
 

 

From Bookings to Relationships: How Travel Brands Must 
Rethink Commercial Strategy for the Modern Traveler 

By Ravi Jakkula, Chief Commercial OƯicer, Amadeus South Asia 

The travel industry has always connected people with places. Today, it must do more: build 
meaningful relationships with travellers. A booking is no longer the finish line; it is the start 
of a journey between a brand and its customer. This shift gives travel businesses a clear 
opportunity to rethink commercial strategy around long-term relationships, not just 
transactions. 

For decades, travel industry success was measured by one criteria, bookings. More bookings 
meant higher revenue, stronger market share and growth. While bookings remain important, 
they are no longer the only measure of success. Today’s travellers expect more than a 
transaction. They want seamless, personalised and connected experiences from the 
moment they begin planning a trip until after they return home. This shift is changing how 
travel businesses must approach commercial strategy. One trend is increasingly clear:  
travel brands that build lasting customer relationships consistently are often better 
positioned to drive repeat business, customer loyalty and long-term growth.  

Modern travellers are digitally connected, well informed, and surrounded by choice. They 
compare prices in seconds, read reviews before making decisions and increasingly expect 
brands to recognise their preferences across and deliver relevant experiences across key 
customer touchpoint. A competitive fare may win a booking, but personalised experiences, 
proactive service and genuine value are what bring customers back.  

This is where technology becomes a powerful business enabler.  

At Amadeus, our mission is to make travel better for everyone. We believe technology should 
help travel providers understand travellers better and serve them more intelligently. With AI-
powered insights, advanced analytics, cloud-native platforms and modern retailing 
capabilities travel businesses can move beyond selling seats or hotel rooms and create 
oƯers that are more relevant to each traveller. 

Consider a traveller planning a family holiday. Instead of generic promotions, they receive 
personalised flight options, accommodation that fits their preferences, recommendations 
for destination experiences, travel insurance and local transport to create one seamless 
journey. If their flight is disrupted, they receive timely updates and alternative options via 
their preferred channel whether that’s a mobile app, phone call or email so the traveler can 
confidently manage the next steps of their trip.  This is no longer a distant vision; it is where 
the travel industry is heading. 



 

 

Modern retailing is enabling this transformation. Technologies such as New Distribution 
Capability (NDC), dynamic oƯers and intelligent merchandising allow airlines and travel 
sellers to present richer, more personalised content while giving travellers greater choice 
and flexibility. At Amadeus, we help our partners adopt these capabilities so they can 
compete not only on price, but also on experience. 

South Asia is well positioned to lead this evolution. The region is seeing strong aviation 
growth, rising disposable incomes, increasing outbound travel and one of the world’s fastest 
rates of digital adoption. https://bit.ly/4wAmdqz. As millions of new travellers enter the 
market, expectations for convenience, personalisation and digital experiences will continue 
to rise. 

Meeting these expectations requires close collaboration across the travel ecosystem. 
Airlines, travel agencies, hotels, airports, payment providers and technology companies 
must work together to deliver connected experiences. This collaborative approach reflects 
how Amadeus partners with the industry: combining technology, data, and innovation to 
help travel businesses explore new commercial opportunities and enhance the traveller 
experience. 

Every booking should be seen as the beginning of a relationship, opening the door to more 
opportunities in the future.  

The brands that thrive in the years ahead will be those that invest in understanding their 
customers, use technology intelligently, and create meaningful interactions at every stage 
of the journey. Commercial success will increasingly be measured not only by revenue 
generated today, but also by the trust, loyalty, and lifetime value built over time. 

The future of travel belongs to businesses that place relationships at the centre of their 
commercial strategy. At Amadeus, we are proud to partner with the travel industry to help 
make that future a reality. 

 


