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The race to own Al search

How three hotel giants are playing
agentic commerce, Al

PUBLISHED FEBRUARY 16, 2026
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Marriott Advances Technology Migration  (JTA§ C()mpete Over Which Al Travel

as Al Strategy Moves Into Deployment

Layer to Own

=a 1sources April 14, 2026 X B .

The company Is investing more than $1 billon in 2006, with & portion 10 core Y
migration, dous aative platferms and Aldrives intiatives acress its glodal portfolis.
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Why data quality mattersin an Al era
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Advanced ldentity Resolution

e sargfulaniineandte.com

Total Spend: $3199
Total Stays: 3

M REVINATE
Total Nights: &
e Sarah Tan
a cb2AT. 1552 quest booking com sarahtan@grmail.com Sa——

cb 283 155 2@gueit Booking.com

3du2 34p S@en ecpediapartnercentral com TEIJ'I SEn'ah
Total Spend:; $1,920

Total Stays: 1

Total Mights: 3 Total Spend: $7,679
Total Stays: 5
@ Total Mights: 12
HulHpEn apedapar e enoral com

GOLF

Total Spend: $2560
Total Stays: 1
Total Mights: 4
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PMS DATA IS RARELY CONSISTENT OR “CLEAN"

FIRST NAME LAST NAME EMAIL

Caroline Brettell | SF, CA | amazon | 1(415).555.1212 | cbrett@amazon.com

Brettell, Caroline | San Francisco | 415 555 1212 | c_brettell@gmail.com

C. brettell | San Francisco | c_brettellOl@gmail.com

Jane Smith | Little Rock, AR | janesmith@aol.com

NN N N

Caroline bretell | San Francisco | c_brettell@gmail.com
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The Intelligent Foundation
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Sarah Tan CAMPAIGNS i3
BIRTHDAY June 11 ® . > 'Happy Birthday!' i
PREFERENCES Family-friendly ® - ~ ‘Pack up the kids and visit’

= < 1 e - . -
LOYALTY 5 stays, 15 nights 0= ‘Exclusive VIP offer
SURVEY RESPONSE Promoter ' .

o e Dm Glad you enjoyed your stay

PREFERRED OTA
BOOKING CHANNEL e > ‘Book direct and save'
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» RICH GUEST PROFILE: JONATHAN ARCHER

STAYS LFETIME SPEND
12

AVERACE DAY RATE
$7.298 $247

Last stay Lifetime details

9 months ago at Avertine Checago

10 years with Avertine Chicago
Booked via Expedia

o Earty Check-in
o Champagne
King room

o Alrport Lemo
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| ead form
NEXT

AVERAGE £ NIGHTS

3.1

Other reservations
4(S21.750)
2 {5800}

14 (53470

LOYALTY LEVEL SURVEY SENTIMENT

Diamond PROMOTIA
Profile notes
e 3 3 s
-~
. g oway




What is the value of
customer insights?
Unlocking this value

73% of customers are willing to pay 30%
more for a post booking upgrade.

Personalisation drives revenue:
Guests are ready to pay 40% more for
preferred rooms and 20% more on F&B.
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8% of past quests booked using OTA-masked emails you
couldn’t identify and 38% actually stayed across your portfolio
as a repeat guest

CLEAN MROMILES OTA 7O GUIST IMALY AVIRAGE STAYS MN PROMLE MROUP CROSS PROPERTY PROAES
108,877 I 8,662 1.6 ‘ 18,562
it of 302846 sotal raw profie wt of 48,417 guests with 1+ stay
Total clean profiles Cross-property profiles
e - N
L2 Nay P40 on
-
S -

HOSPITALITY SALES & MARKETING ASSOCIATION INTERMNATIOMNAL




CDP: Data Anonymization

Turn sensitive guest information into actionable, anonymized insights

M REVINATE

Data Anonymization

Fa Thiv colisd slion n proorvend daly e o enreprubn

Luzury Tier: Mon-Corrvarter Purga
Purge

890,122 12,150

1,245,892 2,410

aas
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2026 Hospitality ;:5;.;:3:&:;::;;;@

Benchmark Report R - 'f

The 2026 Hospitality Benchmark Report features o oo 1 I
data from January 2025 through December 2025 > g ORI R g I Ry 8

consisting of over 2.4 billion emails, 23 million text @ :fE:i’f' iy SRS
s« IHI*"I "HI'. I "L." IL

messages, 24 million guest reviews, and 5.9 million

calls from hotels worldwide. Access the report now
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https://www.revinate.com/hospitality-benchmark-report/

You dontneed a
billion-dollar budget
to compete with
big travel brands.
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Al is only as effective as
ItS source data.

EVIN
GGGGG

With the Revinate COP., >

you're already ahead. v
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