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ABSTRACT
irfan KARSLI June 2005

THE USE OF INTERNET IN TOURISM MARKETING

This thesis deals with the Internet which has become the most popular media of the
recent years. The increasing use of the internet has affected the marketing on internet
positively. This increase in internet marketing has also increased the tourism
marketing on internet. As these web sites serve the same like a travel agency, people
would like to get service from such web sites get more and more without wasting too
much time. These web sites have many visitors everyday. In introduction, we
discussed the way Internet works and the technical analysis of internet. Generally
mentioned about how the transactions happens on internet. In chapter one, an
overview of tourism marketing on internet discussed. In chapter two the
characteristic of tourism marketing on internet studied.

In chapter three, marketing mixes are studied like market research, market targeting,
product, pricing and promotion. In chapter four, application examples of web sites
from Turkey discussed. Some screen captures are got from these web sites and
attached to thesis as examples. The most important example is www.turara.com
which has been designed in two years for this thesis. One of the other web sites is
www.bookinturkey.com which belongs to Koc Group and operated by Setur Travel
Agency.
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KISA OZET
irfan KARSLI Haziran 2005

TURiIZM PAZARLAMADA INTERNETIN KULLANIMI

Bu tez, ginimuzin en hizh yayillan medyasi olan internet (zerinden turizm
pazarlamasi hakkindadir. Turkiye’de her gecen gin artan internet kullanimi ve buna
paralel olarak internet Uzerinden saglanan hizmetlerdeki artis turizm sektoriine de
yansimistir. Bir seyahat acentasinin saglamis oldugu batin imkanlari internet
tzerinden sunmalarindan dolayi bu web siteleri ¢cok popular olmakta ve ¢ok sayida
ziyaretci cekmektedir. Giris boluminde internetin calisma prensibi incelenmis ve
teknik analizi islenmistir.Genel olarak internet Uzerinden yapilan islemlerin nasil
gerceklestirildiginden bahsedilmistir. Birinci bolimde, internet Uzerinden turizm
pazarlama hakkinda genel bir bakis islendi.ikinci bélimde internet tizerinden turizm
pazarlamanin Kkarakteristik ozelligi islendi. Uclincii bolimde,pazar arama, hedef
pazar, urun, fiyatlandirma ve tanitim gibi turizm pazarlama unsurlari islenmis ve
uygulamalara deginilmistir. Ugtincii boliimde ise Tiirkiye’den web site uygulamalari
incelenmis ve bu sitelerden ekran gorlntlleri alinarak teze eklenmistir. Bu sitelerin
basinda bu teze konu olan ve yaklasik iki sene zarfinda hazirlamis oldugumuz
www.turara.com yer almistir. incelen sitelerden bir digeri ise Kog¢ Grubuna ait ve
Setur seyahat acentasi tarafindan isletilen www.bookinturkey.com dur.

Anahtar Kelimeler:

Turizm / Internet

Pazarlama / Avantaj ve Dezavantajlar



TABLE OF CONTENTS

DEDICATION PAGE ...t e e I
APPROVAL PAGE ..ottt i
ABSTRAGCT .ttt bbbttt bbbt bbbt iv
KISA OZET ottt bbbt Vv
TABLE OF CONTENTS ...ttt Vi
LIST OF FIGURES ...ttt vii
LIST OF APPENDICES...... ettt et e e e e e e e e aeeens o Viii
ACKNOWLEDGEMENTS ...ttt iX
INTRODUGCTION ..ottt sttt 1
CHAPTER 1 AN OVERVIEW OF TOURISM MARKETING ON
INTERNET ...ttt 4
1.1 Recreation and Tourism Marketing on Internet....... ..o 4
1.2 Methodology Used on Internet TeChNOIOgY ........cccooererieieieiieieieeeeeeeeee 7
1.3 The Application Forms of Internet Use on Web Sites...........cccooviieiiiciiicicnnn. 11
1.3.1 Fully Developed Web Sites..............cccovviiiiiiiiiiiii e, 11
1.3.2 0rdinary Web SIteS.......ovviiii i 12
1.3.3 Prestigious WeD SIteS.......c..vt it 13

CHAPTER 2 THE CHARACTERISTICS OF TOURISM MARKETING ON

INTERNET ... ettt 15
A —IMPORTANT CHARACTERISTICS ...t e 15
2.A.1 Tourism is an Information Intensive Industry............cccoviii i iiiiinnine 15
2.A.2 Tourist Products and Services are Difficult to Evaluate........................... 17
2.A.3 Tourism Distribution Has Physically Nothing but Travel Tickets to Deliver..18
2.A.4 The Tourism Destination Product Is Fragmanted................cocooviiininn. 19
2.A.5 The Vast Majority of Tourism Enterprises are Small In Size..................... 21
B — ADVANTAGES OF INTERNET FOR TOURISM MARKETING TOOL

2.B.L AdAressability ... .......ouuie i e e e 23
2.B.2 INtEraCtiVItY ... .cv et e e e e 24
2. B3 FIEXIDIITY ... .o 26
2.B.4 ACCESIDIIITY ... et e e 27
2.B.5 SErvice IMProVEMENTS. ... .ottt et et e e e e e e e e e e ene 28
2.B.6 COSt SAVINGS. .. et vttt ettt et et e e e e et e e e e 29
C - THE CURRENT PROBLEMS ON INTERNET TOURISM MARKETING...31
2.C.1 DEMANT FACIOIS. .. . eu ettt it et e et e e et e et e e aen e e 32
2.C.2 Technological FaCtOrS. .. ... ..ouuuie it e e e e e e 35
2.C.3 0rganizational FaCtorS. .. ... ....ou it et e e e e e e 38
2.C.4 GOVErnMENtal FACTOIS. .. ... ...ttt et e e et e e e e 40

Vi



CHAPTER 3 MARKETING MIX APPLICATIONS IN TOURISM

MARKETING ON INTERNET ..ottt e e 44
3.1 Marketing RESEAICN. .. ...cu i e e e e e e e e 44
3.2 MaArket TargetiNg. .. ... eu ettt e e et e et e e e e e e e e e e e 46
B TR T8 o 0o o 47
K e 4 1o] 130 PP 49
B D PIaCE. ettt 51
36 PrOMOTION. ..ttt et e e e e e e 54
CHAPTER 4 APPLICATION EXAMPLES FROM TURKEY ..........cccoven. 57
4.1 WWW.TUFAIB.COM..uiiiiiiiiiiie et 57
4.2 WWW.DOOKINTUIKEY.COM.....ooviiiiiiiiiiieiecee e 85
4.3 WWW.JBZINEL. ...ttt bbbt ettt sbe e sbeenee e 87
CONCLUSION . .. e e e e e e e e e e e e 89
BIBLIOGRAPHY ... e 93

vii



LIST OF FIGURES

Figure 1. Overview of the Current Players in the Travel Industry....................... 9

Figure 2. www.turara.com home page SCreenshot..........cc.ooevvviiiiienineineinennnn. 58
Figure 3. www.turara.com tour categories list page..........coovveiiiiieieivinennnen, 59
Figure 4. www.turara.com tour liSt Page.........c.ooeeiieieiieeie e e e 61
Figure 5. www.turara.com tour details page...........c.oeveiiiiii i e 63
Figure 6. www.turara.com air ticket reservation page.............ccoveeviiiecneennnnn. 65
Figure 7. www.turara.com hotel reservation form.............ccooeii i iiiiiiiennnen, 66
Figure 8. www.turara.com visa information page..........cooceeevvveiniiensveneeneennnn. 67
Figure 9 www.turara.com visa request fTorm...........c.ooviin e i 68
Figure 10. www.turara.com transfer request form...............coooiiiiii e, 69
Figure 11. www.turara.com tour search page..........cocooirveiie e i i e 70
Figure 12. www.turara.Com YOUr 10€aS PAgE. .. ... v erenieeieeie e et e veneieeneeen 71
Figure 13. www.turara.com main CONtrol Page.........oovveiiierieiieiie e veiieiane 72
Figure 14. www.turara.com users control page..........coovvveiveiie e i, 73
Figure 15. www.turara.com announNCeMENt PAGE. .. ... ..uureueenieeineeenieeeneaeenenn 74
Figure 16 www.turara.com agency list Page........c.ocuuveiiiiiiie i e e 75

Figure 17 www.turara.com agency details and edit page...................ceevvnnt.. . 76

Figure 18. www.turara.com new agency INPUE PAgE.......vuveerreeeene e ienennanenen 77
Figure 19. www.turara.com categories Control page...........ccvvveeviveiiinnnneennn. 77
Figure 20. www.turara.com tours list control page..........c.ocoveiiiviiiiiiiiiiinenn. 78
Figure 21. www.turara.Com tOUr dit PAGE. .. ... vvvueeeeeiie e et e e e e eeene 79
Figure 22. www.turara.com new tour add Page..........ovveiieireiiiiiiiieeeeeeennn 80
Figure 23. www.turara.com air ticket request check and edit page..................... 81

viii



Figure 24.
Figure 25.
Figure 26.
Figure 27.
Figure 28.
Figure 29.
Figure 30.

Figure 31.

www.turara.com hotel reservation form control page........................ 81

www.turara.com visa application control page...........coovvevieiviininnnns 82
www.turara.com transfers from control page............oovveiiiiiiiiiinnnnn, 82
www.turara.com tell a friend control page............ccooeviiiiii e innnns 83
www.turara.com mail list control page.............coovvev i vennn. .83
www.turara.com advanced mail list control page............................ 84
www.bookinturkey.com website main page screenshot..................... 86
www.gezi.net web site home page screenshot.............cccoovvieinnnnn, 88



ACKNOWLEDGEMENTS

I gratefully acknowledge all those who has contributed to the preparation of this

thesis.

I owe my special thanks to Prof. Dr. Mustafa Dilber for his valuable help,

supervision, interest, suggestion for this study.

I am also indebted to my wife Zheng KARSLI who encouraged me to begin with

writing this thesis.

| also owe my special thanks to my father and mother for providing all kinds of

opportunities for my education.



INTRODUCTION

To understand the meaning of “The use of internet in tourism marketing” we have to
understand what internet is. We are going to use internet as our distribution channel
of marketing.

The Internet is a collection of many networks worldwide which is commonly
referred to in two ways: The internet (lowercase i) is any collection of separate
physical networks, interconnected by a common protocol, to form a single logical
network. The Internet (uppercase 1) is the worldwide collection of interconnected
networks, which grew out of the original ARPANET, that uses Internet Protocol (IP)
to link the various physical networks into a single logical network.*1 ( Independent
Multi-Family Communications Council http://www.imcc-

online.org/GLOSSARIES/glossary.htm )

In short we can say that; internet is the global “network of networks” of interlinked
computers operating on a standard protocol (IP) which allows data to be transferred
between them. The most important aspect of the internet is connectivity. The aspect
gives chance to everyone to access on network and exchange information. By the
help of the internet and various kinds of software programs it becomes very easy to
input, index, retrieve and share information. This is the best opportunity for
companies to find their potential customers, show them their products, prices and all
kind of information that customers would like to know; and also very convenient for
customers to find all kinds of products which they are looking for. Nowadays people
would like to make shopping from internet without wasting any time from one shop

to another, spending so much money on transportation.



Even though Internet was originated in 1960s, it has become most popular in recent
10 years. People use Internet mostly for two purposes.

Firstly it is a tool to communicate with other people. Instead of writing letters
and posting them through post offices, people prefer to send emails or electronic
messages to each other. Internet also used for voice transfers as Voiceover Internet
Protocols (which is shortly called as Voip) technology to speak with other friends
and relatives instead of long distance calls which is relatively much higher costs.
Secondly, Internet is used for information services. There is some information on one
side and people who would like to reach his information on the other side. To make
this possible we need to find a space on Internet environment to “host” our
information and allow people to reach this information and see it. Information
services, including Telnet, Gopher and anonymous FTP (the File Transfer Protocol),
allow users to access data that has been made available by other users. Since 1993,
the Internet has been transformed completely by its newest component the World
Wide Web (WWW or the Web). The WWW not only integrates other file transfer
protocols like Gopher and FTP, but also allows the user to access hosts through
Telnet, read newsgroups and use e-mail. Through an Internet browser, a user can link
to any web sites and may explore the Internet resource in an excellent way for both
leisure and commercial purposes. A browser is a computer program that resides on
your computer enabling you to use the computer to view WWW documents and

access the Internet taking advantage of text formatting,



Hypertext links, images, sounds, motion, and other features. Netscape and Internet
Explorer are currently the leading "graphical browsers" in the world (meaning they
facilitate the viewing of graphics such as images and video and more). ( *2 UC

Berkeley Library).

The popularity of WWW has attracted a great deal of interest among both academic
researchers, and business practitioners, especially in the fields of Information
Technology (IT) and marketing. WWW has become most practical marketing media
for all kinds of business fields. Our main concern is tourism, so we are going to

discuss about the tourism marketing on internet.



CHAPTER ONE

AN OVERVIEW OF TOURISM MARKETING ON INTERNET

1.1 Recreation and Tourism Marketing On Internet

In marketing, the product offered can be ideas, goods or services." Since tourism is
primarily a service based industry, the principal products provided by
recreation/tourism (R/T) businesses are recreational experiences and hospitality.
These are intangible products and more difficult to market than tangible products
such as automobiles. The intangible nature of services makes quality control difficult
but crucial. It also makes it more difficult for potential customers to evaluate and
compare service offerings. In addition, instead of moving the product to the customer,
the customer must travel to the product (area/community). Travel is a significant
portion of the time and money spent in association with recreational and tourism
experiences and is a major factor in people's decisions on whether or not to visit your

business or community.

As an industry, tourism has many components comprising the overall "travel
experience." Along with transportation, it includes such things as accommodations,
food and beverage services, shops, entertainment, aesthetics and special events. It is
rare for one business to provide the variety of activities or facilities tourists need or
desire. This adds to the difficulty of maintaining and controlling the quality of the
experience. To overcome this hurdle, tourism related businesses, agencies, and

organizations need to work together to package and promote tourism opportunities in



their areas and align their efforts to assure consistency in product quality. (*3
Michigan State University Extension

Tourism Educational Materials — 33700082)

A travel agency should provide several kinds of services for its customers. These
services are mainly, ticket reservations, hotel reservations, package tours, rent a car
and guide services. Currently, travel services such as checking availability and prices
of travel products (both online and offline) are dominantly provided by Global
Distribution Systems (GDS). A GDS gives its subscribers pricing and availability
information for multiple travel products. Travel agents, corporate travel departments,
and even Internet travel services, subscribe to one or more GDSs to check, for
example, flight availability and prices for their customers. The GDSs get their
revenue from the booking fees that these organizations pay. The leading GDSs today
are Sabre, Galileo, Amadeus and Worldspan. All the airlines list their inventory with
major GDSs. Online travel Web sites also use GDSs: for example, Expedia uses
Worldspan; Travelocity uses Sabre, Trip.com uses Galileo, and SAP Travel is
powered by Amadeus. There are also GDSs that basically sell hotel rooms such as

Utell. Yet there are problems associated with GDSs:

e GDSs are mostly legacy systems with their own private networks, difficult to
use cryptic languages, and limited speed and search capabilities.
e Furthermore, GDSs raise their booking fees annually to invest in new

technologies and this causes discontent from airline companies.



On the other hand, most of the travel products have become available through
the Web sites of parties involved in the travel industry such as airlines and hotels.
However these are for human consumption. To make a travel plan involving different
companies such as airlines, car rental companies and hotels in an automated way,
Web services are essential. Web services by themselves are not enough; to provide
interoperability their semantics must be described.

The travel industry by recognizing the need for interoperability has formed a
consortium called the Open Travel Alliance (OTA) to standardize the messages
exchanged in the industry. OTA includes many of the major players in the industry
including airlines, hotels, car rental, rail, and tour companies and Global Distribution
Systems. OTA provides the specifications of the possible services for the travel
industry, together with the message specifications that will be exchanged between
the trading partners. These services include availability checking, booking, rental,
reservation, reservation canceling and modifying, query services for service details
and quality, insurance quote request for all of the hotel, airline, vehicle sectors as
well as the commission exchange services, and the statistical information services
between the travel organizations.

Although OTA is an industry standard, it is not reasonable to expect all travel
companies to conform to OTA. We claim that the interoperability among travel
organizations can better be addressed through Web services. OTA, on the other hand,
can be used to describe the semantics of the messages that Web services exchange.

Here we want to describe how to deploy semantically enriched OTA based Web
services in travel industry. We provide the business models for travel industry that

would benefit from the described technology.



1.2 Methodology Used on Internet Technology

Web services define a technique for describing software components to be
accessed, methods for accessing these components, and discovery methods that
enable the identification of relevant service providers. The revolutionary aspect of
Web services is that they provide interoperability at the interface level. This allows
for clean integration across departments, organizations, and companies. The client
who invokes the service and platform hosting the Web service can be different; they
can be using different programming languages. Note that one Web Service can make
use of other Web services to perform a complex function.

Web Service Description Language (WSDL), the standard used in describing
Web services, provides only the technical specification of the service operations, that
is, the types of input and output messages and the URL where the service can be
invoked. The information on what the service is doing, the possible properties the
service might have and also meaning carried in its messages are not available
through the WSDL descriptions of the services. The current mechanism to associate
some semantics with Web services is to use a number of industrial taxonomies.
Taxonomies provide very restricted help in describing Web service semantics. It
follows that to exploit the Web services to their full potential we need more powerful
tools, that is, ontologies to describe their semantics.

An ontology describes the concepts in a domain and their relationships. More
formally, an ontology is a formal explicit description of concepts in a domain
(classes), properties of each concept describing various features and attributes of the

concept (slots), and restrictions on slots (facets). Through ontologies very accurate



descriptions of Web services can be defined and services can be related to other
services or resources.

There are some efforts to define ontologies for the travel domain such as the
Harmonise project. The Harmonise project allows participating tourism organisations
to keep their proprietary data format and use ontology mediation while exchanging
information. For this purpose, they have defined the Interoperability Minimum
Harmonization Ontology (IMHO) and an interchange format for tourism industry.
The Mapping Framework (MAFRA) tool is used for ontology mediation which
supports semantic mapping definition and the reconciliation engine.

We note that OTA specifications also reveal considerable domain knowledge
and offer significant value in describing the semantics of Web services in the travel
industry. First, OTA request/response pairs can be arranged into a class hierarchy to
define operation semantics of travel Web services, such as AirServices,
AirAvailabilityServices, AirBookingServices, etc. It is also necessary to define the
semantics of the messages exchanged so that the party receiving the message can
interpret it. OTA message specifications can be used for this purpose as a common

denominator to map non-OTA compliant messages one into another.

The current players in the “On-Line” Travel Industry are as follows: There are
hundreds of thousands of hotels, thousands of airline companies, tens of thousands of
rent-a-car agencies, hundreds of hotel chains, and hundreds of rent-a-car chains.
However there are only two switching companies, namely Pegasus and Worldres and

only four major GDS (Global Distribution System) companies as shown in Figure 1.
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Figure 1. Overview of the Current Players in the Travel Industry
The travel agencies and travel e-commerce sites connect to GDS companies

to get on-line availability information of the flights, hotels and rent-a-car companies,
and make bookings of these products for their customers. The GDS companies
connect to the service providers’ reservation system and provide seamless access to

such services from a single point, through a common interface. Travel agents,

corporate travel departments, and Internet travel services, subscribe to

distribution companies to check service availability and prices, and issue respective
reservations and ticketing. On the other hand, GDSs are mostly legacy systems with

their own private EDI based networks, difficult to use cryptic languages, and limited

speed and search capabilities.

one or more




The GDSs, although they dominate the market with this technology, by
realizing the inefficiencies involved with their current systems, are developing Web
service based technology: Galileo provides a Web service based solution and claims
to have cut down the development time by 80%. Sabre and Datalex are among the
first companies to develop OTA based Web services. Sabre Web Services provide all
the functionality needed to sell travel (air, car rental, hotel, passenger name record).
Another travel company which benefited from the Web service technology is the
Continental Airlines in USA. To gain a competitive edge, Continental decided to
provide real-time data of flight status in multiple contexts, such as interactive devices
and customer service agent consoles. By wrapping the data it already has in its
legacy flight operations management system as Web services, the information
became accessible from devices such as cellular phones or PDAs.

To be able to exploit Web services to their full potential, one more step is
essential: it is necessary to introduce semantics to Web services. By introducing
semantics to Web services their discovery, invocation, composition and execution
monitoring are greatly facilitated. Through reselling and subcontracting, companies
will provide new solutions for their customers. It will be a possibility to construct
package services which are comprised of sub-services provided locally by the
initiator company and sub-services discovered within the network. Negotiation on
the service that will be purchased as well as customization of service properties on
the fly are other possible types of enhancements in the travel domain through
semantically enhanced Web services.

Among the millions of travel agents, only about 10 to 20% of all travel agents

are in connection with the GDS companies. Most travel agencies and travel

10



organization companies choose to manage travel services by themselves, due to
reasons which may be technical, e.g. they may be providing specialized services thus
cannot work with a GDS company, or economical, e.g. due to high commission rates
and yearly subscription fees issued by the GDS company. These companies
generally suffer from the efforts for advertising their services as well as publishing
them electronically. The availability of semantically enriched Web service

technology in the travel domain will be an indispensable opportunity for these SMEs.

So far, we described the technical aspects of tourism marketing on internet.
Now we want to study the application forms of internet use on web sites.
1.3 The Application forms of Internet Use on Web Sites
131 Fully Developed Web Sites
This kind of web sites gives full service to their customers. It works
like a real travel agency online. When you join this kind of web sites

you can

0 Checkall airlines availability for all routings

0 Book air tickets online by the help of the GDS systems like
studied above embedded to web site

0 Issue e-tickets and check in before going to airport

0 Check availability of hotels all over the world, book and pay

online

11



0 Make all payments by virtual POS machines with your credit
card. This kind of pages has special security systems to
prevent problem may occur.

o0 Publish all guaranteed depart tours online

0 Publish the details of tour programs, prices, places of interests,
pictures and videos of the destination.

0 Publish depart and return dates of the tours

0 Register to any organization organized by the agency

o Renta car all around the world

This kind of web sites can be controlled from any place. The designer
of the agency or any permitted person can join the back door of the
web site with a password and can make all kinds of changes online
without any help of the web design software. This gives chance to
control the web site anytime from anywhere. If there is any mistake
about price something else, the designer even can correct it from

internet café by joining the web site.

1.3.2 Ordinary Web Sites

These kinds of web sites are not as developed as previous site.

Agency aims to show all kinds of products to their potential customers

but they do not aim to sell online. These kinds of web sites do not

12



have virtual POS machines, so it is impossible to charge to customer

online. So when an internet user joins this kind of web site, they can

(0]

(o]

Find information about the tours that agency organizes

Can get service for ticket by filling online forms to send
request to agency. In this case, agency will check the form
and will reply the customer.

Can get visa service

Can book hotels by filling the request forms

Can apply for a rent a car service by filling the request forms

This kind of web sites can not be controlled, or do not need to be

controlled online. The designer of the web site mostly uses request

forms, and waits for the customers to fill in the forms and send to

webmasters. After receiving the form, agency staff will reply the need

of the customer and call back or send email to customer. This kind of

web sites are not as functional as developed web sites, but also give

change to get service for its customers.

1.3.3 Prestigious Web Sites

These kinds of web sites are designed mostly for the prestige of the

agency. It provides the information about the agency as mostly

“About Us” links and publish some kinds of successes or references

13



of travel agency. The owner of the agency does not aim to publish

their products or sell them online.

14



CHAPTER TWO

THE CHARACTERISTICS OF TOURISM MARKETING

ON INTERNET

A - IMPORTANT CHARACTERISTICS

Travel and tourism products are ideal for marketing on the Internet. This is because
tourism is an information-intensive industry and the Internet is the most effective and
efficient means in information exchange worldwide. The Net can greatly facilitate
the promotion and distribution of tourist products and potentially enable tourism

destinations and enterprises to compete on a level playing field.

2.A.1 Tourism Is an Information-Intensive Industry

Tourism is very information-intensive and information is often dubbed the "life-
blood" or "cement" of the industry which holds together the different producers
within the travel industry - airlines, tour operators, travel agencies, attractions, car
rental, cruise lines, and other supplies. "In few other areas of activity are the
generation, gathering, processing, application and communication of information as
important for day-to-day operations as they are for the travel and
tourism industry” (Poon 1993:154). The perishability of tourism products and the
often erratic tourist demand make the task of balancing tourism supply and demand
far more significant than any other sector. That is probably why tourism became one

of the first industries to widely apply IT and conduct electronic commerce from the

15



1960s in the form of computer(ised) reservation systems (CRSs) and then global

distribution Systems (GDSs).

However, the traditional CRSs and GDSs had only improved the information
communication between tourist businesses, originally between airlines and travel
agents, as they do not directly interact with consumers. The systems are also
expensive to both the tourism producer and the retailer. For instance, the GDS cost
accounted for an average 8.1% of the International Air Transport Association (IATA)
member airlines' distribution cost in 1996 (IATA 2000), and the major GDSs charge
around US$600 a month to put a terminal in a travel agency. Moreover, the systems
are flawed with incompatibility between each other, especially in the lodging sector,
where “switch" companies such as THISCO (The Hotel Industry Switching
Company) was needed to connect hotels with all the major GDSs to facilitate room
reservations by travel agencies worldwide (Sheldon 1997). With the effective use of
the Internet, these problems can be addressed effectively and cheaply. In addition to
its traditional function, a web-based GDS can increase the speed of information
transmission, improve the quality of information delivery (from the old viewdata to
the window-based computer screen), reduce the cost to the user as no special
connections are necessary, and most important of all, has the potential to interact
with all web users in the world. Having realised the tremendous potential of the
Internet, GDS companies already started to develop new and web-based systems
which could transform the whole tourism distribution landscape in the near future.
For example, Amadeus launched Amadeus Pro Web in January 2000, which is a

browser-based reservation tool allowing travel agents to service customers

16



worldwide without a dedicated communications line and at a greatly reduced cost. In
fact, with this system any Internet user can become an online travel agent within a

week (Amadeus 2000).

2.A.2 Tourist Products and Services Are Difficult to Evaluate

As a service industry, most tourist products are intangible services, they are
experienced and cannot be touched, tasted, smelt or seen and therefore
difficult for tourists to grasp and evaluate. Furthermore, the spatial fixity of tourist
attractions and amenities means that a tourist cannot really assess their quality until
he arrives at the destination. Tourists have, for a long time, relied on limited
information from holiday brochures and other literature to evaluate tours and
destinations. Comprehensive, relevant, timely and accurate information is essential in
tourists' holiday decision making process. But they were not readily available to

tourists until the emergence of the Internet, especially the wide use of the Web.

With the Internet, virtually unlimited amount of information can be stored at a web
site and an unlimited number of users can retrieve it at any time from anywhere in
the world. The Web can not only provide more information but also provide it from a
much wider range of sources; while in the past, tourists are almost exclusively
dependent upon representations and descriptions by the travel trade. The Web can
also deliver the information in a greater variety of formats, from text to photos,
graphs, audio and video clips, whereas in the past, tourists primarily relied on the
printed brochures as the limited copies of videos of a limited number of tourism

destinations or holidays were only available to the major travel agents. The web-
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based electronic brochure can also facilitate the complex process of choosing among
the hundreds of holidays using browser-generated selections from back-end
databases linked to web servers whereas the printed brochures are usually arranged
and indexed by one way, often by destination. Through Internet video telephony,
tourists can also “test drive” a prospective holiday by viewing real-time scenes
through cameras placed in hotels, clubs, restaurants, scenic spots and other sites in
the destination and transmitted via the Internet. Video clips can also show episodes
and scenes of festivals, art performances and service delivery to facilitate tourists in
the comparison and evaluation of intangible services, the quality of which is

otherwise difficult to assess in advance.

2.A.3 Tourism Distribution Has Physically Nothing but Travel Tickets to

Deliver

Since in tourism, it is the tourists who travel to the destination, rather than the tourist
product be transported to the market. When a tourist books an airline seat, a hotel
room, or a package holiday, he acquires the right to use that seat, room or holiday in
the specified time period. After the tourist completed his journey or holiday, he takes
nothing home but experiences . In the whole process, from the booking, through the
out journey to the return journey, the only things being transported are travel tickets
and the tourist himself. This unique characteristic offers tourism a great advantage in
Internet marketing as the only cost of online sale will be the transaction processing
expense plus a little postage cost; in contrast, for manufactured goods, the delivery

cost is often substantial.
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'‘With the increasing popularity of electronic-ticketing (c-ticketing) or ticketless-
travel, especially among airlines, online tourism distribution over the Web may one
day have no physical goods (not even a ticket) to deliver at all. Ticket-less travel
means that check-in is achieved by proof of identity and a booking reference number.
This saves the cost of ticketing for the airline which would usually include stationery,
printing and postage and speeds up the check-in process at airports by enabling
passengers to self check-in at check-in machines with a credit card. Worldwide, there
are more than 30 airlines offer e-ticketing in at least some routes in its networks
(IATA 2000). About 60% of United Airlines' passengers are now using c-tickets.
British Airways has even announced that from May 2000 travellers will be charged
£25 for a printed ticket where e-ticketing is available for the flight. It could also cost
the traveller £50 to replace a lost paper ticket. Obviously, c-ticketing is a key
development that will accelerate the acceptability and convenience of booking air
travel via an on-line travel agent. Since such a web-based e-ticket seller has no
physical ticket to deliver, it can potentially sell from anywhere in the world to

anyone in the world (Richer and 0'Neil-Dunne 1998).

2.A.4 The Tourism Destination Product Is Fragmented

As a place product, tourism includes all the elements a destination has to offer to
tourists, including the social, cultural and physical environments as well the
"touristic" components of tourism supply such as attractions, transport and lodging
facilities, and other travel related services. Pollock (1999) highlights the difficulties
in tourism destination marketing which are attributable primarily to two factors. First,

tourism is fragmented in that while the tourist looks at a holiday as a complete
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"experience”, it is sold in the market place "in bits" as beds, meals, tours, seats, etc.
by a plethora of independent suppliers that operate independently of one another.
Second, no one agency controls or can deliver content about a destination's tourism
product as the marketing of a tourism destination is shared by another plethora of
organisations such as tourist information centres,
regional tourism boards, national tourism organisations and national tourist offices

overseas located in main generating markets.

The Internet provides the effective means for a destination to develop a sustainable
electronic "infrastructure” that is capable of establishing a comprehensive and multi-
lingual destination web site. This site can present existing and potential tourists with
up to date information, from a variety of sources, about the destination in all aspects
of tourism - tourist attractions, transportation, accommodation, tour operators, travel
agencies, shopping and leisure facilities - as well as the background of its people,
culture, history, economy, climate. The master destination database can be integrated
through hyperlinks with individual tourism companies as well as with suite of
applications which enable tourists to pick and mix to make their own holiday
"packages"”. As such a mega-site could be the "portal” or the "home page" of the web
sites of all tourism enterprises in a destinations, it is a great deal easier for the
destination to establish itself in the already crowded web-space. From this first stop-
of-call, an visitor can search for all the information he needs to make a decision as to
whether to visit the destination, what facilities to use and to arrange for reservations
and transactions online. In comparison, with the traditional media, in order to get the

relevant information of a destination a tourist often needs to go to a travel agency to
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get a brochure, to a bookshop to get a guide book, and may also contact the
destination's national tourist office to get some promotional literature. Furthermore,
the printed literature the tourists get is often outdated while a properly constructed

and maintained web site can provide right-to-the-minute information.

2.A.5 The Vast Majority of Tourism Enterprises Are Small In Size

The fragmented tourism industry is also polarized in that on the one hand, there are a
few large multinational airlines, tour operators, hotel chains and theme parks; on the
other, there are millions of small and often family owned businesses, especially in
the travel retailing, tour guiding, hotel and catering sectors. For example, in Scotland
the average size of the accommodation establishment in the Bed and Breakfast sector
was 2.5 rooms in 1999. For the small tourism enterprises, the Web is probably the
first effective and feasible medium for them to carry out professional marketing

function beyond the basic sales and operating activities.

The Internet has opened the door for small businesses with little capital to reach a
worldwide market. Open access results in lower entry barriers so that virtually
anyone can both access and provide content to the Internet. Travel retailing is one of
the sectors m the economy that requires very little initial capital investment. The Net
also re-defines economies of scale, allowing small firms to achieve low unit costs for
products and services in markets (such as tour operating) dominated by large
companies. In the hospitality sector, small firms could also have more cost-effective
marketing through the destination's web-site than the printed tourist directory. In

essence, the Web "levels the playing field" (Hoffman and Novak 1996). For this
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reason, Inkpen (1998:178) goes so far as to praise the Internet as a marketer's
"dream™ because it enables companies of different sizes to compete on more equal
terms. This analysis also applies to tourism destinations (as resorts, regions or
nations). For example, a strong web presence may substantially increase the
exposure of many small and developing destinations in the Western market where
the high cost of mass media advertising made such exposure practically impossible
in the past. Nevertheless, it must be noted that although it costs little to achieve a
web exposure, the development of a fully functional marketing and sales site and
especially the promotion of the site to increase visitor numbers require huge
investment. Therefore, the Internet provides a level playing field for all sizes of

companies only at the point of entry - that is, to establish a web presence.

B- ADVANTAGES OF INTERNET FOR TOURISM MARKETING TOOL

The Internet is widely recognized as an extremely valuable marketing tool. It is
generally held that the Internet offers substantial advantages over traditional means

of communication:

e Reduced costs of information exchange: Web sites can be viewed all around
the world without any expense. Agencies make advertisement on newspapers,
they have to pay so much money and the number of people read the
newspaper is very limited when compared to web site.

e Increased speed of information transfer and retrieval: Hard copies of the
information will be delivered by consuming lots of time. However when you

update your web site, all around the world will notice it at the same time.
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e increased customer involvement in and control of transactions: The
customers will suggest anything they like online. This way will make the web
site get better with the suggestions of the customers.

e Greater flexibility of using the marketing mix

Its main business uses include communications (both internal and external), market
research, customer services, market penetration, product development, cost savings
through process reengineering, direct marketing, advertising and product delivering
(Cronin 1996, Ellsworth and Ellsworth 1996). The following paragraphs examine the
main features of the Net, in comparison with conventional media and with relevance

to marketing, as an effective and efficient communications means.

2.B.1 Addressability

The Internet has the unique quality that, through its addressability, can transform the
prominent marketing communication paradigm from one-to-many to one-to-
one or from broadcasting to narrowcasting. The traditional media, such as print, radio
and television, follow a passive one- to-many communication model, whereby a
company reaches many current and potential customers through the broadcasting of

the same message. This approach to communication has three problems:

2.B.1.1. uncustomised message to every consumer,

2.B.1.2  wasted exposures to uninterested audiences,

2.B.1.3  and "noise" distraction from competing and conflicting messages.
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In contrast, the Internet enables a company to individually "address™ consumers in its
marketing communications because each time a user visits its web site, its server has
a record of the user's electronic address. The company can then "narrowcast" - send
tailor-made message content - to a smaller target audience or an individual consumer

(Heinen 1996, Hoffman and Novak 1996).

Blattberg and Deighton (1991) argue that this kind of addressable marketing is not
new; the mail, telephone and personal selling have also been the addressable tools in
marketing for many years. What makes the Internet so special in this regard is its
low-cost and high-speed information transmission and retrieval. The addressability
of the Web provides the opportunity for marketing to create individual relationships,
managing markets of one, and addressing each in terms of its stage of
development. In essence, it represents the opportunity to customise and tailor the
product and/or the marketing effort to one consumer at a time. Pitta (1998) argues
that this Internet-enabled one-to-one marketing reconfigures the familiar four Ps into
one element - the relationship. It represents the ultimate expression of target
marketing - a market of one - or at least one at a time. Therefore, well designed
Internet communications, through web sites, emails and news-groups, can match the
effectiveness of personal selling. In fact, Internet marketers can do what a sales-force

can but with much more flexibility, better memory and less cost (Kiani 1998).

2.B.2 Interactivity
Another feature of the Net that distinguishes itself from traditional communication
media is its ability to respond to user inputs, i.e. interactivity. The Internet is capable

of giving feedback in response to the actions users perform on the computer,
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resulting in the sense of engagement with the computer (Shili 1998). This two-way
dialogue forms an important component of relationship marketing, and is an
important factor in building customer loyalty. Customers are -effortlessly
communicated with companies to find product information and conduct transactions
with a few keystrokes while companies can easily contact customers to clarify their
needs or inform them of new products. Features such as Email, web forms and Java
applets positively encourage marketers to interact with consumers (O'Conner 1999).
Moreover, in contrast to traditional communication channels like newspapers or
television, on the Net the customer is an active participant and is in greater control of
choosing and processing information about the firm. It is the customer - and not the
marketer - who decides with whom to interact and how to interact. In other words, it
is entirely in the customer's power to decide whether to surf the net, which web site
to visit, which web page to browse, for how long, how often and how much

information to obtain.

In addition to the company- to- consumer and consumer-to-company interaction,
Kiani (1998) examines the consumer-to-consumer and company-to-company
communications and argues that in an interactive media like the Net, a marketing
activity can employ a combination of the above communication patterns. The
company-to-company interaction not only provides competitive intelligence but also
provides opportunities in partnering and co-operation, especially in improving
supply-channel and distribution-channel relationships. The consumer-to-consumer
communication helps to establish cyber or virtual communities, which has significant

implications for marketing segmentation and customer service. These online “clubs"
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can be an important ~ venue for consumers  to exchange
information or experiences, for example opportunities in time-sharing
accommodation, as well as for companies to improve the understanding of consumer

behavior.

2.B.3 Flexibility

The Web is a much more flexible marketing medium than the traditional mass media.
A web page can be considered as an electronic billboard, electronic advertisement, or
electronic catalogue that provides information on products or services plus contact
information for interested consumers. But a virtual advertisement or catalogue is
much flexible than a physical advertisement or catalogue. It can gather fresh and
updated information based on the direct feedback received from consumers. A virtual
catalogue can be gradually developed and organized based on the actual interest of
consumers (Kiani 1998). It can also keep consumers constantly informed of the

company's new product offerings, latest price changes and sales promotion initiatives.

In the travel business, the Web's flexibility and instantaneousness in information
transmission is invaluable, since where the brochure is the main means for marketing
package tours. UK tour operators, for example, produce about 120 million holiday
brochures a year, 40% of which are not used at all. For some holidays it takes, in
average, 28 brochures to generate a booking. In addition, large tour operators usually
launch their main summer holiday brochures 10 months in advance (Holloway and
Robinson 1995). Obviously, the preparation and distribution of holiday brochures is
a costly and lengthy process during which the demand conditions and competition

situation could change greatly. With the print medium, tour operators have to issue
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supplements to the main brochures, adjusting prices and availability. With the Web,
all changes to the electronic brochures can be made instantly and at little cost. The
online brochure can also be linked to inventory data, so that the user can immediately
see whether a particular holiday is available or not. Moreover, the electronic
brochure can be indexed in many ways and the user can be provided with search
facilities to locate items quickly. They can also be associated with relevant free

information and services for the consumer who visits the page.

2.B.4  Accessibility

As a communication medium, the area in which the Internet has overwhelming
advantage over any other media is its permanent exposure and global market reach.
The Net greatly improves, both spatially and temporally, the information availability
and user interaction. With an effective web site, a company is on business on a global
spectrum 24 hours a day, 365 days a year. Any web user in the world can access its
marketing information at any time that is convenient for him. This extends greatly
the place and time utility of companies which traditionally rely on distribution
channel members to perform. The round the clock accessibility is extremely
important especially in international trade where business is conducted across

different time zones.

The global exposure is particularly desirable for tourism destinations which up until
the mid-1990s had to depend entirely on promotion agencies in tourist generating
regions to market its products. The Web has enabled tourism destinations to market
themselves with well constructed and well promoted web sites. Furthermore, the

Web facilitates doing business overseas by avoiding regulations and restrictions that
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companies must follow when they are physically present in other countries, for
instance in many countries, foreign travel companies are forbidden from organizing
or selling tours. Finally, compared with the traditional media, the Web not only
provides virtually unlimited access for hundreds of million users but also delivers
unlimited amount of information on the Web as there is practically no restrictions in
terms of the "space of advertisement" - the number of pages a web site can
accommodate or the "bytes" of data a online database can hold. For example, the
global distribution system (GDS) Sabre's data centre has a capacity of 60 terabytes of

electronic storage -equivalent to over 15 billion pages of information (Sabre 2000).

2.B.5 Service Improvements

The Web helps companies to improve service quality at all stages of customer
interaction - pre-sale, during sale and after - sale. De and Mathew (1999) identified
that the Web provides four tangible improvements in customer service: first, larger
accessible choice set for customer since a web site can display a vast set of product
options and service options; second, faster payment processing for customers -
through automatic processing of cyber-cash or credit card charges; third, reduced
delivery time for many products such as online software and music distribution; and
fourth, easier, faster and greater availability of support literature, and more detailed
and particularized help. In tourism the web-based distribution systems can satisfy
consumer needs for easy access to transparent and easy to compare information on a
wide variety of choices of destinations, holiday packages, flights, lodging and leisure

services. They also provide immediate confirmation and speedy documentation of
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reservations providing a greater degree of flexibility and enabling prospective

travelers to book at the "last minute” (Buhalis 1996).

Increasingly, tourists' satisfaction depends on the accuracy and relevance of tourism
information as well as the promptness of responding to consumers' requests. As a
Delta Airlines executive said: "Most people will tolerate misconnects and changes
when they occur in the airline industry what they won't tolerate is not getting timely
and accurate information. The airline business today is much more than a
transportation business - it's an information business, prefaced with an 'e™ (Yahoo
2000). Many airlines are using the Internet, especially through mobile phones, to
provide aggregate information in real-time to business partners, employees as well as
customers. Across the tourism industry, the improved access to information covering
all aspects of tourist activities has provided marketers with the opportunity to offer

personalized services at price levels comparable to those of standard packages.

2.B.6 Cost Savings

The cost saving effect of the Internet derives mainly from five areas. First, the
streamlining and electronic processing of booking and payments cuts down sales cost.
Second, automation and the deskilling of tasks reduce the labour intensity and staff
training cost. For example, the web-based travel reservation systems (using windows
and is menu-driven) are much easier to use than the traditional viewdata systems
(using DOS and was command driven where a sales clerk has to remember all the
commands and the airport codes). Third, by offering direct links between the

producer and the consumer, the Net helps the producer to

29



save huge distribution costs through the disintermediation process. Fourth, the
ability of the Net in narrowcasting and electronic communication leads substantial
savings on promotion in both "above and below the line" costs. Finally, cost savings
in the form of reduced office and sales space, furniture and decoration outlay, and

administration overheads.

The cost of setting up a promotional web site (i.e., without the booking facilities) is
relatively low. An average computer user, given a proper software package, such as
Microsoft FrontPage can build a basic company web site in days. The marginal cost
of adding an extra web-page to the site is negligible. The more comprehensive and
powerful web-sites, such as a destination site offers complete information, a tour
operator site with a virtual multimedia brochure to include thousands of product
offerings, and a site which integrates information, reservation and transactions, will
cost more and take longer to develop. However, compared with the tens of millions
of dollars spent by airlines, tour operators and hotel chains on TV and magazine ads,
the Web is a low cost medium for promotion. The simple web-presence, by
providing information on the Net, and allow customers to find answers to their
inquiries themselves can also help to reduce telephone charges based on toll-free

numbers.

The Internet has also great potential for saving distribution costs. Distribution, the
selling and marketing of tickets, is one of the biggest cost items in the airline
industry. At British Airways, for example, distribution accounts for about 18% of its
total costs of £8.5bn and a share of about 20 per cent is typical among big carriers.

The chief executive of Swissair sees that the Internet can potentially save 50% of the
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airlines distribution cost (Dones 2000). Airlines web-based ticket sale operation can
at least eliminate the key distribution costs of an airline seat - travel agent
commission (standard 5-10%, with override, another 1-2%) and GDS fees US$3.20
gross (Richard and O'Neil-Dunne 1998). Internet-based supply-channel management
can also save procurement costs for businesses. British Airways aims to increase the
share of online purchasing from the current 25% to 80% in two years time and
achieve a estimated saving of more than 5% of its annual £3.5 billion purchasing

budget (Tyler 2000).

C- THE CURRENT PROBLEMS ON INTERNET TOURISM

MARKETING

The Internet has created great opportunities for tourism marketing. However, the
current level of online travel sales is low though most researchers expect it to
increase rapidly in the next few years. For example, it was estimated that purchases
of travel products represent just 6% of overall Internet sales and 0.5% of all travel
and tourism spending (Smith and Jenner 1998). In the US, Jupiter
Communications forecasts that online travel bookings will grow from US$2.2
billion in 1998 to US$ 16.6 billion by 2003, representing a market share of total
travel sales of 1.7% and 9.6% respectively (Bates 2000, Tyler 2000). In the UK,
Thomas Cook predicts that one in five package holidays and 40% of all flights will
be sold via the internet or digital television in the next three years (Banerjee and
Mayling 2000). Obviously, the comparative advantages of using the Internet in
tourism marketing is compelling but its full potential as a marketing tool will only be

realised if a number of well-documented limitations are successfully addressed.
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2.C.1 Demand Factors

Consumer demand is the fundamental determinant of all forms of businesses.
Whether an industry is initially supply-led or demand-driven, consumers are the key
force in deciding the scale, structure, style and speed of its development. The small
size of Internet business transactions in the world economy at present is caused to a
great extent by insufficient demand, though more limited by consumers' willingness

than their ability to shop on the Net.

First, the penetration rate of computer using and Internet connections is still low
worldwide. In the main developed countries, about 30-50% of the adult population
are Internet users while the global average is about 1-2%. One estimate shows that in
1997, there were 50.2 million web-users, of which 60% were in US and 20% in
Europe; the world total web-population in 2001 was predicted to be 174.5 million,
the US and Europe account for 54% and 18% respectively (Juliussen and Petska-
Juliussen 1998). Although people with Internet access tend to be more affluent,
better educated and younger than the average consumer, the small number of web-
population does reveal that globally it is still a relatively small market. Furthermore
not all web-user are frequent users. In the UK for example, a quarter of the 15
million adults with Internet access surf the Web less than once a week, and only a
fifth of web-users have actually ordered something via the Internet (Fletcher
Research 1999). At the well publicised travel web cite - lastminute.com - only 6% of

its 1.5 million register users have ever purchased anything there.
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Second, the low frequency of web surfing is mainly caused by high access cost,
especially in countries outside of North America. In the UK for example, local
telephone charges are still metered, though the Internet subscription fees has largely
gone from last year. Most consumers find it is an expensive hobby to surf the Web,
especially when the search task is complicated by low speed and difficulties in
locating the desired information. The main UK Internet service providers (ISPs) have
recently launched unmetered packages which will be available from mid-2000. This

new development could see a surge in web visitation in the country.

Third, The vast majority of users access web sites for information or entertainment
purposes rather than for online shopping. Among the Net resources, email is the most
frequently used, news and sports sites attract more visitors than commercial sites,
and sex and MP3 are for many years the most searched key words. Although Internet
transactions offer the potential benefits of convenience and cost savings, due to
factors discussed later, consumers still believe traditional shopping methods are more
reliable and sometimes more economical. A recent survey of 50,000 Internet users in
the UK show that 80% used the Web to access email while less than a third had

bought online (Fletcher Research 1999)

Fourth, concerns over privacy, information abuse, web crime, payment security and
undelivery or late delivery, are often cited as the main inhibitor to online shopping.
There is a lot of trust involved in online shopping. A web users has to trust that he
receives the product he orders as well as trust its quality to be as described. He also
wants to be sure that his private information such as address and credit card numbers

is handled sensitively (Ratnasingham 1998). However, there is at present no special
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legal provision to protect consumers' interest in web transactions and according to a
Consumers International survey: 6% of the items ordered took more than a month to
arrive and at least 8% never did; many sites did not give clear information about
delivery charges; only 13% of sites promised that they would not sell customers'
personal information on to a third party; and only 53% of the companies had a policy
on returning goods (BBC 1999a). As a result, in average less than 1% of those
'looking" are actually 'booking" at the web site. A recent MORI survey of package
holidaymakers in the UK also found that only 45% of the respondents answered
'Yes" to the question of "In principle (if you had access) would you be prepared to
book a holiday through the Internet?" while 46% answered "No"; and 9% answered
"Don't know" (Martin 1999). A report on travellers' use of the Internet in the US,
which has the most advanced Internet businesses and Internet users, shows that 52.2
million people used the Internet for researching travel in 1999 but only 16.5 million

(32%) of which actually made their travel reservations online (Tyler 2000).

Finally, consumers' anxiety over safety and security in online shopping is further
exacerbated by frequent media reports about web security breaches and frauds, and
insufficient knowledge of the matter itself. Most of the security worries are caused
by people who are not sufficiently aware of the possible protection that exists
(Furnell and Karweni 1999). Although the Web is generally considered to be user
friendly and even 'foolproof", a user without the proper IT knowledge and skills will
certainly encounter more problems and feel less confident in conducting web-based

transactions.
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2.C.2 Technological Factors

Many of the current constraints and problems of conducting web-based business are
caused by the Web technology itself. "Web technologies consist of the hardware,
software and networks that enable individuals and organisations to connect with and
interact with the World Wide Web. Hardware consists of the client terminals, the
server, the gateway, the router, and hubs. The software consists of operating and
application software, including the browsers and application software on the client
side, database servers, web servers and other application servers on the server side,
and network operating systems and managers on the network side. The networks
consist of cables, either leased or proprietary, and message carrier services" (Dc and
Mathew 1999:432). The main causes for concern over the ability of the Web in

implementing c-commerce are as follows:

The Web's slow speed, often dubbed as the 'world wide wait", slows down the
growth of the web-based businesses as users are often not prepared to wait for too
long to see the information appears on the screen. The slowness of the Web is a
combined results of three factors: the increasing number of Internet users, the
increasing frequency of use, and the increasing richness of the information (from
simple text to full colour pictures and videos) being transferred over the Internet
(O'Conner 1999). Technology will not reduce these growing demands on the Web,
on the contrary, technology will constantly expand the Web's capacity for
accommodate and even stimulate the increasing demand. For example, the new
digital broadband service, due to be introduced in the UK this year, could offer

instant and always-on high-speed (10 times faster) Internet access. It will not only
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enable much faster Internet access but also enhance facilities such as interactive
digital TV and video e-mail. The advent of broadband and mobile accessibility is
creating a second wave in Internet development (after the WWW in 1993). Research
shows that a broadband customer will stay online four times as long as a narrowband

customer, and spend nearly three times as much on c-commerce BBC 2000).

Functionally, the Internet is close to fully operational for commercial purposes. The
main remaining impediment to maximum use of the Internet for c-commerce is the
concerns for information security. The securing of information includes the
protection of: (1) confidentiality -providing confidentiality in the transmission (and
sometimes the storage) of data; (2) authentication -proving the identification of the
individuals both transmitting and receiving the data; certifying that all parties to a
transaction are indeed who they claim to be; and (3) non-repudiation - providing
proof that the transaction actually took place, establishing an irrefutable time stamp
on the sending and receiving of the message (Liddy 1997). In particular, there is an
urgent need for an integrated financial transaction system that is suitable for an open
electronic marketplace such as the Internet. How the consumer will pay for goods
and services and how the provider will receive the payment securely over the Internet
are issues which are being seen as some of the most important success factors for
Internet commerce. A survey of US corporations revealed that 75% of the executives
lacked confidence in the Internet as a vehicle for electronic commerce, primarily
because of the vulnerabilities. The risks in electronic commerce are shown in poor

security such as: from the short-cuts in the software development process,
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shortcomings in the popular operating system, deficiencies in the Internet protocols

and problems inherent in managing the Internet (Ratnasingham 1998).

Related to security is the issue of 'cyber' crimes. Internet crimes include not only
fraud and theft-related activities, which simply represented the extension of
traditional crimes into the electronic environment, but also new and more advanced
forms of abuse such as hacking and computer viruses (Furnell and Warren 1997).
Web scam and online credit card fraud are also increasing rapidly. Visa International
says that half of all credit-card disputes are about Internet transactions, despite online
transactions making up just 2% of Visa's overall business. Visa found that across the
EU only 5% of consumers trust e-commerce (BBC 1999c). Web technology does not
cause the web crimes but these cyber crimes are more difficult to prevent and detect
as they are committed in a virtual space. Unless the IT industry can come up with
some effective solutions to the security problems in web-commerce, consumers will

have to either take a high risk in or stay away from Net-shopping.

Furthermore, the 'unorganised” nature of the Web, makes it difficult to locate the
information users desired. The Web offers an uncontrolled and vast universe of
information: there are now about 5 million web sites with some 1 billion web pages.
However, there is no overriding structure and control over information, no single
entry point to the Web, and no centralized directory of content. Although the
development of search engines and online directories has made finding information
somewhat simpler, it i~ still easy to get distracted or lost during a search and much
precious time can be wasted in gathering information. Ironically, this may negate the

productivity benefits that derived from its use (Soh et al 1997, Hormozi et al 1998).
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The other problems of the Web can be seen from Internet Industry Almanac's "Top
10 pain in the Net" - junk email, slow web sites with too many images to load, web
sites with white text that you can't print, cookies, broken links, interstitial ads, hard-
to-read tiny text, web sites with no basic company information, old forgotten web

sites, and the server is not responding (Juliussen and Juliussen 1998).

2.C.3 Organisational Factors

The low level of web-based business is also attributable to the failure of business
organisations in implementing the Web technologies in operation and marketing.
Most business leaders did not realise the potential impacts of the Web on commerce
until very recently (some still do not). A survey of US hotel managers found that
they believe the Internet will 'someday” become an effective marketing and
communication tool but not at the present time. Ironically, respondents with greater
exposure to the Net rated its present usefulness lower than those with no net
experience. On the other hand, those same experienced users gave the Net's future
prospects a much higher rating than the inexperienced respondents (van Hoof and

Combrink 1998).

Many companies, even with recognition of the advantages of the Internet in
marketing, failed to exploit its full potential due to the lack of management
commitment, investment capital and the qualified technical and managerial personnel.
This is particularly the case for small tourism businesses. In the UK for example,
travel agents are not using the Internet to provide better service to customers because

of perceived investment and access costs and fear of new technology. Sabre (UK)
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recently discovered that fewer than half of its agency customers had an email address

(Fox 2000).

On the other hand, some large travel corporations failed to develop web-based
operations wholeheartedly due to both complacency about their market leader
positions and the vested interest in their highly vertically integrated business
structure. The top three tour operators in the UK - Thomson, Airtours and First
Choice - for instance, did not have a formal Internet strategy until March 2000. They
probably overlooked the potential of the new Internet start-ups since the Net-
commerce had a slow start and the travel web sites were mainly selling airline seats
instead of package tours. The major tour operators were also concerned with the
impacts of web-based operation on their own travel agent chains because the
"disintermediation™ in travel distribution saves operator side cost at the expense of

losing businesses at the agency side.

As a result, not all tourism companies are on the Web. When they are on the Web,
most of their web sites are PR or promotion sites that provide merely the companies
a presence on the Net or little more than advertisements for their products and
services. With the few comprehensive sales and transactions web sites, users were
often asked to phone an operator or offered a brochure in the post. Just a fifth of the
UK's top 40 tour operators have a real-time booking facility on their Internet sites. A
recent survey also shows that 62% of the travel companies which have facilities to
sell via the Web or email have less than 1% of its total business is conducted through

online booking (TTG 2000).

39



Even when web sites are fully operational in real-time transactions, such as many
airlines owned sites, they often offer limited choice. Consumers increasingly want to
use the web, and they want the convenience to see all the options in one place, no
matter which airlines or tour operator is involved. However, most of the travel
products on sale over the Net are stored at various web sites owned and operated by
individual companies, such as airlines, tour operators, travel agencies and ferry
companies. Another problem is that the Web does not always offer the lowest prices
compared with the traditional distribution outlets. Research by Express Money (1999)
shows that booking holidays and flights through the Internet are not cheaper and
traditional, low-cost outlets offer lower prices for several popular destinations. This
is particularly the case for airlines as where a single flight could have over 50
different fares, the cheapest fares are usually given to flight-brokers or consolidators.
Since most web users consider 'price™ as the most important factor in buying an
airline ticket, they will certainly be discouraged from booking directly on the Web

when they realise that the traditional agents offer better deals.

2.C.4 Governmental Factors

The nature of the Internet enables no one to control its structure and content, while as
a recent phenomenon, laws and standards are yet to be developed and adopted to
facilitate and regulate its commercial use. Some of the problems highlighted above
are partly attributable to or greatly escalated by the lack of effective government

involvement in promoting, facilitating and regulating e-commerce on the Internet.
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Governments across the world have been slow in realising the potential of the
Internet for economic growth and even slower in providing the necessary regulatory
framework appropriate for conducting Net-based business. Although existing
business laws and regulations are applicable to e-commerce, the particular nature of
Internet-based business does requires special treatment, especially in the areas of
security, fraud, sabotage, and data and consumer protection. Without the confidence
and trust of those participating in the process, it will be impossible to achieve
sustainable growth in e-commerce. However, censoring indecent and potentially
criminal material on the Internet were often the main reasons chosen for regulation.
In the UK, one of the advanced Net-economies, the Government put forward a draft
Electronic Communications bill last year which deals with a wide range of issues
central to the healthy development of e-commerce, including consumer protection,
information security, authentication and
digital signatures, confidentiality, encryption,
taxation issues, intellectual property rights, technical standards, illegal content and
so on. The problem is, the bill remains to be a draft bill until the Parliament passes it

through a lengthy process that could last for years.

As the Internet is a global computer network and e-commerce is essentially global
business, the establishment of international standards and legal provisions for its
smooth function is also critical. International bodies like the Organisation for
Economic Cooperation and Development (OECD) and the European Union (EU)
started to address some of the key issues in e-commerce from 1998, such as building

trust in electronic commerce by ensuring the security and privacy of information and
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the protection of consumers; establishing ground rules for electronic transactions;
and enhancing the information infrastructure through common interoperable
standards, and access to open networks (BBC 1998). However, progress is
lamentably slow. It appears that each country will have to create their own Internet
acceptable use policies, and figure out how to enforce them. Until then, the Internet
will be a lawless frontier where anarchy and vigilantism are alive and well (Thomas

et al 1998, Westphal and Towell 1998).

Legislation is of fundamental importance, but legal provisions only mark the
boundary of unacceptable business practices and protect the consumer by redressing
any illegal treatment. Consumers want to buy from companies that are not only law-
abiding but more importantly are reliable and offer quality and value. Nevertheless, it
is extremely difficult, if not impossible, to judge a company by its web site.
Therefore, other (non-legal) measures must also be taken to boost consumer
confidence in online shopping. The UK Government is trying to promote the ideas of
‘e-hallmarks™ which will guarantee that its users are legitimate traders offering
assurances on security of payments and communications and giving accurate
information on goods, prices and a returns policy. A new body -TrustUK - will be set
up to accredit c-commerce codes and there are plans to market the c-hallmark
internationally (BBC 1999b). However, many business organisations oppose the
idea, wanting instead to rely on self-regulation without government intervention.
For example, ABTA aims to clamp down on Internet sales by creating regulations for
online travel transactions. It plans to publish a single revised code of conduct for

agents and operators in May 2000, with a new section on Internet sales. It will
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require members to have a secure payment system if using the Internet to take

bookings, and to observe the same ABTA rules as for other types of advertising.

The government can also play an active role in e-commerce by providing the
necessary infrastructure for conducting Internet business. After all, the Internet was
first started by Government - the US Department of Defence - in 1969 as ARPANet
and only became commercialized in 1993 (Krol 1994). Uncertainty in many
countries with regard to policies for investment, ownership, technology selection and
general public access to the Internet has restricted the development of Net-based
business and the penetration of Internet itself. Especially in the developing world, the
huge investment required to establish the network and to make full use of it is out of
reach of many businesses. In such circumstances, government could provide start-up
funding for small companies. The UK government is also trying to close the gap
between technology haves and have-nots and has launched an initiative to make

computers available to low-income families for as little as £5 a month.
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CHAPTER THREE
MARKETING MIX APPLICATIONS IN TOURISM

MARKETING ON INTERNET

The Internet as a marketing media can be of great benefit to virtual all areas of
marketing, from marketing research, through market segmentation, targeting and
positioning, to the effective use of the marketing mix, and marketing organisation
and control. The following discussion does not attempt to provide an exhaustive list
of the Net's use in tourism; rather, it simply intends to exemplify its common

applications in and main implications for tourism marketing.

3.1 Marketing Research

The Internet does more than automating online business transaction, it can
"informate™ in that it provides a vast amount of information which was previously
unavailable. Marketing is essentially an information-processing activity which links
an organisation to the external environment in which it operates. The Internet is an
invaluable source of low cost but up-to-date marketing intelligence which can be
sourced through a company's own site (for details of its customers) and other web
sites (for information on competition situations, market conditions and the general
environment). The Internet is extremely useful in build a customer information
database. With the use of proper software such as Aurum Software's Web-Trak (and
even with simple means like cookies, web forms and email feedback) it is easy to
gather systematic data about all users who visited the company's web site. This

information can be used to identify prospects,
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understand customer needs and customise resources to give greater levels of
service to customers (Heinen 1996). A database of online transaction histories can be
the primary marketing resource of tourism companies, determining what kind of
travel products they can deliver, what market segments they serve best, and what is

the lifetime value of each customer to the firm.

By searching other web sites, a company can get valuable information about market
demand, supply, competition and economic, demographic, legislation and
technological changes in the domestic and international markets. Web sites of
government agencies, media companies and non-profit organisations usually
provide large amount of information free on general issues; while commercial sites
are good sources of information on new technologies, best business practices, and
industry initiatives. Scanning competitors' home pages helps companies to
track competitors' marketing strategies and tactics. For example, from hotel chains'
web sites, one can easily locate information about the chains' main business activities,
financial performance, new hotel openings and investment plans, and key marketing
strategies; whereas airlines' web sites often show such useful data as business and
financial analysis, strategic alliance groups, new routes development and fleet
expansion plans, frequent flyer programmes and (where a online GDS is available)

the fares and availability of flights between any two destinations.
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3.2 Market Targeting

An important feature of the Web as a medium is that it is the consumer who is
actively searching for information about products or brands in which they are
interested. In effect the consumer is "pre-screened” and shows both interest and
involvement in visiting the web site. While on the Web, the consumer can also
provide instantaneous feedback to the marketer (Stern, 1995). All the feedback, and
indeed, every "click™ or "hit" the user makes can be memorised by the web server.
Through the application of the IT data mining technique, companies can find patterns
within their internal customer data and make sense of data or turn data
into meaningful marketing information. For instance, the visitation record of an
online brochure may show the total number of hits, the distribution of the hits among
the pages and across time, the order of the pages been accessed. The user's visitation
data can be easily combined with user profile information from user registrations
through online visit cards or questionnaires and used to uncover the consumers
‘interest and the patterns of demand and buying behaviour. This in turn leads to
identification of likely target segments, often niches based on specific benefit sought.
Armed with such information, organisations can refine their targets and develop

specific means to achieve true one - to- one marketing (Pitta 1998).

The appropriate use of user profile and surfing behaviour data can improve the
effectiveness and efficiency of market segmentation and targeting. This is because
the traditional approach to market segmentation is often based simplistically on
geographical, demographic and economic variables while the psycho, behavioural or

lifestyle data is costly to collect and difficult to measure and compare. In Internet
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marketing, it is easier to collect these data from potentially each and every user of the
company web site, though tangible rewards such as free prize draws and free
membership, are often needed to attract users to fill in web forms. It is even a great
deal simpler and more effective in market targeting as the email messages and even
tailor-made web-pages can reach the intended receiver with little cost. It is possible
to set up 'virtual™ or cyber - communities for each target market niche in the form of
news-groups through which consumers with similar interest and behaviour patterns
can be sent with relevant product offering and other information from the marketer.
Members of such Internet communities can regularly exchange information between

them and strengthen a sense of belonging.

3.3 Product

One of the major advantages of the Internet in marketing is that the tourist can here
be a value creator for tourism companies through redefining the labour division
between the marketer and the tourist in providing tourist experiences (Dellaert 1999).
This is because, on the one hand, tourists
can provide individual preferences for or specifications of holiday packages
through feedback in the forms of web forms, email messages or simply the ‘clicking’
patterns, which the tourism marketer can use to development new products or tailor-
make existing products to suit the needs of particular consumer(s). In this sense, the
Internet has accelerated a shift in the nature of products from mass produced and

tangible to customized and information based.

On the other hand, the self-servicing tourist can not only conduct transactions online

and reduce costs of sales for the supplier but also actively participate in the
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production process itself. Provided with choices, a tourist can now assemble his own
product according to the specifications desired. This is especially useful in the
production and marketing of package holidays. Tour operators, for example, can
offer modular products or services, such as flights, rooms, tours, car hire and
performances on their web sites, and allow the user to participate in the development
of the specific holiday packages using a menu of options, ie., ‘pick and mix" his own
package. As tour operators negotiate with the providers of these separate holiday
items and buy in bulk, The economies of scale will enable the operators to offer
lower "parts™ prices to individual consumers than they buy directly from the different
producers of the travel products. At the meantime, since the booking engine is
integrated with the product inventory, it is easy for the operator to adjust in real-time
the prices of different holiday components in response to their relative popularity and
demand patterns. In this way, tour operators can effectively provide the market with
low cost and flexible (rather than the conventional rigid) package tours This is what
both marketers and consumers have long dreamed for - high quality products made
individually at a unit cost level of mass production -all enabled by the power of the

Internet.

Internet technologies can also contribute to the improvement of current products on
offer or development of new products and services that redefine the company's
strategic position. For instance, Boeing announced on 27 April 2000 plans for a
network which will allow passengers to use the internet, watch TV and receive other
data while flying. Called Connexion by Boeing, it will use satellite technology to

provide broadband services to aircraft, which could greatly improve passengers'
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flight  experiences.  The introduction of  electronic  ticketing (e-
ticketing) and flight information exchange through mobile phones by many airlines
in recent years also improve customer services. The Internet also give tourist
attractions such as museums and galleries wider format options for electronic
presentation and show web collections which are physically impossible to construct
(Taylor and Ran 1995). Zoos and aquariums can improve its product offering
through 'live" camera links using web sites like whale-watching to show views of

animals not in captivity (Benhow 1997).

3.4  Pricing

The role of the Internet in pricing is based on its ability in processing and exchanging
large amount of data instantaneously with a great number of people. This
information processing capacity enables a company to analyze relevant pricing data
effectively and quickly. The information exchange capacity enables firms to set and
change prices in real time and also facilitates online bidding and flexible pricing.

Both of these qualities of the Net are extremely useful in tourism marketing.

The major tour operators in the UK, for example, produce some 2,000 to 3,000
brochure pages annually, most pages feature a price panel with perhaps 100 separate
prices, making a total of about a quarter of a million individual prices (Holloway and
Robinson 1995). The sheer number of prices, together with the fact that most
brochures are launched 10 months in advance of the holiday season, mean that
pricing in the travel industry is extremely difficult Since it is unpractical to set the
prices for such a great number of holidays on the bases on demand analysis or

competition research, most operators simply follow a cost-plus policy with little
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regard to the market changes in the months to follow. Even an operator wishes to
adjust its holidays prices it is a costly and cumbersome process as new price panels
have to be printed and distributed to the travel agencies. With the help of a web-
based reservation system, the task can be a great deal easier. A tour operator can
make real-time adjustment to its thousands of holiday prices at a touch of a button in
response to competition moves and demand changes. A special late-booking section
can also be included in the main web site to promote 'left-over" holidays at the last
minute to solve the problems of over-supply or under-demand in the package tour

industry which has become a chronic issue in the UK during the last decade or so.

In Internet marketing, the potential for price discrimination is diminished given the
enhanced capability of consumers to identity the least expensive source, regardless of
supplier or location. The skilled consumer could have the "perfect knowledge" of
market prices, which could facilitate the realization, to certain extent, of ‘perfection
competition” at the national and global markets. This will lead to the increasing
standardisation of prices across companies or even borders, especially for the
undifferentiated products such as airline seats, beach holidays and city breaks. Other
applications of pricing on the Web including bidding and flexible pricing - many
web-based businesses allow customers to bid for products on their sites. Customers
commit to the sale if the price is agreed upon. The bidding locks in customers to the
sale and the committed price. This is a flexible pricing strategy where the buying
capacity of the customer reflects in the eventual price. Companies such as Ebay.com
and Bid.com have developed a model where other vendors can place products up for

bids (De and Mathew 1999). Airlines could sell seats on over-demanded flights or
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routes through online bidding to the highest bidders to generate extra revenue. Tour
operators may use online bidding in a different manner to market special holidays the
demand for which may be extremely difficult to estimate in advance. For example, a
tour operator can put on its web site the details of a package holiday to the moon and
the total cost (including profit margins) for a group, say 50 travellers, the more
people bid the lower the price for each traveller. This way of pricing could well
enhance the operator's image and profitability, as it is both an innovative marketing

and sound financial approach.

35 Place

The uniqueness of the Internet as a means of distribution is based on the fact that it
exists in "cyberspace™ thus physical phenomena such as location and distance are less
significant or even irrelevant. For the producer, the Web enables it to have direct
links with consumers at a low cost therefore provides it with the opportunity of
"disintermediation”. For the retailer, the Web threatens its livelihood and changes its
critical success factor from location, location, location to access, access, access. For
the wholesaler, web-based business means it can bypass retailers while at the same

time risk being bypassed by the producers.

The foremost role of the Web in tourism distribution is the direct electronic
reservation and transactions between tourism product supplier and consumers.
Aldridge et al (1997) argues that direct marketing is the name of the game on the
Internet, offering both consumers and marketers greater control and lower potential
costs of access due to the conveniences of the Net. Because direct channels may be

producer-direct or intermediary-direct, the potential for channel conflict will be
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magnified. In order to assuage channel conflict and
price competition between direct-sellers and retailers, both producers and
intermediaries will have to develop augmented product features and unique benefits.
For example, direct online booking of airline tickets often carries special benefits not
available from travel agents, such as extra frequent-flyer miles; while purchasing an
airline ticket from an online travel agency may also benefit from such services as

hotel reservations and travel insurance.

Airlines are among the first industry to invest in and develop CRSs and GDSs to
exploit the potentials of IT. The Web offers the airlines even greater opportunities in
streamlining and shortening the distribution channel. The no-frills or low-cost
airlines emerged in the last few years are already heavily relying on the Web to
distribute flight tickets directly to customers. The major global airlines have also
started to believe that the Internet offers a unique opportunity to drive down costs
and restore profitability to the sector which is troubled with financial losses across
the globe (e.g., the 266 IATA member airlines as a whole made an accumulated loss
of US $800 million during the first 8 years of the 1990s) (IATA 2000). British
Airways, for example, launched an e-business strategy recently which places the
Internet at the centre of its efforts to transform relationships with both customers and
suppliers. It is planning to invest £90 million during the next two years to develop its
web-based operations with the aim of increasing the share of tickets sold over the
Internet from less than 1% in 1999 to 50% by 2004. It is also preparing to operate via
mobile phones and interactive television. Major airlines have also started to use the

Internet to manage the supply channel and reduce procurement costs. For instance
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American Airlines, Air France, British Airways, Continental Airlines, Delta Airlines
and United Airlines have agreed to jointly create and operate a web site that will

handle supply purchases with US$32 billion a year (CNET News 2000).

The biggest change to tourism distribution brought by the Web could, in the next 5 to
10 years, be the noticeable shrinking of the travel agent sector. Agents are squeezed
by both a decreasing market as more and more consumers go online and book
directly from airlines and operators and by
airlines' declining commission levels. The Association of British Travel Agents
(ABTA) believes that the Internet will not cut out the middleman, but it will certainly
put their added value under scrutiny. It warns that High Street travel agents that do
not excel in what they do may not survive the competition. Nevertheless, the travel
agent sector will not be doomed to extinction. How far and how soon the role of
travel agent will diminish in the future is dependent upon how flexible and
innovative the travel agents can be and how fast the Web can dominate both business
and everyday life (Liu and Jones 1995). The Travel agency will have to reinvent
itself to suit the new Internet era by transforming from a travel ticket seller to a travel

information manager.

For tour operators, the potential disintermediation has a dual effect. On the one hand,
they can be bypassed by the producer as airlines and hotels that directly sell their
products to the travel agencies and consumers; on the other, tour operators could
benefit from its own direct sell operation by eliminating the travel retailers. It is hard
to estimate the full impacts of the two. But one thing is sure to say that the tour

operators, more than travel agencies, have a future in the Internet era. This is based
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on the understanding that tour operators are not purely intermediaries as they do
perform some production function in assembling the various parts of tourism
products into a marketable package. Through this value-creating activities, tour
operators can provide convenience and better value for consumers, by passing on to
them some cost savings gained through bulk buying the separate components of the
package, than they would otherwise get from the individual tourist product providers.
The major tour operators (in the UK) are also 'backward" integrated and have their
own charter airlines thus major schedule airlines’ direct selling is not much as a threat

to them as to travel agents.

3.6 Promotion

Arguably, the component of the marketing mix being most quickly transformed as a
result of Internet usage is promotion. The Internet provides a labour-efficient and
cost-effective way of distributing information almost instantaneously to millions of
potential clients in the global markets. Internet promotion combines mass media's
reach with the personalization inherent in two-way dialogue -previously only
possible in personal selling. It can be used for corporate visibility, brand name
recognition, advertising, public relations, corporate
sponsorship, direct sales, sales promotion, customer support and technical
assistance. There are three main issues in the application of the Internet to tourism

promotion.

First, present the promotional information on the company's web site. The Web
enables more information to be transmitted to (potentially) more people cheaply,

instantly and with multimedia effect. The key to achieve these benefits is a well-
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designed and maintained web site which is attractive, informative and interactive.
Through its multimedia capability, a good web site can and should incorporate
information as accurate and detailed as brochures or timetables, photos and graphs as
glossy as magazine ads, and videos as entertaining as TV commercials. The site can
and supply as much promotional information as possible as there is virtually no
capacity constraints or advertising space limits on the Web. By hyper-'inking pages
together in an appropriate fashion, the Web marketer can create an ultra-
comprehensive brochure to include everything a user wishes to know. For instance, a
tourism destination web site may become a ‘information mall" which provides the
users with all the basic information about it such as the exchange rates, local
traditions, weather, what to buy, etc. and, through the hyperlinks to the sites of
tourism firms, details of flight schedules, tour prices, park opening times, late offers,
and so on. A company web site with email links or even telephone numbers and
address will enable users to contact it for further and often more personalised

information.

Second, promote the web site itself to increase its exposure and visitation since a
company's web site has to compete in the clutter of thousands of other web sites
selling similar products and services. This can be achieved through a number of ways.
A memorable Internet address to help user locate it on the Web, usually the company
or brand name or a catchy word or phrase. Links "from" other web sites, by
registering with search engines and online directories and paying relevant sites for
click-through links or banners ads, are particularly important if the company's site is

not well known. Links 'to" other sites, such as those offer news or
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entertainment services and those offer complementary products can also make
the site more interesting as well as providing more relevant and up-to-date
information for the users. Promoting the web site through the traditional media is
also important, especially when it was first set up. For example, expedia.co.uk
launched a £4 million promotion campaign on British TV and Press recently. The
company's web address should also be included on all its media messages "to drive

consumers to the Web" (Pardun and Lamb 1999).

Third, use the company's web site as a platform for advertising sites or products of
other businesses. Through "banners” and banner linked web pages, a company's web
site can also generate revenues by becoming an advertising medium for other
organisations. Indeed, the effectiveness of the Web as a medium for advertising has
already made online advertising a boom business itself. The Internet Advertising
Bureau's research shows that online advertising revenue reached US$4.62 billion in
1999. It also finds that banner advertisements is the predominate type of advertising,
accounting for 56%, sponsorships at 27%, interstitials at 4%, email at 2%, and other
rounding out the category at 11% (IAB 2000). Increased Web advertising will reduce
the attractiveness and spending on some traditional forms of promotion such as direct
mail, outdoor displays and radio advertising. Fletcher Research (2000) predicted that
the online advertising spending in the UK would soar from £50 million in 1999 to
£625 million by 2004, while expenditures on direct mail could see a 33% fall in the

same period.
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CHAPTER FOUR

APPLICATION EXAMPLES FROM TURKEY

There are many web sites in Turkey to promote their products online. Below are the

some of the biggest web sites in this field.

41 WWW.TURARA.COM

This web site belongs to the Ozokyanus Travel Agency and Webliya Art and Design
Company. It started to be designed in 2003 with the idea of this thesis. At the
beginning we had many difficulties to design because of various needs of the
customers. In tourism marketing as we discussed before there are many services that
customer’s need, and depending on these needs the design changes. After fixing the
design of the page programming side of the web site made us have trouble. We have
overcome the problem in two years and this web site has become one of the best web
sites in its field. The most important aspect of this web site is to gather all travel
agency tours under the same roof. The internet users can join this web site, see and
compare all kinds of tours together. This will give chance to save time. This web site
is also fully remote controllable web site. There is a password enable interface to
control web site anywhere and anytime. The coming pages will let you see the way it

works.
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Figure 2: www.turara.com homepage screenshot.

We designed the homepage to show all services we provide in our website briefly for
customers. Colors of the page have been chosen the pastel colors of nature to make

customers feel the holiday just as they join our website.
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fuarlara katlabilecek ve veni is badlantlan vapabileceksiniz. Ve aynca tim ig gezilerinizde sizler
igin ugak bileti, yurtdigr konaklama, arag kiralama, transfer hizmetlen verecediz. Sze erive is
hadlantilannz yapmak kaliyor. Gerisini bize birakin,

Balaw Turlarr. = toplam tur sase:

Havatinizin secimini yaptiniz, Tebrik ederiz. Peki va havatinizl pavlagacadinz esinizle unutulmaz bir

e‘ halayl gecirmek ve h\r amiir boyu gilimseyerek hatrlamak istemezmisiniz. Kim istermezki

dedifinizi duyar gibiyviz. 1ste tam bu anlarada cok dodru bir verdesiniz. yurtdig turlarda kusursuz

_§ verdidimiz hizmetlerle sizde balaviniz Agk, tutku, hoggdrl, romantizm, size dzel dakikalar sunacak
| egsiz seyahat imkani sadlayvan turlanmizla mutiuludunuzo bir kez daha perginlemek istivoruz,

Rormantizm ve mutluluk ile dolu balayinizda, size sadece birhirinizi diginmek kalacak, ginki geri

kalan hergeyi hiz digindik hile...

HKayak Turlar = toplam tur sayisi: 0

Dinyanin en gizel Olkelerinde, en kaliteli ve en seckin verlerde, en dnemli tarihi eserleri, sehirleri

girebilecek, dedigik dlkelerin farkl kiltir ve dodasina hayran kalacaksiniz. Sizler icin en kaliteli

yurtdig turlanni b

Dahs Turlan= toplam tur sayise: 0

Dinyanin en gizel Olkelerinde, en kaliteli ve en seckin verlerde, en dnemli tarihi eserleri, sehirleri
girebilecek, dedigik dlkelerin farkl kiltdr ve dodasina hayran kalacaksiniz., Sizler igin en kaliteli
yurtdig turlanni b

Umire Turlans: toplam tur sayise: 0

Dinyanin en gizel Olkelerinde, en kaliteli ve en seckin verlerde, en dnemli tarihi eserleri, sehirleri
girebilecek, dedisik Glkelerin farkh kiltdr ve dodasina hayran kalacaksiniz. Sizler igin en kaliteli
yurtdig turlanni b

Size ( Turlar toplam tur sayisi: 1

Beklentilerinize, kogullarnniza uyaun gezi programlanni sizin igin wesw yurtdisiturlari.com haziryor,
Dostlannizla, ailenizle, arkadaglannizla, i3 arkadaglannizla, vakinlannizla vada isterseniz tek
haginiza kendi tur planiniz kendiniz yapacak, havalinizdeki tatili gergede danigtireceksiniz.

ullaram Sartlar inlanan Tim ha Dahi Alint

2782

Figure 3: www.turara.com tour categories list page
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On this page there are the main categories of the tours and the number of the tours
entered to database of website. By the control pages administrators of the website
may add or remove categories. Recently in our website there are eight categories of
the tours. Culture, cruise, business, honeymoon, skiing, diving, religious and special
tours are currently in database. As the new needs require some more categories, it
will be very simple to add some more categories. Beside the tour category there are
the numbers of the tours. These tour numbers changes automatically as the date of

any tour passed or any new tour is added to database by the agencies.
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Call Center: 0212 296 89 89 PBX

Tirkiyenin Tatil Sitesi

» Kultiir Doga Tarih Turlar &2 irkadagima Yola
Tur Adi + + Tur Tarihi + + Fiyat + + Acenta + +
B HIZMETLERIMIZ
P 1.07.2005 X
b Italya Turu 6399 ELRO Arber Turizm
ORI 07.08.2005
. 03.07.2005 .
b Budapegste-Viyana-Prag Turu 1007 2005 699 ELIRD Arber Turizm
= DiSUNCELERiNiZ b Trans-Sibirya Express Klasik Turu gggggggg 2.000 EURO Luka Tur
i . 23.08.2005 .
E SEYAHAT SIGORTASI
_ b Paris Turu 26.08.2005 550 USD Yeni Ufuklar Travel
Rl AUSEET b Floransa-Milano Turu D e, AT 1.000 ELIRC Yeni Ufuklar Travel
04.07.2005
: b Vietnam Laos Kambogya Turu e 3.700 USD Fest Travel
b 16.11.2008
RILETI 26.10.2008
b Meksika-Guatemala Turu 10:1 1 :2005 3.950 USD Fest Travel
- 03.09.2005
b Girit Turu 10.08.2005 1.250 EURO Fest Travel
A 17.08.2005
b Kanada Kayalklan-Alaska Gezisi 31 08 2005 4900 UsD Fest Travel
- 04.09.2005
b Fransa Rinesans Satolan Turu 11092005 2100 EURO Fest Travel
: it 10.09.2005
b Gizemli Cin Turu 2708.2005 2.850 USD Fest Travel
18.07.2005
b Moskova-St.Petersburg Turu 2607 2005 2500 UsD Fest Travel
: : 02.08.2005
b irlanda-iskogya Turu 14082005 2950 EURO Fest Travel
26.11.2008
b Patagonya Turu 1317 2005 5.600 USD Fest Travel
i o 10.10.2005
b lirdiin-Petra Vadisi Turu 1510.2005 b Ak, Fest Travel
» 03.01.2008
b Vietnam-Kambogya-Laos Turu 1601 2005 3750 USD Fest Travel
: G 04.07.2005
b ipekyolu-Mogolistan Turu 30.07 2005 4.300 UsD Fest Travel
30.10.2005
b Tunus Turu 0611 2005 1.400 USD Fest Travel
= : 24.06.2005
b Giiney Afrika 30.05.2005 289 EURC Asya Tur
. 25.068.2005
b Cin Turu 04072005 1-299 EURO Ets Tur
12 Sonraki

lanan Tdm ka

2782

Figure 4: www.turara.com tour list page.
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When customer chooses any tour category, the next step is to see the list of the tours
in this category. This page aims to show the tours in this category. In the list we
designed to show brief information about tours such as the name of the tour, depart
and return dates, price, and the organizing agency. The added arrows gives chance to
change the list from cheapest to most expensive, from soonest to latest etc. when
customer clicks to arrows the list is refreshed and listed again. This makes to find
interested tours very easy. In each page 20 tours are listed but this number may be

changed by the webmaster.
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£ ANASAYFA
" TURLAR
™ HiZMETLERIMIZ

® BiLINMESi GEREKENLER

Tihrkiyenin Tatil Sitesi

TRANSFER

Call Center : 0 212 296 89 89 PBX

» italya Turu

& Turu Arkadazima Yola & Turu Yazdr

Diizenleyen Acenta : : Arber Turizm

Tur Tarihi: ©31.07.2005- 07.08.2005
Tur Siresi: © 7 GECE 8 GLIN

» Tur Fiyatian

ki kisilik odada kisi bagi : 699 EURO

Tek ki : 899 EURD

lave Kigi : 669 EURD

Gocuk (02-12 YAS) 1599 EURO

»

Programi

= 1.Gin-31.07.2005

Ankara Kurtulug Parki oninde (Yedat Dolakay Mikah Saray dnin) saat 02:45'te bulugma ve saat 03:00'e
hareket. Saat 03:30'da Esenboda Havaliman Dig Hatlarda bilet- baga) ve kg iglemler ardindan Tk 05 ile
saat 09:25'e Istanhul'a ugug. TK: 1873 na'lu sefer ile saat 02:00'de Istanbul'dan ugug ve saat 10:00 (Roma
Saati ile) Milano*ya vang. Havaalan girig iglemleri ardindan otobidsimize transfer ve falya'mn en anemli
gehirlerinden hiri olan Milano panoramik gezisi. Unlu CASTELLO SFORZESCO (1450 ), Didnyaca unlu MILANGO
KATEDRALI {DUOMOY ve meydan), VITTORIO EMARUELE |l {l italya kraly BALERIS!, Son yangindan sonra su
anda tadilatta olan Ddnyanin en unlu TEATRO ALLA SCALA (OPERA SALONU) nin

evininwe Roma dineminden kalma AREMA'nIN { gimdi opera, lirikve kanser yeri alarak kullanilyary

ziyareti. Wenedik'e varis ve olele yerlegme. Akgam yemedi ve geceleme

= 2.Gin-01.08.2005

Ozel gemi ile YENMEDIK'in en grand kanalindan yarim saatlik geziyle unlu SAN MARCO meydanina varis
SAN MARCO MEYDANI VE BAN MARCO BAZILIKAS| — DUKLER SARAY- CAN KULESI- eskive

- T akgam yemedi,

- Panoramik gehir nezileri ve gehir girig Goretleri,

- Wenedik Gemi Transferi,

- Arher Turizrm Tarkge rehberlik ve refakat hizmetleri

13

I Bedeline Dq

1ayan Servisler

- Program da belidilen Extra Turlar,

- Batan ogle vemekleri ve 6 gece aksam yemedi,
- Havazlani vergileri (F5-EURO)

- Sevahat Sigartas) (15-EURD)

- wize Ueretleri (Mavi pasaport....)

- Miize girig dcretier

- Tirkiye Cikig Fonu (70 Milyan). Kaldinlahbilir

b Notlar

ERKEMN REZERWASTOM FIvATI:
B49- EURD

VEYA

199.00-YTLXE

» Acenta Bilgisi

AIRIR EIR

Acenta Adh Arber Turizm

Tel 0312 4260900

it TUMALI HILMI CAD. MO:73-8
OBBA0 KAVAKLIDERE-ANKARA

Web i arber.com.tr

e-miail arher@arber.com.tr

& Turu Arkadasima Yolls & Turu Yazdr

Figure 5:

www.turara.com tour details page
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After choosing the tour from the tour list page, customer would like to see the details
of the tour. Then tour details page comes. In this page there are all information about
the tour such as the organizing agency, depart and return dates, price, program of the
tour day by day, rules of tour, notes, tell a friend link, inclusive and exclusive
services, some interesting photos of the places which will be visited and all contact

information about the organizing agency.
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i AHASAYFA

» YURTDISI UGAK BILET REZERVASYONU & Arkadagima Yol

= TURLAR
= HiZMETLERiMiz Diinyanin - her vyering istedifiniz  havayallaninin  rezervasyonunu  profesyanel
M 3 kadromuz ile gergeklestiriyoruz. Ugak bileli ibtivaciniz ile birlikte isterseniz yurtdig
® HAKKIMIZDA Eg__@m m otel, h lanl-atel-h lani transfer rezervasyanlannizl sizler igin yapyar, biletinizi

= 5 — s — . we tdm ddkiomanlanniz adresinize teslim ediyoruz,
= BiLINMESI GEREKEHLER W

= DUSUNCELERINIZ

N »YURTDISI UGAK BILET REZERVASYON FORMU
" SEYAHAT SIGORTASI

= TAVSIVE ET
Mereden: Hereye:
_/. TUR ARA = =
w iLETiSiM Gidis Tarihi: Diniig Tarihi:
Ad Soyad B
Telefon *
Faks
e-Mail
Adres =]
LI *
Ozel Agiklamalar =]
[
Gander |
™ igaretli alanl
Figure 6: www.turara.com air ticket reservation page

In this page customers may fill in the form and send messages to agency to book air
tickets. On the form there are all required information to book a ticket. This kind of
forms are used for the websites who does not have Amadeus or any other online
booking systems. To have these booking systems agency should be a member of
IATA (International Air Transport Association). There are two reason for us not to
use online booking system. Firstly our agency is not an IATA member, secondly and
most important reason is the restrictions of online booking systems. This kind of
systems mostly does not list the promotional prices of airlines. If the promotional air
ticket is 600 Euros by Turkish Airlines, on this system you can not see this price, the
price you get will be around 850 euros, so it is not so useful to have this system on

website.
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—_\ i ( TRANSFER
TurAra

s
tir ANASAYFA
= TURLAR
»YURTDI$| OTEL REZERVASYON FORMU
= iLETigim
¥ Otele Girig Tarihi Otelden Cikis Tarihi

*

Tirkivenin Tatil Sitesi Call Center : 0 2112 296 89 89 PBX

» YURTDISI OTEL REZERVASYONU EArkadagima Yolla

Diinyanin her gehrinde sizler igin en uygun otellerde rezervasyonunuzu gergeklegtinyor,
dilerseniz sizlere, ugak bileti, havaalani-otel-havaalan transfer hizmeti sadlvor, tm
dikiimanlarmz adresinize teslim edivoruz

[man ] [ay #][1 Gon | [ay &[T

Adi Soyadi
Telefon
Faks
e-Mail

Adres

Ozel Aciklamalar

Génder

25 .
Izaretli alanlann doldurulmasi zoranludur.

Site Kullanim Sartlan. @ COPYRIGHT 2005 Bu Sitede Yayinlanan Tdm hatersallerin HER HAKK] MAHFUZDUR. Kaynak lerek Dahi Alint vYapilamaz.

IATA @
2782
Figure 7: www.turara.com hotel reservation form

This form like air ticket form helps users to contact with agency to book hotels for
them. After filling the form agency will receive and make the reservation for
customers. For hotel reservations there are many hotel reservation websites which
may offer much cheaper prices because they are just doing hotel reservation business

and get pretty cheap prices due to their business volume with hotels.
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TRANSFER

Tirkiyenin Tatil Sitesi Call Center : 0 212 296 89 89 PBX

ViZE ISLEMLERI (= Arkadagima Yol

= HiZMETLERIMiZ
= HAKKIMIZDA
= BiLINMESi GERENENLER

™ — = P Genel Aciklama

. Asafida wverilen wize hilgileri sadece Tirkive Cumhuriveti vatandaglan igin
| gegetlidic

— Busayfada ver alan biloiler en gincel hilgiler olmakla beraber, konsolosluklarn
yapacaklan haz proseddr ve kural dedigikler olabilin. Bu dedigiklerden
woana turara.cam hichir gekilde sorumlu tutulamaz.

® DiiSUNCELERINIZ
= SEYAHAT SIGORTASI
= TAVSIYE ET b Vize Takibi icin Liftfen Vize Takip Formunu doldurunuz . Form igin Tiklayinz

GEMEL BASLIKLAR (Baslikiara Tiklayara ilgili bilime sigrama yapabilirsiniz)

» Pasaportta Dikkat Edilmesi Gereken Hususlar

P Vize Almak icin Gerekli Ewaklar (igveren, ddgrenci, evhamim, emekliviv)
b Ticari Vize Almak icin Gerekli Evraklar

P Turistik Vize Alinak icin Gerekli Eviaklar

b Yegil Pasaport Sahiplerinden Vize Isteyen Ulkeler

» T.C. Vatandaslarmdan Vize Isteyen Ulkeler

¥ T.C. Vatandaglarmdan Vize istemeyen Ulkeler

b Ulkelerin Konsolosiuk Adreslerive vize bilgileri

b Onemili Uyarniar

b Pasaportta Dikkat Edilmesi Gereken Hususlar

Faszapartun gecerlilik siresinin en az alb ay olmasi gerekmektedir.

wize sayfalar dolu olan pasaportlann yenilenmesi gerekmektedic Pasaport sahibi tarafindan mutlaka
imzalanrmig olmalidir

b Tiirkiye Cumhuriyeti Vatandaglarma Vize Uygulayan Ulkelerin Vize icin istedikleri Belgeler

b Ticari Vize Almak icin Gerekli Genel Evraklar

Ticaret Sicil Gazetesi fatokopisi.

Sirketin imza sirkileri.

Sitket faalivet belgesi (ITO veya 1S0). Faaliyet belgesinin tarihi alti aydan eski olmarmahdir
ergi Levhasimin fotokopisi.

55K ige giris bildirnesi. (Galisma siresinin alt ayi doldurmamasi halinde, S5k ise giris
hildirgesi daha dnce galisilan isyerinden temin edilmelidir)

Gidilecek Ulkedeki sirketten davetive vada is gezintisi ile ilgili bilgl igeren bir yazi iveva fuar
giris biletiy alinmahdr.

Figure 8: www.turara.com visa information page

Visa is the key for international travel. Many countries apply visa to Turkish
passports and requirements of all countries change for visa. Normally people do not
have information about these rules and the documents to be prepared to get visa. So

we had to give all information about the visa in this page.
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Tiirkivenin Tatil Sitesi Call Center : 0 212 296 89 89 PBX

VIZE TALEP FORMU & Arkadazima Yol

P Asadidaki formu doldurup bize gdnderin vize iglemlerinizi sizin igin biz takip edelim.

EEes | -
| ;
Fax Numarasi | ‘
Ev Telefonu | |*

GSM [ |

—— e

is Adresi ‘ |

Pasaport tiirii | | .

Pasaport bitig tarihi | ‘

Vize alinacak iilke (birden fazla olabilir) | | &

Kag girigli vize | | =

Vize gereken tarihler (baslanmg - bitigh |

Evrak listesi |

BEwrak génderim tarihi ve saati |

Géndar

. n
igaretli alaniann deldurimas zerunludur,

lletin HER HAKKI MAHFUZDUR

TATA @ {

Figure 9: www.turara.com visa request form

Some people have busy business and have no time to go to consulates and embassies
to apply for visa. In this case our company helps people to apply and get visa for
them with an amount of service fee. However some embassies ask applicant to apply

by themselves.
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TurAra

it ANASAYFA
® TURLAR

ILETISIM

Figure 10:

TRANSFER

Tiirkiyenin Tatil Sitesi Call Center : 0 212 296 89 89 PBX

TRANSFER HIiZMETLERI 2 Arkadagima Yola

Uzun yillardir yabanct konuklanmiza verdidimiz exclusive hizmetlerin
— ) deneyimi wve birikimi ile yerli wve yabanc konuklannizin tdm transfer
mmm m ihtivaglannda hizmetinizdeyiz.

. & g KonuKlanniz Istanbul Ataturk havaalaninda uzran kadrornuzdan biryetkili
g tarafindan  kargilanir we dnceden hazirlanmig  ozel  aracimizla
konaklavacadl Hotel, ev yada igyerine transferi sadlanir. Yol boyunca
uzman yetkilimiz tarafindan balge ile ilgili detayl bir hilgi verilir ve Hotelde
check- iniglemlerinde kendilerine yardime olunur.

Aynihizmet Hotel,ev yada igyerinden de Havaalani transferleri icinde uyaulanir.

Kargllanacak olan konuklanmizin transferleri bagajlannin fazla olmas dikkate alinarak rahat bir ortam sadlamak
amaciyla, son model, her tOrld konfor ve ldkse sahip olan dzel klimah Mercedes Sprinter veya Yolkswagen Wolt
marka araglanmizia yapilir.

Transfer Talep Formu

Adunz Soyadiiz
Firma A
e-Mail =

Telefon

Transfer tarih [gon w|[ay ¥|[nl &

Ucak gelig / gidis Saati - *

Misafir Ad *
Almacak Yer *
Birakilacak yer -

Fatura Adresi

Génder

&
Tdm alanlznn doldurul rmas) zorunludur.

inlanan Tidm hat:

i=rd

www.turara.com transfer request form

This form is used to send or pick up people from airport service.
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Nasil Arayacagim ? & Lrkadazima Yola

kelime ile arama halimi yazacafinz kelimeyi igeren tdm turlan size listeler.
u HiZMETLERIMiZ Aynintil arama balimil ise aynintill olarak istedidiniz kriterler 1si@inda turlan listelemenizi saglar. Acenta bazinda,
Turtiril bazinda, fivat bazinda sizlere listelerme sadlayacakiir. Bunun vamnda turlann listelendidi tim ekranlarda
agaldl yukan oklarla (4 - £ listeleriniz istedidiniz kriterlere badh olarak siralatabilirsiniz.
® BILINMES|I GEREKENLER » Tur Arama
OUIERLTHAUE TR Kelime ile Arama
= TAVSIYE ET
T Ayrintih Arama »»R»
= LETigim

Acenta Acenta Seginiz &
Tur Tiirii [Tur Tar seciniz ~|

Anahtar Kelime:

Tarih Gun ) - [ay #]- [l %] itibaren

i Turlan Listele :.

Site Kullanim $artlan. @ COPYRIGHT 2005 Bu Sitede Wayinlanan Tdm hateryallerin HER HAKK] MAHFUZDUR. Kaynak erilerak Dahi Alnt vapilamaz.

IATA

ACCREDITED AGENT

2782

Figure 11: www.turara.com tour search page

This page is the most convenient page for internet user to find they are looking for.
This page has two ways to find tours in website; simple and advanced search. In
simple search user enters a word and it search in whole page site and lists as result
page. In advanced search there are many criteria to narrow search results. For
example if you have just 1000 USD, you can just list the tours not higher than 1000

uUsSD.
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DUSUNCELERINiZ

Sizlere daha ivi hizmet verehilmemiz icin web sayfamiz hakkinda digindiklerinizi bize hildiriniz. Digincelerinizi
SORU, OMNERI, DILEK, , SIKAYET ve TESEKKUR olarak iletebilmenizi sadlayacak agadidaki farmu doldurarak
hize ulagahilirsiniz. Agadida dolduracadinz form direk olarak yinetim tarafindan takip ediimektedir. Bizimle
temasinizin herhangi bir agamasindaki sorun yada problemlerinizi hize ulagtrabilmenizicin alugturalan farm
HAKKIMIZDA 7 : ol s ’
agadidadir. Size en geg 1 gin icerisinde geri dindlecektir. Sayailanmizla.
. » DUSUNCELERINIZI PAYLASALIM
Seciminiz
Adimz Soyadimz

Firma Adi
e-Mail "

Mesajimz

Gander

*
izaretli alanl

Site Kullamm SGartl lanan Tdm n HER HAKKI MAHFUZDUR erilerek Dahi Alint vapilamaz.

27az

Figure 12: www.turara.com your ideas page

In service sector, to improve the quality of service you have to get ideas of your
customers. Users will let you know their ideas by filling the form and send to
webmaster. In this form users may send questions, offers, wishes, complaints and

thanks about the services.
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Yonetici Anasayfa

istatistikler
Kullamici i_slemleri
cllar

Kullanicilar 7

Acenteler 40

Izlemleri

Turlar 127

- Duyurular

Acente iglemleri

i Tur Ekle

Tur islemleri

Mail Islemler

Figure 13: www.turara.com main control page

Our website is Content Management type website which means you can remotely
control the website. Control pages let you control all contents of the website such as
users and admins, announcements, agencies list, new agency add link, tours and
categories of tours, tour lists, new tour add link, ticket reservation, hotel reservation,

visa forms, transfer forms, basic mailing list and advanced mailing lists.
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Kullanicilar

Kullaricr: ali - gikig

Kullanict Ad & Yetki 4

zemiha editor @ ®
ali aclmin @ ®
nanirfan acimin Mo
akcicek acimin @ B
Cengiz admin @ '@

r— Kullanici Dii

Kullamica IM—
Adi g
Sifre Izelis

e m— Yetki [semin =]
Mail Islemleri dedigtic | VEZUEG |
umudo editor @ ®
fetewe aclmin ﬁ ®

Figure 14: Www.turara.com users control page

This page can be used only by admin of website. Admin of website will give
password to users (users will be agencies or the staff of the agencies), and users will
access the control pages as much as they are permitted. With the given password
agencies can input their tours into website but can only access their own pages.

Otherwise some agencies may delete other agencies tours or details.
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Duyurular

Duyuru Baghd <+ <~ Eklenme Tarihi 4 & Yayinda?4 & -I-

deneme 17.03.2005 evet o)

Duyuru islemleri —¥eni Duyuru Ekle

- Duyurular

Acente iglemleri Duyuru Ideneme
i Baghdn:

Duyuru igerigis foomaciar. d

Yayinda?: ~

Tamam | Wazgeg I

Figure 15: WWww.turara.com announcement page

This control page is only accessed by admin to send some announcements to

agencies. Admin of the website may edit, delete or publish the announcement.
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Acentalar

i - pikis

Acenta Adi & - Eklenme Tarihi < - Tur Sayisi <4+ & iglemler

Kullanici iglemleri

: Ssya Tur 01.03.2005 e hu)

Arber Turizm 04.03.2005 "
Fartiz Travel 01.03.2005 ﬁ @
Ets Tur 01.03.2005 = fue)
Camina Tur 01.03.2005 e
Atall Turizm 01 032005 e i)
Prega Tur 01.03.2005 e hu
Alabanda Turizm 01.03.2005 “'& @
Apricot Travel 01.03.2005 @ @
kil Tur 01,03 2005 E=hu)
Bosfor Turizm 01.03.2005 P
Cafe Tur 01.03.2005 e
Arte Turizm 01.03.2005 e hu)
Albedo Turizm 01.03.2005 @ '@
Athena Turizm 01.03.2005 ﬁ @
Baracuda Tur 01.03.2005 i)
Yip Turizm 01.03.2005 D
el Elma Turizm 01.03.200:3 "D ®
Ykm Tutizm 01.03.2005 e
Travel Club 01,03 2005 e hu)
Peninsula Tur 02.03.2005 = hue)
Fest Travel 02.03.2005 " @

Geziciyak Turizm 02.03.2005 ﬁ E

Figure 16: www.turara.com agency list page

Admin of website may add a new agency, edit an agency or delete an agency from

the system.
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Bilgilerimi Dedigtir

Kullanici Adi: IASYA

gifre: 58,

Kullaricr: ali - gikig

Acenta Adi: IAsya Tur

Adres: CUMHURIYET CADDESI. MO : 233 A
34373 HARBIYE - ISTANBUL

Telefon: W
Faks: W
E-posta: Im
Web Sitesi: IW

Logo: Ii’ﬂ Mﬁm
l— Browse... |
Dedigtic | Wazgeg I

Mail Islemiler

Figure 17: www.turara.com agency details and edit page

All information of a new agency should be input or edited in this page. In this page
there are username, password, address, logo, telephone and fax numbers, web site

and email of agency.
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Yeni Acenta Ekle

Kullanmci Adi:

Kullanici Iglemleri

gifre:

Acenta Adi:

Adres:

Telefon:
Faks:
E-posta:
Web Sitesi:

Logo:

Figure 18:

This page is used by admin to input a new agency into system.

Kategoriler

Gemi Turlar

I we Fuar Turlar
Balay Turlar
Kayak Turlan
Dialg Turlar
Umre Turlar

i Tur Ek

: ) Size Ozel Turlar
Tur Iglemleri

Fr

Mail Islemiler
il L

Figure 19: www.turara.com categories control page

Kategori Adi <+ 4~

Kitir Doda Tatik Turlar

Www.turara.com new agency input page

Siralama< 4 +

1

2

L\



This page both can be used by admins and agencies to add, edit or delete a category
from system. Admin can add photo for category, name and some short description of

the category to publish on website in tour categories page

Turlar

Kullamcr: &li - gikig

Tur Arama

Kullamic Iglemleri o " . )
- Kl r Tur Ad Bagl. Tarihi Bitig Tarihi Anahtar Kelime  Acenta

. = a 2

Duyuru Iglemleri

- Duyurular
Toplam Tur Sayisi127
Tur Adh <+ £ EKl. Tar.< £ Bagl. Tar.<+ ¥ Bitig Tar. &+ & Acenta <4 iglemler
Zin Tury 26.03.2005 30.04.2005 05.05.2005 Aaya Tur e
ftalya Turu 04.03 2005 31.07 2005 07 .08 2005 Arber Turizm @ ®
Wahire Turu 26032005 29042005 02.05.2005 Azya Tur e
;'SfugK””Q'E'a”gk”k's'”gap“r 26.03.2005 26.04.2005 05.05.2005 Asya Tur e
Prag Turu 29032005 25.05.2005 01 082005 Pranta Tur e fu)
';'SpugK°”9'Ba”9k°k's'”gapur 26.03.2005 24.04 2005 03.05.2005 Asya Tur e
Giney Afrika 02.03.2005 19.05.2005 25.05.2005 Asya Tur e P
Wiiba Turu 02 032005 14082005 22 082005 Azya Tur e
Prag Turu 29032005 30.04.2005 02.05.2005 Pranto Tur e hu)
Prag Turu 29032005 07.05.2005 10.05.2005 Pranto Tur e

Figure 20: www.turara.com tours list control page

This page includes and lists all tours in database of the system. This list includes the
name of tour, add date of tour, depart and return dates, organizing agency. Normally
there can be thousands of tours in system, so we had to make an advanced search to
find tour which we are looking for. There are many criteria for this search such as
tour name, add date, depart and return date and agency. So if you want to see all asya
tour tours, you can just choose asya tour from system so that you can get the list of

tours belong to asya tour.
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Tur Dedigtirme
li - gikig

: ) Tur Adi: Ili:,in Turu
Kullanici Iglemnleri

Tur Kategorisi: IKUItUr Doda Tarih Turlan VI
Acenta: IAS\,-'a Tur VI

&
Baglangig Tarihiz 300472005 j
T 2
Bitig Tarihi: 080572005 il
Son Rezervasy 5
Tarihi: [z5m4i2005 o

Tur Siiresi: IS gece 9 gin

Tur islemleri

- Bil
Tur Programi: Avyrintilar
Tur Fotograflar: Ayrictilar
Tur Fiyatlar::

Para Cinsi: W

2 Kigllik Odacla Kigibag: ISQE—I— (Sadece Rakam Giriniz)
Tek Kigi 1339 (Sadece Rakam Giriniz)
flave Kigi ISQQ— (Sadece Rakam Giriniz)
Gocuke12-12 Yag): F—

Tur Bedeline Dahil Olan  [ryjRyc Haw AYOLLARI ve GNHAYAYOLLARI |«
Servisler: ILE UGAK vOLCULUKLARI
1 SINF OTELLERDE KONAKLAMA,
OTELLERDEK] SABAH KAHYALTILARI
PEKIN, SHANGAIDA OBLE WE AKSAM |
jlugbedelinelDahil TA% OLARAK BELIRTILEN UCRET -]
Olmayaniservisler: WURTDIS! CIS HARCI 70.000.000 TL
|
Hotlar: i d
|

Dedigtir | WVazgeg |

Figure 21: www.turara.com tour edit page

Agency can edit the tours they already input the system by the help of this page. This

page is an advanced page to input all required text and pictures related with tour.
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Yeni Tur Ekle

Kullarcr: ali - gikig
Tur Adi; I
Tur Kategorisi: IElaIayl Turlar VI
Acenta: IFortiS Travel 'l
o 't
Baglangig Tarihi: I e
"lﬂ
Bitig Tarihi: I 2ol
Son Rezervasyon ‘Ei
Tarthi: I —
Tur Siiresi: I
Tur Fiyatlar:
Para Cinsi: ML -
2 Kigilik Odada Kigibag: I (Sadece Rakam Gitiniz)
Mail Islemleri A
= [[eidlish I [Sadece Rakam Giriniz)
llave Kigt I [Sadece Rakam Giriniz)
Gocuk(D2-12 Yag): I
Tur Bedeline Dahil Olan d
Servisler:
E
Tur Bedeline Dahil ﬂ
Olmayan Servisler:
E
Hotlar: d
=

Tamarm I

Figure 22: www.turara.com new tour add page

This page can be used by agency to input new tours to system. They can name the
tour, add depart and return dates, prices, duration of tour, inclusive and exclusive
services of the tour and other details. After inputting the details of the tour agency
will join the tour list page to find the added tour and add program details of the tour

day by day.

80



Bilet Formu
Kullance: sl - gikig

Toplam Form Sayisi:¥
Ad Soyad - Mail <+ - Tarih 4+ -

A Sovad email 30.03.2005 Qe
Duyuru iglemleri adfsdf sdfsdf 30.03.2005 Qe
- Duyurular
) Hereden: alkgdfklzk
Acente Iglemleri Hereye: lksdfglksczl
: Gidig Tarihi: 1.1.2005
Diiniig Tarihi: 1.1.2005
Adi Soyadi sdfzdf
Telefon soifsdf
Faks sdfzdf
e-Mail sdfzdf
Adres sdfzdf
Ozel Agiklamalar sdfzdf
Tamatm
MURAT MENET 2604 2005 Qe
iihami demirel ilhdem@yahao com 11.05.2005 e Boe)
ibvarmi Dl ihdem@@yahon.com 23.05.2005 Qe
dsfds falsf 05.08.2005 e Bu)
Mail Islemleri —
dfds 0506 2005 Qe

-B il L

Figure 23: www.turara.com air ticket requests check and edit page

In the form in air ticket page of website, users fill in the form and send the form to
webmasters. From this page webmasters may see the requirements of customers and

answer their needs. Webmasters can see all information sent by customers.

Otel Formu

Toplam Form Sayisi:3
Ad Soyad Mail Tarih
Al Sovad &-hail 30.03.2005

ali gener alizeneri@webliva.com 30.03.2005

Gidilecek §ehir :
istenen Oda Sayis:: 2

Otele Girig Tarihi: 1.8.2005
Otelden Gikig Tarihi: 5.9.2005
Adi Soyad ali gener
Telefon 2122917105
Faks 2122917107
e-Mail alissner@webliya.com
Adres istanbul
Gzel Agiklamalar bursa
Tamam
MUR AT MENET 29.04.2005

Figure 24: www.turara.com hotel reservation form control page

This page helps to admin of website to see the hotel requirements of customers.
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Vize Formu

li - pikig
. ; Toplam Form Sayisi1
Kullanici Iglemleri AdSoyad < Mail Tarilv %
isim Sayisim E-Mail@ya.com 30.03.2005 Q®
islemileri . )
Isim : lzim
Soyisim: Sovyisim
Acente islernleri Firma Adr: Firma &ch
2 pmail: E-Mail@ya.com
Ig Telefonu: Iz Telefonu
Fax Humaras:: Fax Mumaraz
Tur islemleri Ev Telefonu: Ev Telefonu
G5M: GSM
Pasaport tiirii: Pasaport thrd
Pasaport bitig tarihi: Pasaport bit
Vize alinacak iilke: “ize alinacak Clke (hirden fazla olakilir)
Kag girigli vize: Kag girigh vize
Vize gereken tarihler (baglangig - bitig): Wize gereken tatibler (haglanog - bitig)
Evrak listesi: Evrak listesi
Evrak gonderim tarihi ve saati: Evrak gonderim tarihi ve saati

Tamatm

Figure 25: www.turara.com visa application control page

This page helps webmaster to see customers’ requirements for visa application. All

filled information can be seen by the help of this page.

Transfer Formu

Toplam Form Sayisi1
Ad Soyad 5 4~ Mail & L
&diniz Soyadiniz e-hiail@y .com

Adimz Soyadiniz @

Ugak gelis ! gi
Misafir Ad:
Ahnacak Yer :
Birakilacak yer :
Fatura Adresi :

is Saati:

Tamam

Tarih < &
30.03.2005

Adiniz Soyadiniz

Firma Adh : Firma Ach

e Mail: e Mail@@y com
Telefon: Telefon
Transfer tarih : 3.4.2008

Ugak gelig-gidis Sasti
Misafir Ach

Alnacak Yer
Birakilacak yer
Fatura Adresi

Figure 26: www.turara.com transfer from control page

This page is the same like visa and hotel reservation pages, helps admin to see

requirements of customers.
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Tavsiye Formu

Toplam Form Saysi19
Ad Soyad <+ ¥
myalcini@kablonet.com tr

Mail < T
myalcin@@kablonet. com tr

myalcin@kablonet.com tr myalcin@@kablonet.com tr
alizener@webliya.com
alizener@webliya.com

alizener@webliya.com

Gonderen : 5
alizener@webliva.com

Mail:

Ginderenin "

ade Ali GENER

Giden Mail:  gokhanbalkan@ozverler .com
Konu: Girmeni istedim

Mesaj:
Tamam
umuti@buzpark com
urmutiEbuzpark com
umuti@Ebuzpark com
urmuti@buzpark com
umutiEbuzpark com umutiE@buzpark com

www.turara.com tell a friend control page

Mail Listesi

Konu: I
| arial =lj1E x| B £ O
5w — a< 2

Tarih 4 -
30.03.2005
30.03.2005
30.03.2005
01.04.2005
06.04.2005

Yolladidim Sayfanin Adresi agadida : bu turu gok bedendim sende incele
hittp: dhaenew turara .comuraraimaindur Ayrinti asprtourD=32 Sevgilerimle

03.05 2005
03.05.2005
03.052005
03.05.2005
03.05.2005

This page is the link page between customers and admin of the website.

 Kendime test mail ginder
' Mail Liste gonder

Ginder | Vazgeg |

www.turara.com mail list control page
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Maillists are very important for websites. Internet users input their email addresses
into website and this is the most essential contact between customers and admins.

These email addresses are used to make announcements to users.

Yonetici Anasayfa

bl Ialisener@webliya.com [* 4

Kullarucr ali - gikig

Kullanie: iglemleri
- Kul I3
Acenta Tur Tipi Tarihi

Duyuru i_slemleri IAsya Tur YI IKUIt[Jr Doda Tarit Turlar VI 07.0:3.2003 o B

- Duyurular
[#bedo Turizm =] [KeyakToran =] 18062008 o ©
[bedaTuizm =] [t Doga Tarin Turiar =] 18062008 of B
[ankerTravel =] [emi Turian | 18062005 of ©
[AnkerTravel 7] [KayakToan =] 1a062005 o ©
[anker Travel =] [itir Dot Tarin Turtan = 18062008 o B
[areer Tuizm =] [@emi Turian ~] 12062005 of ©
[Arer Tuizm =] [KayakTuan =] 18062005 of @
[arber Turizm =] [tir Dot Tarin Turtan < 18062008 o B
[tsyatar =] [GemiTurlan =] 18062005 o
[psyatar =] [KayakToan =] 18062005 of @

Figure 29: www.turara.com advanced mail list control page

When users register to website there are some information asked customers. Users
input the services they like most and want to have information about these kind of
services. For example businessmen may require to be informed about all fair tours,

while others choose culture tours.
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42 WWW.BOOKINTURKEY.COM

This web site is powered by KOC Holding. Setur Travel Agency has prepared this
web site and on this web site give all kinds of travel services for domestic and

international services as well as ticket and rent a car services.

This website is one of the best in this field. Every year golden spider web page
competition chooses the best websites in all sectors and mostly first prize got by this
website. Their services are provided by setur travel agency so there is only one

operating agency in this website. The screenshot of the page is like below.
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BOOKINTURKEY.COM Yurtdisina gikmadan hattinizi

Tiirkiye'nin turizm sitesi

Uluslararasi Dolasima agtinn

KURUMSAL

_ Yire (O [Yoreysgoress  v| eiris [13.06.2005 |
" : BookinTurkey
il O [fle gére ara V] ik [z0.08.2005 | 5 Kurumsal
Wi & = = Kurumsal Rezervasyon Sistemi
YURTICI TUR isimile () [otel,popiler yer,i | Oda [1ods ¥] ara | hakkinda bilgi icin biklayirz!
YURTDISI TUR < Yurtdisi otel arama

ARAC KIRALAMA

[ ———
» SALMAKIS OTEL | Bodrum Tam Pansivon 110 ¥TL - 110,000,000 TL

» RIXOS LABADA BEACH [ Kemer Hergey Dahil 149 ¥TL - 149,000,000 TL

» CLUB CAPA | Kas Oda-Kahvalt 38 USD

» LETODONIA GOLF RESORT [ Belek Hersey Dahil 119 %TL - 119,000,000 TL

» CLUB BLUE WATERS ) Side Hersey Dahil 160 ¥TL - 160,000,000 TL

» CLUB ERSAN [ Bodrum Hergey Dahil 75 ¥TL - 75,000,000 TL

YURTICI TURLAR

» Mavi Yolculuk | 2 - 9 Temmuz {Setur) TP 550 ¥TL - 550,000,000 TL

Sifre :

Kurumsal girig igin

Fima o » Fethiye Olimpos | 25 Haz-02 Tem (More Travel) ¥P 394 YTL - 394,000,000 TL
Giris_| » D. Karadeniz Yaylalar | 26 Haz-02 Tem (Ogzala) TP 530 ¥TL - 530,000,000 TL
M Uiyve olun (Ocretsiz) » Abant | 25 Haziran (Mes Travel) Gondbirlik 58 ¥TL - 58,000,000 TL Hava Durumy B
I Rezervasyon Istek » Serindere Kanyonu | 25 Haz {GUnbatmadan) Gondbirlik 55 ¥TL - 55,000,000 TL [ilke Rehberi W

W Odeme Secenekleri Dodgu Anadolu [ 25 Haz-02 Tem (Tempo) ¥P 610 ¥TL - 610,000,000 TL ‘ére Rehberi Bl

& ilgi Alanlar B
HIZLI ERigiM w FIRSATLAR :

» Afustos sonuna kadar MAXIMUM KARTA +4 TAKSITI Vize ve Konsolosluk. B
_ » YURTICI OTELLERDE BUY(K FIRSAT: PESIN FIYATINA 7 TAKSIT! 8nderilen San Bdlter M
- - : » KONAKLAMA SIZDEN, UCAK BILETI ve TRANSFER BIZDEN i ici
'Ha Ziran da srvansaray Bodrum e e e ZTE::M\‘;:T;:T; :
ans' r“z Bodrum, Antalya, Dalaman yvirelerinde yukandaki otellerde, 7 gece - o
5 kanaklayan ve Kachank Kredi Kart ile Sdeme yapan misafirlerimize ‘fararh Bilgiler B
: e UCRETSIZ UCAK ve TRANSFER KAMPANYASI...
y Kogbark Kredi Kartryla, 5 taksit va da %05 indirim Firsat ile,

1
kaﬂal'ld I' m Ucretsiz ve % 50 indirimli gocuklar dcretsiz ugak kampanyasindan Faydalanamazlar, ‘ h
= Diekavh hilni ve rerervasynnicine 216 454 0NN h
A konaklayan ve Koghank Kredi Karti ile ddeme yapan misafirlerimize 3 ‘fararh Bilgiler
UCRETSIZ UCAK ve TRANSFER KAMPANYASI...
Koghank Kredi Kartila, 5 taksit va da %5 indirim firsat ile.

m Ucretsiz ve % 50 indirimli cocuklar dcretsiz ugak kampanyasindan Faydalanamazlar,
Detayh bilgi ve rezervasyon icin: 216 454 00 00

» BOOKINTURKEY"den YAZ HEDIYESI: Ucretsiz Arag Kiralama
e 30 Haziran'a kadar, Hilside Su,
Resort  Dedeman, Talya Otel, AVIS
~ Y Sheraton  Vowager, Club Blue
‘Waters, Antalya Rixos Hotels ' v

— va da Antalya Magic Life'larda 1 hafta, pesin ddemeli
olarak konaklayin, Bookinturkey.com'dan haftasonu 1
ginlik Avis arag kiralama kazanin,

YURTDISI TURLAR
» RODODS | 3 Gece 4 Gin | Her Gin Kesin Kallugh (Setur) 159 EUR
»= TAYLAND [ 11-20 Temmuz {Setur) Yatak & Kahvalt 1019 EUR
» BANGKOK-HONGKONG-SINGAPOUR [ 5-14 Tem (Setur) Yatakikahy 895 EUR
 NEWYDRK-ORLANDO-MIAMI | 5-13 Tem {Setur) Yatak & Kahwvalb 1700 EUR
» PRAG-¥IYANA-BUDAPESTE | 4-11 Temmuz (Setur) Yatak & Kahwalt 739 EUR
» AMSTERDAM - LISBON | 2 Temmuz-7 Haziran (Setur) Yatak & Kahwalt 665 EUR

Lufthansa

Otel ve tur Fivatlarn iki kigilik odada kisibasi icin gegerlidir,

=B J

f .y Gideme Bilgileri | Gizlilk ve Glivenlik | Hakkimizda | Basinda Bockinturkey | Iptal Sartlan | Bize Ulagin
feriSignr
Her hakly sakhidir @ 2001 SETUR Servis Turistik 4.3,

CAR =HY magimum  shop&miles S worl
oFans ¢ © oyenizge QR KOCBANK hopsailes | I

fog Kochank ve Hsbe Advantage Kartlan, Online tahsilatlarda heniiz kullamimna aclmarmistr,

Figure 30: www.bookinturkey.com website main page screenshot
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42  WWW.GEZI.NET

This web site has both domestic and international tourism services online. Internet
user can book hotel, ticket or package tours from this web site easily. This website is
also known among internet users even though not as powerful as bookinturkey

website. The screenshot of the website is like below.
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Email :

Sifre :
Hata []
Yeni Uye Ol
Sifremi Unuttum

TURKIYE'NIN

Her Yerine
OTEL
REZERVASYONU

Call Center
444 4394
444 GEZ1

Seciniz... v

0216

Hepsi... b |
Otel Adina Gore
Arama

[ Dolar ]

Alg 1,3602 ¥TL
Sahiy 1.3668 YTL

Ahs

1,645% YTL
1,6548 vTL

2,4760 YTL

Sahy 2,488% YTL

call center

0216
444 4394 - 444 GEZI
Tatil Planlama
Merkezi

Gezitet.netin sizlere
sunmus oldudu uygun
tatil imkanlannin, gegitli

tatil zegeneklarinin
yamisua bir gok tatil
mekanlannin
tantimlanna da giz
atmay unutmayin. T atil

L@@

gezinet,et

&
[Anasayfa | Otel Kayt|Otel Girig[Acente Giris | Uye O | Kariyer | E-Kart ||

Otel Rezervasyon P Sistem

Merhaba,
su anda
* sistemimizde
| 7826 adet otel
kayithdir.

Sectiginiz otelin rezervasyon /
bilgi istek formunu doldururken
KREDI KARTI | i
BILGILERINIZI VERMENIZE
GEREK YOKTUR.

PDetayl Ctal
Arama

PRezervasyon
Sistermnine Girig
» SON DAKIKA FIRSATLARI
» EN UYGUN FiYAT GARANTISI
» SiZiN YORUMLARINIZ
» SECTIKLERIMiZ
b Taksit Yapan Oteller
F Balayr Indirimi
b Tatil Kdyleri
¥ Butik Cteller
» fizel Belgeli Oteller
F Apart Oteller
F Pansiyonlar
ko vildizh Oteller
b4 vildizh Oteller
k3 vildizh Oteller
b Termal Oteller
r Engelliler icin Ozel
F Ewvcil Hayvan Kabuli
b Sisterndeki Tum Oteller
Turlar P Sistem Masil Cahisi
FTim Yurtici Turlar
Tur Adi
Feozcaada Tury
P assos - Kazdad Tury
¥ gap Turu
FTim Yurtdisi Turlar
Tur Ad
P Rodas Tury
¥ Mykonos - Santorini Tury
P tizie Sarm El Sevk Turu

Masil Calhisiyor?

Eresin Topkapi 5* Club Sidar 4%
20 Haz - 24 Tem Alanya

Dda Kahvalt ¥anm Pansiyon
22,50 EUR ! 35 ¥YTL

Marinem Patara Aquapark (5)

4% Patara Kag

Hersey Dahil Yanm Pansiyon

M pdey EilA 59,50 YTL

Altner 3% — Anemon 4%
S& Altnoluk Marmaris

Yanm Pansiyon Yanm Pansiyon

55 ¥YTL 55 ¥YTL

selinus (5) Dost (5)

Gazipasa Fethiye

Hersey Dahil Yanm Pansiyon

45 YTL 21,25 ¥TL

Ihca Hotel Spa &
- Wellness Resort

Yanm Pansiyon
95 ¥YTL

. 3+ Beldibi
Yanm Pansiyon
40 ¥TL

Palmera Resort
F* Ayvalk

Ayaz Otel 2%
Bodrum
Yanm Pansiyon

Yanm Pansiyon
29,90 YTL 43 ¥TL

Erikli 2* viclin (B)
Saroz Turgutreis

Oda Kahvalt Hersey Dahil
55 ¥TL 40 ¥YTL
Barbarossa 3* villa Sonata (S)
Kas o Alanya

Hersey Dahil 0da Kahvalt
79 ¥TL 35 YTL

s yukandaki fivatlar iki kigilik odalarda kigi bag fivatlardir

yor ?

sistemimizde Bulunan 122 Adet Yurtici Tuardan Bazil

=

Tarihi Yeri Acente EpsE 1
22072005 Istanbul More Travel 145 YTL
01.07.2005  Istanbul More Travel 145 YTL
12.06,2005  Ankara Tempo 550 YTL

Sistemimizde Bulunan 47 Adet Yurtdis: Turlardan Bazilan

Dii ) lye

Tarihi Yeri Acente Fi¥at  odirimi
20.06.2005 Istanbul  Gezigen Tourism 189 E %5
28.08.2005 Istanbul Tatilweb 765 € w3
27.06.2005 Istanbul More Travel 259 € %5

fizel Turlar P Sistem Nasil Calisiyor ?

b izel Tur Organizasyonu

Tercihleriniz dogrultusunda isteklerinizi kisitlamadan tasarladidiniz turu

gergeklestirebilirsiniz,
Diger Turlar P Sistem Nasil

P rMavi Yolculuk

Yesil il_e njavimn

bir tatil igin...

-Yunan Adalan -

- Ozel vat Charter - 150 §
- Mavi Cennet - 280 €
- Mini Mavi voleuluk - 80 €

Cabsiyor ?

P Gdreme Balon

kapadokya'da balon turu kevfi
- Kisa Ugus Programi

Makit 130 €

Kredi Karti ile 140 €
- &td. Ugus Programi

MNakit 210 £

kredi Karti ile 230 €

bulustugu

400 ¥TL

Yurtchg Turlar | Yurtici Turar | Glnlbirlik Turlar | Hafta Sony Turlar

Otel Bezervasyon |

Balay Otelleri | Turkiye Tatil ve Gezi Behberi

Mawi Yolculuk | Uasim | Acil Hizmetler | Aktiviteler | Hawa Durumu

Ugak Bileti Rezervasyon | Yemek Tarifleti | Pasaport | Ana Sayfa

Gezi Net® 2000- 2005
Tatil ve Gezi Rehberi

Tatil 'e &itmenin En Ekonomik ve En Kiza Yaolu

Ana Sayfam Yap

Eznail

Favarilerime Ekle

| | [ Kaydet ]

Weniliklerden we turlardan haberdar obnals igin

A-2335

Figure 31: www.gezi.net website home page screenshot
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]

OTEL REZERVASYON
YURTIGI TURLAR
YURTDISI TURLAR
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Live Carn

E-card

‘whalpaper
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Paintball
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Scuba

Showboard
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CONCLUSION

This paper has so far examined some of the key issues related to the marketing of
tourism on the Internet. In particular, it has highlighted the main features of the
Internet as an effective and efficient communication medium, including its
addressability, interactivity, flexibility and accessibility, and its role in improving
customer service and reducing costs. It has also analysed the unique characteristics of
tourism which make it perfect to be marketed on the Internet and further explored the
main areas in tourism marketing where the Internet could play a significant role and
provide substantial benefits for both the marketer and the consumer. In an
investigation of the key forces which drive Internet commerce, it has found that a
wide variety of factors, grouped conveniently in four
broad categories  demand, organizational, technological and governmental - could

both enable and restrict the application of the Internet in tourism marketing.

With regard to the future of Internet tourism marketing, there appears to be little
question that the Internet will permeate into every aspect of tourism business and
every area of marketing activities. Indeed, the Net could become the dominant
platform and instrument for tourism promotion and distribution in five years' time.
This is based on the author's belief that Internet marketing has now survived its
infancy and is ready to accelerate the transition from the introduction to the growth
stage as more and more people and organizations are recognizing its unique and great
potential for marketing. The increasing power of computers, decreasing surfing cost,
and higher level of computer literary and web skills will make web surfing as a

necessity in everyday life to an increasingly large population, especially in the
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developed world. Many of the current technological constraints could also be
overcome (though new problems will inevitably emerge) in the next few years with
the high quality broadband access via optical fiber or satellites to improve speed; the
wide application of constantly improving firewalls, encryption and digital signature
software to enhance security; the development of more sophisticated search engines
and 'intelligent agents"” to simplify web search task; and the Wireless Application
Protocol (WAP) technology linking mobiles to the Internet to extend the range of
services available to the public. At the same time, governments are increasingly
involved in the expanding e-commerce through providing incentives to small
businesses, facilitating infrastructure development and establishing the regulatory

framework which supports and protects all those concerned.

It is obvious to the current writer that the key to the future growth and improvement
in Internet tourism marketing lies in tourism organisations. The market conditions
and web technologies are improving steadily and a conducive legal and social
environment is starting to take shape, it is now up to tourism organisations to seize
and exploit the opportunities created by such changes to its full potential. Therefore,
the crucial question for academic researchers and practitioners in future research is
how tourism organizations can take advantage of the changes and opportunities
brought about by the Internet. To offer a prescriptive list of policy recommendations
is neither feasible, because it requires a thorough understanding of all relevant issues
including expertise in technology, tourism, marketing and a keen awareness of all
new developments in both IT and tourism, nor necessary since different tourism

businesses have different resources and operate in different settings. Instead, an
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attempt is made here to discuss issues that are both important and with wide
applicability. Three interwoven cognitive issues are highlighted below to emphasise
the significance of changing the mentality of tourism organisations to preparing for

the new virtual business environment.

In order to market tourism products successfully on the Internet, a tourism
organization must first of all have a strategic vision whereby it can fully comprehend
the changing market space, from physical to both physical and virtual, and the
underlying forces shaping this new marketing space. The Internet has altered forever
the tourism marketing system and its environment, no tourism business can escape its
impacts but companies willing to become engaged in Internet and embrace Net
commerce should find more opportunities while those still pretend that the internet is
a bad dream, such as some travel agencies, will be left with all the threats. Whether a
organization likes it or not, the Internet is here to stay and is going to dominate
tourism marketing. Andy Grove, the Chairman of Intel, has been widely quoted as
saying that in five years' time all companies will be Internet companies or they won't

be companies at all.

Second, the Internet must not be treated as just a promotion aid or distribution device,
but be seen as a major force in itself that profoundly changes the way tourist business
is conducted. 'Marketers will need to rethink fundamentally the processes by which
they identify, communicate, and deliver customer value. They will need to improve
their skills in managing individual customers and allies. They will need to involve

their customers in the act of codesigning their desired products” (Kotler 1999:206).
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Indeed, tourism marketers should change their business paradigm and marketing

practices to suit the new Internet era.

Third, as the Internet alters the critical success factors in many businesses, tourism
organizations must use it effectively to create new competitive advantages. For
example, tour operators (in the UK) were obsessed with gaining control of
distribution through vertical integration with travel agencies in the last decade, but
with the emerging web-based online sales companies, control of how they let the
product be distributed now supersedes control of actual distribution. In responding to
the threats from airlines direct sale, the major GDSs have been using the Internet to
develop web-based GDSs and to diversify their product base to include hotels, car
rental, cruise lines, tour operators, etc. Clearly, tourism organisations have to adopt a
technology management policy that will assist their competitive strategy and usefully
leverage the technology innovations to their advantage. Strategic Internet
partnerships or alliances, especially those between tourism companies, and between

tourism and IT companies, are also a major source of competitive advantage.
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