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SHIFT HAPPENS

HOW TO ENSURE YOU SURVIVE AND THRIVE IN THE FUTURE.

Presenter: Tammy Marshall, Founder & Managing Director, The B Hive
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Reason #1
Accelerated 
pace of 
change

Reason #2
Pervasive 
spread of 
impact
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BLESSING OR CURSE?
New and emerging technologies pose some of the biggest

threats, while for others they represent huge potential

New interfaces, 

modalities, 

platforms etc… 

emerging all the 

time

Strongest 

dynamic 

here at the 

moment is AI and 

machine learning

Biggest force right now is 

the growing popularity of 

VR and AR and BR 

(blended)

SHIFT 

HAPPEN

S 
When there’s a 

collision 

of all three forces

DIGITAL

COLLABORATIONINTELLIGENCE
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EVOLVING CUSTOMER 

DYNAMICS



SHIFT 1:
EVOLVING CUSTOMER 
DYNAMICS

• Customer is important along the entire journey

• Pre stage is a key ‘moment’, when travel service 

providers have the opportunity to capture information 

that can deepen their knowledge to build ‘human’ 

insights.  

• This step represents a golden opportunity for travel 

businesses to stand out and be recognised as being 

innovative, helpful, differentiated and ready to ensure 

customers have the best trip possible.

1 PRE STAGE



DATA DRIVEN TRAVEL 

COMPANIES ARE …

… more likely to be 
making profits

19x

… more 
likely to 
retain 

customers

6x

SOURCE: McKinsey 2016 Report

… more likely to 
acquire new 
customers

23x



Bleisure



Putting customers at the centre of 

travel services, and integrating 

physical and digital assets to 

deliver seamless customer 

journeys, are vital steps towards 

creating highly personalized, end-

to-end travel experiences.

SOURCE: Digital Transformation Initiative: Aviation, Travel and Tourism Industry

WHY THIS MATTERS



WHAT YOU CAN DO? 

TEAM 

2

TEAM 

3

HOW IMPORTANT IS THIS CUSTOMER 
SHIFT?

DOES ANYONE HAVE ANY 
EXPERIENCE OF BLENDING  DIGITAL 
AND RETAIL EXPERIENCE?  DO
Explore ways to engage your customers beyond the booking 

transaction? How can you keep the conversation relevant 

and in what channels?



BLURRED LINES OF REALITY



SHIFT 2:
BLURRED LINES OF REALITY

• Consumers are well versed with all kinds of platforms and 

technologies

• While they enjoy being in control and having info on hand, 

they’re reaching a tipping point of information overload

• They’re looking to brands to help navigate and curate 

the sea of information

• As accessibility to immersive technologies becomes more 

mass, we’re starting to see all kinds of new opportunities 

emerge particularly within travel 

2 PLANNING STAGE





SOURCE: Douglas Quinby, VP Research, Phocuswright

"It can be especially 

valuable for destinations 

that may not have a top-tier 

attraction with a lot of name 

recognition, but has great 

natural cultural attractions 

that can give travellers 

confidence that this is the 

place to go"



THOMAS 
COOK
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Experience giving with toms



WHO’S PUSHING THE BOUNDARIES?



I don’t think there is 

going to be any sector 

or industry that will not 

be untouched by AR.

Tim Cook, CEO, Apple

WHY THIS MATTERS



WHAT YOU CAN DO?

TEAM 

2

TEAM 

3

WHAT COULD YOU DO TO ADD 
IMMERSIVE
TECHNOLOGY TO YOUR BUSINESS?

DO
Go out and experience VR, and talk to your suppliers about 

accessing VR footage.



TECHNOLOGY HOME INVASION



SHIFT 3:
TECHNOLOGY HOME INVASION

• Consumers are constantly being bombarded with 

upgrades, new features and emerging innovative 

technologies – customer are happy to embrace if they’re 

getting something from a new technology e.g. making 

their life easier or speeding things up

• At the booking stage there are multiple opportunities to 

‘wow’ customers whether through functionality, speed or 

aesthetics.

3 BOOKING STAGE



Australia remains 

one of the leading 

global adopters of 

the smartphone and 

88% of aussies have 

one.

But take up of home 

tech has been slower 

than expected.

SOURCE: Deloitte 2017
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560 MILLION GLANCES A 

DAY
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Immersive technology can create 

deeper customer engagement.

By identifying moments when voice 

‘enhances’ the customer 

experience, brands can add value 

via practical support, simplifying the 

process or removing the mundane

*Estimated that by 2021 the Australian home IoT will be worth close to $5b 

WHY THIS MATTERS

$4.7b*



WHAT YOU CAN DO?

TEAM 

2

TEAM 

3

HOW WILL HOME TECHNOLOGY 
IMPACT YOUR BUSINESS? 

DO
Review what other markets are doing.  Experiment with the 

Qantas Concierge bot or google Cruise Planners partner with 

Alexa.   
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SUSTAINABILITY HAS MAKE-

OVER



SHIFT 4:
SUSTAINABILITY HAS 
MAKEOVER

• Green matters have always been a prominent part of any discussion 

relating to travel & tourism 

• The last 12 months have seen lots of developments, initiatives, 

brands, businesses and steps forward in a positive direction

• Sustainability encompasses so much more than just the planet we 

inhabit

• The travel sector has a huge responsibility to lead by example and 

there does seem to be signs of real progress where consumers can 

play their part too

4 DURING STAGE



$7.6 TRILLION – This represents 10% of global 

GDPAnd employs 277M

WORLD TRAVEL AND TOURISM COUNCIL



WHO’S DOING THIS WELL?
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If we go to mars 

and live in a 

sustainable 

manner then it will 

prove to the people 

on earth you can 

live well without 

being greedy. It will 

hopefully inspire 

people to not take 

earth for granted.



50% of those 

interviewed said that 

sustainable travel IS 

important

Around 45% believe it 

is their responsibility 

AND the tourism 

industry to work 

together

1 2

And 4 out of 5 

travellers didn’t even 

know what sustainable 

travel was

1/3 of those surveyed 

said it was difficult and 

they didn’t really know 

where to start

3

4

BUT



If done right, travel can 

be the greatest form of 

wealth distribution the 

world has ever seen.

SOURCE: BRUCE POON TIP, FOUNDER, GADVENTURES

WHY THIS MATTERS



WHAT YOU CAN DO?

TEAM 

2

TEAM 

3

WHAT SUSTAINABILITY CHOICES 
CAN YOU SUPPORT TO CREATE A 
POINT OF DIFFERENCE?

DO
Create your top 10 tips for sustainable travel and 

make a list of brands that are socially responsible.
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TRAVEL 

BUTTERFL

Y EFFECT



SHIFT 5:
TRAVEL BUTTERFLY EFFECT

• Many believe it is a natural progression from 

the experience economy

• ‘Transformative travel’ has well and truly 

become a hot topic in and outside of the 

industry

• The expectations of travel are very much in 

the spotlight and consumers are hungry

5 POST STAGE



The Transformational Travel Council defines

Transformational Travel (or TT) as any travel 

experience that empowers people to make 

meaningful, lasting changes in their life.



UNIVERSAL 
Progression of these transformative 

experiences is natural and appeal 

is becoming more and 

more widespread

= mass

= accessible
= niche

= luxe



SOURCE: CORNELL UNIVERSITY, VC BERKLEY & UC SAN FRANCISCO
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“Transformational travel 

is what lies on the other side of 

authenticity and experiential travel, 

and it’s what happens when people 

are pushed out of their comfort 

zones and find the courage and 

strength to overcome challenges –

physical, psychological, or 

emotional.” 

WHY THIS MATTERS



WHAT YOU CAN DO?

TEAM 

2

TEAM 

3

WHAT CAN YOU DO TO BUILD ON 
THIS IDEA? 

DO
Find and learn about products/brands/destinations that offer 

transformational experiences that you can integrate into your 

pitch.



ACTION PLAN

SHIFT ACTION

Customer 

Dynamic

s

Blurred Lines 

of Reality

Technology 

Home Invasion

Explore ways to engage your customers 

beyond the booking transaction. Determine 

how can you keep the conversation relevant 

and in which channels.

Go out and experience VR, and talk to 

your suppliers about accessing VR 

footage.

Review what other markets are doing.  

Experiment with the Qantas Concierge bot 

and investigate the partnership with Echo 

and Cruise Planners.

Sustainability 

has a makeover

Travel 

Butterfly 

Effect

Create your top 10 tips for sustainable 

travel and make a list of brands that are 

socially responsible.

Find and learn about three 

products/brands/destinations that offer 

transformational experiences that you can 

integrate into your pitch.

1

2

3

4

5

https://www.thebhive.com.au/newsandevents/events/ccactionplan/

https://www.thebhive.com.au/newsandevents/events/ccactionplan/


Lots of 

companies don't 

succeed over 

time. What do 

they 

fundamentally 

do wrong? 

They usually 

miss the future.



WHAT YOU CAN DO?

TEAM 

2

TEAM 

3

WHAT STEPS CAN WE TAKE TO 
EMBRACE CHANGE?

DO
Accept change is inevitable
Adopt the right mindset
Explore new possibilities



Skills

Tech

Talent

Systems

Strategy

Mindset Emotional and rational 

attitude of all staff

Short and long-term objectives and 

approach

How the business gets things done

Leading current and future staff 

decisions

All things tech, IT, digital related

Managing all knowledge and capability needs

Customer The end-user of the product or service

FUTURE-READY HIERARCHY OF THINGS-TO-BE-DONE



FROM … TO …

MINDSET Fixed Growth

STRATEGY Short-termism Horizons

SYSTEMS Efficiency Responsiveness

TALENT Controlling Empowering

TECHNOLOGY Static Dynamic

SKILLS Ad-hoc training Lifelong learning

CUSTOMERS Transactions Community
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Thank 

You

Tammy Marshall

tammy@thebhive.com.au

www.thebhive.com.au

To download the action plan and digital tips, this is the link:

https://www.thebhive.com.au/newsandevents/events/ccactionpla

n/

http://www.thebhive.com.au/
https://www.thebhive.com.au/newsandevents/events/ccactionplan/

