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ABOUT ME

MY EXPERIENCE

e 20 years Marketing + Travel Industry Experience:
Supply - Distribution - Advertising

e Advised leaders, managed teams, driven 7-figure commercial actions

MY FOCUS AREAS

e Independent consultancy: Advice on setting up solid marketing
fundamentals: Marketing strategy, International partnerships, presence
at trade shows...

e Project management: Scope, drive complex marketing/brand
initiatives end-to-end

e Innovation: Help discover & connect with ‘invisible’ market
opportunities

MORE about my journey —

CONNECT on Linkedln —



https://www.em-marketingconsulting.com/about-me
https://www.linkedin.com/in/edoardomonetti/
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How many

travelers actually I ::: <o
use Al to plan
their trip, today?

- 24% (Deloitte)

NO ONE KNOWS I



REALITY CHECK:
There’s not just one Al future

Assuming that there’s just one possible future
with Al is simply wrong. The impact of Al
depends on a variety of factors and can go
from mild to strong.

One SECRET TRUTH
nobodly is telling you >

SCENARIO 2
'The Age of Displacement’

mation is per

SCENARIO 1
'Supercharged Progress'

ential Al breakthrough:
readine

SCENARIO 3
'Co-pilot Economy'

Own elaboration fro

SCENARIO 4
‘Stalled Progress'

Edoardo Monetti - July 2026



YOU

CO-CREATE

THE AIFUTURE

Edoardo Monetti - July 2026



66

_  Some companies have put a lot of
money in experimenting with Al.
But | don't think that those who
did not, have missed the wave.

Oliver Parker, VP of Global Generative Al GTM, Google Cloud - June 2026



TODAY:
3 FOCUS AREAS

to keep driving demand with Al



O1. GENERATIVE CONTENT CREATION

GenAl tools to create
texts, images, videos at
scale are powerful - but
beware the time saving
trap

Edoardo Monetti - July 2026


https://www.linkedin.com/posts/edoardomonetti_genai-ai-marketing-activity-7371546390990057472-dU08?utm_source=share&utm_medium=member_desktop&rcm=ACoAAATTqFwB1CDji26y3m48nlGCY6onOTEB4xo

02. AIBRAND DISCOVERY

Impressions

Product-market fit 1
and relevance

continue driving 0
visibility in the age of e

Al - not magics

16/03/2026 12/04/2026 10/05/2026 07/06/2026



Masterclass
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How can you .
44 repare for the Al Era

4

The secret recipe to appearin
Al search results?

Just focus on what you can do
best: Provide a great

experience to your customer.” T
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03. AGENTIC DISTRIBUTION

. . . .u:::u ad.::l‘
Are you willing to drive e [ S
easyJet
more volumes at the =N
expense of losing m’
contact with your g - T
customers? =
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RECAP: 3 FOCUS AREAS

TAKE ACTION/
INFLUENCE

01. Generative
Content Creation

OPPORTUNITY:
Significantly reduce time
spent in creating marketing
assets (videos, pictures)

RISK: The ‘time saving’ trap

TAKE ACTION/
INFLUENCE

02. Brand Discovery

OPPORTUNITY:
Consistently appear in the
top results of every Al search
engine (ChatGPT, Google
Gemini...)

RISK: Focusing on the tech
behind search engine
ranking (SEO / GEO)

MONITOR

03. Distribution

OPPORTUNITY: Unlock an
additional distribution
channel

RISK: Losing control of
your brand & customer
touchpoints

DIVE DEEPER / Use Cases:



https://hbr.org/2026/02/ai-doesnt-reduce-work-it-intensifies-it
https://www.em-marketingconsulting.com/ai-travel-marketing-playbook

And tomorrow?

Think like an investor

Edoardo Monetti - July 2026



TOMORROW:
A Framework for

strategic risk-taking

Before taking any action on the next tool or
platform, evaluate risk / opportunities first.
Then, use this matrix to define your strategic
course.

INFLUENCE

« Advocate for adoption

» Establish steering committee

« Nominate cross-department
champions

+ Launch in-house experiments

73A3TNOILVZINVOYO >

TAKE ACTION

« Develop in-house pilots

» Co-develop with external
vendors

+ Develop strategic partnerships

+ (co-)define internal guidelines

+ (co-)develop culture/mindset

< LOW COMMITMENT

DISCARD

« Stop experiments/pilots

« Disengage resources

« Re-focus on business objectives
+ Block internal usage

<T13IA3T LNIWLIVdIA

HIGH COMMITMENT >

MONITOR

+ Align to business objectives

« Establish mesurement guidelines
+ Enrolin learning opportunities

« Investigate market opportunities

Edoardo Monetti - July 2026



NEXT STEPS for (travel industry) leaders

STEP1 (Re-)align business priorities Business Leader

Business Leader +

STEP 2 Prioritize the (3) focus areas that drive demand today Marketing Lead

Business Leader +
STEP3 Critically assess new Al opportunities vs. business priorities Marketing Lead +
Business Development

Business Leader
Marketing Lead
Department Lead
Vendor(s)

STEP 4 Discard / Monitor / Influence / Take Action



@ N PREVIEW NEW EBOOK

Al in TRAVEL
MARKETING

New edition:
Future-proofing your brand

An independent guide for marketers
and leaders who want to lead Al
innovation -not just follow it.

A playbook by
EDOARDO MONETTI

+ Bonus Content
5 QUESTIONS every leader can

ack 1o cound emarter about AL



https://www.em-marketingconsulting.com/ai-travel-marketing-playbook

THANK YOU!

Questions?



