinking about your business each and every day, 
we will be in the trenches building it and eliminating the data headaches and 
complexities of the digital marketing process so you can focus on what matters 
most — your guests.

About us
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Big data is a factor fueling new customer attraction, conversion, and 
retention strategies across industries. In the travel hospitality sector it 
is driving efforts to consolidate previously disparate datasets into co-
hesive and explorable wholes. With these, experts say that hotels can 
create valuable models of best-guest types and open new avenues 
to revenue- and loyalty-based improvements. In many cases, hotel 
brands engaged with such efforts have shown earnings and revenue 
increases — as much as 58%.

Best data integration and analysis practices include centralizing and 
analyzing silo-based datasets; training and hiring experts to work 
with them; and then sustaining those efforts over time to realize their 
full potential. This often means introducing specialized software, 
though experts maintain that the returns for hotels outweigh the ex-
pense of implementation. 

As big data efforts of this kind move forward, the implications for the 
travel industry as a whole suggest a possible new convergence of data-
sets from across verticals … so that an airline and a hotel brand might 
contribute to each other’s understanding of a given guest’s propensity 
to spend and his/her preferences. The proposition is that, in this way, 
traveler experiences improve while properties’ access to greater con-
version opportunities and increased loyalty from that individual (and 
others like him) increases as well. 

Executive summary
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When it comes to acquiring traveler data in the digital space, the hospi-
tality industry has what should be a good kind of problem. 

That’s because business and marketing leaders have unprecedented 
access to a wide range of guest-profile data.  From travelers’ online and 
mobile search behaviors to guests’ website and social-media interac-
tions, to their on-property purchases, requests, and feedback, the influx 
of information that can be leveraged for better customer relationships 
and higher returns is larger than ever. It’s also expanding within a multi-
screen, mobile-device fueled environment. 

But the hotel sector is not necessarily equipped to use this data in the 
best ways. Historically, much of it exists within infrastructures that make 
it difficult — if not for a time impossible — to share, compare, analyze, 
visualize, and then take action on the information gathered.

“I think everyone understands, including hospitality brands, that they 
need to work with this data,” says Michael Bennett, vice president of 
marketing at White Lodging Services. “But the systems that power many 
of the major brands are archaic.”

Archaic systems means harder going when it comes to utilizing data. 
Decades-old customer-relations management systems leave hotels with 
the unenviable task of retrofitting their databases and user interfaces. 

Introduction
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This becomes an ongoing process as hospitality’s IT and business lead-
ers face new types and quantities of information from ever-evolving 
sources. The prospect adds up to lost time, growing expense, and almost 
certainly a competitive disadvantage.

“The ability to leverage big data will split organizations into those who 
know and those who just guess,” wrote Michael Toedt, author of Big 
Data – Challenges for the Hospitality Industry.1 “Those who know also 
know what to do and where to invest … big data significantly improves 
the sustainability of an organization.”

An important context to all of this 
is that hospitality is now a multi-
billion dollar market in the middle 
of what has been more than a half-
decade of resurgence. Hotels that 
fail to adjust their systems to ac-
commodate the present and future 
of big data are plotting a course that 
could keep them from reaching 
and maintaining positions at the 
front of the industry pack.

There is also marketing 
cost-and-returns to con-
sider. Data drives advan-
tages there as well. 

“The whole profitability 
of digital marketing is at 
risk if we don’t use our 
data the way it’s in-
tended to be used,” says 
Bennett. “Just look at 
the curve of the cost  
of digital-media buys.  

LEVERAGING TRAVELER DATA TO DRIVE CONVERSIONS

-21%

+17%

% of Customer Acquisition Costs Reduced  
via Leveraging Customer Data: -21%

% Increase in Hotel/Car Reservations  
via Leveraging Customer Data: +17%

Source: Skift (2014): http://skift.com/2014/09/16/ 
free-skift-report-the-future-of-personalized-marketing-in-travel/

GLOBAL HOTEL INDUSTRY REVENUE (USD, 2008–16)

Source: Statista (2015): http://www.statista.com/ 
statistics/247264/total-revenue-of-the-global-hotel-industry/ 

$447B

$395B

$419B

$457B

$550B

2008

2009

2010

2011

2016
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If you’re not buying it programmatically, over the past three years it’s 
gone through the roof. It used to be that I could acquire a customer for  
a dollar on a pay-per-click ad. It’s $5.50 now.”

But reaping profitable revenue from data in the hospitality space re-
quires a more proactive strategy than retrofitting old tools. Success de-
pends on hotel leaders who can react and change as data management 
and deployment evolve. As an agreed-upon approach, it most often 
occurs from the top down, from business leaders to staff — and bottom 
up from information technology to boardrooms. 

In this report, we’ll look at ways this is happening, where it is occurring, 
and what effects the big-data transformation are bringing to hotels that 
pursue solutions. 

The good problem to have is owning a lot of data. The surest way to 
keep it in the category of a good problem is to solve for how to use the 
influx of digital information to better find, track, and retain loyal and 
repeat customers. 
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As hotels grapple with increasing amounts 

of data, effective customer relationship 

management stands to become even more 

important. Whereas hospitality’s points of 

contact have traditionally been anchored to 

registration desks and guests’ person-to-

person requests, brands, armed with guest 

data, are increasingly able to reach out and 

apprehend needs and behaviors via an ex-

panding array of always-on mobile devices. 

Once a chiefly reactive role, customer rela-

tions has become a proactive space.

Given the multiple kinds of data that hospital-

ity now gathers from numerous sources, 

linking disparate information so it can be 

visualized, analyzed, and acted upon is key 

to extracting value from it. The value is in the 

potential endgame for hotel-guest relations 

— earning repeat business.

Upgrading the hotel-guest relationship:  

the value and potential of linking data 

A key area in which big data can equip hospi-

tality leaders is that of identifying and pursu-

ing properties’ best guest-types. 

That is, within guest check-in data, folio data, 

reservation records, website activity logs, 

marketing histories (from SEO to paid search 

and social) there are multiple ways and spac-

es in which hotels are reaching customers. 

Patterns that show which of those customers 

represent the most spend and the highest 

degree of loyalty represent key opportunities 

to boost revenue. For some brands, that kind 

of collection and analysis can lead to surpris-

ing discoveries about what marketing and 

leadership have traditionally thought they 

understood about their guest demographics.

“Like everybody else in the world, we’ve 

been trying to get a handle on that Millennial 

and younger customer,” said Josh Herman, 

director of Marketing and PR at Fontainebleau 

Miami Beach. “One of the interesting things 

we’ve done — as much as it’s a young and hip 

and trendy image we portray here in general 

at Fontainebleau — is that a lot of the data 

we’ve gathered has showed us customers in 

older demos — in their 40s, 50s, and 60s — 

really are the customers spending signifi-

cantly more money on-property.”

It is an insight that Herman said became 

apparent only after de-siloing the data that 

existed within Fontainebleau’s system. 

Furthermore, the data now at their central-

ized disposal allows the hotel to better 

market to guests who are able to afford the 

property’s higher-end suite product. Nearly 

1/3 of Fontainebleau’s inventory is in the 

form of upper-tier suites. But, according to 

Herman, an often significant percentage 

of that inventory was being distributed as 

upgrades to guests who’d paid for lower-

priced accommodations. 

Travel and data: platforms,  
databases, and journeys

MOBILE DEVICES PER TRAVELER

Source: Expedia (2014): http://viewfinder.expedia.com/features/2014-expedia-mobile-index

% OF BUSINESS TRAVELERS 
WHO TRAVEL W/ 1+ MOBILE 
DEVICES: 97%

% OF LEISURE TRAVELERS 
WHO TRAVEL W/ 1+ MOBILE 
DEVICES: 94%

% OF ADULTS USING 
SMARTPHONE/TABLET TO 
BOOK HOTEL ROOMS: 28%
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“We’ve changed our marketing message 

to the slightly older demographic,” he said. 

“We’ve made it more suite-based.”

By revisiting data in more powerful ways, 

Fontainebleau identified characteristics of 

incoming guests and outgoing marketing 

that run along different lines than prior pre-

sumptions. They can market the expensive 

inventory more directly to the audience that 

books it at full price. According to Herman, 

it’s changed the brand’s bottom line for suites 

at that property.

“We have seen a noticeable difference in the 

upper-category rooms that we are getting 

people to pay for versus upgrading for free,” he 

said. “It’s had a noticeable affect on our rate.”

Starwood, as another example, recently 

created an engine for assessing and optimiz-

ing revenue based on datasets surround-

ing guest preferences, room inventory, and 

property location. The technology in place 

helps its marketing teams reach potential 

guests with highly tailored incentives to book. 

In Q4 2014, the brand saw a 58% increase in 

revenue over the same quarter 2013.2

Big data has been key to guest-pattern 

recognition and better predictions for Mar-

riott as well. Taking five years of customer 

satisfaction and guest loyalty data gathered 

from more than 42 properties, it was recently 

able to identify a correlation in the way these 

elements interacted over time. 

 

•  Analysis showed that a 5% overall increase 

in customer loyalty in a given year created a 

kind of distillation effect in the next year.3

•  Marriott was able to see an average 1.1% in-

crease at a given property in the year following 

the observation of an overall loyalty lift.4

“These sorts of measures and relationships 

can be very helpful to managers in plan-

ning ways to increase financial performance 

over time,” wrote Thomas Davenport in an 

Amadeus report that included the Marriott 

example. “With the availability of more exter-

nal big data, travel industry firms can begin to 

use other measures of consumer demand to 

refine their predictive models.”

But data of the kinds employed in the preced-

ing examples can be tremendously spread out. 

Conversely, when centralized, a set of tools 

can be introduced so that a property’s teams 

can work with the assembled information and 

apprehend new insights from their aggregate. 

In this approach, the potential opens to create 

actionable opportunities to reach out — even 

in advance of guest prompting.

With examples of the value that comes with 

a linked-data environment in mind, let’s 

turn to what steps hotel brands might take 

to affect that value for their own marketing 

efforts (and toward greater returns). The 

bridge between the past and present of 

data in hospitality is one of technology and 

human expertise.

Turning data into action:  

a four-step approach

Hotel brands looking to leverage 

big data for actionable insights 

can segment the effort into four 

key steps. 

Each part of this approach is 

geared toward improving the 

ways hotels internally collect, 

DATA ANALYTICS AND REVENUE:  
STARWOOD EARNINGS AND REVPAR (2013–14)

Source: The Wall Street Journal (2015): http://blogs.wsj.com/
cio/2015/02/10/starwood-hotels-using-big-data-to-boost-revenue/ 

$128M

$234M

Q4 2013 EARNINGS

Q4 2014 EARNINGS

REVPAR INCREASE (Q4 2013–Q4 2014): +4%

Starwood earnings increased during a period that Starwood 
implemented a revenue optimization data toolset.

From Data to Action: The Future of Hospitality Marketing SKIFT  REPORT  2015

10

http://blogs.wsj.com/cio/2015/02/10/starwood
http://blogs.wsj.com/cio/2015/02/10/starwood


assess, and react to data, says Bob Magliozzi, 

executive vice president at Cendyn/ONE, a 

company that helps hospitality turn its data 

into actionable plans. He focuses on ways 

that hotels can create strategies around 

newly centralized information — the goal is to 

acquire new, loyal guests and engage them in 

ongoing ways.

1. DATA: The first pillar of the four-step ap-

proach is to connect any and all data from 

disparate brand systems into a single reposi-

tory. Centralized data is searchable data and 

it almost always yields previously unidentified 

guest-behavior patterns.

2. ANALYSIS: With the new data reposi-

tory in place, hotels then need to introduce 

tools — namely, software — that can parse, 

analyze, and extract the details that fuel plan-

ning around the information that the hotel or 

property has gathered. 

3. TRAINING/STAFF: Understanding and 

creating results around big data requires 

hotel leaders to do more than simply put a 

black-box approach in place. Once analysis is 

underway, the right toolset is amplified by the 

right minds. Brands need experts — whether 

already in the ranks or hired into the system 

to train and augment existing staff — who 

understand what to do with data and how to 

obtain visualizable, actionable steps from the 

models data creates.

4. TRACKING METRICS: A significant factor 

in ensuring success along this four-step 

path is to build on the practices that sustain 

wanted results. Business and IT leaders need 

to track metrics and measurements that 

show what is happening because of the data-

driven actions underway. Constantly tracking 

allows for constant fine tuning of the tactics 

that the resultant models suggest.

“Know what’s successful, know what’s not 

working,” Magliozzi says. “And then you’re 

creating a scenario where, as you’re moving 

forward, you’re continuously improving upon 

and optimizing the results you’re getting.”

An important bottom line to this approach is 

that by bringing disparate data together, over-

laying them with tools, and engaging with them 

on an expert level, hotels are undertaking a 

process. It’s not a finite project but an ongoing 

effort. As hospitality commits to that concept, 

future strategies are poised to grow the brand-

guest relationship even further.

Future hospitality: leveraging tools,  

amplifying outreach

Piers Hughes, chief technology officer at 

Cendyn/ONE, said he’s seen direct evidence 

that big data works to change hotel-guest 

experiences in the real world. He was recently 

surprised to find himself in the middle of its 

very tangible results.
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“I’d never quite experienced this before, and 

it blew me away,” he said, regarding a recent 

visit to an Affinia hotel in New York City. 

“What happened was, I’d just gotten out of 

the cab and the bellman came over and said 

‘Welcome, Mr. Hughes, can I take your bag?’

“And I thought, how did he know my name?” 

Hughes continued. “How is that possible? 

How many people walk in this front door … 

It wasn’t on my bag; I hadn’t announced it 

…. It’s because they have information from 

Facebook getting appended to my profile, 

and they recognized my picture and that’s 

how they knew it was me.”

The effort changed the experience of the 

stay for Hughes, and he offered the story as 

an example of how big data stands to change 

similar experiences for hotel guests. Cus-

tomer care becomes a proactive experience 

for both participants. 

Meanwhile, for properties such as Fontaine-

bleau Miami Beach, Herman said the long-

term goal is to make outreach and funneling 

guest-types into the booking process an 

even more robust environment — one that 

can even identify which driveway an incom-

ing guest should use to access the property. 

Prior choices, guests’ propensity to spend, 

all of these are bound for a more automated, 

more personalized experience between 

brand and consumer. 

And while much of this discussion can center 

around on-property and inbound guest 

interaction, the data analysis that hotels are 

incorporating can also alter approaches to 

outgoing marketing — from display to e-mail 

to social-media outreach, mobile, and video. 

At Adara, which links a brand’s advertising 

outreach to proprietary consumer data, Lay-

ton Han, chief executive officer, is encourag-

ing travel brands to take the concept forward. 

When one brand links its dataset to another’s, 

the conversion possibilities expand even further. 

A hotel brand, for example, if it can share data 

with an airline, could give and receive an inter-

brand level of insight into how a traveler behaves 

and spends in both the air and on-property. 

“Many brands today know a lot about travel-

ers through their loyalty programs,” Han 

said. “But having the ability to understand, 

even at a high aggregate level, what their 

traveler looks like as a whole … provides the 

opportunity for them to learn more about the 

traveler” and act on that information.

For example, if an upper-tier airline-loyalty 

program member arrives at a hotel, Han sug-

gests that the property would be equipped 

to recognize and augment their experience 

based on that data. In particular, they could 

see that the guest is already a frequent and 

perhaps higher-spending customer in the 

travel space. This represents an opportunity 

to encourage similar behavior on-property. 

“He or she has a high potential to stay at 

hotels,” he said. “Really, this is the ability to 

have other data points that help us make 

better decisions than what they have in their 

database today.”

It’s a forward-leaning concept that 

opens a window onto where big 

data could eventually take travel 

brands. If customer data becomes 

something more like an industry-

wide aggregate, a more common 

well of information, then it could 

represent a shift of focus when it 

comes to competition. Brands and 

marketers would focus even more 

intensely on personalized outreach. 

CORRELATION  
AND CAUSATION

One point of consideration 
that comes with big-data 
reliant strategies is that 
patterns and trends can 
represent related events, 
guest preferences, and/or 
purchasing preferences, 
but these relationships 
are not always as directly 
connected as they might 
initially seem.

For example, a Harvard 
economics professor 
recently ran a test focused 
on consumer sentiment 
surrounding smartphone 
operating systems — 
specifically, the perception 
that older systems slowed 
as new one were an-
nounced. 

While the tests showed 
that such a sentiment 
does exist, it could not 
prove what was the 
perceived reason for the 
shared impression of a 
slowdown. A key result was 
the reinforcement of an 
underlying factor: analysts 
often have to make a best-
call when it comes to what 
data-illuminated patterns 
actually mean.

“This data reveals only cor-
relations, not conclusions,” 
wrote Professor Sendhil 
Mullainathan, of Harvard 
University, in the New York 
Times after conducting 
the experiment.5 But, 
he added, “correlations 
are what motivate us to 
look further. If all that big 
data does — and it surely 
does more — is to point 
out interesting correla-
tions whose fundamental 
reasons we unpack in other 
ways, that already has im-
mense value.”

CASE STUDY: DATA-DRIVEN TRAVEL AD RESULTS

Source: Adara / Cendyn/ONE (2015)

+275%

+121%

% CONSUMERS DRIVEN TO BOOKING ENGINE

% REVENUE GENERATED

Cendyn/ONE and Andara created a combined-data campaign that brought 
together demographic, behavioral, location-, and intent-based information to 
target audiences age 30+ in households earning more than $200,000 annually. 
As compared to a control-test contextual-targeting campaign, the data-driven 
results included the following:

+31%

+34%

% RETURN ON AD SPEND

% CONVERSION RATE
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In Han’s description of a future data-fueled 

brand–guest relationship, right-time/right-

place interactions depend less on the idea 

that a guest profile is known only to the one 

interacting brand, but instead upon a given 

brand knowing — and acting upon —  the 

most tightly fitted and personally relevant of-

fers and experience, one consumer at a time. 

Whether or not the coming months and 

years bring hospitality — and travel overall 

— toward this kind of data exchange, what 

is certain is that when hotels empower their 

representatives with best-case information 

about guests, they’re not just opening doors 

in new ways for arrivals such as Hughes … 

they’re opening new passageways for their 

own journey toward revenue and loyalty lift. 

PRIVACY, BRANDS, TRAVELERS, AND DATA

Source: Skift/Cendyn/ONE survey  
(Google Consumer Surveys — April 24–26, 2015)

When it comes to travel brands collecting and using data in their outreach and 
offers, a majority of travelers in a new Skift/Cendyn/ONE poll say that the dialogue 
around privacy is still unfolding. Asked if they were comfortable with brands col-
lecting their digital data when they used mobile and/or online tools to book a trip, 
respondents in the survey answered as follows.

SKIFT TAKE: For travel brands, earning data-collection trust will rely upon 
increasingly identifiable benefits and a mitigation of actions that seem intru-
sive or stray into territories where hotels or properties appear to know too 
much about a given individual (without first, for example, obtaining their opt-in 
consent for such contact).

PRIVACY CONCERNS, BUT BOOK ANYWAY: 49.2%

COMFORTABLE AS LONG AS BENEFIT 
TO TRAVELER IS CLEAR: 29.3%

UNCOMFORTABLE WITH DATA COLLECTION, 
WON’T BOOK ONLINE: 21.4%
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• Look to top segments as a distinct dataset. Apprehending the behaviors 
and preferences surrounding a hotel brand’s top-25 (or top-250, or top-2,500) 
guests creates an opportunity to build catered, personalized marketing and 
CRM outreach to those individuals. 

“Each one of those guests, you want to have a separate kind of conversation 
with them,” says Magliozzi. 

As those guest types represent a volume and revenue value that the brand 
evaluates to be exceptional, data unlocks the ways to offer them a white-glove 
style experience that is similarly special for brand and consumer.

• Create actionable categories for other guest types. Hospitality brands can 
further group other clientele into categories based upon any number of 
factors — spend, frequency, ancillary propensities, loyalty, and the like — 
and then craft outreach to those identified segments in ways that specifi-
cally recognize those descriptors.

 “The way that works is that we can model and segment the audience any 
way the hotel needs us to,” says Magliozzi. “We can create the rules and 
criteria for identifying consumers and customers that have similar attrib-
utes — or even true one-to-one modeling.”

• Deploy data analysis in pursuit of the brand’s ‘best customer’.  
Hotel brands can also model what a best customer means to them. They 
can base this on any number of criteria and goals, and then dive deeper 
into third-party data to find guest profiles that match such a model across 
locations. Marketing gets smarter, better candidates get contacted, and 
conversions consequently stand to increase as well.

Insights and strategies
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We are living in a world of exponential data growth. Recent research 
from IBM claims that 90% of all data created since the dawn of hu-
manity have been created in the past few years. Think about that for 
a minute… In the digital space, the volume and speed of data genera-
tion is so great it has created a multitude of challenges for businesses 
around the globe. How can your marketing efforts keep up?

The challenges begin with the huge volumes of data that are being 
generated, only some of which are being captured. And, the data be-
ing captured are often stored in disparate silos that don’t talk to each 
other. In a recent survey of senior level marketers 87% said that they 
rely on data to do their job well but only 45% believe they have suf-
ficient access to data, and 60% said that there are neither processes 
implemented, organizational structures in place, nor the deep ana-
lytical skills needed to execute a comprehensive data strategy. The Big 
Data revolution has left a majority of marketers under-resourced and 
unprepared to handle the rising tide of data, unable to take meaning-
ful action and generate any measurable results. 

Think of the tremendous amount of data that is generated by your 
customers as they move through the Guest Lifecycle. While making 
their travel plans they may visit twenty different websites and inter-
act with your brand dozens of times across multiple digital channels 
before they actually book a room: search, social, mobile, web, video, 
email, etc. And once they book, there are multiple touch-points 
across a myriad of hotel technology systems: CRS, PMS, CRM, Call 
Center, and Loyalty. Then they arrive on property and engage in a 
range of services and activities that are supported by more technology 
and systems: POS, Spa, Golf, In-room, Mobile App, etc. And finally, 
when they check out, we send them a satisfaction survey, encourage 

Letter from Tim Sullivan,  
President of Cendyn/ONE
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them to write a review, and to share their experience across social 
media. At every step along the way there are opportunities to create 
successful interactions with your brand through the use of data, or 
lose the guest and the revenue they represent to a competitor. 

Many hospitality companies are not yet fully realizing the power of 
data-driven digital marketing because they have failed to implement 
a comprehensive solution capable of acquiring, managing, and effec-
tively taking action on their data. This is why we all still receive email 
campaigns that begin with “Dear Guest,” immediately conveying that 
the exact same message was blasted to thousands of others, with no 
thought given as to who we are or why we travel. This is also why a loyal 
repeat guest brand advocate when checking into their favorite hotel for 
the umpteenth time, are often still asked, “Have you stayed with us be-
fore?” Hotel brands have the data somewhere, but they don’t, or can’t, 
do anything with it. In its current state, it’s dumb data just waiting for 
someone to unlock the tremendous value it represents. 

By implementing a comprehensive Data Intelligence strategy, hotel-
iers can turn dumb data into smart data, allowing them to take action 
and generate an immediate and measurable impact. This is one of the 
hospitality industry’s biggest opportunities for growth and profitable 
revenue generation.

Tim Sullivan 
President of Cendyn/ONE

From Data to Action: The Future of Hospitality Marketing SKIFT  REPORT  2015

17



Skift is a business information company focused on travel intelligence 
and offers news, data, and services to professionals in travel and  
professional travelers, to help them make smart decisions about travel.

Founded in 2012 by media entrepreneur Rafat Ali, Skift is based in
New York City and backed by Lerer Ventures, Advancit Capital and
other marquee media-tech investors.

Visit skift.com for more.

About Skift

Like what you see?
Skift’s new content studio SkiftX helps brands such as Amadeus,
American Express, Egencia, Hilton, Peak Adventure Travel and others
create thought leadership in the global travel industry, through trends
reports, research, branded content, social media audits and other
content marketing initiatives, and helps distribute through its industry
marketing platform.

Contact us for more details:

Rafat Ali,
Founder & CEO, Skift
ra@skift.com
212-564-5830
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