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Thanks, Jay. Good morning! It’s great to be here today. Before I begin, I’d like to take a 
moment to honor the people who lost their lives in the Sept. 11 attacks eleven years ago 
---We should also celebrate the resilience of the surviving individuals, families and 
communities in the face of those senseless acts.  
 
While we often view travel as an indisputable right of citizens of the free world – and it is

 

 
clearly a symbol of freedom – we’re sometimes unfortunately reminded that the freedom to 
travel, and freedom itself, comes at a price. And while we have been safe from terrorist 
actions in the US since that day, we must also remember our troops who are in harm’s way 
and the many who have made the ultimate sacrifice in the name of freedom and security for 
America and abroad. 

Now it’s great to be here in Nashville with all of you today. Many of you know Sabre… that 
we’re a global technology company serving the travel industry. Our company embodies 
innovation in this industry.  
 
Our customers expect us to be at the forefront in providing the technology they need, not 
only for today, but also anticipating what they will need down the road -- in many cases, 
before the market is broadly discussing those future opportunities. That is the job of an 
innovative technology provider. 
 
I’m most certainly biased, but I get to witness our team at work, every day as they focus on 
our customers – many of you here in the room – and how they navigate changes in our 
industry. For me, it’s a privilege to work alongside the talent we have at Sabre – every day 
is inspiring because of what they’re doing to constantly improve how our industry uses 
technology to meet changing customer needs. 
 
So, while you may know Sabre and what we provide today, I thought I would pull back the 
covers on some new things we’re spending time on …things that could have big impacts on 
the travel industry in the future.    
 
For today’s discussion, I’ll touch on three areas that I hope you’ll find interesting as you 
think about your business: Big Data and new channels with a focus on mobile—combined I 
believe these two will enable much of what the industry would like to do over the next 
decade--- and I’ll also cover the new booking model that’s being debated. Obviously, there 
are many other things we’re focused on, and perhaps we’ll talk about some of those during 
the Q&A session… 
 
Let’s start with Big Data…data so big that it consumes advances in computer power and 
requires new tools and processes to understand it. This data comes from everywhere, from 
sensors used to gather weather information to posts on social media sites, to digital 
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pictures and videos and online transaction records. But Big Data is not just about handling 
the exponential growth in volume. The real beauty lies in how it is processed, analyzed and 
managed to uncover new insights and trending information that can bring value to 
businesses and customers. 
 
FEW companies today would grade themselves with an “A” as it relates to data 
management and putting data to work. Everywhere, businesses are struggling to capture 
their data’s value. When we talk about Big Data, it isn’t the size of the data set or the tools, 
it is about capturing the value of that data. 
 
I would say my friend and competitor, Orbitz CEO Barney Harford gets it. You may recall 
the recent press articles that reported Orbitz was serving different hotel search results to 
Mac users… they were showing more premium hotels which in many cases had higher 
price points compared to PC user displays. 
 
While the press initially tried to bash Barney and his team, it quickly became clear that they 
were simply responding to a unique insight they had gotten through a recent Big Data 
focus. The research found Mac users are 40% more likely to book four- and five-star hotels 
compared to PC users…the notion that a customer’s operating system was an important 
factor for the hotel display parameter was totally new. I think that’s a great example of using 
the data they have to specifically cater to a customer segment. Until recently, that type of 
Big Data insight would have been difficult to get at, and today it is an example that just 
scratches the surface of what you can do with data you already have. 
 
Armed with the latest technology and techniques, Big Data reveals new ways to refine 
customer experiences, offer new services, improve products and reduce expenses. That is 
true for all industries, and let me share an example outside of travel to spur our imagination 
of what could be done within travel… 
 
Within the automotive industry, Ford is leveraging ‘sensor data.’ By that I mean Ford is 
collecting data from four million vehicles that are using their in-car sensing software. That 
data gives Ford engineers deeper insights into things like… how drivers are using their 
vehicles, what the driving environment is like, electromagnetic forces that are affecting the 
vehicle, and a number of other factors. Armed with that new data, Ford can improve the 
quality, safety, fuel economy and emissions of their vehicles. 
 
Now how does that car example translate to things we can work on for our industry? Let me 
lay out a few ideas:  Whether you are a supplier or a travel management company, your 
call center is still an important part of your operation---and a significant driver of costs. For 
decades you have likely collected data to help you drive efficiencies in staffing and training. 
But what if you could use data—collected from a variety of sources – to anticipate what 
calls are going to come in. This isn’t just an issue of a hot flight or an area of weather 
disruption which some of you may do today---it’s bigger. 
 
We will have soon have the ability to capture information about what our customers are 
considering by looking - in near real time - at how they are using our other touch 
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points---say an airport kiosk or a mobile application. Those insights will not only give us 
indications on what to do to evolve our products but they may signal what you can do right 
now to change or enhance an interaction with that customer---either through voice or 
through another channel. This granular data can also provide trend information on 
customer experiences to drive improved customer care and service.  
 
Another of the most important technology innovations as a result of Big Data is the 
improvement in fraud and identity theft prevention. The most advanced tools, ones we are 
using today at Sabre, analyze data and look for exceptions to normal processes in real 
time. New security technologies scan very large transaction sets and pinpoint abnormal 
behavior as they are happening instead of after the fact. They also do a better job of 
recognizing valid exception behavior so that a valuable transaction isn’t rejected due to a 
hard coded rule. The benefits for companies and consumers are obvious. 
 
At Sabre, we’ve already made investments in new technologies and capabilities that will 
help provide our customers with deeper insights into their data…. converting their current 
data into useable information and combining that with vast amounts of data being 
generated by social networks and other new marketing channels in which they participate.  
 
Our recent acquisition of PRISM is another example. PRISM is the leader in airline 
corporate sales decision support, and I would describe it as “Big Data before Big Data was 
cool.” PRISM converts information into action…providing airlines deep insights that are 
actioned into the corporate contracting process.    
 
Now Big Data is interesting on its own but I think the combination of it with this next trend 
will change the travel business over the next few years. 
 
The second trend is around marketing in a “4-screen world.” Increasingly, marketers are 
confronted with broken strategies.  Strategies that haven’t considered how tablets, 
smartphones, desktops, and a revived and different television channel provide new 
opportunities to interact with customers. 
 
Strategies should be set up to drive consistency in brands across devices, but your 
customer may want a very different interaction with you depending on the device they are 
using, and where and when they are using it.  And customers will increasingly expect to be 
able to hop from one device to another —saving progress between devices. 
 
As in the earlier Mac user example, customers’ behaviors may vary depending operating 
system but it will surely also depend on location, time, and any number of other factors. 
Marketing strategies have to evolve quickly for companies to stay ahead. 
 
Let me start with an example of a company that is creating a new experience and maybe a 
new market by understanding this four screen dynamic. 
 
SportStream is a company marketing to folks who watch TV while surfing the web on the 
tablet.  
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SportStream aggregates social chatter about an on-going game with stats, scores, and 
data on what’s happening on the field. The goal is a simple second-screen experience: 
watch the game on the big screen, get involved in the dialog on the little screen. A powerful 
interaction that is outside the scope of the teams on the field or the network that paid 
millions or even billions for broadcast rights. That kind of innovation to enhance a current 
experience is exciting to many but it is also terrifying to marketers that have fallen behind. 
 
Another cool example is the American Express card campaign that allows consumers to 
use twitter to pull merchant offers while at the merchant’s location. American Express 
partnered with Twitter and Foursquare to offer retail discounts in return for tweeting special 
hashtags or checking into Foursquare locations, with discounts applied automatically to the 
cardholder’s AMEX card.  
 
Not only has AMEX turned a communication channel into a brilliant marketing opportunity 
benefiting its merchant partners and AMEX, it’s tapped straight into its bourgeoning base of 
ever-connected customers in social communities.  
   
Mobile services and apps have emerged as the fastest growing business tool for travelers 
today, and travelers are demanding increasing levels of personalization, convenience and 
functionality from their mobile devices.  
 
Through our offering, TripCase we glean daily insights into what travelers want. With its 
location-aware capabilities, Tripcase allows our customers to travel smarter because it 
knows where you are and provides geo-location contextual messaging. It recognizes, for 
example, you're in Nashville, and can provide tips for arriving at the airport and baggage 
claim information. When you look at the app again, it has progressed to the next item on your 
itinerary based on your arrival—so your stay here at the Hutton is displayed. 
 
And at Sabre Hospitality Solutions, we are working on a multitude of concepts for hotels to 
engage guests during their stay through a variety of channels… via their smartphone, tablet 
or the hotel TV… 
 
Advance room check-in as soon as you land from your flight is one of the most often 
mentioned “I WANT”S” from travelers—it remains difficult to do. You could also use your 
smartphone to tell the hotel exactly what services you want during your stay… which 
newspaper you read, when you want coffee served each day, when you don’t want to be 
disturbed by housekeeping so no one knocks on the door when you are taking an important 
call---just because you forgot the do not disturb sign.    
 
There are so many ways to enhance the interaction between the hotel and their guest. 
Interactions that create efficiencies and eliminate the option of human error for both the 
hotel and the guest, leaving the hotel more time and focus on those highly personal tasks 
that make ones stay great. The guest experience can and will change and I think those 
changes are right around the corner.  
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And it doesn’t take much imagination to think about how that same model for responding to 
preferences and desired experiences can be fulfilled as a traveler interacts with the airport 
both before and during their time there.   
 
At Sabre, we are thinking about the convergence of trends---so what is known about a 
customer that always checks in online at home, what does he or she do when navigating 
the parking garage and airport, and how can airlines and airports best interact with that 
customer to make the overall experience better....there are no easy answers but I am sure 
that companies that dive deeper into their data to understand their customers and begin to 
have a different dialog with their customers across multiple devices will find significant 
competitive advantage and new revenue opportunities.  
 
And we know that suppliers, especially airlines, are focused on ancillaries and new 
revenues. That will require a focus on what really matters – THE CUSTOMER. I would 
suggest that without old-fashion customer focus along with Big Data capabilities and a 
strategy that includes multi-device offerings, airlines will struggle to get traction. Today, 
most large airlines offer a handful of ancillaries that they have operationalized and have 
relatively high acceptance rates---baggage fees, lounges, meals, and a few others.   
 
But airline executives are contemplating long lists of products and services that will have 
relatively low buy rates---getting to that right product mix, being able to manage fulfillment 
and service levels with that type of model is a new issue for airlines. And the idea of figuring 
out what customers really want and prefer adds too much complexity without a completely 
new set of tools that help capture preference data as well as forecasting the optimal time of 
purchase---is it while purchasing the ticket, via a mobile interaction a week before the flight, 
at a kiosk, the gate, or on the plane? This is a very different business model and operation 
than airlines have today and as airline executives start to envision a deeper move into 
merchandising they are realizing just how complex their task is. At Sabre, we are well 
positioned to help them solve that problem as our end to end portfolio touches on many 
aspects of what they want to do---from commercial systems, to reservations, and 
provisioning---and across multiple intermediary channels. 
 
And that leads me to the current debate on a new booking model, which I think is more of a 
trendy topic rather than a technology or business trend. But since it is so specific to this 
audience and to travel distribution and purchasing, I thought I’d spend some time on it.   
 
Proponents of the new booking model say that it will help corporations support what 
travelers are already doing – booking outside of the managed travel program – usually from 
their smartphones. The benefits – THEY SAY – are that travelers get to book where and 
how they want, with the potential of still receiving the corporate negotiated rate, and that 
corporations still get the visibility and control they want in their travel program.  
 
So is it a good idea and does it have legs---will it gain traction as a terrific alternative to how 
corporate travel is managed today? 
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I think you have to start the discussion with an economic reality check---no new news here, 
we have a stagnant global economy, and most economists believe we will see only minimal 
growth and recovery over the next several years. That has resulted in companies hoarding 
cash, and being prudent about spending and investment. That results in strong financial 
controls, more power in procurement departments and in financial managers. So I think that 
is the backdrop. 
 
Managed travel, which is targeted at a very complex and expensive procurement category, 
delivers proven service and savings.  
 
So if we start with that corporate and economic backdrop and then add that the process 
today, the fact that the GDS, does have the capability to handle non-GDS bookings by 
using passive segments—which have been available for some time. I think you have a 
model that many corporations understand but one that hasn’t gotten much real 
consideration for several reasons. 
 
And to be clear, it isn’t just about the control issue. CFO’s - who most travel managers now 
report up to - are not necessarily going to play hardball on this. The ones that are smart and 
informed understand that the consumerization of business services is real, it’s a decade old 
trend – they don’t want to get in the way of customer experiences. I think they will continue 
to challenge their suppliers to give them programs for their travelers, inclusive of technology 
for their travelers, that allows for a certain amount of autonomy---- but autonomy based on 
trust that the travelers will do the right thing. Now I DO think they will be more concerned 
about things like the audit implications of a high spend area with a lightly managed process 
versus a highly managed one---this is a real issue that isn’t being talked about much. 
 
Another reason is that most studies on the subject, some done by us which you would likely 
dismiss, but others done by our customers, have largely dismissed this potential new 
booking model as inefficient at best and often incredibly more expensive. The most recent, 
done by a Fortune 100 company, used a sample size of 350 PNR’s and saw cost increases 
of almost $120,000---a very large increment when comparing their corporate program using 
TMC and GDS to bookings made directly on the three largest US carrier sites. 
 
On the service side, it means being able to re-accommodate a stranded business traveler 
during an off schedule operation – at a time when supplier phone lines and websites are 
melting down. That is when a TMC working on behalf of both the traveler and the supplier 
can make all of those connections and re-connections happen most efficiently. Another 
critical element is the duty of care companies have for their teams. Natural disasters in 
recent years have shown us the need to know where our travelers are and how to reach 
them. This is where a well-managed travel program and strong partners become critical not 
only to the corporation but to the safety of its employees.    
 
Finally, we should be looking at how our travelers are behaving. Is there really a big, pent 
up desire to book on supplier direct sights? We don’t see it. We stay close to the 
conversation and to the trends – and we look to see if people are voting with their feet. I 
don’t think that they are. 



7 
 

 
Clearly, everyone benefits from an open, trusted marketplace where buyers can easily 
shop and compare products, services and prices, and suppliers can compete by 
differentiating themselves with value-added services and offers. In that kind of 
marketplace---there is efficient, frictionless buying that is good for both buyers and sellers. 
 
Now, my view on the proposed new booking model doesn’t mean there are not important 
issues to address here.  
 
First, when content is not easily available for consumption in the managed travel 
marketplace, it causes the process to break down, drives costs, and potentially drives user 
dissatisfaction. This is a real issue and we continue to look for ways to negotiate to expand 
access to that content.  
 
Second, I mentioned the decade long trend of consumerization of business services. 
Without question, the convenience and proliferation of consumer-oriented technologies and 
applications are driving changes in business travel and the expectations business travelers 
have of their corporate travel program.   
 
At Sabre, we are committed to facilitating the distribution, shopping and purchase of travel 
no matter how it evolves. And you can expect us to be at the forefront as changes emerge. 
That means that if buyers and sellers believe there is a better model---one that relies on a 
broader set of services and most likely a different way to purchase services – we will work 
hard to enable that. You can also count on us to understand and support your business with 
smart technology solutions.  
 
I think we can all agree that there is no value in new solutions or models that corporations 
don’t want or use because they are inconsistent with their core business goals.  
 
As I mentioned at the beginning, I wanted to give you some insights into how we’re thinking 
about some of these things that can have very real and meaningful effects on the travel 
industry and on all of our businesses. You can expect us to remain committed to continuing 
to innovate in the travel technology space, and I encourage you to continue to challenge us.  
 
Additionally, I think we’re pretty well known for advocating for a healthy and sustainable 
industry, but here, too, you may not know some of our focus: 

• The U.S. Customs and Border Protection’s Global Entry program is designed to 
expedite airport customs and security for low-risk, pre-approved travelers coming 
into or returning to the United States. As travel professionals, we should all support 
this effort to make travel easier. Sabre is supporting the program by promoting 
participation with our own employees and our customers. I hope you’ll do the same. 

• We advocate for the value of a transparent and competitive marketplace that meets 
the needs of airlines, travelers, and the travel agencies and travel management 
companies that connect them.  

• We are involved in the fight against human trafficking, a cause that Marilyn Carlson 
Nelson brought to our attention. Sabre is the first travel technology company to sign 
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the industry’s Code of Conduct against human trafficking, joining hundreds of 
airlines, hotels and tourism providers globally. We’re involved in this effort for social 
justice because criminals engaged in human trafficking rely on the travel industry to 
transact their business.  

 
Even with the pressing business issues we all have to deal with, it’s important to remember 
there are also social and environmental issues affecting our industry that we can help 
address.  
 
Knowing how anxious you are to ask your burning questions – or maybe you’re more 
anxious to get Rob on the hot seat – let me wrap up by saying that the travel industry is 
affording us new opportunities to work together…whether it’s to deliver Big Data analysis in 
real time…further streamline the travel experience…or understand the consumer base 
driving for more powerful social, mobile commerce.   
 
By acting on the trends and relentlessly innovating … investing in the right things… 
promoting a transparent and accessible marketplace…. standing up for the industry as a 
whole… and collaborating with the right partners, we can continue to improve, enrich and 
grow the travel industry which, as you all know, is one of the greatest economic engines on 
the planet.  
 
Thanks again for inviting me here, and now, I’m happy to take your questions.  
 


