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Foreword:
Embracing the Evolution 
of Martech in Customer 
Experience
In the ever-evolving landscape of travel and hospitality, the quest 
for delivering exceptional customer experiences (CX) has become 
the holy grail for brands striving to secure their place at the pinnacle 
of the industry. In my role overseeing Global Partnerships, I have 
witnessed firsthand the transformative power of technology in 
reshaping the way we connect with our customers. It is with this 
perspective that I introduce this research whitepaper “Last Call for 
a CX Upgrade in Travel and Hospitality”, commissioned by Acxiom, 
delivered by MTM and sponsored by Sitecore. This report offers a 
detailed examination of the state of the CX landscape and charts a 
path forward for brands daring to lead.

The report is testament to the collective aspirations of an industry 
that places the customer at the heart of all endeavours. It lays bare 
a compelling contradiction: despite the overwhelming consensus 
among travel and hospitality brands that CX is paramount, a stark 
disparity exists between their aspirations and their operational 
realities. While a resounding 72% of travel and hospitality brands 
acknowledge CX as their top priority, a fraction has fully embraced 
the tactics necessary to bring their vision to fruition. This gap between 
aspiration and application is where the true potential lies. 

The insights within these pages underscore the urgency for brands 
to align their martech strategies with their CX goals. The data is 
clear—84% of brands believe they possess the necessary data 
to power their CX initiatives, yet less than 40% have adopted the key 
tactics identified as crucial for best-in-class experiences. 

As we navigate the report’s findings, we are reminded that the journey 
towards exceptional CX is fraught with challenges. From the scarcity 
of internal skills to the hurdles of data integration, the path is not an 
easy one. Yet, it is precisely these challenges that present the greatest 
opportunities for growth and innovation. By leveraging external 
expertise and embracing a culture of agility and learning, brands can 
overcome these obstacles and emerge as leaders in the CX domain.

The whitepaper is not just reflective of the current state of CX in travel 
and hospitality and the role of martech; it is a roadmap for the future of 
marketing. It calls upon brands to act swiftly and decisively to develop 
the strategies and technical abilities to deliver the personalized, 
frictionless experiences that today’s travellers demand. 

As you peruse this report, consider the strategic implications of 
optimising martech within your CX initiatives. Embark on this journey 
with an open mind let the insights within guide your strategies and 
actions. The future of travel and hospitality CX is bright, and it is ours 
to shape.

In the spirit of progress and partnership,

Lorna Loney
Global VP Strategic Partnerships
Sitecore

acxiom.com/sitecore-partnership/

https://www.acxiom.com/sitecore-partnership/
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Evolving expectations  
in travel and hospitality 
Times are changing for travel and hospitality brands. To succeed 
in increasingly competitive markets, they need to deliver exceptional 
experiences that are tailored to the unique needs and preferences 
of each customer.

And people don’t just want personalized experiences with individual 
brands. They expect travel and hospitality companies to work 
together in connected data ecosystems, to deliver seamless 
experiences that span multiple brands. They want, for example, 
to be able to book flights, accommodation, car rental, restaurants, 
and entertainment from different providers using a single platform, 
and to have all those elements work together to create an 
uninterrupted, friction-free experience.

There are a variety of cloud-based, AI-enhanced marketing 
technology (martech) platforms and tools that can help brands 
deliver these seamless, personalized experiences, as long as 
they are powered by the right data foundation for the brand’s 
unique needs. But are marketers making best use of these 
data‑driven technologies?  

INTRODUCTION

Our users want a simple experience

“We are very much thinking about the connected journey. 
We hear from our users that they want a simple experience. 
Everyone is time-poor, so they want to get to the best option 
as quickly and easily as possible.”
CX lead, Meta Search Engine

To understand how companies are responding to changing 
customer expectations, we commissioned research and 
strategy agency MTM to survey CX decision makers 
from more than 200 travel and hospitality brands across the US 
and the UK. These included accommodation providers, transport 
brands, activities companies, travel agents, and restaurants.  
We asked about their approach to customer experience (CX),  
the technologies they’re using to support it, and the challenges 
they’re facing.

Their responses show travel and hospitality brands fully understand 
the importance of personalized, seamless, connected CX. 

Over two-thirds (69%) agree that travelers today 

are tech-savvy and accustomed to personalized, 

seamless experiences in all aspects of their lives, 

and that they expect convenience, flexibility, 

and tailored solutions. 

The study reveals travel and hospitality brands are committed to 
delivering the exceptional CX these customers want. They even 
have the data to do so. But their CX execution isn’t yet meeting 
customer expectations due to difficulties with integrating and using 
marketing technologies.

In challenging markets, brands need to act now to address these 
challenges and turn their CX commitment into reality – before their 
competitors do.  
 

69% 

acxiom.com/sitecore-partnership/

https://www.acxiom.com/sitecore-partnership/
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It’s getting harder to attract and convert new customers 
across the travel and hospitality industries. 

The CX 
commitment 
is real

The majority of brands understand the need for CX initiatives 
to compete in this environment. Two-thirds (66%) agree that, 
in a highly saturated travel and hospitality sector, offering a 
memorable CX has become a key differentiator, and organisations 
are now dedicating resources to CX as a discipline.

These trends seem particularly pronounced for activity brands that 
offer day trips, action adventures, and sporting activities – which 
can be seen as non-essential vacation extras when compared 
with things like transport and accommodation. An emphatic 
86% of activity brands say customer acquisition has become 
more competitive, and 76% say customer loyalty has declined.  

SECTION ONE: 

Everything is extremely competitive

“In the hotels or accommodation space in particular, there’s 
a huge and growing long tail. It used to be dominated by hotel 
chains. But now the market has gone much more toward 
the Airbnb style places, the one-off accommodations that are 
run independently. And that’s where travelers’ demand has 
shifted. So everything is becoming extremely competitive.”
CX lead, Meta Search Engine 

71%  
of brands say customer 
acquisition has become  
more competitive over the  
last 12-18 months. 

55%  
say customer loyalty has 
declined in the same time 
period, meaning brands have  
a major challenge to both 
acquire and retain customers.

acxiom.com/sitecore-partnership/

https://www.acxiom.com/sitecore-partnership/
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SECTION ONE: THE CX COMMITMENT IS REAL 

Q: Do any of the following statements reflect your organization’s approach to CX? 

Base: Total = 209, UK = 103, USA = 106.

Improving CX is a top priority 
A convincing 72% of travel and hospitality brands say improving CX is a top priority for their 
organization. The vast majority are dedicating resources to it, championing it at board level, 
and putting processes behind it.

The proportion of brands investing in CX technologies and articulating their CX strategy 
is considerably lower than those defining processes for introducing new initiatives. 
Nevertheless it’s positive that around two-thirds of brands say they are taking these actions. 

Brands are committed to CX 

say their executive 
team is actively 

involved in 
championing CX

say they have a 
defined process 
for introducing 

new CX initiatives

85%

73% 70%
67% 66%

say they allocate 
dedicated budget 

and resources 
to CX

say they have 
invested in 

CX tools and 
technologies

say they have 
a defined / 
articulated 
CX strategy

Last call for a CX upgrade in travel and hospitality6

acxiom.com/sitecore-partnership/

https://www.acxiom.com/sitecore-partnership/
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CX is a team game 
It’s easy to think that CX is something that just ‘sits in 
marketing’. But when we asked travel and hospitality 
brands which departments have responsibility for CX in their 
organization, the responses indicate CX is very much 
a team sport. 

While marketing is the top answer, a significant proportion 
of brands say customer service, product development, 
operations and logistics, and IT have some responsibility for CX. 
And almost half have a dedicated customer experience team. 
It’s clear CX is not just about good marketing – it requires 
a coordinated effort across the organization.

IT owns the CX strategy day to day 

“We have these different vertical areas that support different 
pieces of the customer experience, and then all eventually 
flow up to a CMO level person ... But IT is making it 
happen, they own the CX strategy day to day, because 
they’re the ones who know how it works from a mechanical 
plumbing perspective.” 
Payments specialist, Hotel brand 

Marketing

Customer service and support

Dedicated customer experience team

Product development and design

Operations and logistics

Information technology (IT)

Sales

Content

61%

57%

47%

25%

24%

24%

16%

13%

Q: Which areas of the organization have responsibility for CX in your organization? 
Base: Total = 209, UK = 103, USA = 106.

Area of the business with 
responsibility for CX 

SECTION ONE: THE CX COMMITMENT IS REAL acxiom.com/sitecore-partnership/

https://www.acxiom.com/sitecore-partnership/
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Varied data is 
widely available 
In the past, a lack of data and insights meant brands across all sectors 
struggled to understand who their prospects and customers were, and 
what they wanted or needed. This lack of data prevented brands from 
delivering exceptional experiences. 

Our study suggests this is no longer the case – at least in travel and 
hospitality – with 84% of brands confident they now have the necessary 
data. Building this data foundation, with connected knowledge that is 
unique to the brand and can fuel emerging AI technologies, is the first 
step in delivering a personalized customer experience.   

Brands say they have all the data they need

As you’ll see on the next page, brands are collecting a wide variety 
of data types to inform customer experiences. In many cases these 
are first-party data sources that could be leveraged within AI-powered 
data ecosystems to enable seamless experiences in collaboration with 
brand partners. 

Although 72% say they unify data from across first and third-party 
sources to form a single customer view, it’s not entirely clear how 
many of these data types are connected, and whether effective identity 
resolution is applied to ensure the accuracy of that data foundation. 
And while brands feel they have all the data they need, it’s interesting 
to note that no single data type is being used by more than 52% of 
brands in either the US or UK, indicating there is still progress to be 
made in determining what the best combination of data is to inform 
exceptional customer experience.

SECTION ONE: THE CX COMMITMENT IS REAL 

We know we have the raw data 

“Better data would help us diagnose and get to more 
actionable insights versus just observations. For example, 
we want to do more marketing mix modeling, and we know 
we have the raw data, we just don’t have it in a state that 
we can do what we want with it yet.”
CX lead, Meta Search Engine

A single customer view

72% 
say they unify data across first- and third-
party sources to form a single customer view

Real-time activation

67% 
say they have the ability to act on data 
captured in real time

All the data they need

84% 
say they have access to the data they need 
to power the CX they are looking to deliver

acxiom.com/sitecore-partnership/

https://www.acxiom.com/sitecore-partnership/
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Top ten data types collected by brands USOverall UK

Q: Which data do you collect in order to enhance the CX? Base: Total = 209, UK = 103, USA = 106.

SECTION ONE: THE CX COMMITMENT IS REAL 

There are some regional variations in the types of data used to inform the customer 
experience. Travel and hospitality brands in the UK are more likely to collect and use loyalty 
program data, CRM data, information from third-party sources, and e-commerce transaction 
data. Brands in the US, on the other hand, are more likely to leverage booking history data 
and information from surveys and customer feedback. 
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acxiom.com/sitecore-partnership/

https://www.acxiom.com/sitecore-partnership/
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We’ve seen that travel and hospitality brands are fully 
committed to delivering personalized, seamless customer 
experiences. And that they have the data to do it. But the  
truth is their execution isn’t keeping pace with their  
CX ambitions.

Adoption of vital  
tactics is low 
When we asked brands which tactics they see as most  
important for delivering best-in-class CX, the eight tactics  
shown on the next page got the most votes. Tailoring products  
and services came top of the list, followed by providing 
personalized, always-on customer service, and giving 
recommendations based on a variety of data points.  
With the evolution of AI, all these types of tactics should  
be easily accessible for any brand.

But CX reality 
isn’t meeting 
expectations

SECTION TWO:

We can make suggestions based on data 

“I think the best-in-class experience looks something like,  
we know a lot about what you’ve done with us in the past,  
so your past buying experience, the types of rooms you like, 
the types of amenities you like or activities you like to do.  
And we can make suggestions based on that.”
Payments specialist, Hotel brand 

Only 40% employ 
key CX tactics 
But when we asked the same brands whether  
their organization actually employs these tactics 
to improve CX, we can see adoption remains 
low. Even for the tactics perceived as the most 
important, adoption doesn’t currently reach 40%. 

acxiom.com/sitecore-partnership/

https://www.acxiom.com/sitecore-partnership/
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Brands aren’t adopting the tactics they see as vital
Ranked by importance

Q: Which of the following tactics are most important for delivering a best-in-class CX? Choose top three. Base: Total = 209, UK = 103, USA = 106.

Q: Which of the following tactics, if any, does your organization employ to improve the CX? Base: Total = 209, UK = 103, USA = 106.

SECTION TWO: BUT CX REALITY ISN’T MEETING EXPECTATIONS

% of brands employing the tactic

#1 Ranked 
Tailored products  

or services

39%

#2 Ranked 
Personalized  

customer service 24/7

#3 Ranked 
Customer  
data driven  

recommendations 

#4 Ranked 
Personalized  
rewards or  

benefits 

#5 Ranked 
Pricing adjusted  

for price sensitivity

#6 Ranked 
Frictionless booking  

across platforms 

#7 Ranked 
Tailored  

communications 

#8 Ranked 
Single platform  

booking for multi-part 
experiences

35% 35% 33%
38%

29%

37%

28%

acxiom.com/sitecore-partnership/

https://www.acxiom.com/sitecore-partnership/
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Again, there are some regional variations in the adoption of  
these marketing tactics. For instance, US brands are more likely  
to adjust pricing or offers based on customer price sensitivity than 
UK brands (42% vs. 33%). Equally UK brands are more likely to 
have frictionless payment processes in place than US brands  
(41% vs. 31%). 

There are also variations between different types of brands 
within travel and hospitality. Only 16% of activity brands offer 
personalized rewards or exclusive benefits, for example,  
compared with 32% of accommodation providers and  
30% of flight or travel brands.

And only 25% of flight or travel brands make data- 
based recommendations compared with 43% of online 
travel agencies (OTAs).

Overall, less than a third of the brands we surveyed (29%)  
currently deploy the types of tactics that enable collaboration  
with other travel and hospitality organizations – such as single- 
platform booking and experience curation. 

Moving toward personalization in payment

“We are moving towards more and more personalization 
in the payments space. I can see a world in which we move 
towards tiered pricing by region, country, type of traveler,  
etc. That feels like a natural extension of buy now, pay  
later products that are really popular at the moment.”
Payments specialist, Hotel brand 

It’s about building a holistic experience

“CX is a way to integrate loyalty into the experience,  
to incentivize customers to buy more different things as part  
of their experience. Let’s say you’re booking a vacation with 
the family and maybe there’s a nearby theme park. Can we  
do something to facilitate tickets to that experience and wrap 
that in some way into your overall stay experience? It’s all 
about building a holistic experience.”
Payments specialist, Hotel brand 

SECTION TWO: BUT CX REALITY ISN’T MEETING EXPECTATIONS acxiom.com/sitecore-partnership/

https://www.acxiom.com/sitecore-partnership/
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So given brands’ commitment to seamless CX,  
why aren’t they making it a reality? When tailored products,  
bespoke recommendations, friction-free bookings, and  
personalized customer service are identified as ingredients 
to best-in-class CX, why are so few taking action?

Martech isn’t  
yet central to CX
The answer appears to lie in the way the martech solutions  
required to underpin these types of tactics are used (or not used).  
Any brand that wants to meet its customers’ expectations must 
ensure its martech strategy is fully aligned with its CX strategy. 
But the majority (63%) of travel and hospitality brands still see 
martech as mostly or purely operational rather than central to  
CX. Only 8% tie their CX objectives to their martech capabilities.

There’s  
a martech 
disconnect

SECTION THREE:

Most brands see martech as operational

Martech is purely operational. It powers the 
experiences we deliver, but is seen as a means to an end.

11%

52%

Whilst martech is mostly operational for us, we do 
think about acquiring technology that can help us to power 
the experiences we would like to deliver.

Developing a stack that can deliver best-in-class 
customer experiences is really important to us: when we 
design customer experiences we do so with the martech 
we will use in mind.

29%

Martech is completely intertwined with the customer 
experience. We tie our customer experience objectives  
to our martech capabilities.

8%

Q: Which of the following statements best reflects your organization’s approach to  

using martech to deliver customer experiences? Base: Total = 209, UK = 103, USA = 106.

acxiom.com/sitecore-partnership/

https://www.acxiom.com/sitecore-partnership/
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Brands aren’t  
using essential tech 
To explore the martech situation further, we asked 
brands to identify the marketing technology solutions 
they think are needed to deliver a best-in-class customer 
experience. Loyalty platforms, content management 
systems, customer data platforms, marketing automation 
providers, and marketing cloud platforms were identified 
as the five most important.  

But once again, when we asked which brands are  
actually using these technologies, adoption is sluggish 
and is hovering just under 50% for each solution.

SECTION THREE: THERE’S A MARTECH DISCONNECT

Less than half of brands use essential tech 
% of brands using top five technologies 

#1 Ranked Loyalty platform

#2 Ranked Content Management System (CMS)

#3 Ranked Customer Data Platform (CDP)

#4 Ranked Marketing Automation Provider (MAP) 

#5 Ranked Marketing Cloud Platform 

Q: Which, if any, of the following marketing technology solutions are most important in 

delivering a best-in-class customer experience? Choose top three. Base: Total = 209,  

UK = 103, USA = 106. Q: Which, if any, of the following marketing technology solutions  

is your organization using? Base: Total = 209, UK = 103, USA = 106.

49%

47%

49%

49%

45%

acxiom.com/sitecore-partnership/

https://www.acxiom.com/sitecore-partnership/
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Use of third-party  
integrations is varied
We also asked brands about their use of third-party  
integrations to support CX, and potentially enable collaboration  
with other brands in data ecosystems. Adoption here is varied,  
but still lackluster.  

SECTION THREE: THERE’S A MARTECH DISCONNECT

Integration to enhance CX Overall US UK

AI-powered chatbots or assistants 53% 56% 50%

Integration with travel or experience management services  
such as visa applications and insurance 53% 51% 54%

Third-party services or products to enable 360-degree  
booking through a single platform 44% 41% 57%

Integrations to enable real-time updates and alerts such  
as weather bureaus, and airports 44% 53% 36%

Biometric authentication 31% 30% 31% 

Use of third-party integrations is mixed

% of brands using integrations

Q: Which, if any, of the following third-party integrations does your organization use to enhance the CX?  

Base: Total = 209, UK = 103, USA = 106.

acxiom.com/sitecore-partnership/

https://www.acxiom.com/sitecore-partnership/
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The use of third-party integrations to improve the customer 
experience varies between the two markets. Travel and hospitality 
brands in the UK are more likely to use third-party services to 
enable 360-degree booking through a single platform, while those 
in the US are more likely to use data integrations to enable real-time 
updates and alerts. 

It’s interesting to note that, overall, half of travel and hospitality 
brands are already using AI-powered assistants, with US brands  
a little further ahead than those in the UK. Our recent report Where 
AI and Marketing Collide, reveals 64% of consumers have already 
used a chatbot or virtual assistant for customer support, and 35% 
actually prefer interacting with a virtual assistant than with a human 
– with that figure rising to 45% for the 35-54 age group.    

There are also some significant variations by industry sector. 
Perhaps not surprisingly, the digital-first online travel agencies 
(OTAs) are leading the way in third-party integrations, with 65% 
already using AI-powered assistants. The same proportion also 
use third-party services to enable 360-degree booking through 
a single platform. 

SECTION THREE: THERE’S A MARTECH DISCONNECT

An AI-powered chatbot saves tons of money

“In the OTA world, having an AI-powered chatbot saves you 
tons of money. But it has to be worth investing in all the data, 
and analytics capabilities and technical groundwork you need 
to use AI. This doesn’t make sense if your customer service 
teams are small, but if they’re large, there’s huge cost savings 
to be had.”
CX lead, Meta Search Engine

64% 
of consumers have already used a chatbot  
or virtual assistant for customer support

35% 
actually prefer interacting with a virtual 
assistant than with a human

AI is something for the future

“[AI] is very much an up-and-coming technology for us, but 
not one that we’ve tapped into extensively yet. Unlike small 
organizations that might just jump in and try something, we 
analyze things very carefully before we chase after them and 
we thoughtfully analyze new technologies such as AI. There  
will be opportunities coming in the future with AI for sure,  
but it’s not a thing yet.”
Payments specialist, Hotel brand 

acxiom.com/sitecore-partnership/

https://www.acxiom.co.uk/marketing-trends/
https://www.acxiom.co.uk/marketing-trends/
https://www.acxiom.com/sitecore-partnership/
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To discover more about what’s holding brands back  
from executing seamless CX, we investigated the challenges  
or limitations they’ve encountered. The top two obstacles  
are a lack of internal skills and expertise, and limited data 
integration between systems. 

These top two challenges appear to vary depending  
on the size of the organization. 

The smallest companies we spoke to are the most likely 
to report a lack of internal skills and expertise. The majority  
(54%) of those with annual revenue under $249m / £199m  
cite this as a challenge, possibly because their organizations  
lack the resources to invest in experienced talent. 

Brands 
need help 
overcoming 
challenges

SECTION FOUR:

acxiom.com/sitecore

38%  
Limited data integration 

between systems

39%  
Lack of skills and 

expertise internally

Brands struggle with skills and  
systems integrations 
Challenge in delivering seamless CX

33%Lack of budget

33%
Integrated partners don’t 
deliver a satisfactory CX

29%
Inability to  

capture the right data

28%
Tech infrastructure  

lacks sophistication

26%Lack of resource / time

23%Poor quality data

19%No internal plan or strategy

% of brands encountering challenges

We can’t just keep hiring

“The biggest challenge we have in delivering great customer 
experiences is resources. So it’s either people or money.  
In improving the user experience on our product, it’s just  
more engineering time and there are always conflicting 
priorities. It makes it difficult to manage, especially in the 
current economic climate where we can’t just keep hiring.”
CX lead, Meta Search Engine

Q: What challenges or limitations, if any, has your organization encountered  

in delivering a seamless CX? Base: Total = 209, UK = 103, USA = 106.

acxiom.com/sitecore-partnership/

https://www.acxiom.com/sitecore-partnership/
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Conversely, it’s the biggest brands that are most likely to  
struggle with limited data integrations between systems.  
Over half (52%) of the businesses with annual revenues 
exceeding $500m / £400m say they have this issue,  
presumably due to the scale and number of systems  
within their organizations that require integration. 

Although the study has already shown that there is plenty  
of data available to brands to improve CX, it’s interesting  
to note that making sure they capture the right data, and  
making sure that data is of sufficient quality remain 
significant challenges. 

Partners can help  
power personalized CX
Many of the challenges and limitations cited by travel and 
hospitality brands can be addressed by working with an 
experienced external partner. This might be a martech 
technology provider, a service consulting partner, or ideally  
the two working in tandem. 

An external consulting partner can bring the skills and expertise 
that are missing internally – especially where that expertise 
relates to the latest AI-powered technologies – and can bridge 
the gaps where brands lack time and resources. They can 
support brands in:

SECTION FOUR: BRANDS NEED HELP OVERCOMING CHALLENGES

• Evaluating their current tech stack, and reviewing changes  
that need to be made based on future business ambitions

• Ensuring they are capturing the right, high-quality data  
to meet their goals

• Putting together an effective martech strategy

• Integrating internal and third-party systems to deliver  
a sophisticated tech infrastructure

A partner can liaise between the various departments involved 
in delivering CX – from marketing and customer service to IT and 
operations. And they can even make tight budgets stretch further 
by finding the most efficient solutions and accelerating their 
implementation, resulting in faster time to value.    

acxiom.com/sitecore-partnership/

https://www.acxiom.com/sitecore-partnership/
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Brands could make better use of external partners 
% of brands that have used a partner for each use case

Q: Has an external partner / consultant helped you with any of the following? 

Base: all respondents that use a partner / consultant Total = 147, UK = 76, USA = 71.

Training, support  
and upskilling

47%

Data management  
and analytics

Reporting  
and measurement

Martech  
optimization  

and management

Campaign  
management  

and automation

Content creation  
and personalization

Martech stack  
assessment  
and strategy

Martech  
implementation  
and integration

Most brands see the value in leveraging external expertise, and 70% say they have 
used an external company as a partner or consultant to implement, optimize, or manage 
marketing technology solutions in some way. 

But when we asked those 70% what they have used an external partner for, it’s clear that 
most are used for training and support, or data management and analytics. Only a third 
of brands have used partners where they could potentially add more value, for example, 
to assess the brand’s martech stack and put together a strategy, or to help with martech 
implementation and integration.

46%
37% 36% 36% 34% 33% 32%

SECTION FOUR: BRANDS NEED HELP OVERCOMING CHALLENGES acxiom.com/sitecore-partnership/

https://www.acxiom.com/sitecore-partnership/
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Key 
takeaways 

Tech adoption is sluggish, with less than half of brands 
using the platforms they see as essential. Integration with 
third parties to improve CX is patchy. 

Brands face multiple challenges, with the top two 
being a lack of internal skills and expertise, and limited data 
integrations between systems. 

They can make better use of external partners for 
activities such as articulating a martech strategy, assessing 
the tech stack, or helping with martech integration.

With customer expectations and industry competition both 
escalating, travel and hospitality brands are running out of time  
to turn their CX commitments into reality. By fully aligning martech 
strategy with CX strategy, ideally with the help of external expertise, 
brands can make the most of the cloud-based, AI-powered 
technologies available to them, and deliver the personalized, 
seamless experiences their customers deserve.  

Brands are committed to CX, with 72% saying it 
is a top priority, 70% allocating dedicated budget and 
resources to it, and 47% having a dedicated CX team. 

They have the data to make it work, with 84% 
saying they have the data they need to power the CX they 
are looking to deliver.

But CX execution is lagging. Even for the tactics 
perceived as the most important to deliver best-in-class 
CX, adoption is currently below 40% and only 8% 
see martech as completely intertwined with the 
customer experience.

CX is a team sport, with several departments 
responsible for delivering CX across the organization from 
marketing to customer support and IT. As such, it requires 
a clear coordinated effort to work together in order 
to deliver a joined up experience.
 
There’s a martech disconnect, with 63% of travel 
and hospitality brands still seeing martech as mostly 
or purely operational rather than central to CX.

Find out more about how Acxiom and Sitecore work together to help  
brands plan, implement, enhance, and operate the technologies that will 
deliver relevant, personalized customer experiences. Explore the partnership

acxiom.com/sitecore-partnership/

https://www.acxiom.com/sitecore-partnership/
https://www.acxiom.com/sitecore-partnership/
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We surveyed a total of 209 respondents - 103 in the  
UK and 106 in the US. The survey fieldwork was  
conducted between April – June 2024. Respondents  
were all senior decision-makers with responsibility for  
CX in larger companies with revenues between $100m  
& $500m+ USD and £80m- £400m+ GPB. Respondents  
were from variety of travel and hospitality businesses.

Respondents by industry sector 

Research 
methodology

Annual 
revenue

US
Annual 
revenue

UK

$100m - 
$249m 24%

£80m - 
£199m 26%

$250m - 
$299m 24%

£200m - 
£249m 25%

$300m - 
$499m 22%

£250m - 
£399m 28%

$500m+ 30% £400m+ 21%

Industry sector Overall

Accommodation (e.g. hotels, resorts, B&Bs, house stays, etc.) 39%

Online travel agency (OTA) (e.g. Booking.com, Expedia, Airbnb, etc.) 24%

Transport (e.g. car rental, buses, trains, boats) 22%

Restaurants, cafes and catering 21%

Activities (e.g. unique day trips, action adventures, sports activities) 18%

Travel agencies / brokers 17%

Meta Search Engine (Meta) (e.g. Trivago, Skyscanner, Tripadvisor, etc.) 11%

Flights 6%

Pubs, bars, and nightclubs 6%

Travel insurance 4%

Seniority

Senior managerial / director / vice president / senior vice president 76%

C-suite 21%

Specialist / expert 3%

Respondents by company size    

Seniority of respondents 

Respondents were able to select multiple codes

acxiom.com/sitecore-partnership/

https://www.acxiom.com/sitecore-partnership/
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About Acxiom
Acxiom® is the global leader in customer intelligence and stands at the forefront  
of AI-enabled, data-driven marketing. As part of the Interpublic Group of Companies, 
Inc. (IPG), we specialize in high-performance solutions that boost customer acquisition 
and retention while fueling growth for the world’s biggest brands and agencies.  
We transform omnichannel marketing strategies and execution using our AI-powered 
data and identity foundation, cloud-based data management, and martech  
and analytics services. For over 55 years, our teams across the US, UK, Germany, 
China, Poland, and Mexico have helped businesses optimize their marketing  
and advertising investments while prioritizing customer privacy. 

Discover more at Acxiom.com, where marketing is made better.

About Sitecore 
Sitecore is a global leader in digital experience software, trusted by visionary brands 
like L’Oreal, Microsoft, and United Airlines to power their content lifecycle from content 
strategy to digital experience delivery. Our composable platform gives marketers and 
technologists the power to build together at global scale - harnessing content, data, 
personalization, and AI - to manage digital assets, create engaging content, understand 
customer intent, and deliver standout experiences across all touchpoints. 

Discover more at sitecore.com.

acxiom.com/sitecore-partnership/

https://www.acxiom.com/
https://www.sitecore.com/
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