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● Seasonality

● Connected verticals

● Shared  and limited supply

● Promotional costs

● Low interaction frequency

● International nature

Promotion =  Investment + Improvement + Return

Characteristics of travel promotions
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Problem definition: 
Fixed boundaries → action space

Campaign set up and optimization



Adjustable parameters
Within the limits of the 

constraints

Campaign set up and optimization



Campaign set up and optimization



CATEY (X) = P(Y=1|do(T=1), x) - P(Y=1|do(T=0), x)

Campaign set up and optimization

1Free lunch. Retrospective uplift modeling for 
dynamic promotions recommendation within ROI 
constrains. D.Goldenberg et al

https://arxiv.org/pdf/2008.06293
https://arxiv.org/pdf/2008.06293
https://arxiv.org/pdf/2008.06293


● Campaign managementCampaign management



A/B testing

25%

Control
(A)

Variant
(B)



A/B testing 

Flexibility

Time Consuming

Test new Ideas

Data Driven 
Testing
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Portfolio Approach - traffic allocation



Summary

● Characteristics of promo campaigns at tourism  

● Campaign optimization: settings and levers  

● Continuous Experimentation & Portfolio Approach



Thank you !


