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These results were 
gathered from the  
insights of 55 UK  
travel firms 
surveyed in late 2021. 



The upcoming opportunity for Travel Businesses in the future is 
huge – The Travel industry in the UK will be worth over £257 billion 
by 2025, supporting almost 3.8 million jobs and 10% of UK GDP.*

So, as travel bookings begin to ramp back up, it’s time to ask if the 
warning signs were already there, even before Covid hit? Was the 
writing on the wall with the collapse of Thomas Cook, a moment 
heralding what the pandemic has only hastened—that although 
the agent-led package holiday remains vitally important, travel 
businesses need to confront modernisation and personalisation 
if they wish to ensure continuity and ongoing success. In short, to 
thrive they must modernise and personalise to survive. 

Many businesses still run-on a confused mixture of systems held 
together with duct tape and a prayer but travel businesses know 
that taking a data-driven approach is the key to unlocking the 
more curated and seamless customer experiences they know 
people crave. However, to enable this, they must first tackle their 
outdated technology stack. 

Covid has been a dark time, but it also presents a huge opportunity 
for travel businesses to take stock, define their digital strategies 
and embrace the cloud technologies essential to both empower a 
remote workforce and engage today’s traveller.  

It’s time for businesses to seize the opportunities in front of them 
and set themselves up to grab a bigger portion of that £257bn figure.

         Matthew Parker
      Chief Executive, Babble

It’s been dark,  
but now it’s time 
to rebound. 
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* Source: Tourism: jobs and growth. Deloitte 
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We’ve taken the pulse of travel leaders now 
there’s an opportunity to stop putting out fires 
and take some time for evaluation and, dare we 
say it, blue-sky thinking. The findings paint a 
picture of an industry still reeling, but one with 
remarkable resilience and focused on investing 
and reshaping business models for the new 
world of travel. 

For the vast majority of travel leaders, the shift 
to remote work highlighted the importance 
of customer communication, with 64% of 
respondents citing this as their top business 
focus post-Covid-19. But doing this effectively, 
especially in a remote environment, requires 
pushing all forms of both customer and employee 
communication entirely into the cloud. 

Most travel businesses leaders know the 
mission-critical importance of upgrading their 
tech, with 68% stating they reviewed their tech 
stack in the last year. 

Still, implementation is a different story with 
many internal stakeholders feeling they simply 
don’t have the tools to get the job done.  

Fears around budget blowouts and resource 
creep—the biggest reported roadblocks to 
digital transformation—are palpable. And while 
76% of travel companies use cloud technology, 
the vast majority rely on multiple vendors, 
and problems seem to be piling up from the 
inevitable integration headaches of having a 
mish-mash of different systems all struggling 
to talk to each other. 

Now is the time for travel companies to tackle 
these challenges and create a unified strategy 
to supercharge their digital transformation 
journeys. 

Unpacking a  
trunkful of data 



Unsurprisingly, Covid-19 remains the biggest 
threat keeping travel business leaders awake 
at night, with 77% of respondents citing ever-
changing Covid-19 guidelines as their top 
concern, 55% unstable consumer confidence 
and 48% the drop-off in bookings. 

Yet, coming behind this immediate challenge, 
they also identified tech issues as a major 
roadblock (39%). It suggests that as some 
sense of normality returns to the sector 
business leaders will turn to upgrading their 
tech systems, building resilience in preparation 
for any future headwinds.

Legacy tech is 
considered a major 
business threat to 
travel companies

Business strategy

The majority recognised the looming threat 
that crumbling tech architecture posed 
to their business, creating IT outages and 
preventing their companies from harnessing 
big data to offer more personalised travel 
experiences. However, most respondents  
felt they didn't have the tools to successfully 
implement a digital transformation strategy, 
with 68% of respondents citing budget 
constraints as the biggest hurdle, followed  
by a lack of time to implement changes  
at 52%. Another major issue for 42% of 
respondents was the digital skills gap  
and recruitment difficulties. 

Budget is the #1 
challenge to digital 
transformation in 
travel businesses

Business strategy

of businesses identified 
tech issues to be a 
pressing concern.

39%

of respondents said that 
budget was the biggest 
barrier to implementing 
technological change. 

68%
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There’s a broad consensus across the 
travel industry that seamless omnichannel 
communications is the holy grail for boosting 
customer engagement and should be a top 
priority coming out of the pandemic. 

Automation (48%) and wholesale digital 
transformation (27%) were also high on the 
list for travel companies—the desire to invest 
in customer-focused digitisation is top of 
mind for travel business leaders. However, 
creating seamless and personalised customer 
experiences were also the top challenge in 
developing customer experience strategy.

New customer 
communication 
strategies are the  
#1 focus area for  
64% of respondents
since the start of  
the pandemic

Business strategy

Over two-thirds of respondents indicated 
that Covid-19 definitely or partially hampered 
their ability to meet customer service needs. 
Respondents identified problem areas such as 
a high volume of customer communications 
surrounding rebookings and refunds, 
disruption of usual workflows and adapting 
to home working, plus the burden created by 
constantly changing guidelines. To manage 
this uncertainty, half of all respondents said 
they had made changes to their customer 
experience delivery since Covid-19. 

Customer service 
delivery was 
impacted by Covid-19 
for the majority of 
travel companies 

Customer engagement

respondents indicated that 
Covid definitely or partially 
impacted their ability to meet 
customer service needs.
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Travel companies are talking the talk of 
automation and personalisation, yet the 
most common channels used are labour 
intensive: email (100%), direct phone (84%) 
and dedicated contact centre (57%).
Respondents intend to start putting more 
emphasis on their website (59%) and social 
media (45%). This is also reflected in plans  
to invest in CRM integration (41%) and 
analytics (39%). However, these tools have 
been around for years—when will travel 
companies start walking the walk?

Despite a desire 
to go digital,   
most customer 
communication 
remains manual

Customer engagement

However, given the responses reflect the  
desire to upgrade tech systems, it’s clear  
that travel businesses haven’t yet had the 
opportunity to implement their findings.  
And the 32% who haven’t reviewed their  
stack since the pandemic began may find 
they’re struggling to adapt as consumer 
behaviour and expectations change and 
business continuity suffers. 

Most travel 
companies are aware 
of their tech needs 
—68% reviewed  
their tech stack in 
the last year

Technology & business operations

of travel businesses use 
interactive agents. A 
surprisingly low figure in 
our digital age.

11%

yet to review their stack prior 
to Covid-19 and will struggle to 
adapt to changing consumer 
expectations and behaviour. 

32%
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Although cloud 
solutions are being 
used by 76% of travel 
companies, they may 
not be operating at 
full capacity
Nearly two thirds (60%) of travel businesses 
have multiple cloud vendors, which could result 
in a patchwork of programs and solutions  
held together with elbow grease, creating an 
unseen extra burden for staff. In fact, the 
majority say these disparate systems are 
not fully integrated, which could mean they’re 
missing out on some of the key use cases  
for a streamlined, integrated solution from  
one vendor.

Technology & business operations

And a further 18% are expecting that office 
work will be remote-only. Indeed, the travel 
industry seems to have successfully 
transitioned to remote work, with 68% 
reporting they experienced no challenges  
from staff working from home. However,  
whilst this has proven successful operationally, 
nearly half (48%) stated that keeping the 
company culture alive was the most difficult 
challenge for staff working from home.

Three quarters 
envisage their teams 
adopting a hybrid 
model going forwards 

Technology & business operations

seamlessly transitioned to 
working from home with no 
reported issues from staff.

68%

of travel businesses use 
multiple cloud vendors 
which could prevent 
seamless integration and 
create potential headaches 
for staff.

60%
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Only 16% of respondents identified 
sustainability as a major threat to business. 
However, with a growing focus on the travel 
industry and its impact on the environment—
including calls at the recent COP summit to 
reduce the carbon footprint of the travel 
industry—consumers may be expecting more 
from their travel providers in the near future. 

Sustainability isn’t 
yet on the radar, but 
it’s a looming threat

Future trends

While 45% of businesses surveyed had 
implemented AI either before or since the 
pandemic, the majority aren’t yet taking 
advantage of it. Just 1 in 5 intend to invest 
in AI and machine learning in the future. 

Furthermore, nearly 4 in 5 aren’t considering 
the impact of 5G on travel—a potential missed 
opportunity, especially when 57% are planning 
to implement a strategy to support travellers’ 
desire to be more connected while on holiday.

Majority of travel 
businesses not 
harnessing AI or 5G

Future trends

of respondents identified 
sustainability as a major 
stumbling block for 
business.

16%

are not interested in the 
potential of AI and machine 
learning to improve 
customer experiences.

4 in 5
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Whilst there’s some hesitancy from travel companies 
around seizing the opportunity to get ahead on customer 
communications and channels, it’s clear they understand the  
size of the challenge when it comes to their technology needs. 

Much of the reluctance to move forward on upgrading tech is 
down to budget concerns. However, that lack of investment  
may be costing resources and certainly presents a hindrance 
to offering the best customer experience. 

So let's ditch outmoded tech systems and head towards a 
seamlessly integrated brand experience for customers. It might 
not cost peanuts, but the right investment could provide the 
necessary edge to send that legacy tech elephant flying and  
see profits take off.

Time to say goodbye 
to the circus
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Babble is a leading technology business that is reimagining how 
we do work. Founded in 2001, the company works with over 4,000 
organisations in a wide range of sectors—including financial, 
health and education, travel and accommodation, and public 
services—by sourcing, deploying and supporting locally the very 
best cloud solutions to deliver increased efficiency, customer 
engagement and profitability, whilst protecting customer’s 
businesses.

Babble’s growth over the last few years is one of the big success 
stories in its industry. This is demonstrated by the private equity 
investment of Graphite Capital in November 2020—which was 
supported by reinvestment from LDC and management—to 
accelerate the buy and build strategy for the business.

Babble has four product pillars: Comms, Contact, Cyber & Mobile 
and believe in making next-generation technology simple to use, 
deploy and manage. This gives people the tools they need to build 
the organisations they want. Agile, scalable and successful.

To learn more about our capabilities and how 
we could transform your business, please visit 
babble.cloud.

About Babble

https://babble.cloud/


Website babble.cloud
Email        info@babble.cloud
LinkedIn linkedin.com/company/babblecloud
Telephone  0800 440 2100
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