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Dear Customers,

Many unknown challenges presented 
themselves in early 2020 as a result of the 
COVID-19 pandemic, and the impact was 
beyond imagination. Nonessential workers 
were asked to shelter in place as borders were 
closed globally, and travel, both personal and 
business, was reduced to a record low. In cities, 
urban mobility has dropped significantly, being 
largely used by essential workers and 
emergency responders.

During the recovery phase, it is safe to expect 
demand spikes and dips as the fears about the 
coronavirus and personal safety remain.

SAP defines the passenger travel and leisure 
industry segment to include airlines, airports, 
railways, hospitality, and urban mobility. For 
simplicity, we will refer to the overall view as the 
travel industry.

These industry segments will need to be even 
more efficient in managing costs and generating 
revenue streams by providing new and 
innovative services to customers at competitive 
prices. As the focus turns to the experience 
economy, the well-being of both guests and 
employees will be a forefront issue, as will 
supply chain and asset management. 

Businesses and partner alliances that use 
technology to achieve these innovation 
objectives will survive to be the leaders of 
tomorrow. 

To succeed, the travel industry must focus on 
four strategic priorities: 

▪ Digitalize customer experiences 

▪ Generate new business models 

▪ Adopt intelligent operations

▪ Leverage intelligent asset management

WELCOME

“Digital transformation 
provides a huge 
opportunity for travel 
companies to redefine 
their role in the broader 
passenger travel world 
and to leverage 
technology to reach 
new levels of insight, 
flexibility, effectiveness, 
and service for 
travelers.” 

Kevin Schock
Global Vice President 
Travel and 
Transportation
SAP SE

To execute on these strategic priorities, 
companies need to change the way they 
operate. They must integrate and increase 
transparency of their own end-to-end 
processes and operations and combine this 
with real-world awareness that encompasses 
customers and the environment. They will 
then need to use this information to make 
decisions and solve problems in novel ways.

By shifting routine tasks from humans to 
business systems enabled by machine 
learning and artificial intelligence, travel 
companies will free up the capacity needed to 
define and pursue innovative and 
transformative business models.

With our Intelligent Enterprise framework, SAP 
provides the integrated suite of applications, 
the intelligent technologies, and the digital 
platform that companies need to make this 
shift. We have the vision, the solutions, and the 
commitment to go with you all the way from 
defining your transformation strategy and 
delivering the right solutions to running your 
digital backbone in the cloud.

Sincerely yours, 

Kevin Schock
Global Vice President 
Travel and Transportation 
SAP SE

3© 2021 SAP SE or an SAP affiliate company. All rights reserved. 

SAP Industries White Paper | Travel and Transportation – Passenger Travel and Leisure



TABLE OF 
CONTENTS

YOUR FEEDBACK 
MATTERS TO US!

Please let us know how you rate 
this document.

Click here

3 Welcome

5 The Need to Adapt

6 Long-Term Industry Challenges

7 Four Priorities for Success

9 Digitalize Customer Experiences 

11 Generate New Business Models

13 Adopt Intelligent Operations

15 Leverage Intelligent Asset Management

17 Key Technologies 

19 Getting There: A Phased Approach

20 Early Digital Adopters Lead the Way 

21
SAP Intelligent Enterprise Framework for 
Innovative Customer Experiences

22 How to Plan Your Path to the Intelligent Enterprise

24
Comprehensive SAP Ecosystem: Orchestrating 
the Partner Ecosystem to Deliver Value Faster

25 SAP Is Committed to Innovation 

26 Resources

4© 2021 SAP SE or an SAP affiliate company. All rights reserved. 

SAP Industries White Paper | Travel and Transportation – Passenger Travel and Leisure

http://sap.to/Survey_Whitepaper_LifeSciences


5© 2021 SAP SE or an SAP affiliate company. All rights reserved. 

The Need to Adapt

THE NEED TO ADAPT

The COVID-19 crisis has upended the passenger travel and leisure 

industry segment as we know it. 
Airlines, airports, railways, hospitality, and urban 

mobility have been severely impacted, as the 

table shows. 

Early 2020 brought unforeseen challenges, where 

passenger and business travel was disrupted, 

hotel reservations were canceled at unprecedented 

rates, airlines temporarily shut down, and urban 

mobility was limited. Enterprises of all shapes and 

sizes were impacted. People with nonessential 

roles were ordered to shelter in place, and 

companies with business processes that be could 

transitioned to online models were asked to do so. 

This unprecedented time highlights and increases 

the need for greater flexibility. At the same time, it 

also accelerates the need to digitally transform.

Companies within the travel industry had to dramatically reduce their workforce. The decline in demand added 

financial pressures as a result of increased cancellations and decreased cash flow. Purchasing and supply chain 

activities dropped, and the majority of assets are not in use and are not generating revenue. While the need to 

digitally transform was already a priority, it is now an essential strategy for ongoing business.

In parallel, the industry challenges driving digital transformation before COVID-19 remain. Let’s explore these 

challenges in more detail.

Impact of COVID-19 on Passenger Travel and Leisure

Situation 
2020

Impact
▪ Liquidity is a big 

challenge requiring 
fast measures to 
reduce costs.

▪ There is an 
unsustainable level of 
variable costs to 
operate daily business; 
assets are not is use, 
and companies are 
forced to furlough 
employees.

▪ Major airlines are 
struggling for their 
independence.

▪ Cost-effective 
operations will be 
critical.

Dramatic 
Reduction of 
Workforce

Significant 
Financial 
Pressure

▪ Organizations are forced 
to lay off employees due 
to economic conditions 
caused by the crisis.

▪ Revenue has 
dramatically dropped 
within a very short time. 

▪ Industry has historically 
high variable costs 
and high capital 
expenditures with 
low margins.

▪ Dramatic drop has 
occurred in demand for 
travel and hospitality 
services. 

▪ International travel is 
practically nonexistent.

▪ Urban transit has 
reduced schedules and 
frequency.

▪ The demand for hotels is 
very limited or near zero.

▪ Skilled workers are 
displaced.

▪ Knowledge and 
experience are lost.

▪ When business picks up 
again; recruiting and 
training employees will 
be a challenge.

Historic Low 
Demand, 
Canceled 
Bookings

▪ Customers can rebook 
at a later time.

▪ Airlines are forced to 
park their planes.

▪ Hotels offer their rooms 
as hospital beds for 
tackling the pandemic.

▪ After restart, matching 
supply with demand will 
be a challenge.

▪ Use of assets is very low, 
with many hotels shut 
down and airplanes 
parked.

▪ Maintenance is still 
required.

▪ Additional maintenance 
efforts are required for 
cleaning.

Assets 
Not 
Needed

Volatile 
Supply 
Chain 

▪ Dramatic drop has 
occurred in demand for 
travel and hospitality 
services .

▪ Supply of critical 
materials from affected 
regions is uncertain.

▪ Supply chain 
disruptions are leading 
to higher costs, missed 
sales, and need to 
safeguard cash.

▪ Logistic bottlenecks 
occur due to inbound 
and outbound supply 
chain challenges.
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Owning the Traveler Journey
Owning the traveler journey and creating and increasing brand loyalty are business pillars 
across the travel industry. Evolving business processes to expand brand experiences and 
customer engagements (through Web sites, mobile, apps, social channels, and more) 
should remain investment areas and will have a greater role to play in the post-COVID-19 
environment.

Businesses will need to capture and define customer touch points and be able to identify the 
channel of preference for each customer at the time most convenient to the customer. To 
do so, the customer journey should be defined, understood, and digitalized, with customer 
consent on what data is captured and how that data is used. Aggregated data from these 
brand engagements will help personalize experiences and identify where customer 
expectations are met and not met, creating an experience gap.

Finding New Revenue Sources and Increasing Margins
It’s not profitable enough to sell only airline seats, hotel rooms, or a trip on a cruise ship. 
Travel companies find themselves needing to sell additional products and services to 
enhance the customer experience and increase margins. They are aiming to become travel 
retailers, or in the case of passenger transport, moving toward a subscription model. After 
the major disruption of 2020, it will be even more vital to be creative and flexible. Specific 
offers of travel services and products will help in creating a sustainable, profitable business 
model – whether you are an airline, travel agent, cruise line, or urban transportation operator. 

Orchestrating Resources to Enable New Business Models 
To offer multimodal legs that provide the transportation services to get a traveler to a desired 
destination, operators have to continually assess the availability of their own services as well 
as those of their partners for the traveler’s seamless journey.

Active orchestration will lead to new real-time approaches and options with the least dwell 
time and smooth transitions for the passengers. This means transportation services 
purchased will be provided to the traveler as a single service across all modes of transport.

Such orchestration could lead to a mobility-as-a-service model, where the customer can ride 
a bus, take a bike, use an autonomous car, or transit through a station or airport to their final 
leg – with one pass or a ticket. 

High-Performing Transport Assets in the Digital Age 
Operators have to balance the relationship that they have with their OEMs and maintenance, 
repair, and overhaul (MRO) providers to increase the uptime of their assets. They also need 
to carefully assess and leverage innovations across the value chain, especially on the digital 
transformation front. 

Technology plays a critical role in this journey, not only to leverage existing processes, 
taking them to the next level, but also to use new physical and digital technologies such as 
drones and 3D printing in the maintenance processes. This also requires companies to have 
employees with more-varied skills to advance in achieving an intelligent asset management 
system.

89%

Of consumers who rate a rental cars 
and transport company’s customer 
experience (CX) as “very good” are likely 
to recommend the company, compared 
with only 16% of those who rate a 
company’s CX as “very poor,”1

85% 

Of consumers who gave a hotel and 
rooms operator company a “very good” 
CX rating report being “very likely” to 
repurchase from that company, while 
only 21% of those who gave a company 
a “very poor” CX rating say the same.2

65%

Of consumers who gave an airline a “very 
good” CX rating are “very likely” to try 
that company’s new product or service, 
while only 17% of consumers who gave a 
company a “very poor” CX rating feel the 
same.3  

To achieve your long-term vision, the following industry challenges 

must be addressed. 

LONG-TERM 
INDUSTRY 
CHALLENGES
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We have identified four strategic priorities 

necessary for passenger travel and leisure 

companies to transform their business.

FOUR PRIORITIES 
FOR SUCCESS

DIGITALIZE CUSTOMER EXPERIENCES 

GENERATE NEW BUSINESS MODELS

ADOPT INTELLIGENT OPERATIONS

LEVERAGE INTELLIGENT ASSET 

MANAGEMENT
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STRATEGIC PRIORITIES

Digitalize Customer Experiences 

The proliferation of digital channels means brands 

now have more opportunities to engage with 

customers in ways that suit them. This also means 

customer expectations have shifted: 24x7 availability 

and personalization are the norms and not the 

exceptions. 

Technology supports this always-engaged modality, 

and artificial intelligence (AI) and chatbots provide 

insights and functions to create personalized offers 

and experiences. These offers and experiences are 

based on the customer’s profile, historical behavior, 

and feedback, in addition to the profiles of similar 

customers. Technology prioritizes the products 

most relevant to the customer and delivers the right 

content for the customer’s stage in the funnel. This 

includes dynamic, personalized pricing and options 

to get the right mix of revenue and profit while 

meeting customer expectations. 

Generate New Business Models 

Today’s traveler expects a “retail” experience that is 

in context, delivering the right offer, at the right 

time, at the most appropriate touch point. 

Travel companies can increase their revenue 

sources and margins by fulfilling these expectations 

and providing a more complete service portfolio. 

Adopting a clear merchandising and distribution 

strategy is vital for travel companies, as they have 

direct access to the traveler, but it’s also vital to 

increase margins by leveraging new sources of 

revenues. 

In case of urban transport companies, a new 

business model might mean adopting a clear 

mobility-as-a-service strategy as they cater to 

the needs of commuters.

Adopt Intelligent Operations 

Increasingly, customers are expecting smooth 

execution of the service they have purchased or 

subscribed to – whether it be booking an airline 

ticket using a mobile app, subscribing to a mobility 

service, or making a reservation for a room in a 

hotel. 

Intelligent operations require having real-time 

visibility and the ability to optimize processes based 

on real-time data, smart algorithms, machine 

learning, and predictive models.

The operator leverages these technologies to ensure 

that the travel-related services are ready to deliver. 

In the case of hotels, this is the rooms and property; 

for airlines, the availability of the right seat on the 

right flight; and for mobility as a service, the various 

combinations of multimodal assets that enable 

movement from point A to B in an urban setting. 

Leverage Intelligent Asset Management 

Travel companies should consider “value-chain-

wide” digitalization. This means they have to 

consider the full asset lifecycle across the 

stakeholders of the assets. 

They have to plan and manage strategic asset 

investments with careful consideration of the 

network. This then translates to a collaborative 

approach to ensuring the optimal uptime of these 

assets, working with both OEMs and MRO service 

providers. 

Also critical is a careful enhancement of planned 

maintenance systems to condition monitoring and 

predictive maintenance using the latest intelligent 

asset management solutions.
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DIGITALIZE CUSTOMER 
EXPERIENCES 

With the recent disruption of the travel industry, 

digitalizing and expanding the customer experience 

will become a strategic differentiation. At its core, 

customer experience is about understanding 

moments that matter most to customers and 

turning those moments and interactions into 

impactful events that exceed your customer’s 

expectations.

In the digital age we live in, many brand interactions, 

or moments of truth, occur online. The volume of 

online or digital interactions will increase in line with 

the demand for self-service functionality and the 

increase in remote workers. Brand perception will 

be based mostly on digital interactions through a 

Web site, app, or social channel as soon as a 

traveler begins searching for information and then 

begins to receive personalized travel offers. This 

means organizations must understand, segment, 

and target their customers online when it is most 

impactful, relevant, and convenient to the customer 

– meeting the customer’s needs in real time in the 

channel of their choosing. (See Figure 1.) 

Much of the existing data that brands have on their 

customers is operational data (O-data), which tells 

you what they did (such as bounce rate, cart 

abandonment, time spent on the site, conversions, 

and the like). Today’s experience leaders combine 

O-data with experience data (X-data) on digital 

channels to understand the human factors that 

drive behavior and use it to make powerful 

predictions about how to anticipate their customers’ 

needs and wants. This also requires hospitality, 

travel, and urban mobility providers to manage 

customer data consent based on geographic 

data laws and individual preferences. In fact, data 

capture and sharing policies can greatly contribute 

to customer brand loyalty and brand trust by 

showing a preference for transparency.

In a digital setting, closing the loop happens on both 

a macro and micro level. On a macro level, closing 

the loop means using the customer feedback to 

actually fix the problematic journeys. It means 

strategic change on the company or business unit 

level. This could include higher-frequency customer 

communication in the post-COVID-19 environment 

to address safety and well-being concerns. 

Alternatively, this might include identifying systemic 

issues (consistent negative feedback across a large 

number of accounts) that require broader initiative 

planning to properly address. On a micro level, 

closing the loop means personally reaching out to 

rectify problems with individual customers.

Figure 1: Improve Digital Experience for Travelers

Offer a contextual commerce 

experience by bringing 

property information together 

with a single technology

Put yourself in charge 

of the guest throughout 

the buying journey

Make offers available to the 

right audience, leading to 

higher conversion rates with 

accurate guest information
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DIGITALIZE THE CUSTOMER 
EXPERIENCE: HOTEL EXAMPLE

The future of brand interactions happening within 

digital environments is only going to increase. As 

these digital interactions increase, it will be more 

important to listen to the customer’s voice – where 

they engage with your brand and the feedback they 

provide – and overlay this data with your day-to-day 

operational data. Brands must break down silos and 

understand the end-to-end customer journey both 

online and offline. 

To digitalize the traveler journey, hotels, airlines, 

and urban mobility providers must have a deep 

knowledge and understanding of the customer to 

create compelling offers, targeted campaigns, and 

a seamless experience within the front- and back-

office operations (customer-facing and non-

customer-facing processes). Travelers are not 

interested in back-end processes but in a seamless 

experience where itinerary data is known by the 

provider and no additional effort is needed from the 

traveler.

This end-to-end journey and seamless experience 

applies to early efforts such as when a potential 

traveler is researching destinations and offers, and 

extends to when the traveler is considered a 

qualified opportunity within the sales funnel with a 

high propensity to buy.

SAP can help hotels create and manage offers, 

target and segment customers, engage with 

customers, fulfil the customer order (a reservation 

or add-on services), and manage order accounting, 

and checkout. Essentially, hotels can own the 

digitalized customer journey across multiple 

systems, including core ERP and property 

management systems. (See Figure 2.)

Figure 2: The Digitalized Traveler Journey (Hotel Perspective)

Organization creates an offer and 
supporting campaigns. 

Customer profile is created after 
receiving the customer opt-in for 
data sharing.

Travel Planning and Idea Travel Search to Offer

Collected customer feedback is 
combined with other experience and 
operational data sources. 

Personalized offers are remarketed.

Travel Offer to Cart

Customer visits Web site and selects 
an offer of choice, and additional 
product and service offerings are 
delivered. 

Promotional reminders are offered 
upon checkout.

Travel Booking

Reservation is created, and customer 
finalizes payment. 

Confirmation order is created, and 
additional recommended offers are 
delivered to customer.

Travel Order to Cash

Customer order is dispatched to 
all delivery providers, and sales 
information is sent to order 
accounting. 

At the completion of the journey, 
the fulfillment status is updated in 
the customer order.

Travel Experience

Customer feedback is requested 
about stay, experience, and amenities. 

Customer order fulfillment status is 
sent to order accounting; recognized 
deferred revenue and settlement are 
carried out with delivery providers.
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GENERATE NEW BUSINESS 
MODELS 

What today’s travelers expect from their travel 

provider is a personalized offer that is in context 

and a frictionless end-to-end experience, with all 

relevant services included.

The travel industry can respond to these traveler 

needs and increase revenue sources and margins 

by fulfilling these expectations and providing a more 

complete service portfolio.

As the industry has suffered severely in 2020, 

cutting costs and streamlining processes will be 

more important than ever. Passenger travel and 

leisure companies will want to move toward 

simplifying distribution and act as true retailers, 

owning the customer conversation. With companies 

having the ability to deliver completely customized 

offers and services that precisely fit the preferences 

of an individual customer, a major portion of 

revenue will stem from up-selling and third-party 

offers to travelers. These services are based on and 

built around products and services, the value they 

deliver, and the data assets they create. They will 

move from being human-provided "add-ons" to the 

reservation to offerings in their own right, with 

separate revenue streams – and they will evolve into 

multibrand services (see Figure 3). 

Pricing will evolve to a much more dynamic model 

with contextual and even personalized pricing. The 

importance of partnerships within and outside the 

travel industry will increase to enable a more holistic 

service delivery. 

In some cases, companies will use their expanded 

customer relationships and control over their own 

products to offer these products "as a service," 

where the service provider maintains ownership, 

operates the product, and charges for the value 

delivered to the end customer. 

In the travel world of the future, there will be travel 

platforms proactively offering a complete 

experience with all products and services, using 

predictive capabilities and fully connected to all 

touch points – with customer chatbots and voice 

communication being the standard. 

In urban mobility scenarios of the future, regardless 

of the mode of transport, people will be able to 

move from point A to B in a seamless way. When a 

destination is decided upon, all options including 

bikes and autonomous cars will be automatically 

presented in their app of choice. 

Figure 3: Expanding Offerings to Meet Every Customer Need

Flights

TODAY

Experiences

FUTURE
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GENERATE NEW BUSINESS 
MODELS: AIRLINE EXAMPLE

A digital and mobile world changes the way 

customers book travel. Airlines have learned from 

retailers and are adopting their approach, offering a 

more diversified range of products and services to 

increase customer experience and loyalty while at 

the same time adding new revenue sources and 

thereby improving profitability. Adopting a clear 

merchandising and distribution strategy is vital in 

order to have direct access to the traveler, but it’s 

also vital in order to survive financially. However, 

airline distribution and booking processes are so 

outdated and complex that they hinder flexible 

retailing. For example, it’s a challenge even to sell 

an ancillary product such as a seat upgrade on an 

interline airline partner flight – which means lost 

revenue opportunities. Distribution costs are also 

very high. The International Air Transport 

Association (IATA) is striving to simplify these 

airline processes with a new communication 

standard called “New Distribution Capability” or 

“NDC” and completely new ONE Order–based 

order management and accounting processes. 

This represents one of the biggest changes to the 

system landscape and processes in the airline world 

and its ecosystem. 

Airlines that don’t adapt risk simply being a supplier 

in the travel chain, leaving others, such as the 

Internet giants or new players entering this sector, 

to control the traveler conversation. SAP enables 

airlines to realize their new strategy and is fully 

aligned with the industry standards, being the first 

vendor to receive ONE Order certification from IATA 

for order management as well as order accounting. 

(See Figure 4.)

As the industry emerges from COVID-19, there will 

be an even greater need for flexibility to adjust to 

volatile markets and demand, to address high 

customer expectations and concerns, and to lower 

distribution costs. Airlines need modern, flexible 

systems within their control. 

For more information, read the ONE Order case study.4

Figure 4: ONE Order Certification for SAP
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ADOPT INTELLIGENT 
OPERATIONS 

Both natural and man-made events have delivered 

shocks to the demand for the services of travel 

industry providers. Hurricane Katrina and fires in 

California and Australia, for example, affected 

demand. Following the September 11 attacks on 

the World Trade Center in New York, the airlines 

industry saw demand for service reduced by 

about 30%. 

The effects of the COVID-19 pandemic have taken 

the change in demand to unprecedented levels. 

Some hotel chains have stated that with the onset of 

COVID-19, some 90% of their demand disappeared 

overnight. This is far bigger than what happened 

during both the 2008 financial crisis and the 

September 11 attacks, where the hotel industry 

saw a decline of about 20%. 

These shocks provide a view of the more critical 

components of service provision and how it is being 

executed. Now it is even more important to examine 

and streamline processes. Resilience and agility 

become even greater strategic advantages. This 

includes readiness of the supply chain, operations, 

and the workforce as economic conditions improve 

and demand increases post-COVID-19. 

Communications are becoming of vital importance, 

but they have to be accompanied by clear messages 

of the types of services that are being offered and 

at what level. It is prudent to assess the business 

models and quickly adapt to the changing 

circumstances, with special emphasis on scaling 

service provision up and down and providing 

visibility to the end consumer. 

Thus, a key consideration is to ensure that operations 

are conducted efficiently and that customers have 

easy access to available resources at all times. 

Airlines have to seamlessly execute all ground 

services (including customer handling) in a well-

orchestrated fashion to ensure they are back in 

the air in a safe and timely manner. Intelligent 

operations combine machine learning capabilities 

and Big Data solutions to enable well-orchestrated 

hub operations for airlines, allowing them to identify 

the right items to be synced and sequenced 

efficiently. The hospitality industry needs to do the 

same with their property management systems. 

In urban mobility, the core activity will be to ensure 

that scheduled services are maintained in a timely 

fashion, and in multimodal mobility cases, 

connectivity to various modes of transport. 

The front-office apps that execute on the 

customer’s demand for all mobility services must 

provide a single customer experience. This requires 

a paradigm shift to a mobility-as-a-service approach 

where operations involving the movement and 

availability of resources need to be executed in an 

intelligent way, as does the related pricing structure 

(including promotions and free services) of all the 

individual services. This allows the customer to 

experience one seamless service. 

Intelligent operations in urban transport go hand in 

hand with mobility as a service. 

Hence, an urban operator not only has to orchestrate 

between scheduled and route-based destinations of 

several of its modal services, it also must sync and 

orchestrate with on-demand services, especially in 

the area of last-mile operations. This is applicable to 

both its own services and services from partners.
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ADOPT INTELLIGENT 
OPERATIONS: URBAN 
TRANSPORTATION EXAMPLE 
Using urban mobility as an example and reviewing 

the end-to-end customer journey, we see that 

from the digital perspective, the customer’s entire 

experience resides in the way they access the 

mobility service through their mobile app. This 

leads to a new paradigm of mobility as a service, 

where the customer is only interested in moving 

from A to B, and the rest of the back-end processing 

and operational orchestration is left for the 

passenger transport operator(s). (See Figure 5.) 

This experience should be fully met with an end-

to-end, seamless back end and well-organized 

operations, including ensuring that all operators 

are synced, and most important, that a single 

“subscription” is offered for all the services that 

the passenger uses when traveling from A to B. 

This then takes the intermodal approach where 

several companies come together to provide a 

holistic view of the journey and then render the 

service to the end user. 

In this example, we focus on the back end, where 

the customer purchases and consumption of 

services are all managed as a single unit. This leads 

to a single unified view of all services for the 

customer, termed mobility as a service. In this 

approach, the customer has one entry point to all 

services, purchases the service as a subscription or 

one-off product, and travels using various modes 

within the network. Each of the travel modes is then 

automatically calculated and assigned to a single 

bill for the customer, appearing as one seamless 

journey. In the background, automated partner 

settlements occur for the different modes. 

This is the essence of mobility as a service. It is a 

focus not only for urban transport companies but 

also for a number of other industries that come 

together to help the traveler have a seamless 

journey.

Figure 5: Mobility as a Service
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LEVERAGE INTELLIGENT 
ASSET MANAGEMENT

Travel companies need to confront a number of 

challenges to deliver on the promise of high-

performing transport assets in the digital age. Aging 

infrastructure, long planning horizons, large capital 

investments, and long asset lifecycles characterize 

transportation asset management. Contestability 

and ever-changing outsource models characterize 

multioperator asset management. Increasingly 

stringent compliance requirements further complicate 

this domain. At the same time, there are a number 

of advanced and “new generation” assets that have 

come into operation. 

What has changed is this: massive amounts of 

data about assets are being generated every day, 

minute, and second – and are already available 

to safeguard mission-critical business processes. 

This data provides a wealth of potential insight that 

can transform asset management in ways that 

help companies get more value from their assets. 

Nevertheless, to harness it, conventional maintenance 

management systems and processes are not enough. 

Asset managers need ways to turn Big Data into 

information, as well as enable information transparency 

throughout the entire asset lifecycle and within the 

ecosystem of operators, equipment manufacturers, 

and service providers. Enter intelligent asset 

management. When applied across the asset 

management lifecycle, many new, innovative, and 

value-adding use cases driven by technology will 

result. (See Figure 6.) 

Intelligent asset management facilitates a seamless, 

digital representation of physical assets that allows 

for the digitalization of key processes. Practitioners 

as well as decision-makers can use this digital 

representation of assets to easily access all relevant 

information to conduct business – wherever they 

are and in a format they can digest quickly. This 

digital representation is the key to the digital 

transformation of asset management. It allows 

you to reinvent your business models, business 

processes, and the way people work. Everything is 

connected in real time. In addition, everyone can 

access the right information about assets – at just 

the right time – and collaborate easily with each 

other because:

▪ Assets are connected, where needed

▪ Asset system behavior is analyzed in real time, 
simulated, and predicted

▪ Asset management information is shared easily 
in the cloud

Figure 6: Intelligent Asset Management
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LEVERAGE INTELLIGENT ASSET 
MANAGEMENT: RAIL EXAMPLE 

How do rail companies, which can transport millions 

of passengers every day while traversing millions of 

miles annually, use intelligent asset management to 

move more passengers in comfort and safety? 

As the backbone public transport system, railways 

have been transporting people and freight for nearly 

200 years. Recognizing significant growing demand 

for mobility services in tandem with rising customer 

expectations, railways are investing in new 

technologically advanced train sets. Committed to 

enhancing rail travel with better safety, reliability, 

and comfort for passengers, railways seek to 

maintain their fleet in a more progressive way. To 

do this, they needed to maximize their reliability-

centered maintenance processes with access to 

real-time data and insights. 

To run their fleet more efficiently, railways can 

adopt the following SAP® Intelligent Asset 

Management solutions: 

▪ SAP Asset Intelligence Network 

▪ SAP Predictive Maintenance and Service 

▪ SAP Asset Strategy and Performance 
Management

With the capabilities these solutions provide 

(see Figure 7), railways can: 

▪ Optimize reliability-centered maintenance 
processes, integrating real-time onboard and 
trackside monitoring data from multiple tracking 
systems

▪ Gain operational efficiencies and adopt a 
proactive maintenance approach across their 
entire rolling stock, which includes modern, 
technologically advanced trains as well as aging 
locomotives and wagons 

▪ Maximize productivity in maintenance activities 
and reduce maintenance costs while delivering a 
quality customer experience with trains that are 
safe, arrive on time, and are in excellent condition 

▪ Speed up the maintenance process with access 
to data that predicts the materials required in 
workshops and enables better labor planning and 
resource management

Figure 7: Intelligent Asset Management
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KEY 
TECHNOLOGIES
The travel industry appears to react to new technology rather than lead the way. Changes on the information 

technology front show the impact of Big Data and data transparency, artificial intelligence, and specifically, machine 

learning (which learns from that Big Data). All the data, regardless of the source or the department, needs to be 

brought together in real time so travel companies can analyze it, make predictions, and ultimately make informed 

decisions. Speed is key, and that is what keeps a travel company in front of the competition. 

Artificial Intelligence and Machine Learning

Big Data, predictive analytics, and AI enable rapid forecasting of intentions and behavior. How many times 

does the customer visit the Web site before booking a flight? What ancillary services does this customer 

normally purchase? What was the experience the passenger had during the last flight? Based on this 

information enhanced with machine learning, the travel company can tailor a personal offering to the 

individual customer for this specific event to maximize revenue. 

Experience Management

By combining experience data (X-data) and operational data (O-data), an airline can make a decision based 

on both. In the preceding example, the experience of the passenger combined with operational data from 

past flights and selections offers the complete picture. 

The Internet of Things (IoT)

Advances in ubiquitous connectivity and edge computing are driving a step change in business productivity. 

This connectivity, coupled with AI and machine learning, can analyze petabytes of data and affect real 

business outcomes. By connecting the aircraft and combining aircraft and other data with predictive 

analytics and AI, airlines will be able to accurately predict the performance (and potential failures) of 

aircraft, engines, and components and proactively take action to minimize disruptions and costs. 

Machine learning will enable travel companies to optimize maintenance schedules to maximize asset 

availability and minimize disruptions and maintenance costs. Big Data and real-time engine health 

monitoring and asset health monitoring will have the most significant impact on the travel industry of 

2025 and beyond.
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Advanced Analytics

The integration of advanced analytics capabilities including situational awareness into 

applications enables business users to analyze data on the fly and drives better 

decision-making, whether deciding ticket pricing for a new route or managing 

operational disruptions. Empowered users, benefiting from embedded analytics in 

business processes and environmental data, can get real-time visibility into their 

changing environment, simulate the impact of business decisions, mitigate risk, and 

achieve better customer outcomes. 

Data Platform to Manage Experiences 

In the digital economy, the cycle time to sense, analyze, and respond is a big

competitive differentiator. Leaders are interlocking the operational performance 

data from companies’ business systems – which explains what is happening –

with the experience data coming in the moment from customers and employees 

– which explains why it is happening. 

Blockchain

A relatively recent breakthrough technology, blockchain is revolutionizing the 

movement and storage of value by creating a chain of unalterable transactional data. 

The blockchain model of trust, through massively distributed digital consensus, could 

reshape supply chains and commerce across the entire digital economy. For example, 

digitalizing rotable repair and scrap certificates will help eliminate bogus rotables from 

the industry.

Virtual and Augmented Reality

Virtual reality, the use of digital technology to create immersive simulations, was once 

the stuff of science fiction. So was augmented reality, which lets users interact with 

digital content that’s overlaid on the real world. Already in use to help technicians with 

difficult or infrequent aircraft and engine maintenance activities, these technologies 

will become even more critical in helping employers attract and retain millennials.

Conversational AI

Advances in machine learning are enabling algorithms to become highly accurate in 

natural-language under-standing and in image and speech recognition, which is 

especially useful in maintenance and call center activities. Voice interface will be the 

go-to for the next generation of applications, allowing for greater simplicity, mobility, 

and efficiency while increasing technician productivity and reducing the need for 

training. 

RPA

Robotic process automation (RPA) streamlines repetitive, rule-based processes and 

tasks in an enterprise and reduces costs through the use of software and robots that 

replicate specific tasks or keystrokes. 

60%

Of human tasks will be automated 
by 2025.5

30% 

Increased conversion rate and up to 25% 
higher revenues are expected from a 
customer experience architecture 
supported by an AI layer.6

9 out of 10
A recent SAP survey of 2,500 C-level 
executives showed that 9 out of 10 
business leaders believe AI is critical to 
their companies’ survival in the next five 
years.7

80%

Organizations that lead in customer 
experience outperform laggards on the 
S&P 500 Index by nearly 80%.8
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Companies will become intelligent enterprises on three distinct tracks as they 

evolve their strategic priorities to match their company’s vision. They will:

1. Optimize what they already do by implementing a stable and scalable 
digital core to make processes more transparent and integrated

2. Extend their current processes by connecting them to the real world 
using IoT technologies

3. Transform their business using a constant stream of data enabling new 
service-driven business models (see Figure 8)

GETTING THERE: 
A PHASED APPROACH

Figure 8: Transforming Businesses Using a Constant Stream of Data

Generate 
new 
business 
models

Adopt 
intelligent 
operations

Leverage 
intelligent 
asset 
management

• Offer and order management according to 
industry standards to ease communication 
with other market players

• Aggregated sales data in financial accounting

• Support for core ERP finance as well as 
advanced financial planning and analysis, 
compliance, and cash management

• Consolidation and control of all spending from 
source to pay

• Bidirectional participation between networks

• New networks formed to leverage commercial 
advantages such as pricing conditions and more

• Granularity of customer order details captured 
in an end-to-end process

• ONE Order accounting for replacing traditional 
revenue accounting

• Cash application to reconcile accounts payable 
and partner disbursements

• Connection of front- and back-office processes 
to improve revenue recognition and revenue 
management

• New alliances and groups able to be formed to 
leverage advantages and technology such as 
blockchain

• Partners connected electronically and aligned 
to deliver demand-driven fulfillment

• Predicting the future and acting upon it instead 
of analyzing past process

• Holistic working capital strategy for terms 
extension, static and dynamic discounts, 
supply chain finance, and payment channels

• Enabling digital marketing and embracing new 
partners to share digital advertising space

• Efficiency of the different parts of operations

• Enabling faster recovery of passengers, crew, 
and planes

• Improving lifecycle management of guests

• Providing full visibility of all customer 
interactions across all channels

• Single, integrated platform that improves 
visibility and control, optimizes operational 
efficiencies, and accelerates responsiveness to 
customer demands (microservice connectors 
and integration)

• Optimization of supply chain transparency 

• Specific to hotels, open and connected platform 
that supports core functions and microservices

• An integrated view of hub operations, parent-
owned properties, and managed properties 

• Auto-initiated recovery options that minimize 
impact on the traveler and the operation 
(crews, equipment, network)

• Increased machine-to-machine connectivity 
and collaboration

• Expanded brand presence through experience 
management capabilities

Digitalize 
customer 
experience

• Maintenance based on plan and react model

• Promoting better service levels with reliable 
assets

• Monitoring asset operations and maintenance in 
real time for complete asset and financial history

• Using guest feedback to prioritize asset 
management or maintenance

• Intelligent asset operation and maintenance 
processes based on predictive insights

• Remote condition monitoring of assets – to 
provide value-added services

• Optimized spare-parts planning

• Collaborative asset management based on 
digital twins and asset intelligence network

• Machine language prediction of work arising 
based on asset characteristics

• Offering new digital services through an IoT 
platform

• Simplified end-to-end process from offer and 
order management to revenue accounting to 
improve merchandising and customer service 

• Real-time traveler feedback loop or sentiment 
collection

• Collaboration with customers in a 360-degree 
manner from sensing demand to delivering 
value through products and services on the fly

• Use of predictive intelligence to create on-the-fly 
offers to travelers and guests including own 
ancillaries and partner services based on 
relevant customer situations or needs

• Mobility as a service

• Omnichannel deployed to deliver consistent 
traveler and guest engagement 

• Merchandizing core product and ancillaries from 
content providers

• Subscription management 

Optimize Extend Transform
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SAP’S FRAMEWORK FOR THE 
INTELLIGENT ENTERPRISE

All businesses have the same goal: they want to run at their best. They want to offer the best 

employee experience and the best products and services and deliver the best customer 

experience. They want to manage spend, run efficiently, make confident decisions, and 

innovate. They want to break down departmental silos and integrate their processes so that 

everything runs seamlessly. SAP’s solutions for intelligent enterprises can help you to achieve 

these outcomes. 

Intelligent enterprises run agile, integrated business processes and use advanced 

technologies such as artificial intelligence, machine learning, and the Internet of Things. They 

apply leading-edge industry best practices and work together to build flexible value chains. 

They evaluate and act on customer, partner, and employee sentiment, and they understand 

and manage their environmental impact (see Figure 9).

As a result, they can keep their workforce engaged and increase organizational agility. They 

can deliver the products and services customers need. They can deliver engaging, trusted, 

and connected customer experiences. They can control every source and category of spend. 

They can increase efficiency and gain insight to guide their business. And they can make 

confident decisions and drive continuous innovation.

Becoming an intelligent enterprise helps your business become more resilient – able to adapt, 

innovate, and overcome challenges. It helps you become more successful – able to run 

efficiently and drive long-term growth. It helps you become more sustainable – able to reduce 

waste and emissions and make responsible choices.

SAP has the solutions, services, and ecosystem to deliver this vision and help your business 

run at its best.

Getting There

© 2021 SAP SE or an SAP affiliate company. All rights reserved. 
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Figure 9: SAP Intelligent Enterprise Framework

SAP’S FRAMEWORK FOR THE 
INTELLIGENT ENTERPRISE

Business network – helps customers 

digitalize cross-company business processes. 

The network builds on our procurement, 

travel, and contingent workforce solutions. It 

helps our customers work together to build 

flexible value chains.

Experience management – helps 

organizations evaluate and act on customer, 

partner, and employee sentiment. 

Understanding what your stakeholders want 

and how they feel is critical to making the right 

decisions.

Intelligent suite – helps to run agile, 

integrated business processes. We help 

manage every part of the organization –

employees, customers, products, spend, 

finance, and IT. With embedded analytics, 

we offer a 360-degree view of the business. 

Industry cloud – allows customers to 

discover and deploy vertical solutions from 

SAP and partners. These help customers 

apply leading-edge industry best practices 

and extend current business processes.

Sustainability management – helps 

customers understand and manage their 

impact on people and the environment. 

Climate 21 is the name of one new initiative 

that helps businesses understand and 

manage greenhouse gas emissions. Other 

solutions help companies move toward a 

circular economy, manage energy use, 

improve employee safety, and reduce waste.

SAP Business Technology Platform –

provides data management and analytics 

and supports application development and 

integration. It also allows our customers 

to use intelligent technologies – such as 

artificial intelligence, machine learning, and 

the Internet of Things – to drive innovation.

Getting There
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Figure 10: The End-to-End Journey to Becoming an Intelligent Enterprise

Standardize and innovate
▪ Model-company 

approach to accelerate 
adoption with model 
industry solutions

▪ Design thinking and 
rapid, tangible prototypes

▪ Coengineered industry 
innovations delivered 
with agility

Simplify and innovate
▪ Reimagined business 

models, business 
processes, and work

▪ SAP Digital 
Transformation 
Framework 
methodology as 
a guide for digital 
transformation

▪ Value-based innovation 
road maps

Run with one global 
support
▪ One global, consistent 

experience

▪ End-to-end support –
on premise, in the 
cloud, or with a hybrid 
approach

Optimize to realize value
Continuously captured and 
realized benefits of digital 
transformation

© 2021 SAP SE or an SAP affiliate company. All rights reserved. 

In the digital economy, intelligent technologies and integrated business 

processes are now driving digital transformation. 

To do this effectively requires an end-to-end plan for becoming an intelligent enterprise. (See Figure 10.) This includes 

creating an intelligent enterprise road map and implementation plan with proven best practices and deployment 

options that optimize for continuous innovation with a focus on intelligent outcomes.

HOW TO PLAN 
YOUR PATH TO 
THE INTELLIGENT 
ENTERPRISE

Build and launch
with proven best 
practices

Plan
well to manage 
expectations

Run 
all deployment 
models

Optimize 
for continuous 
innovation

To move forward with speed and agility, it helps to focus on live digital data and combine solution know-how 
and industry-specific process expertise with data analytics so that the right digital reference architecture is 
defined and delivered. In that context, a model-company approach is aimed at simplifying and increasing the 
speed of the digital transformation journey. Model companies represent the ideal form of standardization for a 
specific line of business or industry. They are built on preconfigured SAP solutions and based on best 
practices supported by SAP, along with the business content that encompasses our experience and 
expertise relevant for the industry. They provide a comprehensive baseline and come with the accelerators 
to jump-start digital transformation projects. 



23
Getting There

© 2021 SAP SE or an SAP affiliate company. All rights reserved. 

In today’s world, the companies that thrive are those that adapt quickly. Optimizing and 

transforming the business is a customer journey triggered by today’s challenges and 

tomorrow’s opportunities in every industry. 

RISE with SAP is a combination of modular services and solutions to enable the business and 

technology transformation journey of our customers, picking them up where they are today and 

taking them where they want to go – at their own pace. 

RISE with SAP has three foundational elements:

RISE WITH SAP: BUSINESS 
TRANSFORMATION AS A 
SERVICE

Business Process Redesign Technical Migration

Business process intelligence 

benchmarks your process 

performance against your 

industry peers and 

recommends the areas 

where business redesign

will yield the best results.

Tools and services 

from SAP and our 

partners support the 

transformation journey.

SAP S/4HANA Cloud helps you keep your business agile and 

responsive. 

The business network connects you to customers, partners, and 

suppliers.

SAP Business Technology Platform and industry cloud solutions 

offer next practices and technologies for your business.

Your choice of infrastructure as a service (IaaS) is the 

foundation for your business in the cloud.

B U S I N E S S  
P R O C E S S
I N T E L L I G E N C E

T O O L S  &  
S E R V I C E S

I N F R A S T R U C T U R E

P L A T F O R M

A P P L I C A T I O N S

N E T W O R K

RISE with SAP enables organizations to avoid high up-front investment costs and focus on reduced TCO* and 
fast time to value, with the flexibility they need. With RISE with SAP, it’s simple: there is one hand to shake, one 
offering to customize, and one partner to manage operations, issue handling, and service-level agreements. 

We look forward to joining our customers on their transformation journey into the future. Find more about RISE 
with SAP at www.sap.com/RISE.

*RISE with SAP allows customers to realize the value of their investment sooner, with up to a 20% reduction in TCO over five years for SAP S/4HANA Cloud, private 
edition, as compared to a traditional ERP deployment.

Source: TCO reductions and timelines are modeled estimates from interviewed company data taken from the following IDC studies: SAP ECC and SAP S/4HANA TCO 
Study (Nov. 2020) and IDC SAP S/4HANA Business Value Study (March 2020). Timelines and estimates are intended for illustrative purposes only, and SAP makes no 
guarantees as to actual results.

http://www.sap.com/RISE
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COMPREHENSIVE 
SAP ECOSYSTEM: 
ORCHESTRATING THE 
PARTNER ECOSYSTEM TO 
DELIVER VALUE FASTER

Our partner ecosystem includes, among others:

Our comprehensive ecosystem for passenger travel and leisure offers:

▪ The Intelligent Enterprise as the overarching 
strategy to meet future requirements, 
providing: 

– SAP S/4HANA® co-development 
programs for customers and partners

– Industry co-innovation programs for 
industry-specific use cases

– Delivery of enterprise-to-enterprise industry 
clouds

– Thought leadership, evangelism, and 
enablement by industry through events, 
councils, and regular customer exchange 

▪ Integration into a wide range of business 
services (OEMs, suppliers, key vendors, and 
more)

▪ Open architecture, with a choice of hardware 
and software specifically designed to meet 
requirements

▪ Complementary and innovative third-party 
solutions to provide leading-edge and state-
of-the-art technology

Getting There
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SAP IS COMMITTED 
TO INNOVATION 

10-Year Innovation Vision

SAP delivers fully intelligent 
business solutions and 
networks that span across 
company boundaries and 
promote purpose-driven 
businesses. These solutions will 
be the most empathic symbiosis 
between machine intelligence 
and human ingenuity.

▪ Self-running enterprise 
systems

▪ Self-organizing business 
ecosystems

▪ New markets and business 
models

Comprehensive Industry 
Coverage

SAP enables the comprehensive 
coverage of the complete travel 
value chain across the 
enterprise. With its clear 
industry road map, SAP is the 
partner of choice for passenger 
travel and leisure companies,

• 87% of airlines in the 
Forbes Global 2000 are 
SAP customers.

• 10 of the 10 largest airframe 
MRO providers in the world 
run SAP solutions.

• 9 of the 10 largest hotel 
groups in the world run 
SAP solutions.

• 9 of the 10 largest public 
railroad companies in the 
world run SAP solutions.

Proven Services Offering

By bringing together world-class 
innovators, industry and 
emerging technology expertise, 
proven use cases, and design 
thinking methods, we help 
passenger travel and leisure 
companies develop innovations 
that deliver impact at scale.

▪ Proven methodologies 
to drive innovation, from 
reimagining customer 
experiences to enhancing 
operations

▪ Innovation that is fueled 
through a managed 
innovation ecosystem 
from SAP

▪ Ability to build your own 
innovation capability and 
culture

SAP delivers support for the Intelligent Enterprise for the travel industry –

providing integrated business applications that use intelligent technologies and 

can be extended on SAP Business Technology Platform to deliver breakthrough 

business value.

© 2021 SAP SE or an SAP affiliate company. All rights reserved. 

▪ Solutions for Passenger Travel and Leisure from SAP

▪ SAP Services and Support

Learn more

https://www.sap.com/industries/airlines.html
https://www.sap.com/services.html
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RESOURCES

1.–3. Temkin Group, ROI of Customer Experience, 

2018, August 21, 2018. (Additional revenues over 

3 years for a typical company with $1 billion in 

annual revenues.)

4. “ONE Order: Case Study,” SAP and 

International Airlines Group (IAG), September 

2018.

5. Mala Anand, “SAP Leonardo: A Closer Look at a 
Year of Innovation,” SAP News Center, June 6, 2018.

6. “Executing Digital at Scale: IDC’s Digital Use 
Case Map for Retail – A Three-Horizons 
Approach,” IDC sponsored by SAP, 2018.

7. “SAP S/4HANA Cloud Leads the Way in AI-
Powered Innovation to Help Customers Build 
Intelligent Enterprises,” SAP News, June 4, 2018. 

8. “2019 Customer Experience ROI Study,” 
Watermark Consulting, 2019.

9. “Emerging Opportunities to Deploy Industry 
Processes in the Cloud,” Forrester Consulting 
Thought Leadership Paper commissioned by SAP, 
July 2018.

Note: All sources cited as “SAP” or “SAP 
Performance Benchmarking” are based on 
our research with customers through our 
benchmarking program and other direct 
interactions with customers.

.

Outlined below is external research that was used as supporting material for this paper.
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In particular, SAP SE or its affiliated companies have no obligation to pursue any 
course of business outlined in this document or any related presentation, or to 
develop or release any functionality mentioned therein. This document, or any 
related presentation, and SAP SE’s or its affiliated companies’ strategy and possible 
future developments, products, and/or platforms, directions, and functionality are all 
subject to change and may be changed by SAP SE or its affiliated companies at any 
time for any reason without notice. The information in this document is not a 
commitment, promise, or legal obligation to deliver any material, code, or 
functionality. All forward-looking statements are subject to various risks and 
uncertainties that could cause actual results to differ materially from expectations. 
Readers are cautioned not to place undue reliance on these forward-looking 
statements, and they should not be relied upon in making purchasing decisions.

SAP and other SAP products and services mentioned herein as well as their 
respective logos are trademarks or registered trademarks of SAP SE (or an SAP 
affiliate company) in Germany and other countries. All other product and service 
names mentioned are the trademarks of their respective companies. 

See www.sap.com/copyright for additional trademark information and notices.
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