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Introduction

No one can deny the increasing importance of letein every single aspect of our lives. The
broadcast of new technologies is changing our hebes; it influences the way in which we
communicate with other people and so many aspéasrceveryday that it's impossible not
to think about it. Buying and selling on Interneistreached ubiquitous proportions. Thanks to
Internet and the web, the way in which firms dealhwcustomers has changes too, e-
commerce is a new and promising paradigm for treridution of retail products and
services, and each industry in the economy haare @bout it, to be up-to-date and respond
quickly to new requirements and needs of cliemterhet has become the preferred platform
for many business models, and it's so importanabse it provides a convenient and efficient
channel for distributing retail product/servicese We going to analyze the travel industry,
particularly interesting considering that the diioia in this field has changed a lot during the
last few years, and Internet has penetrated thesidecmaking process of travel (87% of
travellers use the Internet to look for informatiduring their travel planning); few years ago
a lot of studies said that travel industry haddheatest potential to adopt e-commerce, and in
fact purchasing online travel products has becohee rhost successful business of e-
commerce. The role of traditional travel agencgenot the same anymore, people can easily
book online their own travel, tour operators’ websiare spreading really quickly, and the
same counts for travel blogs, which are becomipgegerred travel information source. Even
when travellers don’t make their reservation onlithey visit online travel websites to find
specific travel information, and the use of onlireeel services is now the most popular way
consumers purchase their travel tickets and otblated conveniences. If you work in this
industry, it's impossible not to think about thespible implications that these changes bring
to your job. We are going to focus on the marketisgect of tourism industry. For an online
travel agency is fundamental to have a strong acdrate marketing strategy that can let
them attract the highest number of possible custenespecially because of the fact that the
competition is really hard. The situation in charggrapidly and the global crisis doesn’t help
this sector, so we have to think about strategielssalutions to reach the target that we have
established and deal with a lot of different aspeahtt can interfere with tourist industry.
Finally we re going to analyze which are the newarfunities for this sector, the importance
of becoming ‘green’ and facing new challenges wiie consciousness that the world is

changing a lot.



1. The current situation

We are going to analyze the current situation awvel and tourism sector, to obtain a general
overview of this industry and understand easily whig sector is so important for many
countries. It already accounts for 9% of globalremuic activity, a total of US $ 6 trillion,
and it provides 120 direct jobs and 125 millioniiadt jobs in related industries_uckily the
global economy is showing signs of fragile and steaovery, but the world is becoming in-
creasingly complex and interconnected, and thesimgus dealing with this. An important
fact to report is that the number of travelers inaseased consistently during 2012, and inter-
national tourist arrivals grew by 4 % during thestpgear (forecasts say that arrivals will con-
tinue to increase by 3 or 4 % in 2013), and tatgleaditure on tourism has also increased.
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The sector has benefitted from the continuing diedion process: travel has been increas-
ing in mature markets and, particularly, has be@red by the rising purchasing power of the
growing middle class in many developing economésKErazil, China and Indonesia for ex-
ample).The importance of tourism has been recently empbddor many different reasons;

this sector can be considered as a vehicle focjeation, economic growth and development.
Travel & Tourism has continued to be a criticalteedor economic development and for sus-
taining employment, in both advanced and developit@nomies. As direct consequences of
its impact, we can account for the raise in natiameome and the improvement in the bal-

ance of payments, and as indirect consequencesvidps the basis for connecting countries,

1 “The Travel & Tourism Competitiveness Report 2028brld Economic Forum 2013



through hard and soft infrastructure (attributest thre critical for a country’s more general
economic competitiveness). The following table jeg a list of countries and their travel
and tourism competitiveness index, to measure fa@nd policies that make it attractive to

develop T&T sector in different areas.

2013 2011
Country/Economy Rank/140 Score Rank/139

Switzerland 1 5.66 1

France 7 531 3

p— g 5.24 5

| 41 517 13

Netherands 13 514 14

Hong Kong SAR 15 511 12

Finland 17 5.10 17

freland 19 501 21

Luembourg 23 493 15

Korea, Rep. 25 491 32

Barhados 27 488 28

Cyprus 29 4.84 24




As you can see, Europe remains the leading regioirdvel and tourism competitiveness,
and Switzerland maintains its top position tharkgs infrastructures (almost the best in the
world), its hotels and other tourism-related fai@8. In this country natural resources are well
managed, a large percentage of the country’s leewlia protected, and if we combine the en-
vironmental conditions with security regulationsyided here, we can understand why Swit-
zerland takes the first place in this rank.

In recent years, the environment in which countc@sipete for international visitors has be-
come increasingly challenging. Economic shocksitipal instability, and natural disasters
have significantly affected tourism in many cousdrithat previously experienced strong
growth in their tourism economyhe industry has responded to the changing envieoihm
with a number of structural adjustments. During 2@iere was an explosion of the number
of alliances, mergers, and strategic investmenth bothe aviation industry and in online
travel services. Let's analyze deeper changesisnstéétctor due to the spread of technologies

and Internet diffusion.

2. Changes in travel industry

Travel is the largest flourishing e-commerce catggdourism researches have emphasized
the importance of the Internet on travel and teouaria general, and on the distribution of
products and services in particular. For quitergglterm, the travel service business had not
witnessed any major change and was deeply wiréddition. But over the past decade, the
influence of ICT (Information and Communicationschirology) is easily visible in this
industry, and online bookings have grown in leapd laounds. In particular, changed a lot the
way in which services are distributed into the neirbut the whole structure of travel service
market has been renewed, and the business redésigddransacted to fit this new situation.
According to “New Media Trend Watch”since 2009, the number of leisure travelers using
their mobile devices for travel information hasreesed by over 450%, and a great deal of
these users ends up making their booking via matehaces (for example, mobile devices
,including tablets, account for over 20% of tralebkings in the USA). Business travelers
use their smart phones to find local attractioret, mavigation assistance, have access to
supplier agencies and read users reviexen the way passengers buy travels will change. By
2015, both airlines and airports expect the webthadnobile phone to be the top two sales
channels. Passengers are asking for a more pesszhalying experience, and the industry

is responding. This is why is so important to gpalthe situation and be up-to-date.

2 http://www.newmediatrendwatch.com, provided by Buropean Travel Commission



Another reason is that the number of internatidoatist arrivals is growing exponentially in
the next years (1000 million passengers in 20100 16illion passengers in 2020) according
to the forecast of United Nations World Tourism @nrization. This incredibly rapid growth
of tourism industry requires sophisticated instrateg¢o manage tourism traffic, and Internet
and Information Technologies can be consideredefuliglectronic intermediary to respond
quickly to customer demand, as well as new comnatioic and distribution channel for tour-
ism industry. By using the communication capabtitoffered by the Internet, marketers can

enhance capabilities to build and maintain relaim with the end customer.

The situation is changing worldwide, but in someaar a lot of possible customers are
approaching to online bookings and this can be laegoopportunity for online travel
agencies. The Middle East travel industry is redogg after a period of stagnation; the travel
market increased 12% in 2012, and probably in teary we will see a double-digit growth.
In this region online booking will nearly doubletiween 2011 and 2014, and this industry
involves a great amount of money (the online trawatket will approach US $16 billion). An
interesting emerging market is Latin America anéAacific; moreover in India the middle

class started using credit cards to book travehenhnd this gave a boost to the market.

Internet offers new and cheaper ways to distritigeel productgChakravarthi and Gopal,
2012) Suppliers develop online portals to offer thewantories of airline seats, hotel rooms,
rental cars, and a lot of related services. Thestalg later become the disintermediators of
travel agencies and GDS (Global Distribution Systanhub connecting major travel agen-
cies, car rental companies, airlines, hotels amlide resorts; today, major computerized
bookings and reservations happen through the >édsce they are used to deal directly with
the consumers. They act as an electronic extemsitre suppliers’ reservation offices, which
are available for consumers who prefer to purchiasig products directly. As travelers can
tap several channels and different media in cotijoim@nd simultaneously, providers have to
ensure that their services are present on all aatleshannels. Suppliers (airlines/rail corpora-
tions) believe they no longer need an intermediaigell their products.



Figure 1: US Travel Distribution Information Value Chain
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Recently travel suppliers have aggressively proohdiesct booking through their websites,
with the main purposes of reducing product distidou costs and promoting brand recogni-
tion, to interact easily with customers. But deyahg supply chain relationship can help to
minimize transaction costs, lower uncertainty, shaarket information, and aid in distribu-
tion channel efficiency. The first crucial step develop a powerful e-commerce business
model is providing computer systems that integtateel businesses with suppliers, distribu-

tors, and retailers.

For travelers, the internet allows direct commutazawith tourism suppliers facilitating re-
quests for information, and allowing services anodpcts to be purchased at any time and
any place. During 2011, the majority of clients wiaught travel products online, made pur-
chases through online travel agents (50%), followgdearch engines and websites of tour
operators. The landscape is highly competitive, thiedsite traffic is expected to grow (com-
petitiveness and performance are two aspectslgtrigiated to the Internet spread, if you
want to excel in the market, you must consider fhdme main actors are online travel agen-
cies (OTA), but even supplier websites and touraipes play a very important role. Thanks
to OTA’s consumers can check the accommodatioriadibily, compare the prices and other
related benefits and pay for the services usinglabla payment modes. OTAs are so im-
portant because they provide convenience and tmavaltility and possibility to find the best
value for the travel needs of customers. In thsedaternet is powerful because it supplies
transparency without comparison into schedulesfares offered by agencies, so that clients
can easily switch from one website to another onkefend by themselves the best solution, or

commit online agencies to find a proper solutidatesl with their needs and desires.



Table A2: Comparing Customer Behavior and Related Dimensions

Parameter

Traditional Channel

Internet Channel

Pre-purchase search

Depended for information on
racancy availability, etc., on

newspaper/radio reports.

Has access to real-time seat
availability information much in
advance and on a continuous

basis.

Alternative evaluation

Not easy due to the fact that
information is a premium and

involves effort to gather.

Easy because of informarion
availability. Hardly any effort is
required to gather information

‘d]'ld compare at thtﬂ same time.

Customer experience
during purchase

Personalized approach of the clerk
or booking agent—no assurance
on the quality of customer service
provider interaction.

Non-personalized experience.
Only the website interacts, and
as such, interaction is minimized
and kept limited to the process.

Customer satisfaction

Low to high (will depend on
quality of service interaction).

Moderate to high, provided
technology supports the process

in easy transaction closing,

Table A2 (Cont.)

Parameter

Traditional Channel

Internet Channel

Service variability

High because of the people
element but customers tend to
trade off flexibility with new
learning, i.e., migrating to the
Internet. Resistance to shift is
higher.

Low to negligible, depends on
bandwidth issues.

Service provider

employee behavior

Highly visible and can affect

customer p(f‘l‘CCptiUHS.

Almost negligible.

Cost of operations

High.

High investment initially but are
easily spread over.

Transaction time

High because of variability in
employee efficiency.

Less but will depend on internet
speed and the service providers’

network.

Customer learning

Limited, as he is dependent on
the service provider from start to
end of the process.

High as he has to independently
take charge of the situation. The

consumer learns by trial and error.

Convenience

Low-moderate.

High.

Service feedback

Did

considered important.

not exist or were not

Possible because of rechnology,
will

investment in CRM processes.

but require a lot of

Customer investment

Low.

High (as he invests in the
hardware).
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A great contribution to this recent growth is givby the so called “generation y”, that
includes people born between 1978 and 2000. Twaghena that are setting in into the web
are social networking and consumer generated maddifravelers are in very close contact
with these mainstream. A research discovered th#t @f customers are influenced by CGM:
Tripadvisor is a common example of this sourcera¥el research, which focuses on travel

reviews.

One of the main topics that people working in gestor have to deal with is the fact that this
market is characterized by limited loyalty. If orditravel agencies and supplier websites want
to attract and retain profitable consumers, theyeh@ focus on web analytics, understand
deeply customer behavior and try to get a feeddemk their clients, to improve their

services and obtain visibility.

There are not only benefits related with the grgmMmportance of Internet role. It tends to
reduce variable and tilt costs toward fixed costating a huge pressure for companies to
engage in destructive price competition. It wideéhe geographical market from local to
regional or national markets, so that every setlerseller group becomes a potential
competitor in the market. It becomes even mordcdiff to differentiate, and a too strong

competition can damage the whole industry.

2.1 Online travel agencies

Online travel agencies function as traditional agesin that they deliver travel-related prod-
ucts/services and provide travel-related informratamd various services to customer. The
main difference is that traditional travel agenaes provide much more customized infor-
mation by gathering and organizing information wado their customers’ travel needs; to
compete with them, OTAs have to strive to providepewered websites more humanized,
secure, and uncomplicated, which offer more custethiservices. We consider OTAs only
those for which most of their revenue comes froiimersales, to distinguish them from tradi-
tional travel agencies, hybrid agencies and aidioepanies, and OTAs have to be equipped
with air, hotel and car rental reservation systeiif®e competition in this sector is getting
stronger and stronger (many companies have starteffier online reservations) and market-
ing managers of OTAs should know their positioratige to their competitors; the high level
of competition imply a precise and strong strategghine in the market and the future suc-
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cess of OTAs will depend on their ability to crestegeted services and offers based on a
deep understanding of local trends and customeavib@t) use a lower-cost model to attract
all the potential customers and reaching potemdiahts with comprehensive, personalized
and up-to-date products and services that satisiget needs.

To investigate deeply the important choice attelsubf OTAs from which customer may se-
lect, we are going to use data collected from dys{dong Jim Kim, Woo Gon Kim and Jin
Soo0 Han, 2007): they analyzed and discussed ®u@#s for selecting online travel agencies,

and here they are listed.

» Security: today this is one of the critical isstleat Internet-based merchants are facing,
and many researchers have written about this popyéc. Online retailers need to build
secure websites since Internet users hesitateroh@se products or services online due to
security concerns, and they can't let this happen.

e Ease of use: OTAs should compete for customersugirenhanced websites equipped
with more convenient and ease of use featuresubBeaanvenience affects a lot satisfac-
tion and, consequently, purchase decisions, aitn ifvebsite is easy to use and customers
don’t have technical difficulties, they will easitpnclude the transactions.

* Finding low fares: it's quite obvious that priceaigrucial factor in this situation, affecting
customers’ decisions (60% of online consumers witee as the top reason to purchase
travel related products). And it's even possibleampare OTAs considering their ability
to find low fares, a fundamental quality for theirccess.

e Useful and relevant content: additional contentgagel tips, maps, destination guides or
travel articles are usually provided by OTAs’ websj and information that customers
can find must be complete, relevant and most ofigdlated . Providing useful and high-
quality information directly affects online consursiantention to purchase.

» Design and presentation of the website: this featuessential in meeting visitors’ expec-
tations, and well-designed websites provide exémgelits for companies, catching poten-
tial consumers’ interest. However it's requiredadaince between complexity and loading
time.

* Speed of website: the website of a travel agensyttéoad quickly, even considering the
fact that there are a lot of visual materials iesiBeople don't like waiting on services,
and the consequence of a too long loading timedcbealthe decision of the consumer to
leave the web page and interrupt purchasing process

» Ability to book all travel services in one transant this feature can be considered really
important by potential consumers, because in geEFAs overlap a mere online trans-

12



action system, and travelers have to search outdtwn destinations without the help of
an experienced travel agent.

* Booking flexibility: with a traditional travel agew, customers can easily change their
itineraries while talking with agents, but thisnsre difficult to manage in the case of
online travel agencies. Alterations are consum&sponsibility, but some agencies have
tried to solve the problem and allow consumershiange in a simply way itineraries.

» Sorting option: it includes sorting by price, aidi duration of flight, takeoff or arrival

time, and other features.

After the analysis of data collected, researcheusid out that among the selected nine attrib-
utes, the most critical one was “finding low fares%ually travelers search for price infor-
mation from more than one online agency and comibar@rices (it's not unusual that differ-
ent agencies offer similar products and serviceh different prices). Price sensitivity is ob-
viously expected to increase in the online envirentndue to the ease of price comparison on
the Web. Consumers perceive that they get a moogdhle price online that offline; conven-
ience, price comparison and lower prices are thra® reasons why Internet users buy travel
products online. The second most critical attribuentioned in the survey was security: two-
thirds of online leisure travelers remain concemth giving out their personal information
online, and there are still people reluctant to baolne for security reasons. There are differ-
ent kinds of perceived risks in e-tourism: riskaasated with the product itself, risk associat-
ed with the Internet as the purchase mode andhgsé&ciated with the site on which the trans-
action is made. The cautiousness due to the astepved when buying online can influence
travelers’ decision, as choose to entrust a tiawhdi travel agency for the holiday planning.
To avoid this possibility, online agencies shouddelop strategies to assure consumers of the
security of their websites and online transacti@msl educate them to be less worried about
online shopping, because new technologies can emstgally high level of security. Online
agencies should establish logical navigation scsameneet customers’ needs, so that online
shoppers can easily book their holiday in that webgvithout incurring in error messages or
problems related with the booking. It's importamt provide in the website ‘help’ or
‘search/find’ options, to create a user-friendlyeifiace, and ask to consumers if they have
questions, inquiries or complains from which a ¢laagency can gain important information
on how to improve its service. OTAs know that coso's satisfaction derives from the dis-
counted price obtained, so they can offer speceak@ges with special prices, customized on
the costumer’s needs. Online travel agencies carthpse more services related to the busi-
ness travel market; business travelers are likelyse these websites more in the future be-

13



cause of huge savings that they can get, so OTAsldloffer packages deals that can be
booked quickly (business travelers want to save twth their online booking). To plan an
efficient marketing strategy it's important to tkiabout the positioning process. It means po-
sitioning a product in the mind of the costumen &fs really important for travel agencies to
be able to distinguish them between each otherr@ingagencies may target business trav-
elers who have unique attitudes, styles and behawiaevelop their marketing niche that dif-
ferentiates from big and older agencies. OTAs gsha@ohcentrate on a small number of at-
tributes or factors when they build brand imagelmange their positions, so that their efforts

will be rewarded; OTAs are striving to be the fichbice in the customers’ mind.

From a customer perspective, planning a holidaydcbe complex: you have to care about air
travel, hotel stay, car rental and a lot of difféaraspects. Detail online vacation planning
micro sites will become reality in the near fututkanks to data aggregation and all the

instruments that we have to plan the perfect hglida

Why is the hotel ranking so important? It determthe order in which hotels should be

displayed for a destination market, and for onliraxvel agencies is fundamental to have at
their disposal an optimal hotel ranking, reliabte tustomers, so that they can generate
incremental revenues. If we consider a usual smgppirocess, it's not so obvious that

customers automatically select the itinerary whik towest price; in the selection process
there are a lot of variables that must be takeo awcount. Modern travelers demand high
quality travel services, products, information aradue for their money; they are looking at

convenience and comfort at no cost/burden. A trageincy has to provide different options,

and the customer will evaluate the quality of seggithat they offer, fares and carries on both
the outbound and inbound schedules, and then tdkeision.

2.2 Traditional Travel Agencies

We have analyzed the situation for online traveramies, but what’s happening in the case of
traditional travel agencies? Of course, these legsies have to rethink their strategic position,
and they are facing a significant challenge. Théennssue is that they don’t have to act just

like booking agencies, but re-invent themselvesudowy on areas as travel consulting and
troubleshooting. If travel agents are able to estrtheir business to focus on contexts that are

less suitable by other channels and media, thegeha competitive advantage and survive in

14



the tourism industry, even if online travel agesciee really powerful. A studyublished in
2007 (Dolnicar and Laesser) has analyzed the mituain a mature travel market,
Switzerland; here travel shoppers are experienoddsaphisticated, there’s the highest level
of internet penetration in Europe and the shardraxfuent travelers is 68% (50% is the
proposed threshold for a mature market). Furtheeni@vel agencies exist in large numbers
in this country, so this is the perfect environmémtthis kind of study. It's mere fact that
booking shares of travel agencies with internatibmas have been constantly declining over
the past few years, while the share of online hagkihas been on the increase; for this reason
travel agencies need to reposition themselvesemtarket. The traveler’s decision to include
a travel agency in the travel planning process lmamelated to many different aspects: the
wish to gather comprehensive information at theesgéype of institutions, internet’s luck of
trustworthiness, or the possibility to benefit frgrofessional services and advice offered by
travel agencies. Usually there are some aspectharacteristics that group people with a
high likelihood of purchasing travel arrangementstbe web: if travel agents are able to
identify which persons prefer booking with a traagency, which are the features that group
them, they can create personalized and customéemsdtss for target groups and expand their

business strategy.

From results that arose from that study, we knoat fieople draw on travel agencies for
information and booking when they are not familiath their proposed destination; if they
are aware of what they are about to expect, ang iage already been there, they will not
include a travel agency in their planning. Swisgrigis want to deal with a travel agency if
they are planning to go in a European destinatapgrt from neighboring countries, or
outside European borders, and they want a profesisgervice to help them for trips longer
than one week. As regards the accommodations, #nersome kinds of accommodations for
which people usually don’t need the intermediabba travel agency: Bed&Breakfast, youth
hostel, holiday residence rented at regular ternts aamping (tent, RV, camper). For high
quality commercial accommodation, tourists prefer support of a travel agency, especially
for the choice of four-to-five star. Transactionghwtravel agencies mostly result from rather
commoditized types of trips and their related atgés, such as beach holidays (that make up

a larger proportion of overseas travel) and ciigstrit's quite obvious that trips organized

® “Travel Agency Marketing Strategy: Insights from ifagrland” Sara Dolnicar, Christian Laesser
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through a travel agency are significantly more egpee than otherwise arranged ones, but
the reason is not just one: usually if you bookwattravel agency, you are going to choose an
accommodation with a high quality standard, becatissevhat you want, and the price will be
higher; moreover, trips booked without intermediarare shorter than others, and the other
reason why they are even cheaper. Travel agencieetdhave significant association with
sightseeing trips, a really important share ofrtiegket, that attract a lot of tourists: probably
the reason is that sightseeing trips result ingh Imumber of key travel decisions sometimes
not made before departure, and maybe an approdehingf ongoing services beyond
departure should be seriously considered as attbosiness for travel agencies. As regard
a socio-demographic profile of travel agenciesntiewe can say that there are 2 main groups
of persons who would rather include an intermediartheir travel planning: people around
twenties, undertaking some sort of higher educaton people around forties, with a good
commercial professional position, as arises from study. While the market share travel
agencies for older age groups is likely to be snsth substitution by other channels and
media is likely with younger age groups, considgritneir closer approach to new
technologies and the web. Travelers want to coileicrmation efficiently and effectively,
and they are going to choose the channel that gesvihe best information overflow; as a
consequence, it becomes a key issue for travelcaggeto be able to provide that information

for customers and potential clients.

So, as a conclusion, we can say that travel aggnitikeep their market share and continue
their activity in the future, have to transform rfrointermediaries to professional
intermediaries, retaining specific product portisli(as city trips, that are closely associated
with travel agencies’ activity) and initiating arskcuring information flow to potential
travelers and specific markets. Travel agenciesl neeexpand their influence and increase
their revenues along the value chain, by providexditional and individualized or
destination/specific products even after the cust@ndeparture; furthermore, they should
work hand by hand with destinations, to improvertipeoduct specialization according to
specific destinations chosen by customers. Findilgyelers with similar regular travel
patterns and motivations could be used as targginesets, whereas travelers frequently
changing travel contexts may be less suitable gmeets for travel agencies, so travel agents

have to focus on specific target from which they gat higher benefits as revenue.
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2.3 Tour operators’ websites: the importance of ent@mnal responses as a marketing

strategy.

In the travel sector, a very important role is pldyby tour operators. As they want to
differentiate from online travel agencies, theywddmffer to costumers and online shoppers a
different service, create an atmosphere and arr@maent in which they can dream about

their future holidays and discover unknown destamet.

The mere factor of visiting a tour operator’s wébsand getting involved in the decision
making process stimulates emotional responsesreléiy important to consider this aspect
when you have to create a marketing strategy daitils the website of an online travel
agency or a tour operator; the website is the ifinstge that the agencies use to show them to
customers, and if you want to attract new potentiadtomers and create a long term
relationship with them, the website is the onlynthithat links you. An exploratory study
(Bjork, 2010) shows that atmospheric and emotioespponses are linked thanks to two main
elements: pictures and information content/strictliihese two aspects are fundamental in

projecting the layout of a website.

Website features stimulate cognitive and affectiegponses. Service quality theories have
been extended to fit an internet context. A losiidies on web-design provide guidelines on

how to design websites and offer value-added sesvic

When we think about ICT and Internet related cotssepe think about mechanical process
and electronic instruments, so this study is paldity important because underlines the rele-
vance of emotions, the affective dimension thattbase accounted in. How can technology
help a consumer consume his travel service withutineost personalization? Technology
cannot speak to you and website remains an initeeapicture on your desktop; this is the

reason why travel service websites are finding g et and they are looking at ‘humaniza-
tion of technology’, considering the emotional sthat can emerge from a website. Travel
service providers are trying to adopt technologieg can identify and intuitively respond to

customers’ individual needs, and this will suppibee ability of service providers to deliver

extraordinary different experience. Consumers ntymee any channel that is easily acces-

sible and comfortable and Internet is one solution.
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A positive emotional reaction can deeply influermcel modify purchase behavior and even
customer loyalty; there’s a link between perceieepyment and satisfaction. The fact that
environmental contexts stimulate emotional resperis®es been explained in S-O-R frame-
work, a model that relates Stimulus, Organism aadp@nses. The shopping environment on
a website is the venue for e-service experienaeyittiual storefront perceived by online cus-

tomers is defined by specific website features, @orde of these are atmospherics stimulating
emotional responses, which influence shopping hehand outcome.

| el | r— = 1 | el |

. 1 I y . I | .
1 Shopping | I Shoppers I 1 Shopping |
I environment : " emotional '_"ll behavior and :
| “ _ |
I (S) : state (0), | outcome (R)y
| |

Here the importance of web design emerges. Yoursitelhas to be functioning, well
organized, content rich, communicative and you haviecus your attention on the aesthetic
aspects, to stimulate positive experiences. Omlirstomers will return to a website if they are
given a good experience and they are satisfie@vatuate the quality of a website, first of all
you have to consider information content and stmggtand then check if the website has an

userfriendly interface. There are 4 main categdnegskue website quality:

v Information breadth and depth (as reliability amdgknowledge)
v’ The structure of the website

v The aesthetic dimension of the interface

v

The option for interaction that enhances flow (oustation, personalization)

Emotions and mood are 2 central elements of awctaféeresponse; emotions are intentional
and are linked with the service atmosphere, inanaumstance website features. As already
said, emotional responses can directly affect cost& loyalty, and many studies

demonstrate that cognitive and affective systensaietly intertwined.

In another study (Mummalaheni, 2005) was proved pheasure significantly influence the

level of satisfaction, loyalty and consequently thember of items purchased; arousal
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influences satisfaction besides time spent on thbsite. The results that came out of this
study emphasized the importance of managing thdienab state of online shoppers: if you
can create the perfect environment for shoppind, tarough your website you attract new
customers and establish long term relationshipes tabic can be a great source of revenue.
Information structure, content and pictures stirteulanost of all emotional response
dimensions, but even website reliability and asstgainfluence the affective system. It's
fundamental to focus on the relation that setsetpvéen the user and the website, especially
as regards tour operators’ websites. Thinking aloael, it reminds you holidays and
enjoyable moments, happiness and great memoridsywhan you visit a website that sells
travel products, your emotional responses are taffiedy your past experiences; the
marketing strategy for these kind of services loalset related with the idea that people have
about travel, and the website should underlinedtleaming sensation and joy related to their

products.

3. Travel social network websites and brand emotical attachment

By now, the social network phenomenon is not somgthew, but maybe people don't think
about how much a network can influence decisiomscoices in everyday life. A lot of pur-
chasing decisions are taken considering other p&ogpbinion. The Internet is one of the most
influential technologies that changed the travéleehavior. It allows consumers to interact
dynamically with suppliers and destinations an@mftnake requests that will enable them to
customize their products. It has been demonstithi@idtravellers never leave home without
social media: more than half of today's travellpggulation (52%, according to MDG Adver-
tising) relies on social media for inspiration wh@anning a vacation, and even more get so-

cial once they arrive; 74% of travellers use sociatlia while vacationing.

Considering the online travel context, we shoulokldeeper into the phenomenon of travel
social network websites, explaining the marketirtgategies for these new kinds of
businesses, and analyzing the increasing importtratethese websites have in the tourism

sector.

In many studies the main topic, in which we havéotus our attention, is brand attachment:

the long-term outcome of brand relationships, wigctreated and enhanced when consumers
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develop strong emotional bonds with brands. Foheammpany is really important to care
about brand attachment; we are going to underdtamdis it possible, in relation with these
websites and the travel industry.

Travel related online social network (ONS) websites particularly useful for 2 main

reasons, as reported by Barreda et al (Z013)

- offer to industry experts additional communicatigaatforms and process of

interactivity
- permit them to establish emotional bonds amongeatiand prospective customers.

Recently online social networks have gained sulisiarecognition in travel and tourism

context, and their influence in businesses relébethis sector can’'t be denied. From OSN
consumers can easily obtain travel related infoilomasind share their personal experiences,
opinions, review on travel packages and vacationganeral. These websites have the

potential to attract a lot of visitors and stimel&t them the desire to travel.

According to the previous literature, through tlse wf travel related OSN websites there are

4 factors that influence brand emotional attachmidate we are listing them:

v’ Brand image. It is a set of perceptions about adraflected by brand association for
consumers; they develop an image through a combinat signs and messages emanated

from the brand.

v Affective commitment. In the travel context, it'slang-term desire to preserve a

relationship toward the travel websites.

v’ Virtual interactivity (VI1). It refers to the levelo which OSN websites members
consider the information exchanged useful, the dpeé inquiry fast and the

communication among users influential.

v" Reward activities. Members receive monetary, psigcheal and membership
privileges. Reward system directly affects the lefecommitment and visitors’ intention

to participate on social network; it favourablduleihces even brand image.

* The 18" Annual Graduate Education and Graduate StudergaRets Conference in Hospitality and Tourism,
Conference Proceedings (2013)
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In that study (Barreda et al., 2013) resulted Wivamal interactivity and reward activities have
marked positive influence on the brand image; higéplvement in communication and
interactivity affect strongly commitment with thealnd. Website marketers have to make sure
that the level of virtual interactivity is high emgh to catch the attention of website visitors.
Moreover, brand image and affective commitment havsignificant influence in brand
emotional attachment, and all these aspects hauege ttaken into account (for example,
paying more attention in creating and managingpthstive brand image).

Industry practitioner in travel industry should @sctheir marketing effort on travel social
network users, and they should allocate resourceseiating and maintaining a high level of
virtual interactivity in social network websitesying that will lead to a positive brand image

and brand attachment.

4. How can we get utility from travel blogs: do thg have a strong influence on

prospective tourists?

The increase in online social networking has ndy orfluenced the way people communicate
and share information, but also gained the attergiacesearchers and marketer because of its

potential to influence customers purchase decisions

Blogging activity among tourists is growing (Tralkelg.org and TravelPost are increasing in
popularity) and represents an important new aspiectarketing communications in tourism.
So many aspects have contributed to the huge pharamof travel blogs among which the
experiential nature of tourism, the exponential letton of technology and travellers’
willingness to share information. In this way, yoan easily get a lot of information and
opinions from a large and diverse group of peadplis;is how the word of mouse works. Few
years ago people were talking about word of motlih, fact that they talk to each other
exchanging information and ideas, and it could bee@n unpaid form of promotion: if I'm
satisfied by a product that | have bought and ubedgoing to tell to someone else that it's
good (if I am an opinion leader, my idea will iréluce a lot of other people). And the same
concept could be apply on Internet, where a lontdrmation are exchanged and you read
different opinions about products and items, sd ¥fwas can have your own idea about it.
Messages and opinions are quickly spread into #i® want with the birth of blogs and other

consumer generated media, this happens even quicker

21



Blogs are free public web based journal (Molo, 201Bey can be considered a digital and
modern form of journalism where people’s experisnae gathered, and are characterized by
easy access, written format and anonymity. Traledcan be considered as a manifestation
of travel experience, and visitors’ opinions postedravel blog sites are analyzed to gain an
understanding of the destination experience beirgeaed; they facilitate powerful
discussion that could finally affect customer’s idem, and for this reason they represent a
relevant area of customer research. Blogs are bhegoanpreferred travel information source,
where tourists share experiences, moods and feelBlggs offer the opportunity to reveal
tourists’ interpretation of tourism products andetgpress tourists’ impressions, perceptions,
thoughts and all that may not be revealed in a rnonstrained research environment. Despite
the fact that blogs are “self-designated auth&itiand that they cannot be assumed to
represent the whole population of consumers, neeless they are an important and, in a

certain way, authoritative voice in the marketplace

There are a lot of data that can be picked up fadohog, but are they really useful and valid
for research purposes? We have to consider weaséisat arise: the shortness of text in
blogs, the difficulty to generalize findings, difémt problems in blog sampling and, finally,
the different interpretations that people give taatvthey find in the blog. As regard the last
weakness mentioned, experience is something rpaional, and the same report posted in a
blog can be interpreted in various ways, dependimghe person that is reading it. Usually
travellers describe many aspects of their tripgiag from visiting attractions and enjoying
the culture, to the use of tourism-related fa@sti Most international tourist use blogs to
report, with little emotions, an objective chrongyoof events, but it depends a lot on the

culture ( Italian tourists write about their exerces are feelings more than others).

However, there’s no compelling evidence that blgsience deeply and systematically the
future travel intentions of blog readers, but thenportance and spread can’'t be deny.
Tourism marketers need to understand blogs as a teelnological phenomenon with

important implications for marketing and promotiarfsdestinations. Sometimes they can be
an effective and unobtrusive method of collectiatacand marketing information, even better
than a survey, because it's possible to analysgithaal and community generated contents;
they are even an inexpensive instrument to obtaim and authentic customer feedback,

hence useful to assess service quality and imgravellers’ overall experiences.
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5. What should we expect from the future??

Encouraging the development of Travel and Tourisday is essential, and one of the reasons
to do it is its role in job creations, in a periodwhich many countries are suffering of high
unemployment. Although economies have recoverat dubing the last period, volatility has
remained a key risk to further development - finalhg; economically, politically, and envi-
ronmentally. New demand is unfolding in developmegjions such as the BRIC countries
(Brazil, Russia, India, and China) and beyond, givamthe profile of the international travel-
er. All these changes will have significant impamtstourism destinations.

Policymakers responsible for developing and grovtiregr nations as successful tourism des-
tinations face a large variety of change drivershi@ir countries and in key tourism source
markets. They will need more and more sophisticatethods to support the development of

the tourism sector successfully by increasing imagbtourism.

Advertising campaign and other destination managénbechniques are increasing their
presence; destinations have to look at their comopgtand rethink their position in the
market, to be able to respond to short-term denstnodks. Instability is a new reality that
carries on risks but even opportunities. Policymakeed to develop long-term plans in order
to best cater for inbound tourism flows. But thesféorts alone do not generate true
differentiation from other countries that are domgctly the same, so they need to identify
and leverage capabilities that make their desbinatdistinctive. Each country should
recognize its specific key areas of tourism opputies and align its policy focus around
these core capabilities; policymakers should gdeesapositive climate for tourism and tie
tourism businesses closely to overall economy, suding local communities and individual
entrepreneurs.

Moreover, all the professionals in travel and tewnrisector should take on the environmental
sustainability question, especially if they are loigpawith developing tourism countries. The
number of ‘green’ consumers is growing exponemtjiak the number of travellers that want
to enjoy a travel experience without compromisedaheironment. A clear focus on greening
the supply side of tourism as well as environmeataiservation efforts on a national level

will generate clear advantages over competing roksdins.
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5.1 The new ‘green’ attitude of tourism

During the last years we realized how importanfo@ising on green growth: governments,
industry and civil society have to cooperate, wité common aim to overcome this period of
economic crisis and improve the quality of the emwment where we live (developing
renewable energies, protecting biodiversity andhking ‘green’ in all the aspects of our
lives). Travel and tourism can play a much morenificant role in this process, and the
transformation that this new attitude can bringhte sector will be rewarded not only in the

near future. How can travel and tourism contrilfotea better world?

Travelism demand

Policy refomms; PPPs,
finance, investment & innovation

Infrastructure, technology,
and communications

Lowi carbon and
climate resflience

Gross national Sustainable
happiness destinations

Ecanamic growth 2050
better lvelihoods GREEN
Capacity building and decent work GROWTH Natural resources
and green jobs VISION and waste management
Competitive Sustainahle
advantage Iifestyles

Brand marketing
and e-distribution

Product and
destination management

Empowered communities

In the 2013 ‘Travel and Tourism Competitivenesp®e some ideas were mentioned: new
transport platforms and the use of bio-fuels, nkmate-proofed hotel and constructions, new
green models for business meeting and new visioedacating people about the importance
of a ‘green’ mood even planning holidays. This ®an education applies to industry
employees, destination residents engaged in titervexonomy, community decision makers,

and travellers themselves.

The development of the green growth roadmap forigou should enhance long-term
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competitiveness of destinations and must be coilpatvith national travel, transport,
tourism and trade strategies. It's important toe@erher the main purpose of green growth is
the improvement of quality of life and environmdrgastainability, adapting different green
solutions and strategies to different countrietige€iand communities.

Some researchers (Lipman, Delacy and Whitelaw, p@aalyzed the green economy tourism
system (GETS) modelling program, which tests gregeowth and tourism options by
integrating large and diverse datasets. It's héldfecause it gives communities a
comprehensive and better decision-making framewanl, provide and incentive to evaluate
green growth. GETS presents an approach for aideesipport system to assist destinations
address challenges and opportunities in a periocd@fli changes, focusing on sustainable
tourism and system dynamics. Analyzing and simudatijuantitative data, local tourism
planners and decision makers can discuss varidicy pettings and simulate their impact as:
expected number of visitors, amount of infrastrugtdabour and training required by the
destination, the amount of greenhouse gas produdesl GETS model can integrate a wide
variety of data and databases coming from diffeoeganizations, and it can be very useful to

forecast future scenarios and take decisions itrédwvel and tourism sector.

5.2 Mobile advergames in tourism marketing — thinkng about future opportunities

Talking about tourism industry, we mentioned thgpa@mance of a strong marketing strategy
and the capacity to be up-to-date. A new instruminatt can be used as a market
communication vehicle to attract potential consisngthe mobile advergame (Celtek, 2010).
These are games created by companies to promatgtbduct in a new and interactive way,
not only by simple advertising. Advergaming cancbasidered a useful marketing technique,
and people’s awareness on it is increasing becaisbanges in media use (for example,
males find playing games more interesting than kmatr television, and if they like that
particular game, they will spend a lot of time phaywith it, without thinking about all the
advertising messages that they are receiving)hEurtore, it's not just a marketing technique,
but even a powerful tool to build brand loyalty arwllect data about actual and potential
customers. The use of an interactive gaming tedgyoto deliver embedded advertising
messages to customers is becoming a common teehraqmong companies that have
understood the increasing diffusion of mobile desicCombining games and advertising can
boost product awareness and bring to the creafiarctose interaction between the brand and

the customer.
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There are different ways to insert advertising ragesn a game. First of all, advergames are
games developed especially for a brand, with a detegration of the brand into the game
(the game is specially built around the brand)aagcond strategy, companies can adopt in-
game placements, brand/logo placement inside astirxigame; the last technique is onsite
advertising, a banner advertising on gaming sited gaming pages of portals. Branded
advergames are really useful to get your messagssaand to create in the customer’s mind
an association between the brand and something/fand unique. They can help to reach
potential customers, considering that the majasitghem are given for free. But the most
important function of advergames is the establisitnoé a strong customer relationship and
brand awareness. There are different advantagesdhee from the use of an advergame by a
company. First of all, 86% of Internet users pasal ynessages to another person, so if the
game that the company has created is interestidgfuimy enough, soon it will become
famous and popular, and the brand awareness wihdp Secondly, people spend more time
playing games than watching TV, so this kind ofextiging is more efficient and absolutely

not annoying; moreover, it helps in understandiregreferences of clients.

The market of mobile devices is getting larger yegryear, especially if we consider the
youth segment: it's important that each industralglevith this fact, trying to understand
which competitive advantage is possible to achithanks to new technology. How can
mobile advergames be related with the tourism itrgfd® For example, a travel agency can
create a game which offers the possibility to ergaygiting sightseeing in different cities or
tourist destinations. Tourists can explore, thattkthe game, streets, squares, churches and
palaces, and feel grow the wish to visit in permat particular city or place. Travel agents
can obtain useful information, such as which aeedéstinations more attractive for tourists,
which attractions they want to visit in a city diage, and create holiday packages highly
customized, based on information that they acqun@d the game.

Advergaming is a great opportunity to integrate keting efforts. A travel agency just needs
to create a fun mobile advergame experience abiffeteht destinations, which can drive

customers to purchase or trial, and establish @ erm relationship with them.

Conclusions:

We have analyzed and given an overview of the atisituation in the travel and tourism industry. As
you have seen in the last paragraph, there are aflopportunities for this sector, even if we
mentioned just few of them. Every agent that workgavel and tourism sector, or related activities
has to understand how the world is changing; treeeho focus on the request and needs of travelers,

choose one target segment and offer the best @dzahsolution for a perfect holiday.
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