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dunu2 Etihad Airways
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duau4 Singapore Airlines
aunus TAP Air Portugal
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aupu13 American Airlines
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duau17 British Airways

aupu18 Delta Air Lines
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Brian Chesky CEO Airbnb

' Airbnb
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Business Travel = Leisure Travel

Business Travel
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2 Invest in Mobile
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3. Increased Use of Virtual Reality
4. Video Marketing Is Going Live
5. Social Media as Customer

1w Service




Empathize with your customers. Whether it's
by answering their queries on social media, or

creating content that is sensitive to current
global events.

A A

Optimize for mobile.ylvlszaunisninnslduanan
winfulszauntsniui Desktop

Virtual experiences are coming to the
forefront.

It's time to go live. Live video streaming is
taking off with consumers. Now is a great
opportunity to expand into live online events!



° mﬂﬂmﬁﬁﬂﬁr ANAI ﬁg’fjﬁm@m@vimLﬁmmm?mﬁmﬂ (N9N.)
daeiedn nnn. lesuuTusnnanisniewlut 2564 Tudlsd
AAAARBNNLLANULNLNRNIZAAN 8 IFgnaAan s AT uNaNY
AINANTUNTRILAIA-19 W.A.2564-2565 é’faﬂmimumu’?ﬂ\ljmﬂ
anannssnriaadienvedined 2564-2565 IneiTvaned 2564 Uik
S ldnieniavieadiensay 1.2 §1uduunm wasimunet 2565

= v I dl v v
N?WEI1WI’]’1\‘1T]’]?V]@QLV]EIQ?QN 2.5 AMUANULIN



* Ads by optAd360 (Website monetizes,Video
content monetizes, Mobile app monetizes.
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