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Abstract 
This study examines distribution changes in global distribution using a range methods and approaches. Firstly 
distribution structure in tourism is discussed as well as the participants in the tourism network and distribution 
channel, new participants, changes in technology, likely future trends and impacts of these changes. The future form 
of distribution is likely to be based on a customer centric business model that relies on, yet transcends technology.  
Indeed technology, especially a new generation or generations of smart hand held mobile devices can be expected to 
be so pervasive as to be effectively transparent to users.   
 

Future traveller tribes are discussed as is tourism in 2015. Megatrends in technology and tourism are outlined. In 
light of the drive of technology and the growing impact of social travel canvassed within this report, several 
recommendations ensue for Australian travel participants: creation of a social media marketing approach for all 
destination assets is mandatory and no longer a “nice to have”; social content mechanisms e.g. wikis and video casts 
are an essential building block for exhibiting destination assets to the younger generation on a variety of devices for 
the “no where” gamers and the users of social networking sites e.g. Facebook; listening to conversations 
systematically amongst social media helps pinpoint current tensions amongst travellers and an understanding of first 
hand requirements in the voice and vocabulary of the traveller and; engaging with travellers on social networks and 
sharing knowledge about the destination independent of sales activity contributes to the growth of future inbound 
international tourism 

 
This study uses Roy Morgan data to show that from 2001 to 2010, the Internet is a very important source of 

information. This is indeed a quantum shift in booking methods and sources. Online travel agents are also gaining 
share. This report discusses the results of a face-to-face quantitative survey of 320 outbound travellers from Thailand 
to Australia. Respondents included Thais and transit passengers from Europe. The survey established the specific 
buying patterns of European and Thai consumers, particularly impacts for travel purchasing. Distribution channels 
and information sources used are described. Separate surveys of American and UK international travellers using 
online research methods in May and June 2010 are also described. In the USA and UK, it is clear that the Internet 
information search and travel booking, and social networking are pervasive factors for travellers in seeking 
information and booking of outbound travel. Direct booking with suppliers is important as are online travel agents. 
All indications are that these phenomena will increase. 
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SUMMARY 

This study into distribution changes in global distribution uses a range methods and approaches. Chapter 1 discusses 
distribution structure in tourism, the participants in the tourism network and distribution channel, new participants, 
changes in technology, likely future trends and impacts of these changes. Chapter 2 discusses future traveller tribes 
and provides a view of the future of tourism. Tourism in 2015 is discussed. Mega trends in technology and tourism 
are outlined. Social networking trends are emphasised. Recommendations for the travel and tourism industry in 2015 
are provided. Chapter 3 uses Roy Morgan data to show that from 2001 to 2010, it is clear that the Internet is a very 
important source of information. The Internet rose from 12% to 38.1% as an information source for overseas 
destinations over the ten year period whilst travel agents, while still being very important fell from 51.9% to 40.5%. 
Over the period from October 2005 to March 2010 Internet and email bookings were the most prevalent increasing 
from 28.2% to 53.7%. This is indeed a quantum shift in booking methods and sources. On line travel agents are also 
gaining share.  
 

Chapter 4 discusses the results of a face-to-face quantitative survey of 320 outbound travellers from Thailand to 
Australia. Respondents included Thais and transit passengers from Europe. The survey established the specific 
buying patterns of European and Thai consumers, particularly impacts for travel purchasing. Distribution channels 
and information sources used are described. Chapters 5 and 6 discuss separate surveys of American and UK 
international travellers using online research methods in May and June 2010. The samples were identified by Harris 
Interactive, an experienced online research supplier. The Harris Interactive Online Panel was utilised. Data weights 
were provided to enable a nationally representative sample. In the USA and UK, it is clear that the Internet 
information search and travel booking and social networking are pervasive factors for travellers in seeking 
information and booking of outbound travel. Direct booking with suppliers is important as are online travel agents. 
All indications are that these phenomena will increase.  

Objectives of Study 
The project has the following objectives: 

• Identify and describe the current and emerging distribution channels and the major players in each type of 
channel, together with their inter-connectivity to tourism and travel in Australia. 

• Distinguish the various types of consumers for each channel including the benefits and preferences of each 
consumer type. 

• Where possible, provide data on the volume of business converted through intermediaries in each channel 
and by consumer-direct mechanisms and how this is evolving over time. 

• Establish the changing trends and buying patterns of consumers generally, and particular impacts for travel 
purchasing. 

• Identify changes that are taking place with consumer-driven mechanisms for gathering and sharing 
information and how operators can utilise these sources to enhance product development and distribution. 

• Classify the potential impacts all of these changes will have on Australian tourism enterprises and 
distributors. 

• Identify any potential impacts on distribution costs, including potential changes to commissions through 
intermediaries. 

• Ascertain potential impacts on operators’ product pricing and recommend yield management strategies. 
• Determine the form that distribution is increasingly likely to take, including how intermediary players have 

and might continue to adapt to changing consumer needs. 
• Discuss future direction and insights as to how tourism and travel distribution might look in five years and 

beyond for Australia. 
• Provide any further information to enhance the comprehensiveness and applicability of the conclusions, to 

guide future distribution strategies and systems development and to guide future research. 

 x
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Methodology 
Desk research and background interviews with industry 
Confidential industry background interviews were conducted to provide an overview of distribution channels within 
the Australian tourism industry. We conducted face-to-face personal interviews with seven representatives of a range 
of organisations. These key industry contacts were contacted by telephone as a courtesy introduction and then 
followed up with an interview. This study follows the qualitative research conducted by Kattiyapornpong (2009) 
who conducted 43 in-depth, semi-structured interviews in the tourism industry from August to November 2008. 
 

Roy Morgan data analysis 
The research team had access to ten years of unit record data supplied by the Roy Morgan Research Centre (RMRC). 
RMRC provided these data from 2001 to 2010 from a face-to-face survey and a self-completion questionnaire 
survey. More than 49,000 Australian respondents were interviewed over each two year period. This sample was 
representative of the Australian population. The data collected include a wide range of variables such as media 
habits, internet usage and web sites used, travel distribution channels used, demographics, AIOs, consumer travel 
attitudes behaviour and intentions, and travel motivations. These data were used to distinguish and profile the various 
types of consumers for each channel. For the purposes of this report, the analysis and findings from Australian 
traveller data form part of this global study. Data were also collected in USA, Asia and Europe as discussed below. 
 

Scenario Planning 
We believe that the tourism forecasting process is not suitable for handling surprises and is better informed by 
complementing the quantitative approach with the qualitative driven scenario planning technique. This method 
assists to broadly understand the direction of change eventuating from any changes and implications for 
demand/supply forecasting. Furthermore, the descriptive nature of scenarios and the supporting stories provides 
useful input for government policy making and long term tourism planning.  
 

A traditional approach to understanding the key trends impacting on travel distribution and global tourism is to 
undertake desk research of all possible global trends and then gain feedback from stakeholders based on imparting 
feedback from the top down. However this approach has limitations if it is used as the sole methodology. The 
proposed methodology was pioneered in executive education and postgraduate teaching at UTS “Scenario Planning 
for Marketing Action” (Pattinson & Sood 2007). The process uses workshops to gain inputs from all stakeholders at 
the earliest possible opportunity. By staging a workshop around a theme e.g. social media for SME travel operators, 
active participation is achieved as well as providing a learning forum. By convening an industry/government 
scenario workshops led by Mr. Suresh Sood an opportunity is provided for direct industry input into the final report.  

 
The workshop/presentations are conducted in a room with plenty of wall space to allow pinning up of flip charts. 

Each 3-4 attendees are assigned to a flip chart e.g. workshop of 12- 20 participants will require 3 to 5 flip charts. In 
this manner an action orientated workshop establishes a detailed view of global tourism and travel distribution in 
2015 using scenario planning techniques All the flipcharts are recorded from each workshop and outputs processed 
for roadmaps, themes and additional comments. This approach will also identify changes that are taking place with 
consumer-driven mechanisms for gathering and sharing information.  

 
The major technological innovations impacting tourism & travel distribution consolidate inputs from major 

technology players including Apple, CISCO (Europe), Microsoft (UK) and new upcoming travel technology 
startups. The inputs are collated via a technology reference group and meetings held both online and offline as well 
as the use of conference attendance to gather first hand intelligence on the latest thinking. Other inputs include 
consultant views from Forrester, Ovum, SiliconValleyWatcher, GigaOM and specialized travel industry players 
eyefortravel (UK) and PhoCusWright (USA). 
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Supplementing the wide ranging information sources and first hand discussions with consultants daily news feeds 
tracking travel and technology trends are: 

 
• Travel 2.0 (www.travel2dot0.com) 
• TravelMole (www.travelmole.com/signout.php) 
• European Travel Commission (www.newmediatrendwatch.com)  

 
Owing to the plethora of technologies available focusing on the essential ingredients of a 2015 scenario helps to 

bring together the variety of diverse information flows into a cohesive story for the industry. This section is 
structured in the following way: 

 
Review existing scenarios for 2015 → Generate technology trends for a key composite scenario → Review 

technology megatrends → Review Online travel and E-commerce → Social search and travel trends → Picture of 
social traveller in 2015 → Actions for travel industry for 2015. 
 

Traveller Survey Research 
A quantitative survey of 1453 travellers was conducted using face-to-face/phone/email/internet. Input for this stage 
was developed from previous stages and methodologies. This study follows the qualitative research conducted by 
Kattiyapornpong (2009). The survey establishes the buying patterns of consumers generally, and particular impacts 
for travel purchasing. Distribution channels and information sources used are described. The study identifies changes 
that are taking place with consumer-driven mechanisms for gathering and sharing information. (Also see Sood, 
Kattiyapornpong, Miller & Woodside 2009).This quantitative research will involve data collection from residents of 
separate regions i.e. international travellers from UK, Europe, Thailand and the USA. The survey was conducted in 
three steps.  
 

Firstly, 354 transit passengers are interviewed in Bangkok Airport in February 2010. They were interviewed face-
to-face in the departure lounge while transiting to Australia. These transit passengers were either en route from 
Europe to Australia or were Thai travellers to Australia. This data collection was managed by Dr Ping 
Kattiyapornpong. This data collection method follows the approach used by Miller and Kattiyapornpong (2010) in a 
project conducted for the Tourism Authority of Thailand (TAT) where data was collected from 1200 inbound tourists 
to Thailand; i.e. 400 Australian, 400 French and 400 Korean respondents. 

 
Secondly, 514 recent American international travellers were surveyed using online research methods in May 

2010. The sample was identified by Harris Interactive, an experienced online research supplier. The Harris 
Interactive Online Panel was utilised. Data weights were provided to enable a nationally representative sample.  

 
Thirdly, 585 recent UK international travellers were surveyed using online research methods in June 2010. The 

sample was also identified by Harris Interactive, an experienced online research supplier. The Harris Interactive 
Online Panel was utilised. Data weights were provided to enable a nationally representative sample.  

Key Findings 
The use of social media to present destination assets creates complexity for the GDS environments but offers 
convenience for future travellers in researching and browsing information regarding future destination travels. 
Currently, these information flows are outside of the traditional channels and a future world in which social networks 
consume transactions represents a real threat to the GDS foundation. Bookings are no longer the cornerstone of 
travel, social media and the discovery of destination assets is the key for “would be travellers”. Small players not 
essentially dealing with the GDS landscape have the freedom to show off assets and offer service direct to 
international travellers whilst they are resident in their home location. Medium and larger style travel organisations 
promoting destinations would do best to take a mixed approach of GDS and direct to market using social media as 
soon as relevant processes are available to handle the level of service and direct fulfilment requirements. The 
dynamic nature of social media and underlying networking sites e.g. Facebook will present further challenges for the 
existing landscape and incumbent GDS systems as transactions become an integral capability of social sites driving 
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social media and e-commerce to the “social shopping” of travel. 
 

Roy Morgan data are used to show that from 2001 to 2010 that the Internet is a very important source of 
information. The Internet rose from 12% to 38.1% as an information source for overseas destinations over the ten 
year period whilst travel agents, while still being very important fell from 51.9% to 40.5%. Booking directly with the 
airline for overseas travel increased from 9.6% in 2001 to 31.2% in 2010 and booking accommodation directly 
increased from 5.9% to 23.4% over this 10 year period. Over the period from October 2005 to March 2010 Internet 
and email bookings were the most prevalent increasing from 28.2% to 53.7%. This is indeed a quantum shift in 
booking methods and sources. On line travel agents are also gaining share.  

 
In the study of inbound travellers to Australia, 36 percent of travellers booked accommodation prior to travelling 

while 56 percent did not. Of those who booked accommodation, 14 percent booked by phone and 61 percent utilised 
the Internet. No web site was prominent in those utilised. A majority (52 percent) purchased from a travel agent and 
5 percent purchased through an airline. Half of all respondents searched the Internet in planning the current trip. A 
very wide range of Internet sites was utilised with one particular web site being dominant. These web sites are shown 
in the following tables. Google represented 10 percent of sites utilised. Social networks are widely used with 51 
percent of respondents indicating that they use social networks with family, friends etc to plan their trip. Moreover, 
78 percent of these respondents used Facebook and 56 percent of travellers indicated that they would share emails, 
blogs and pictures online. Facebook is widely used with 95 percent of users indicating they access this website at 
least once per week. 

 
In the studies using USA and UK respondents, it is clear that the Internet information search and travel booking 

and social networking are pervasive factors for travellers in seeking information and booking of outbound travel. 
Direct booking with suppliers is important as are online travel agents. All indications are that these phenomena will 
increase. For example in the UK the Internet was the primary mode (81.2 percent) of booking transport to the 
destination and 58.4 percent of respondents chose the Internet to book accommodation. The Internet, travel agent, 
brochures and previous experience are all important sources of information in purchasing tour packages. The 
Internet, previous experience and the airline are all important sources on information in purchasing transportation to 
the destination. In terms of purchasing accommodation, the most important sources of information are the Internet 
and previous experience. Friends and relatives and travel agents also have some impact. A range of sources are 
important in the purchase of attractions. 

 
Internet usage is heavy with 88.4 percent of these travellers indicating that they use the Internet at least daily and 

80.7 percent of travellers used the Internet in planning this overseas trip. Facebook was used by 14.2 percent of 
respondents in planning the trip. Those using the web and social media to share experiences of the trip comprise 23.4 
percent of travellers. Online travel agents are very popular with 45.4 percent of respondents using Expedia, 11.1 
percent using Travelocity and 39.2 percent using Lastminute.com. A sizable percentage of respondents (30.7) use 
mobile phones to obtain travel information or book travel. In the UK, it is also clear that the Internet and social 
networking are pervasive factors for travellers in seeking information and booking of outbound travel. Direct 
booking with suppliers is important as are online travel agents. All indications are that these phenomena will 
increase.  

 
Independent of operator size, two key areas drive the need for a focus on yield management to optimize all 

revenue channels. No longer is the room rate solely driven by a beautiful outlook, availability of a swimming pool, 
health club or other amenities. Today, the rate is dependent on who the traveller is, sales channel and rate being 
sought. Special pricing inclusive of rack rates, group/corporate bookings, last minute deals, packages, mystery 
pricing require real time management and distribution through all traveller touch points.  

 
The yield strategy needs regular adjustment based on a systematic competitor analysis of online prices and 

availability as an input for yield management and ongoing pricing strategy. The use of dashboards and alerts (e.g. 
Google alerts or Netvibes) greatly simplifies the process of collecting pricing and availability online from the 
websites of properties and tour reservations within the local marketplace for smaller and medium size operators. 
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A key input of developing the yield strategy and forecasting is the acquisition of information from the online 
booking engine (operator website), call centre (voice) and GDS. Furthermore, tracking the origination of business to 
the website requires referral analytic reporting. This reporting represents the referring traffic to the website to 
determine which search engines heavily contribute to traffic. 

 
To further differentiate offerings operators using the richness of social media are in a position to communicate 

detailed information including child facilities. Textual information regarding child stay, pets or any other aspects of 
stay policies still requires communication. 
 

A sound yield management strategy requires real time availability of rates across all channels. Of particular 
importance are the popular travel websites – Booking.com, Expedia, Groople (group bookings) Kayak, HRS.com, 
Travelocity. Dependent upon the type of property and destination attractions connectivity to the key GDS is a 
consideration e.g. Amadeus, Galileo/Worldspan, and Sabre. The yield aspect requires ensuring the GDS receives as 
much information regarding descriptions, photos, videos (not yet handled by all GDS), stay policies and of course 
rates.   

 
The conversion of “lookers to bookers” is not just about web or social media marketing but requires 

consideration of web site layout and analysis of abandonments and paths travelled on web site by bookers. The 
integration of social media on the website is easy and affords an opportunity to further achieve yield management 
targets. 
 

Based on consideration of a future scenario for inbound visitors in 2015, the key technological elements for 
successful engagement with inbound international tourism in 2015 and afterwards from an Australian travel industry 
participant involves as a minimum consideration of:  

 
• Facebook as a travel intermediary providing recommendations via 9 million Australian users of social 

networks to international visitors 
• Connected and Instant bookings available via Apple iTravel, Facebook, Google Television (Google 2010b) 

or an equivalent consumer interface allowing processing of transactions. 
• Splinternet in full operation with travel guides on iPad devices and travel experts available on demand via 

social networks directly imbedded into the social guides and travel blogs.   
• Travel substitution products exhibiting Australia’s natural assets to be viewed and sold via High Definition 

3D Immersive capabilities for Go nowhere Gamers and visitors in the pre-planning stage of purchasing an 
experience.   

Future Action and Implications 
Developments in the distribution system for travel, tourism and hospitality products and services have significant 
implications and opportunities for all categories of operators, but particularly for smaller operators in relatively 
remote locations.   

 
The relentless drive of technology and the growing impact of social media canvassed within this report provide 

the following recommendations and opportunities for Australian travel participants: 
 

• Creation of a social media marketing approach for all destination assets is mandatory and no longer a “nice 
to have”. 

• Social Content mechanisms e.g. wikis, video are an essential building block for exhibiting destination assets 
to the younger generation, “no where” gamers and the users of social networking sites e.g. Facebook. 

• Listening to conversations systematically amongst social media helps pinpoint current tensions amongst 
travellers and understand first hand requirements in the voice and therefore vocabulary of the traveller. 

• More intense engagement with travellers on social networks and sharing knowledge about the destination 
independent of sales activity contributes to the growth of future inbound international tourism. 

• Gain a complete understanding the nature of consumer Internet search for travel information on a brand and 
destination basis. 
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• In-depth understanding the consumer’s habits of the Internet in booking travel both long haul and short haul. 
• Considerably greater development of Internet marketing and social network marketing strategies by 

participants in the Australian tourism network’ A key assumption underlying the recommendations is 
travellers always connect anytime and anywhere by mobile or desktop computers to social media.  

Opportunities 
 

1. Wider distribution of the operator’s offers into consumer and corporate market segments around the world, 
which would not normally have been available in the past. This should be done through Facebook (e.g. Fan 
page), Twitter and other social media.  

 
2. Opportunities to protect and enhance yield by having access to consumers who are more widely 

experienced travellers, many of whom will recognise the value of higher yield products.  Such products 
will still have to be competitively priced in their relevant competitive set. 

 
3. The ability to change pricing and to open and close distribution channels as frequently as is desired by the 

operator.  Historically, small operators were at the mercy of tour wholesalers who contracted with operators 
and suppliers on an annual basis.  With the rapid changes that are now commonplace in the global economy 
and travel, tourism and hospitality industries, being locked into an annual cycle of price setting is 
strategically inappropriate. 

 
4. Cooperating with and electronically linking to other participants in the electronic distribution system, 

locally, nationally and internationally.  Such cooperation and association with larger suppliers or suppliers 
who have a complementary set of offerings can increase a small operator’s credibility, market position, 
image and profile. 

 
5. Small operators can observe the full range of products and services that are available in the market, 

including their prices, terms and conditions. Competitive analysis is therefore easier and competitive rates 
and actions are more transparent. This information can serve as a valuable form of market research. 

 
6. Advertising on the World Wide Web, for small operator’s products and services through Google’s Adwords 

is low cost and effective.  Such advertising can be very precisely targeted at tightly defined market 
segments and can be highly productive.  There is a wide range of metrics available around Adwords and 
Google activity.    Historically, this type of advertising was not available.  The advertising choices available 
to small operators before such Web based advertising were expensive and could be both ineffective and 
wasteful. 

 
Implications of the opportunities mentioned above include: 
 

• Significantly increased levels of competition faced by all market participants.  The distribution and 
marketing capabilities made possible by the latest evolutions of the various GDS’s, the capabilities available 
through online travel agents and electronic marketplaces and consumer payments that are now available 
through the World Wide Web, have tended to create a “flat” industry where participants of various sizes can 
compete on an equal basis, or very close to an equal basis. 

 
• A requirement to have a high level of in-house expertise regarding: 

o The structure and operation of the local, national and global distribution system and how to 
manage the various elements of this system to the maximum advantage of the small operator. 

o The use of computers in general. 
o The features, benefits and requirements of the operation of GDS’s. 
o The use and limitations of e-commerce for travel, tourism and hospitality products and services 

utilizing the World Wide Web. 
o Revenue management, including where appropriate the use of a suitable revenue management 

software system and/or decision support system. 
o Familiarity with e-commerce. 
o Familiarity with the use of online advertising systems including Google’s Adwords. 
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Chapter 1  

DISTRIBUTION CHANNELS IN AUSTRALIAN TOURISM 

Introduction 
Distribution is a critical determinant of the ability of tourism, travel and hospitality enterprises to achieve profitable 
levels of revenue and market share and to perform at acceptable levels of financial return.   Distribution provides 
consumers and corporate buyers with access to offers made by suppliers.  The modern tourism, travel and hospitality 
distribution system provides an efficient basis for competition among suppliers and an easy means for consumers to 
compare offers from a wide variety of suppliers.  The distribution system supports the ability of the travel, tourism 
and hospitality industries to compete with offers aimed at consumers by other industries, such as consumer durables, 
home renovations, cars, home entertainment systems and other “big ticket” items.  This is often referred to in the 
travel, tourism and hospitality industries as the “share of wallet”.  “Distribution channels often both influence 
consumer behaviour, and determine the ability of the industry to respond to consumers’ requests efficiently” (Buhalis 
& Laws 2001, p.7). 

 
Distribution is an important part of the marketing function of firms and industries for both goods and services.  

Distribution can be viewed as part of a system.  As a marketing function, it must interact with the other parts of the 
marketing system.  Distribution considerations affect pricing strategy.  Product and service strategy can be heavily 
dependent upon the form, efficiency and cost of distribution services.   

Definitions of Distribution 
Distribution and distribution channels have been defined in many different ways by many different researchers and 
authors.  
 
Some useful definitions include: 
 

• That which “makes the product available” to consumers, where the “product” is also defined to include 
“services” (Wahab, Crampon & Rothfield, 1976, p.96). 

• The “link between the producers of tourism services and their customers” (Gartner & Bachri, 1994, p. 164). 
• “a distribution channel is any organised and serviced system, created or utilised to provide convenient points 

of sale and/or access to consumers, away from the location of production and consumption , and paid for out 
of marketing budgets” (Middleton, 1994, p.202). 

• “a distribution channel can be described as a given combination of intermediaries who co-operate in the sale 
of a product.  It follows that a distribution system can be and in most instances is composed of more than one 
distribution channel, each of which operates parallel to and in competition with other channels” (World 
Tourism Organization [UNWTO], 1975, quoted in Buhalis & Laws 2001, p.8). 

• “the principal role of intermediaries is to bring buyers and sellers together, either to create markets where 
they previously did not exist or to make existing markets work more efficiently and thereby expand market 
size” (Cooper, et al, 1998, p.247). 

• “Distribution is the system of control and exchange that combines the output of specialised producers into a 
national income and delivers the resultant level of living to consumers. Much of its work is physical and 
tangible, since it is responsible for the actual transfer of products from hand to hand.  It takes goods and 
services to people, or people to goods and services” (Cox, 1965, p.16). 

 
The systems approach to distribution and marketing became prominent in the late 1960s.  At that time, 

distribution channels were seen to, “…reflect the society and the economy they serve.  As society changes, so do 
distribution channels…the purpose of a trade channel or channel of distribution is to bridge the gap between the 
producer of a product and the user of it, whether the parties are located in the same communities or in different 
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countries thousands of miles apart” (Lewis, 1968, p.1-2). 

 
In the travel and tourism industries, distribution is particularly important because these industries deal in services 

which are intangible, very perishable and because these industries operate globally.   
 
Contemporary distribution channels not only make tourism, travel and hospitality services available to consumers 

but also influence all other aspects of the marketing mix that affect demand and marketing budget decisions on the 
supply side of the industry.  Activity and decisions by distribution channels can determine price, by assessing and 
matching supply and demand, often in real time by using computers networked via the Internet or through private 
networks.  Distribution channels can also be responsible for the creation of new packages of tourism services through 
the combining and tailoring the components of a tourism or travel package to meet the specific needs of a defined 
segment of the market or even an individual consumer. 

Why Distribution is Important in Travel, Tourism and Hospitality 
In 1950, the earliest period for which reliable visitor statistics are available, the World Tourism Organization 
estimated that there were 25.3 million International Tourist Arrivals. (In a strict definition, this should be 
International Visitors, which include all purposes and forms of travel).  By 1960, this figure had risen to 69.3 million, 
with 50.4 million visitors arriving in Europe alone (UNWTO, 2006a; UNWTO, 2006b, Annex 3). 

 
By the year ended 31 December 2009, the total number of visitor arrival worldwide had reached 880 million.  

That is the equivalent of 2.4 million visitor arrivals somewhere in the world every day, 7 days a week (UNWTO, 
2009; UNWTO, 2010, p.3). 

 
Without an efficient, accessible, reliable and low cost global distribution system and network, the extent of the 

growth in visitor arrivals that has been experienced in the past 60 years could not have been realised.  Without the 
level of visitation that the world has experienced since 1950, the jobs and other economic and social benefits 
associated with the travel, tourism and hospitality industries would not have been realised. (Copeland & McKenney, 
1988; Copeland, Mason & McKenney 1995; ITSA 2010) 

Distribution Used to be Ignored 
For many years, distribution was ignored by researchers and undervalued by practitioners.  This may be because as 
tourism and travel and hospitality “products” are intangible and highly perishable services, there is no physical 
manifestation of the operation of the distribution system.  Most tourism, travel and hospitality enterprises have 
relationships with many different distribution channels.  Customers “arrived” at the tourism business as the result of 
the activities of the distribution system but often the link between the operation of the distribution system and the 
generation of demand, customers, revenue and profit was not fully appreciated.  Much of this activity was done 
behind the scenes and was not readily apparent to front line tourism staff or customers.   

 
The operation of what have become truly pervasive Global Distribution Systems (GDSs) was mysterious to most 

staff at tourism businesses and was completely oblivious to consumers of travel, tourism and hospitality services.  
That situation changed dramatically with the introduction of the World Wide Web in the early 1990s. 

Major Participants in the Distribution System 
This section discusses the current and emerging distribution channels and the major players in each type of channel, 
together with their inter-connectivity to tourism and travel in Australia. 
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On the supply side of the travel, tourism and hospitality industries in Australia and in most developed economies 

around the world distributions channels typically include the following main components: 
• Suppliers 
• Connectivity Systems 
• Intermediaries 

 
These three components of the distribution system are discussed below (Quinby, 2009). 

Suppliers 
This category of supplier participants in the distribution channel includes: 
 

• Domestic and international airlines. 
• Accommodation properties, including: 

o Guest houses, motels, backpacker hostels,  
o Hotels and resorts. 

• Car rental companies. 
• Cruise ship lines. 
• Railway companies. 
• Tourist attractions, such as museums, sightseeing facilities at natural attractions, restaurants, theatres, 

sporting grounds. 
• Tour coach companies. 
• Shipping lines and cruise companies. 

 

Connectivity Systems 
Connectivity in the travel, tourism and hospitality distribution channels are provided mainly by the three large 
international Global Distribution Systems (GDSs) and the Internet/World Wide Web.   
 

Global Distribution Systems 
GDSs are extensive private electronic networks that connect airlines, hotels, travel agents and other participants in 
the travel, tourism and hospitality industry.  They reportedly account for in excess of 15% of total reservations 
worldwide (ITSA, 2010; Weinstein, 2010).   
 

GDSs and the Internet provide physical and logical connectivity between the various participants in the 
Australian travel, tourism and hospitality industry.  These two systems also interface with in-house proprietary 
systems proving multiple layers of connectivity.  This comprehensive and complex yet extremely reliable and 
relatively low costs set of networks provides the travel, tourism and hospitality industries with an extremely effective 
and efficient system for processing sales transactions, managing inventory and interfacing with revenue management 
systems.  When appropriately loaded with correct rates, rate descriptors and other associated information about 
vendors’ services, these systems can process sales transactions as part of an integrated and constantly updating 
system that can significantly contribute to the optimisation of an enterprise's revenue. 

 
The three large scale GDSs are: 

 
• Sabre, the “original” GDS founded by American Airlines and IBM in the early 1960s, coming online in 

1964.  Sabre also has a shareholding in the smaller Abacus reservations system that specialises in serving the 
travel industry in the Asia Pacific region.  Abacus International is owned by a consortium of Asian airlines 
including All Nippon Airways, Cathay Pacific, China Airlines, EVA Airways, Garuda Indonesia, Dragonair, 
Philippine Airlines, Malaysia Airlines, Royal Brunei Airlines, SilkAir and Singapore Airlines. In fiscal 2008, 
Sabre had revenues of US$2.88 billion. Sabre has recently been privatised having been acquired by a private 
equity firm.    

 3



GLOBAL TOURISM AND TRAVEL DISTRIBUTION:  
changes, impacts and opportunity for Australian tourism  
 

• Amadeus, the newest of the major GDS’s is now a public company.  In fiscal 2008, it had revenues of €2.9 
billion. Amadeus recently had a successful IPO in Madrid. Through the Amadeus System over 104,400 
travel agency locations and more than 36,600 airline sales offices around the world are able to make 
bookings with:  

o More than 460 airlines. 
o Approximately 85,700 hotel properties. 
o 26 car rental companies, serving 36,000 locations.  
o Other travel provider groups (ferry, rail, cruise, insurance companies and tour operators). 

• Travelport is a broad based information technology company that provides transactions and data services to 
the airline, travel, tourism and hospitality industries.  Travelport owns the Galileo and Worldspan 
reservations systems both of which have long histories serving the travel industry.  Travelport is owned by a 
consortium of private equity firms.  In fiscal 2008, it had revenues of US$2.53 billion. 

 
Key aspects of Galileo™ and Worldspan™ are: 

 
• Operations in 160 countries.  
• Connects 60,000+ travel agencies (representing online and traditional travel agencies).  
• Links 420 airlines.  
• Includes over 88,000 hotel properties, representing more than 290 hotel chains.  
• Includes 30,000 car rental locations, representing more than 25 car rental companies.  
• Processes up to 1.6 billion messages per day.  
• Contains 4 billion+ stored airfares.  
• Handles 17 million car rental bookings, 23 million hotel bookings, 2 million rail bookings and 295 million 

air segments annually.  
• Available in 29 languages. 
 
Other smaller, regional GDSs operate mainly in Asia and the Middle East.  These include: 

 
• Axess International Network and Infini Air Connectivity, both of Japan.  Axess has Sabre as a minority 

shareholder. 
• TravelSky that was established and is operated by Civil Aviation Computer Information of the People’s 

Republic of China.   
• TOPAS (Tour Operator Product Availability Standard) of the UK.   

 
In recent years, there have been several significant changes in the structure and ownership of two of the major 

GDSs as discussed above.  These strategic changes appear to be the response by individual companies to the difficult 
trading and economic conditions that the travel industry has experienced in recent years.  In particular, most major 
airlines have recorded losses in recent years.  Passenger revenue has been depressed.  This has had a knock on effect 
on many parts of the travel, tourism and hospitality industries. 

 
The difficult conditions experienced by many major airlines have been due mainly to the reduction in demand 

because of the Global Financial Crisis (GFC) that commenced in 2008.  However, even before the GFC, many 
airlines were in a weak financial position due to widespread intense price competition and a series of adverse events, 
which disrupted the market. 

 
In 2008, the three major GDSs played a significant role in providing the essential reservations systems 

infrastructure for the travel tourism and hospitality industries.  Key features of which were: 
 
• Provision of reservations service and technology infrastructure at over 163,000 travel agency locations 

around the world. 
• 1.1 billion transactions per annum  or just over 2,100 transactions per minute, 24 hours a day, 7 days a week. 
• Use of these systems by over 90,000 hotels throughout the world, major cruise lines and most major car 

rental companies. 
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Intermediaries 
Domestic and International Travel Agents 
Traditional travel agents are today sometimes referred to as “bricks and mortar” agencies.  They are under intense 
pressure to transform themselves to adopt new, more effective, and lower cost business models.  Airlines, which at 
one point were travel agent’s main source of income, have been reducing or eliminating commissions.  In response to 
this direct threat to their viability that has occurred over the past decade, the travel agency industry has seen the 
introduction of new business models where agencies charge fees for managing an organisation’s total travel budget. 
(Cunningham, 2002a; Cunningham, 2002b; Hatton, 2004).  The direct competition from Internet booking services 
operated by third party intermediaries and major suppliers of services such as international hotel companies has 
intensified the competitive and related financial pressure on travel agencies.  In Australia, this pressure has resulted 
in a reduction in the number of businesses in the travel agent sector over the past 13 years.   
 

As is shown in the table below, between the year ended 30 June 1997 and the year ended 30 June 2004, the total 
number of travel agents in Australia declined by 17.1% 
 

Table 1 Number of travel agents in Australia 2004 

Travel Agents in Australia Year Ended 
30 June 

  

    1997 2004 Change 

Retailers Corporate 325 306 -5.8% 

  Conference 50 70 40.0% 

  Leisure 2,393 1,987 -17.0% 

  General Sales Agents (GSAs) 74 33 -55.4% 

 Total Retailers  2,842 2,396 -15.7% 

       

Wholesalers   158 119 -24.7% 

Ticket Consolidators   16 16 0.0% 

Inbound Tour Operators   170 109 -35.9% 

       

TOTAL   3,186 2,640 -17.1% 
Source: Australian Bureau of Statistics 1998; 2006 (Catalogue number 8653.0) 

 
The Australian Bureau of Statistics does not survey the travel agency industry on a regular basis.  The latest 

official data that are available is for the year ended 30 June 2004. 
 

Tour Wholesalers 
Tour wholesalers, which deal in travel, tourism and hotel services in bulk for groups.  The relatively large size of the 
average transaction available from a tour wholesaler makes them attractive to deal with for most suppliers.  As the 
market has become more experienced, more demanding and more knowledgeable concerning a wide range of travel, 
tourism and hospitality services, tour operators’ mass-market approach seems to have lost much of its consumer 
appeal. In the latest statistics shown above, the significant decline in the number of tour wholesalers operating in 
Australia can be seen.  Between 1997 and 2004 the number of tour wholesalers in Australia declined by almost 25%. 
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Structure of the Distribution System 
Distribution systems vary in complexity and effectiveness depending on the country in which they operate. The 
observed differences between the various distribution systems are a function of the maturity of the economy, the 
industry and the market within which the distribution system is based.  Differences can be found in the extent of 
industry concentration and level of vertical integration. 
 

The interaction of various participants in the distribution system, and their respective needs and wants are shown 
in Figure 1. 
 

Figure 1 The interaction of various participants in the distribution system 
Source: Buhalis & Laws, 2001 p. 12 

 

Online Travel Agents 
Online Travel Agents (OTAs) are a relatively recent innovation and a major growth sector in the global distribution 
system.  OTAs are a form of distribution mechanism where a large number of sellers and buyers are connected via a 
Web site provided by an independent third party. 
 

The discussion and debate regarding OTAs has its origins in the issues surrounding the early implementation of 
information technology and has grown as IT systems have become significantly more powerful, lower in cost and 
interconnected.  The emergence of the Internet and the World Wide Web created the preconditions for the launch of 
B2C OTAs. 
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In an OTA, all forms of information are digital and have a cost of replication and distribution which approaches 

zero (Weill & Vitale 2001, p5).  OTAs have significantly lower costs of operation and distribution compared to their 
“real world” alternatives.  They also offer high levels of consumer convenience by providing a wide range of 
purchase choices in one web site, which is usually easy to find and easy to navigate.  This saves consumers time and 
effort compared to having to gather the same amount of information using traditional methods of telephoning various 
suppliers or agents or making personal visits to such groups.   

 
OTAs have a strong “network effect” whereby the larger an electronic “community” such as the OTAs 

marketplace becomes; the more interested new users (both buyers and sellers) are in participating in that community 
(Weill & Vitale 2001). While OTAs can be operated by individual suppliers, the most common and fastest growing 
form of OTA is that which is operated by an independent third party intermediary.   

 
One of today’s leading OTAs and reportedly now the world’s largest travel agency, is Expedia Inc.  Expedia was 

founded in 1995 by Microsoft Inc., as a division of Microsoft.  In 1996, Expedia became a separate company.  It 
went public in 1999 and has since been acquired, privatized and then re-listed on the NASDAQ Exchange 
(http://www.overview.expediainc.com). 

 
Since their inception in the hospitality industry, Web-based OTAs have been reported to be the fastest growing 

distribution channel, in terms of revenue and room nights sold (Carroll & Siguaw 2003).   
 
The major GDS now own several of the leading OTAs.  Between them, the major GDSs also provide the 

reservations data and back end support for most OTAs. 
 
The leading international OTAs are: 

 
• Travelocity, owned by Sabre.  Travelocity includes the brands lastminute.com, World Choice Travel and 

Zuji.  In the corporate market, Sabre operates through the GetThere.com and TravelocityBusiness.com OTAs 
• Orbitz which operates the following OTA leisure brands: 

o CheapTickets.com 
o Ebookers.com 
o HotelClub.com 
o RatesToGo.com 

 
Travelport holds a majority shareholding in Orbitz.  It also operates two OTAs aimed at the business market.  

These are: 
 

• TravelPortTraversa.com. 
• Orbitz for Business. 

 
The most used and established OTA in the Australian market is Wotif.com.  This OTA forms the core business of 

the listed company Wotif.com Holdings Limited that is listed on the Australian Stock Exchange.  
 
In Australia at present, the Online Travel Agent that has the highest share of consumer “hits” on their web site is 

www.wotif.com.  This position has been confirmed by Hitwise (www.hitwise.com.au) the leading online market 
intelligence firm (Experian Hitwise, 2010 and telephone interview).   

 
Observation of the activities and influence of this electronic marketplace over several years indicates that 

Wotif.com has created a high degree of price transparency and shifted “power” away from the suppliers and 
traditional intermediaries of travel agents, very significantly towards consumers, including leisure and business 
travellers. This has been achieved by initially offering “distressed inventory” available at substantially reduced room 
rates, on very short lead times.  Once a degree of consumer awareness and loyalty was established, Wotif.com started 
to offer inventory that was not “distressed”.  Room rates remained low and availability was moved from only a few 
nights in advance to up to 28 days in advance. Very few hotel reservations are made today for more than 28 days 
ahead.  As a result of the market share and consumer loyalty that Wotif.com and its competitors appear to have 
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achieved, large hotel groups and independent hotels have been reluctant to not participate in the major electronic 
marketplaces.   

 
Of particular relevance to the evolution of Online Travel Agencies is the observation that this new form of travel 

agent has the ability to create complete price transparency in any given geographic market within which it operates.  
Price transparency is a “Catch 22” for electronic marketplaces.  That is, “buyers and sellers must use the EMP 
(electronic marketplace), buyers by purchasing products through the EMP, sellers by making their product 
information available to the EMP” (Soh, Markus & Goh 2006, p706).  The “Catch 22” is that increased price 
transparency is not in the best interests of sellers but reduced or no price transparency is usually not in the best 
interests of consumers.  The great danger with price transparency, where all rates are available to all participants in 
the market, both suppliers and buyers, is that it can lead to intense price competition and can be a contributing factor 
to the commoditisation of the service on offer.   The net result can be what has been seen in the airline industry, 
particularly in the USA where an airline seat has become in most instances a commodity with little to differentiate 
one airline from another.  In the pricing “race for the bottom” profit margins are put under intense pressure.  
Operators then typically start to focus on intense cost cutting.  This reduces the appeal of their service and acts to 
further commoditise the service.  As a result of this type of marketing strategy, most major US airlines have been 
bankrupt in recent years at least once.  The one airline that has maintained a clear value proposition is South West 
Airlines.  This airline is the original “low cost carrier”.  Today its market capitalisation s greater than the combined 
market capitalisations of all other major US airlines combined. 

 
In total, there are estimated to be many hundreds of OTAs operating from various countries around the world.  

The main consumer markets for OTAs are North America, Europe including the UK, Australia and New Zealand.  
Asia is also a growing market for OTAs. 

 
The four largest OTAs in the USA, Expedia, Orbitz Worldwide, Travelocity and the US discount web site 

Priceline, and their various brands and affiliates, currently capture approximately 50% of the total online travel 
market in that country. 

Distribution and Information and Communications Technology 
Information and Communications Technology (ICT) systems are an integral part of the operation, marketing and 
management of the international travel, tourism and hospitality industries and the distribution system.  ICT systems 
process huge volumes of reservations and other financial transactions.  It would be difficult if not impossible to 
process manually the volume of reservations and related transactions that are processed by computer today.  
Achieving timely reservation confirmations and a high level of accuracy (effectively 100% is required) with financial 
transactions would be very difficult to achieve with a manual system.  Modern ICT systems provide high speed 
connectivity with guests and external parties who provide reservations from a wide variety of domestic and 
international markets.  However, the use of technology in the hotel industry was not always been widespread, 
integrated or recognised as of significant value. 
 

The World Wide Web emerged in the mid 1990s and was rapidly adopted by large numbers of consumers around 
the world.  At this time, it would have been reasonable to expect the hotel industry to be aware of the strategic 
importance of information technology to the future success of their businesses and consequently to identify the Web 
as a significant technology capable of driving “game changing” discontinuous change.  However, such awareness in 
the hotel industry was slow to emerge. Buhalis (1998) stated that, “Inevitably the tourism industry is also affected by 
the technological revolution.  Both tourism destinations and enterprises increasingly need to adopt innovative 
methods and to enhance their competitiveness” (Buhallis, 1998, p. 409). 

 
In the mid 1990s, many industries recognised the potential ability of the strategic application of information 

technology, and particularly that which included the Internet and Web, to produce new business opportunities, new 
ways of managing a business, new forms of competitive advantage, higher levels of productivity and improved 
financial performance.  However, achieving these benefits was not easy, risk free or without cost.  The “downside” 
of a poorly planned and poorly executed IT program could be, “… disastrous as it would create strategic 
vulnerability and competitive disadvantage” (Buhalis, 1998, p. 410).  The cost and perceived risk of new, integrated 
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systems that leveraged the power of the World Wide Web were used by large portions of the hotel industry to further 
postpone and delay adopting the new technology.  When the latent potential of the Web was being explored by other 
industries, the hotel industry was still focused mainly on piecemeal standalone systems to improve on functions that 
were previously completed manually.   

 
The first installation of a computerised reservations system was the original SABRE (Semi-Automatic Business 

Environment Research) reservations system at American Airlines, in 1961. This installation was the result of five 
years of research, development and collaboration between IBM and American. The need for a new and 
technologically advanced reservations system was created by the introduction of passenger jet airliners, starting in 
1958.  Such jets had seating capacities more than double that of the slower piston engine aircraft that they replaced.  
As early as 1953, American Airlines had identified that, “…the coming of passenger jets would exacerbate the 
operating difficulties (then experienced) and increase the reservations cost per passenger” (Copeland & McKenney, 
1988, p.354).  Ten years after being launched, “…SABRE was much more than an inventory-control system.  Its 
technology provided a base for generating flight plans for the aircraft, tracking spare parts, scheduling crews and 
development of a range of decision support systems for management” (Buhalis, 2003, p.194 (quoting Hopper 1990 
and Knowles & Garland 1994)). 

 
Early “Computerised Reservations Systems” were known as “CRSs”.  Starting in the mid 1980s, “…CRSs 

developed into much more comprehensive global distribution systems (GDSs), offering a wide range of tourism 
products and providing the backbone mechanism for communication between principals and travel agencies” 
(Buhalis, 2003, p.195). 

 
SABRE evolved into one of the world’s major Global Distribution Systems (GDSs) and continues to offer 

electronic reservations services today.  GDSs continue to be of great importance to the travel, hospitality and tourism 
distribution network and systems.  This is because GDSs offer, “…the integration of comprehensive tourism 
services… (and).. provide one-stop customer service at both the point of departure and the destination” (Buhalis, 
2003, p.195-196). Today, SABRE is fully accessible via the Web and drives many of the electronic marketplaces that 
are available in Australia and elsewhere. 

 
The development of the first computerised reservations system gave American Airlines a significant competitive 

advantage in providing high levels of customer service.  SABRE also provided American with more detail about the 
operation of their business than was previously available.  This was of assistance in improving management of many 
departments of the company.  SABRE was later emulated by other major US and international airlines.  The 
development of these relatively sophisticated reservations systems supported the development of revenue and yield 
management and relationship marketing programs in the form of frequent flyer loyalty and recognition programs.  
The reservations systems developed in the 1960s and 1970s and the GDSs into which these system evolved gave the 
major airlines and airline groups the ability to influence not only air fares and distribution of passenger tickets but 
also the distribution of hotel services that were included in the airline reservations systems once these systems had 
expanded in capacity and functionality. 

Distribution in the Future 
Any attempt to forecast the nature, scale and operation of the travel, hospitality and tourism industry’s distribution 
system is bound to be wrong.  The world is changing too fast and in too many complex interacting ways for any 
medium or long term forecast to be accurate.  Even short term forecasts can be rendered inaccurate by events such as 
the entry into the distribution system of a major corporation or a significant unpredicted move by one of the existing 
competitors in the system (Burns, 2010; OECD, 2010; Rose, 2010). 
 

While it is problematic to make any overall forecast of the future dimensions, functionality and levels of 
competition in the global travel, hospitality and tourism distribution system, there are several important sources of 
significant and perhaps even “game changing” influence on the distribution system that should be considered. 
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These possible influences include: 
 

• The extension of existing technologies in new and powerful ways to take full advantage of the functionality 
and wide spread deployment of information technology in the travel, hospitality and tourism industries. 

• Introduction of new innovative technologies, new forms of connectivity and new ways of accessing the 
distribution system. 

• Application of powerful analytics to travel, hospitality and tourism transaction data streams to find new and 
previously unseen consumer needs and wants, industry demands and more accurate forecasts of consumer 
driven market trends. 

• Significant new market entrants. 
• Possible shifts in the geographic location of decision making regarding the distribution system that may drive 

shifts in marketing efforts of members of the system. 
 

(After Burns, 2010; Deloitte, 2010; Rose, 2009). 
 

Extension of Existing Technologies 
At present there are several major technologies which are established but have yet to demonstrate their significant 
potential if applied in the travel, hospitality and tourism industries (Offutt 2010). These are discussed in the sections 
that follow. 

 

The Major Global Distribution Systems 
These systems which form the backbone of the industry’s electronic reservations and information systems are active 
in upgrading and developing their already considerable functionality.  In May 2010, Sabre announced that its new 
platform based on the OpenTravel Alliance’s (OpenTravel Alliance 2010) advanced, open communications standards 
will allow Carlson Hotels, as Sabre’s initial customer for this service, to increase the content, product, and 
promotions it offers its direct consumers and the more than 55,000 travel agent locations globally who are connected 
to the Sabre Global Distribution System (GDS).  The OpenTravel Alliance is a not-for-profit organisation that was 
established in 1999 by travel companies to solve the problems inherent with connecting multiple systems in the 
complex travel, hospitality and tourism distribution Information technology environment.   
 

Sabre’s new DCX system provides Carlson Hotels (Carlson Hotels, 2010, p.1) with the ability to more effectively 
and efficiently communicate with the global travel agency community.  Compliance with OpenTravel’s standards for 
direct connect technology and communications protocols allows Sabre Hospitality Solutions and Carlson Hotels to 
facilitate the standardization of communication within the travel industry leading to a more seamless shopping 
experience for travel agents, and a more efficient way for all participants in the industry to do business. 
 

Social Media and Social Networking 
Social media can be defined as media for social interaction.  In contemporary usage social media refers to interactive 
Web sites that use highly accessible and scalable publishing techniques.   Social media use web-based technologies 
to transform and broadcast media monologues into social media dialogues (Qualman, 2009). 
 

Web-based social media commenced in the past 10 years.  At present there are an estimated 190 social media 
web sites in operation worldwide. Important social media web sites include Facebook, Twitter, MySpace and Linked 
In.   By far the largest and most important of these is Facebook. 

 
Facebook was established in 2004.  As at the end of May 2010 Facebook had 500,000,000 members (Fletcher, 

2010, p. 21).  In March 2010, it had 117 million unique visitors in the USA alone.  Facebook claims that 70% of its 
members are outside the USA.  This compares with 42 million unique visitors for this period for MySpace, 20 
million for Twitter and 14 million for Linked In. 
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More than 25% of all people who browse the World Wide Web are estimated to have a Facebook account and 

have returned to that account in the past 30 days.  Facebook users currently share more than 25 billion pieces of 
information each month.  Currently users are adding photographs to their sites at the rate of 1 billion unique images 
per week. 

 
Facebook is privately held although several major venture capitalists and major information technology 

companies such as Microsoft have made substantial investments in the company.  Time recently reported that some 
market analysts estimate that Facebook will generate US$1 billion in revenues in 2010.  This revenue is mainly from 
advertising.  In the first quarter of 2010, Facebook flashed more than 176 billion advertisements at its users.  This is 
more than any other Web site currently operating. 

 
Google Inc. recently announced that Facebook is the world’s leading Web site when measured in terms of 

number of unique visitors and number of pages viewed per month (Associated Press, 2010, p.2).  Facebook.com is 
visited monthly by 540 million people, or slightly more than 35 per cent of the internet population, according to 
Google Ad Planner worldwide data gathered using the services of the recently-acquired company Double Click, Inc..  
Approximately 570 billion pages are viewed monthly at Facebook.com, more than eight times as many pages as are 
viewed each month at second-place Yahoo.com, which gets 490 million visitors, according to Google. 

 
User privacy on Facebook is becoming a major concern in some segments of the Web community.  In Australia 

recently there has been at least one murder and other crimes committed where the perpetrators used information 
gained from the victim’s Facebook page to lure the victim into their grasp. 

 
Despite protest from politicians, the police, consumer groups and privacy advocates that want tighter safeguards 

on personal information at the website, less than 24,000 people had signed up recently to the “We're Quitting 
Facebook” as part of a campaign to stage a mass protest on May 31.  In light of these protests, Facebook has 
announced new privacy controls on individual account pages. 

 
For the travel, hospitality and tourism industries, Facebook represents a huge partially “qualified” market 

recorded in a very accessible and constantly updating and expanding database. Facebook and social media are 
discussed in the following chapter. 
 

Mobile Phones and Other Mobile Devices 
In recent years, the speed and capacity of mobile phones, especially “smart” phones such as the Apple iPhone, has 
increased dramatically.  This increased speed and capacity has allowed for the introduction of new functionality in 
mobile phones and other hand held devices. 
 

Mobile phones are now being used by passengers on Australian domestic flights operated by Qantas Airways and 
Virgin Blue Airlines to check into flights.   

 
A mobile web site or a suitable mobile application (an “app”) makes hotels accessible for travellers looking to 

make a reservation through their mobile device.  In the USA, iPhone apps such as “Smartstay” are being used to 
make a reservation.  Once the customer downloads the app, the hotel app icon appears on the main screen of the 
customer’s iPhone.  The customer can tap on the icon and then select ‘book now’ to connect with the hotel’s booking 
engine. 

 
Apple is reportedly working on its new iTravel system that focuses on integrated airline check-in and baggage 

identification, advanced electronic ID, car rentals, hotel and airline reservations.  Through the various GDS’s, 
reservations made via mobile phones are input to and integrated into the inventory and revenue management systems 
at the customer’s selected hotel.   In the USA, Intercontinental Hotel Group and other major hotel chains are trialling 
the “OpenWays” mobile key service.  This new data communication system runs on mobile phones and is 
compatible with the major electronic-locking systems and access-control systems used at most major hotels 
worldwide.   Providers of property-management and central-reservation systems are reported to be embedding the 
OpenWays solution within their own applications.  PMS leader MICROS-Fidelio has incorporated the OpenWays 
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application into MICROS OPERA’s property-management system and the “MyStayManager” module.  The on-line 
key management functionality provided by the OpenWays system enables hotel staff to remotely manage various 
aspects of a guest’s stay without having to go back to the front desk. 

 
In the near future, Facebook will be easily accessible via mobile phones, thus providing a familiar and widely 

trusted gateway to the distribution system on a mobile phone. 
 

New Innovative Technologies 
The most influential new technology that has been released recently in the USA, Australia and other major markets 
around the world is the Apple iPad.  There has been a great deal of hyperbole around the iPad.  It appears to be an 
entirely new category of computing, communications and entertainment product that, according to Apple, ushers in a 
new era of “computing for the rest of us” (those of us who do not use mainstream lap top and desk top computers 
whether they are Apples or Personal Computers).  
 

The iPad was launched in the USA on 03 April 2010.  In the first 28 days of its release, Apple sold a total of 
1,000,000 units, including all configurations.  Sales have also been brisk in Australia.  Early reports suggest that the 
iPad will be more business orientated that was initially thought to be the case.  At the end of May 2010, there were 
over 200,000 applications (“apps”) available for the iPad across a very broad range of disciplines, subject areas and 
uses. 

 
The power, user friendly interface, size and mobility of the iPad make it an ideal platform for access by the 

consumer to the distribution system.  It has the potential to become a major new gateway to the global distribution 
system.  However, it is still too early to be definitive about the iPad.  
 

Application of Powerful Analytics 
The whole process of decision making in business has changed.  Information systems used to be designed to move 
information to the top of an organisation where key decisions were made.  However, the availability of affordable 
technology and remarkable connectivity via corporate intranets and the World Wide Web has changed that flow.  
Today affordable, accessible and powerful analytical tools are available to almost everyone.  
 

The combination of massive computing power, massive expansion in data management tools and practices and 
exponential increases in customer expectations have created a world so complex and a customer so demanding that 
unaugmented human cognition; that some might call flying by the seat of your pants or gut feel; is no longer good 
enough to survive and prosper.  Executives and information workers need to know how to use this knowledge. This 
is just as applicable to the travel, hospitality and tourism distribution system and industries as in any other modern 
industry. 

 
The current convergence of computing power, analytical tools and customers’ expectations has been described as 

driving forces in a key period in history (May, 2009). Such periods are filled with opportunity and risk.  One of the 
key and most significant risks is not being aware that the distribution system and the entire travel, hospitality and 
tourism industries are living in such a moment (May, 2009, pp. 5-13). 

 
As the forms of access and mobility of powerful access devices used with the distribution system increase, the 

more valuable analytics are expected to be to participants in the system.  
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Possible Shifts in the Geographic Location of Decision Making 
Changes to the geographic centre of gravity of the global travel, hospitality and tourism distribution system may 
result in changes to: 
 

• The pattern of demand. 
• The location of systems hardware installations. 
• The cities in which the capital needs of the travel, tourism and hospitality industries can be best met. 
• The operational cost of distribution system infrastructure. 
• The location of decision-making. 

 
The main influence on this aspect of the future of the distribution system is the role that China takes as a major 

and influential participant in the system.  The timing of any possible geographic shift is difficult to predict.  
However, a move towards China would change the US-centric view that much of the distribution system has had in 
the past 40 years. 

Significant New Market Entrants 
The major potential entrant into all aspects of the global travel, hospitality and tourism industries is Google, Inc.  
Google currently dominates the global market for Web search services.  As well as today being a major global 
company, Google is “a post media…network and a platform” (Jarvis, 2009, p.5) that is as distributed as is the 
Internet. 

 
Google was founded in 1998.  The Times newspaper of London has identified Google as “the fastest growing 

company in the history of the world.”  Google has grown from an idea into one of the largest companies in the world 
by market capitalisation with large cash resources and a large, very intelligent, effective and productive workforce.  
That gives the company an unrivalled capability to develop and implement new products and services based on the 
World Wide Web and the Internet (Google, 2010a; Google. 2010b). 

 
At the end of May 2010, Google had a total market capitalisation of US$154.67 billion (Yahoo, 2010, p1).  Also 

at that time Google had a net profit margin of 29% and a total of US$26.514 billion in cash, cash equivalents and 
marketable securities.  Google has the interest, capability and financial, technical and human resources to make a big 
difference in the travel, hospitality and tourism distribution system. 

 
Recently, Google was reported to be: 

 
• Making a significant move to enter the online travel business, integrating hotel links into Google Maps and 

listing hotels with room rates.  
• Purchased flight and fare shopping company ITA Software, according to the USA Today. 
• In the process of acquiring the web site, Ruba. (Bansal & Davies, 2010, p.1; Oreskovic & Bartz, 2010, p.1)   
 
The Ruba site offers users a way to visually browse through cities and their attractions around the world, offering 

photo-rich guides and an emphasis on making it easy to quickly discover new locations.  Guides on Ruba are written 
and submitted by users, with Ruba pulling key data from Google and Flickr, image management system, to help 
pinpoint locations and provide some sample photos (users can submit their own, too). The site, which is similar in 
some ways to TripAdvisor, features integration with Twitter and Facebook Connect, allowing users to broadcast 
where they’re headed and ask friends for input. 

 
The travel, hospitality and tourism industries appear to be very good strategic fits for Google and excellent 

sources of growth for the company.  However, it remains to be seen whether the possible large scale entry of Google 
into the travel, hospitality and tourism industries would be good in the long run for existing industry participants.   

 
It is not fanciful to contemplate that Google could be a significant, powerful and influential player in the travel, 

hospitality and tourism distribution system and broader industries in the near future.  Indeed, given Google resources, 
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the ultimate form of their involvement in the industry will be up to them. 

Potential Impacts of Changes  
Potential Impacts of Changes on Australian Tourism Enterprises and Distributors 
The widespread operation of OTAs has introduced price transparency into the marketing of airline tickets, hotel 
room night and related services.  These industry sectors had historically kept the variable pricing of the same service 
hidden from consumers.  Combined with difficult economic and market conditions due to a range of external market 
shocks, OTAs and the price transparency that they have introduced have fundamentally changed the competitive 
conditions in the Australian travel and hospitality markets.  The Australian travel, tourism and hospitality markets 
are now significantly more competitive than in the 1980s and 1990s (Tourism & Transport Forum, 2010). The 
intensity of competition in these markets shows no signs of diminishing.  The only respite may be a merger or series 
of mergers that reduce the number of market participants.   
 

In the USA, United and Continental have recently merged.  That followed several other significant mergers in 
recent years.  Press reports suggest that Qantas has been seeking a potential merger partner for several years in an 
attempt to improve its capability, resources, market position and ability to endure the inevitable market turbulence 
and disruptive external shocks that the airline industry experiences on a periodic basis (Easedown, 2010, p.1). 

 
The relationship between the consumer, the distribution channel and suppliers has also changed.  The power in 

the relationship between these parties has clearly shifted towards the consumer and away from individual suppliers 
and to a lesser extent away from the distribution system.  The availability of the World Wide Web has empowered 
consumers in the travel tourism and hospitality sectors to a degree not seen previously. 

 
These changes have already impacted Australian tourism enterprises and distributors.  As the adoption of the 

World Wide Web by Australian consumers continues and as personal computers, servers and software all become 
more powerful and cheaper, marketing will become a greater challenge and require greater innovation and more 
effective implementation. 
 

Potential Impacts on Distribution Costs 
Distribution costs as a percentage of revenue are an ongoing challenge for most “bricks and mortar” travel agents.   
 

In the USA, many major airlines, most notably American Airlines, no longer pay travel agent commissions.  
Travel agents have to charge consumers services fees to generate revenue for ticket sales on such airlines.  This 
decision was made by the airlines on the basis that with the advent of the Internet for direct bookings they did not 
need to rely on travel agents for sales.  In Australia, Qantas has reduced the level of commission that it pays to travel 
agents.  The three Low Cost Carriers in Australia JetStar, Virgin Blue and Tiger all rely mainly on direct bookings 
via their own web sites.  These developments have acted to reduce the total pool of revenue potentially available to 
distribution channel intermediaries.   

 
Following on from the lead set by Low Cost Carriers (LCC) such as Southwest Airlines (the original LCC) and 

Ryan Air of Ireland, many long established carriers are now “unbundling” services that were previously included in 
the cost of an airline ticket.  Such services include: 
 

• Baggage check in. 
• Meals and beverages on board. 
• In flight entertainment. 
• Selection of seats with extra leg room. 
• Pre-fight seat selection. 
• Advice via SMS of the status of your flight. 
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New revenue raising offers are being made by some airlines, such as the rental of an Apple iPad for the duration 

of a flight. 
 
It is reasonable to expect that the practice of selling “ancillary” services on aircraft which has spread to Australia 

will also spread to the hotel industry.  The challenge for intermediaries in the distribution system will be ensure that 
they have access to a system that will allow them to book and collect fees for such services. 
 

Potential Impacts on Operators' Product Pricing and Yield Management Strategies 
Revenue optimisation will be an ongoing challenge for most members of the travel, tourism and hospitality system.  
This will be a result of ongoing price based competition and the tendency of most enterprises in the distribution 
system to discount their prices in the face of any down turn in market or economic conditions. 
 

Today, Yield Management (also known as Revenue Management) is a sophisticated and often complex task.  For 
hotels and airlines, it is best undertaken with the assistance of a specialised computer system. 

 
Given the high level of competition that is expected in all sectors of the travel, tourism and hospitality industries 

in the future, the most effective strategy to optimise yield is likely to be to occupy a differentiated position or market 
niche, selling distinct services that closely meet or exceed the needs, wants and expectations of demonstrably viable 
target markets.  This will not be an easy to implement strategy simply because it can be expected that many savvy 
market participants will be attempting to implement the same strategy.   

Future Form of Distribution 
The future form of distribution is likely to be based on a customer centric business model that relies on, yet 
transcends technology.  Indeed technology, especially a new generation or generations of smart mobile hand held 
mobile devices can be expected to be so pervasive as to be effectively transparent to users.  This is much the same as 
is the case with conventional hard wired telephones today.  They are so common, powerful and reliable that we do 
not really notice them – until they fail (Deloitte, 2010; Collins, 2010, p.1; InvestorSpot, 2010; Ernst & Young, 2010). 

 
Smart hand held devices of the future will be far more capable and powerful than today’s mobile phones.  Qantas 

and Virgin Blue are currently providing the capability for passengers to use their mobile phone to check in and as a 
substitute for a boarding pass.  New uses of mobile devices can be expected in various travel, tourism and hospitality 
contexts. 

 
Distribution will be driven by new and ever more powerful and low cost computers, the capacity and processing 

speed of which will be as astounding in comparison to today’s systems as today’s systems are in comparison to 
computers of 20 or 30 years ago. 

 
Moore’s Law, named after Gordon Moore one of the founders of microprocessor manufacturer Intel Inc of the 

USA, states that the processing capacity of an integrated circuit doubles approximately every two years.  This “law” 
has been in effect since 1975.  In the medium term there seems to be no reason why this phenomenon will not 
continue.  This will result in some immensely powerful computers and related equipment by the end of the time 
frame of this study. 

 
Unbundling of services will require a new approach by intermediaries if they are to capture some of the revenue 

generated by airlines and hotels from this new and potentially substantial source of revenue. 
 
Existing Web sites will become more attractive, more flexible and more customer centric.  The implementation 

of the latest generation of the basic language of the World Wide Web, HTML5, is expected to support customer 
centric requirements (Hickson 2010, p.1). 

 
With more powerful hardware and better software, Web sites and Customer Relationship Management systems 
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should be able to support more advanced and powerful algorithms that will provide participants in the distribution 
system to very finely target small but lucrative market segments. 

 
E-commerce conversation rates for the sales of travel, tourism and hospitality services are expected to increase 

due to: 
 

• More persuasive visually appealing product displays including “augmented reality” incorporating some of 
the high quality visual effects that have recently been in for example, 3D movies. 

• More personalised online offers. 
• Long term communication with clients before during and after not just one but a series of trips or stays. 
 
In five years and beyond in Australia, it is probable that consumers will be: 
 
• More informed regarding travel, tourism and hospitality services and offers. 
• Have available technology that will allow for online browsing of travel, tourism and hospitality sites 24 

hours a day, 7 days a week, anywhere in the world. 
• Used to mobile technology operating in a truly seamless fashion, everywhere in the world. 
• Involved in and reliant for advice on their various social networking Web services such as Facebook, Twitter 

and for business people, Linked In.  Expect many more social networking sites to be launched. 
(lastminute.com 2010; Juman, Quinby, Rheem & Sileo 2010). 

 
It is also highly probable that in five years: 
 
• There will have been significant consolidation among major supplier groups, such as airlines, and GDSs. 
• Technology and Web based companies such as Google Inc and Facebook may be dominant global 

participants in the travel, tourism and hospitality industry.  This would create market conditions that could be 
very difficult for small and even medium size travel agents and existing OTAs.  
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Chapter 2 

SOCIAL TRAVEL & TECHNOLOGY2015 AND BEYOND 
OPPORTUNITIES FOR: AUSTRALIAN TRAVEL AND TOURISM  
Scenarios 2015  
To understand the scenario for 2015 rather than reinvent the wheel, desk research helps to amass the key future 
scenarios of interest. These are provided by think tanks and a variety of sources globally.  Common themes emerge. 
The scenarios focus only on future travellers and tourism for 2015 and beyond. 

 

Current State of Consumer Travel Purchase 
Prior to an analysis of the scenarios the manner by which consumers discover and purchase travel services online 
warrants attention. Amadeus (Compart 2009) provides the model outlined in Figure 2.  

Figure 2 Key Travel Purchase Tasks and Milestones 

The model outlined does not take into consideration the pre-holiday dreaming and discovery prior to making any 
purchases as well as post holiday sharing of experiences amongst family and friends. Figure 3 represents the 
idealized model and commences with dreaming about travel destinations at school or university concluding with 
sharing of travel experiences with family, friends and strangers. 

Figure 3 Idealised Model of Travel Purchase Tasks 
 
Particularly, as thinking develops, these models assist with recognising the importance of emerging online 

destinations as well as the influence of intermediaries. However, the models do not take into account of the “too 
good to be true” offers and the extent that consumers circumvent steps in the model when they are reviewing a 
remarkable offer for a dream destination.   

 
The diverse tasks across the purchasing model reconcile the variety of components and service capability 

emerging on the web. The new generation of online travel sites incorporate the functionality of buying travel service 
via an OTA, a metasearch engine for comparing destinations and connecting with people through social networks. 

Future Traveller Tribes 2020 
In 2007 Amadeus launched the “Future Traveller Tribes 2020” (Henley 2007). The future looking global report was 
developed in conjunction with Henley Centre HeadlightVision, a global futures consultancy. Through examining a 
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range of trends emerging over the coming 15 years the report identifies four "traveller tribes," or major emerging 
customer segments that will impact airline operations through to 2020. The tribes identified are: 

 
1. Global Executives - "elite" business travellers that want a private jet-type experience; primarily from 

emerging, fast-growing economic markets 
2. Active Seniors - the growing number of wealthy, healthy, older travellers who will travel for cultural and 

leisure pursuits 
3. Cosmopolitan Commuters - those that live in one city but work in another, relying on air travel to commute 
4. Global Clans - people who will increasingly use air travel to visit nationally and globally dispersed family 

and friends; driven by the explosion of global migration 
 

Technology enhances the customer experience through "humanization of technology" to reinforce ease of use and 
responsiveness. Technology impacts the entire travel process, will be seen throughout the entire travel process from 
booking, through check-in, in-flight and baggage collection. Technology supporting the concept of humanization 
include: SIM card identification, personalised destination information, mobile travel updates, digital concierges; 
digital memories, virtual reality glasses, RFID for both people and baggage and humanoid check-in kiosks. In 
addition, the report explores scenarios from travellers having the ability to conduct virtual reality 'walk throughs' to 
familiarize travellers with the airport before they leave home. 

Future of Free Time 
UK lastminute.com in conjunction with the commercial think tank the Future Foundations produced a joint report on 
a vision of the future of free time in April 2010. The report explores the future of the traditional British two-week 
“sun drenched” holiday in 2030. 

 
Apart from qualitative/quantitative survey data from consumers the report took inputs from Visit Britain, Which? 

Travel, travelmole.com, and Ian Yeoman (author of Tomorrow’s Tourist, Wellington University).  
 
The report states: 

 “As in-home leisure is becoming more engaging, a group of young people will emerge who do not go out any 
more”. 

 
The trends identified by the report fall into 3 key areas: 

 
The rise in an enriching experience economy 
 
• Authentiseeking, a new type of traveller demanding a luxury experience over simple material luxury.  
• Novelty Seekers will also drive the market to explore newer, daring, dangerous and bizarre travel and 

lifestyle experiences. 
• Go-Nowhere-Gamers a new generation of who seemingly reject travel all together in favour of gaming, 

social networking and ‘always on’ media.  
 

New demographic groups of free time 
 
• Social Soloists embrace single status to travel and gain experiences.  
• Ageless Aspirations travellers refuse to be defined by age and demand medical travel, personal 

improvement and mental wellness. 
• GranTravel, active grandparents who travel with grandchildren making the most of free time while the 

parents continue to work. 
 

Informed Leisure Consumer 
 

• Connected Recommendation Society with decisions influenced by online communities, instant booking 
and extension of leisure experiences through technology.  
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• Instant Booking with one in three of all hotel bookings in Tokyo made on the day of arrival through a 

mobile phone 
• iLeisure through addition of  the theatre, live feedback and engagement for iPod generation.   

Towards 2015 Shaping Tomorrow’s Tourism 
Commencing in 2004 the South West of England Tourism body undertook the development of a “Towards 2015” 
strategy for tourism. The South West supports over 300,000 jobs and 26 million staying visitors. The final strategy 
and supporting documents is available online (www.towards2015.co.uk). 
 

An important aspect of strategy is to move from the traditional markets to emerging growth markets. Traditional 
Markets are: 

 
• Traditional Beach Holiday  
• History & Heritage 
• Close to Nature 
• Easy Preschool 

 
Emerging Growth Markets are: 
 
• Sheer Indulgence  
• Romance 
• Chill Out 
• It’s Cool  
• It’s Adventure 
• Discovery 
 

Tomorrows Tourist: Scenarios & Trends 
Dr Ian Yeoman is a tourism futurologist who authored Tomorrow's Tourist - Scenarios & Trends (Yeoman 2008). He 
discusses Forecasts for world tourism to 2030 and suggests what the tourist will be doing on holiday in 2030. Select 
chapter downloads are available from his book tomorrowstourist.com along with a fascinating video clip on how 
New Zealand wins the Rugby World Cup in 2050 using science and technology.  

 
“By 2030, China will be the world's largest tourism destination, holidays in Outer Space will be the ultimate 

luxury experience, extreme Swedish ironing will be an Olympic Sport, embedded technologies will be the norm in 
future tourists and skiing in the Alps will be no more” (Yeoman 2008).  During 2030 the forecast is 1.9 billion 
international arrivals, spending US $2 trillion with US $5 billion being spent by international tourists every day 
across the world (Yeoman 2008). 
 

 2015 Key Scenario – Consumer Perspective 
Based on combing the scenarios discussed above, a key travel and tourism scenario for 2015 broadly requires 
support of technologies for use by the travelling consumers as follows: 

 
• Travel substitution (Saffo 1993) e.g. in home travel experiences available at time of dream and post travel  
• Recommendations from family and friends 
• Instant Booking of destination ground assets including everything from hotels, restaurant table  
• reservations, transportation and theme park rides 
• Straight through processing of  Booking → check-in → in-flight → baggage  
• Efficient and effective automated language translation e.g. Chinese   
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Megatrends in Travel technology and Tourism 
Technological megatrends are deemed to have a duration or gestation period of 3 to 5 years. The trends are 
orientated towards fostering conversations as well as opening eyes to new possibilities hitherto not yet considered.  

 

Internet of Things 
Appliances are increasingly connected via the Internet. Take the intelligent fridge, which is aware of the contents 
within, or just unpack a television, Blu-ray player, Apple TV or wireless printer. Everything is becoming connected 
and eventually with the promise of ZigBee even the lights at home will emit messages to proactively log a service 
call. The Whirlpool commitment is to have all appliances smart by 2015. The students who wired a washing machine 
“Pimpy” to Twitter when finished were not playing pranks just ahead of their time Imagine the travel implications 
for a backpacker out and about in Sydney rather than having to watch a tumble dryer and instead receives an SMS 
when the washing is complete and at an off peak energy rate. Computing is finally becoming ubiquitous or ambient 
with machines being able to pass on their current status to other machines. 

 

Figure 4 Internet of Things 

The devices can interact with RFID (radio-frequency identification) readers, barcodes or permanently connected 
to the network. RFID is progressively becoming a technology of choice for getting around ski resorts, payments via 
mobile or transportation networks.  
 

Splinternet 
Arising out of the ‘Internet of Things’, including the newer platforms of the iPad, interactive television and location-
based smartphones, is, as the Forrester Analyst Josh Bernoff refers, the Splinternet (the term has previously been 
used by Doc Searle of Cluetrain Manifesto fame and Harvard).  

 
Users connect via a variety of devices with different applications and social community sites have standards 

controlled by vendors e.g. Apple (iTunes/iphone/iPad), Facebook and Microsoft (Xbox) with access to proprietary 
content via password. The social online experiences between users take place behind the security of users logging 
into the environment. Not all social content is available to Google. What exists in social networks and community 
member sites stays within the community. Google recognizes this creation of user experience from multiple entry 
points e.g. Android, Chrome 

 
In a world of Splinternet banner ads, click-throughs, links and search engine optimisation is breaking down and 

heading for a failure unless these marketing techniques are re-invented or modified. The customer markets are 
fragmenting,  

 
“…Scrabulous was easy to play, on Facebook and free. It is for this reason that the game has such a massive 
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daily audience. When you consider 600k users a day are being drawn away from the authorized Scrabble 
games online you realise that in this case we are talking about a "serious" splinter…”(Teharni 2008, p1). 

 
For the travel industry the challenge of Splinternet is to play in a world of multi-platform and multi-content. The 

OTAs run the risk of being strongly challenged by new mobile travel services e.g. TripIt for mobile itinerary 
planning, organisation on the move and sharing plans and Kayak’s mobile experience with flight search, hotel search 
and trip management. 

 

Immersive Media 
Immersive video flips the paradigm from the traditional video images where “the view is controlled at the source and 
identical for all observers” (Neumann, Pintaric & Rizzo 2000, p1) to one in which the viewer becomes immersed in 
the virtual environment and is able for global events to achieve a personal experience.  
 

Being present at a real live event – (a football match or a rock concert), or a safari through the Serengeti are 
undeniably the most exciting way to experience entertainment. But the convenience to you, and the scale of the event 
is limited. 

 
Attending special locations – where you can sit amongst similar fans, “sitting” in the appropriate parts of the real 

(or imagined) venue where special attention is paid to the video feeds, additional information flows, and with real-
time surround sound.  

 

Figure 5 Head Mounted Tracker/Display for Immersive Video (Neumann et al 2000) 

A special venue at home location making use of advanced audio-visual features like wide screen presentation of 
panoramic views or “magic carpet rides” by using head mounted systems, and incorporating other multi-sensory 
devices such as motion platforms, haptic devices and olfactories. The ultimate goal is to provide multi-sensory 
(home) entertainment, which will become as commonplace as the video recorder is today. 

 

Augmented Reality 
Augmented Reality (AR) delivers a new way of seeing the world. Applications bring together real life and data from 
multiple sources for navigation, shopping, locating services etc. Most recently, the world’s first AR browser 
(LAYAR) is available for download for smart phones and new startups covering the area. Tagwhat allows access to 
additional information using tags about the destination including ATM locations, history, city tours, activities, 
restaurant reviews and special offers. A visitor can receive turn-by-turn directions to every tag from your exact 
location. Additional branded channels when generated are superimposed or switchable within the AR environment. 
Today, the channels include Wikipedia, Eat (for restaurants), Drink (for nightlife), and Foursquare. 
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3D TV & Cinema 
3D television broadcasting has commenced in Australia with the Socceroos friendly against New Zealand, Fox 
Sports on 24 May, 2010. This is hot on the heels of Avatar and a slew of other 3D movies launched in cinemas. 3D 
TVs went on sale in early 2010, with Sky having launched a 3D channel in Europe in early April 2010 service. As of 
May 19 2010 Korea is offering the world’s first terrestrial broadcasts in 3D. With 3D gaming already in place, 
holographic/3D telepresence are being developed. Many more potential uses are being canvassed covering 3D online 
shopping, 3D live screening of plays, 3D dating service, 3D Skype etc. 

Figure 6 3D TV Viewing at Home via Sky Set Top Box 

 
Providing a future capability to view the Second Life (SL), online “virtual world” allows users (“Residents”) to 

interact with each other through animated avatars in both imaginary and realistic locations from the television 
lounge. The Tourism board of Mexico uses SL to show case the Mayan World, Ruta Maya. This world includes a 
photo-realistic three-dimensional recreation of popular Mayan sites (Fox 2008).  

 

Apple iPhone Game Changer for Travel? 
Apple's iPhone4 supports a wide variety of features useful for the traveller: 
 

• FaceTime allowing video calls between users via (front and back) dual-camera  
• Apple’s iMovie for editing user generated HD movies. 
• Multiple tasks e.g. email calendar and currency converter. 
• Always-on GPS tracking 

Figure 7 Apple iTravel (Patently Apple) 
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More specifically, With regard to travel the Apple desire is “the Entire Trip Experience Will Be 

"Informationized” (Dooley 2009). The entire trip experience beyond booking providing the straight through 
processing capability of walking on/off plane and picking up luggage with little or no human intervention. This is no 
longer a dream and about to change. Apple seems to be developing a travel application called iTravel focusing on the 
entire travel process. The application opens up the question of Apple participating more fully in travel content with 
the equivalent of iTunes or iBooks as well as bringing into play the iPad for browsing travel guides.  

 
The application is destined to work with the ticketless systems covering airline check-in and baggage 

identification, advanced electronic ID, car rentals, hotel and airline reservations. Using Near Field Communications, 
a short-range wireless technology widely used in cell phones for mobile ticketing, payment and electronic keys. In 
effect, the iPhone could be used to pay for everything from a cup of coffee to a train ticket.  

 
The most recent travel app is available for download form Air Canada and allows check-in, flight status, real time 

notification, electronic boarding, message service, flight pass, book/reserve rental cars etc.  

Personal Travel Assistants 
In a 2009 report (Green 2009), the importance of Personal Travel Assistants (PTAs) is raised especially due to the 
inadequacy of the online and offline search paradigm. These travel assistants will be ad funded or sponsored. A PTA 
is as the terminology indicates a means to helping a user plan and executes journeys. Google maps or car satellite 
devices assist to provide directions no matter the mode of transport. Planners are available including the 131500-trip 
planner, Singapore Plan my Route or the Parisian Plan Interactive des transports en Ile-de-France. The transport for 
London Journey planner asks for mobility requirements as follows: 
 

•  I cannot use stairs 
•  I cannot use escalators 
•  I cannot use lifts 
•  I use wheelchair accessible vehicles 

 
Still considerable opportunities exist as seen from the walking route finder walkit.com. The planner makes the 

following assumptions for the London routes: 
 
 Slow (2mph), Medium (3mph) and Fast (4 mph). Calorie figures are based on an average weight of 70 kg. Car 

and a variety of other modes calculate carbon figures set by the relevant government department. 
 
A special event PTA “Journey Angel” is being developed by BT for the London 2012 Olympics with support for 

11 languages. An interesting opportunity for PTAs with speech capability lessens the cancer concerns of mobile 
users. 

Remote Presence Robots 
Anybots Inc. (Mountain View, California) with the QB telepresence robot aims to be a “mobile proxy robot” to 
represent the busy executive at meetings or overseas seminars. QB is equipped with a speaker, microphone, camera, 
and video screen connected to the Internet over Wi-Fi and has an in built guidance system to avoid bumping into 
obstacles.   
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Figure 8 QB Mobile Proxy Robot (Anybots 2010) 

Electronic Publishing 
Particularly with regard to travel books the notion of a “mash up” book gathering and binding information from 
several sources e.g. art gallery images, concert showings, maps, restaurant pages and coupons is moving to become 
the travel guide book of tomorrow. The only challenge is “batteries never run out on printed guidebooks” (Lonely 
Planet CEO Matthew Goldberg). The open ebook format is making great inroads with availability of the format on 
the iPad and available on iPhone via the Stanza application installed on the desktop. Google Fast Flip combines 
traditional page turning with online article reading to achieve an instant reading experience. The ebook travel 
experience is transforming to a rich multimedia experience. Trip Advisor’s TripWow shows the way by helping 
travellers rapidly create travel slideshows in seconds. Animoto claims to make “killer video from your images 
automatically”. 

 

Australian Segmentation of Technology Megatrends 
The Australian Technology Reference Group after roundtable discussions regarding the technology megatrends in 
May 2010 generated the segmentation (see Figure 9; numbers refer to the trend selected by the technology reference 
group from previous section) for the period 2010-2015.  
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Figure 9 Australian Segmentation of Technology Megatrends by Technology Reference Group 

 

Online Travel and E-Commerce 
The Internet and search engines have become a natural companion for assisting travel information search with 
information needs on trips and personal requirements, destinations as well as learning about the destination. 59% of 
travel searchers use search engines (PhoCusWright 2009a (Consumer Travel Report Part One April)) as one of top 
two starting points in travel planning. For all travel searchers, online travel agencies (OTAs) represent the top entry 
point, cited by 71% (ibid). For leisure travellers, search engines are the top entry point.  

Figure 10 November 2009 PhoCusWright US Online Travel Overview 

 
Total US online travel market in 2010 will be ~$93B (offline + online = ~$236B) with expected growth through 

2011 at 5-7%. 
 
Asian markets offer solid growth projections, Europe prior to the Greek crisis and volcanic turmoil UK was $30B 

in 2009. Expected 2010 growth is 5%. 
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PhoCusWright predicts that travel metasearch’s share is poised to take off, rising from its current 28% to get 
much closer to the OTA share of 71%. Comscore segments US online query share comprising 14.3 B queries 
(November 2009) made up from Google (68%), Yahoo (21%) and Microsoft Bing (11%). Travel is a top 5 
commerce category and constitutes 8.40% of queries or 2.5 B per month (November 2009) comparing with retail 
making up 45.8%.   

 

Figure 11 US query share (ComScore 2009) 

While flights will remain the largest transactional segment within online travel, hotels are expected to be the one 
to gain share by 2011. 
 

According to ComScore, UK web users conducted the fourth highest number of web searches in 2009, with the 
US, China and Japan ranking ahead of the country. 
 

Figure 12 Forrester (2009) Forecast of Interactive Travel Advertising (US only) 

Marketers are spending at levels commensurate with the travel opportunity (see Figure 12). 
 
So what exactly do potential travellers do online? Out of 200 travel related tasks online the top 5 tasks are 

discovered from the searching habits on a major search engine for December 2009.  
• Research flights for an upcoming trip 
• Research attractions 
• Research hotels 
• Explore options by type of destination  
• Share itinerary with friends and fellow travellers 
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Google Travel Analysis 
Google recognises and embraces Splinternet. Google recognises the creation of user experience from multiple entry 
points e.g. Android, Chrome. 
  

Chrome’s market share has grown organically from 1.6% to 5.2% between 3/09-12/09 (Launched Sept 08). 
Google’s search share on Chrome is 96%. Google strategy is to surround the user with everything from email to 
photo editing. In travel specifically, Google continues a focus on hotels and no doubt is considering the purchase of 
relevant travel players to jumpstart metasearch and mobile experience e.g. Kayak. Google City Tours is a new 
service aiming to further enhance the experience of travellers. The purchase of online travel guide Ruba (ruba.com) a 
user generated travel guide provides Google with a community and followers on social networks.  

 
Google handles ~133M travel queries/month or 55% of all travel queries. Google has access to tremendous 

amounts of information from user reviews, destination images and flight research.  
 

Microsoft Bing Travel Tasks 
With the on-again, off-again marriage to Yahoo, Microsoft is moving forwards with the Bing search engine. Of 40 
tasks on Bing at least 5 are travel specific: 

 
• Destinations by type (PC) 
• Research hotels (PC) 
• Share itineraries (mobile) 
• Research flights (PC & mobile) 
• Research attractions (PC & mobile) 

 
If Bing is to achieve a moderate amount of success significant innovation is needed. Two key areas where future 

investments should be made to establish Bing are: as a key mobile platform, and to develop strong consumer and 
retailer rewards programs. 

Social Search & Travel 
Social Media  
The swing to embracing social media is aptly expressed as:  

 
“a many-to-many mediated communications model in which consumers can interact with the medium, 
firms can provide content to the medium and, in the most radical departure from traditional marketing 
environments, consumers [people] can provide commercially oriented content to the medium” (Hoffman 
& Novak 1997, p44). 

 
The ability to generate and share customer views is central to the success of Amazon and the ubiquitous nature of 

consumer generated content has Google embracing reviews and providing merchants with a capability to manage 
reviews systematically (Google 2010a). 

 
Social media plays an influencing role in travel with user-generated content of reviews and photographs playing a 

role in the travel planning and shopping process. How things have changed in 5 years; remember Terra Lycos, Ask 
Jeeves? Who would have thought about YouTube, Facebook and Wikipedia as the starting place for consumers 
searching for information? 

 

Social Travel  
Social Media is increasingly gaining attention from travel users as opposed to traditional searching using Google and 
other search engines. As users frequently visit Facebook and other social community sites they start to search more 
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often within the social community site itself. Importantly, social users consult friends and others available within the 
community as well as gaining access to people resident in the actual destination. The key to social media is the social 
graph and people /consumers being able to consult other people for recommendations.  

 
Interestingly, key web properties globally have gone social but Wotif without a major social component attracts 

3.8 million visits and delivers more than 260,000 bookings. 
 
Travel is social according to a forthcoming PhoCuswright Consumer Travel Report 80% of American travellers 

enjoy travel discussions regarding own experiences. From a travel marketing perspective reviews and video/photos 
have direct impact.  

 
The social traveller is the proxy for a future 2015 inbound international tourist. A social traveller makes 

considerable use of social media (social content and social networking) for discovering, reading, searching and 
sharing all travel and tourism related information.   

 
The social traveller is recognised by increasingly sourcing content and input from social travel sites. During 

2009, monthly visitors to social travel Web sites rose 34% between 1H08 and 2H09 at a time of contraction for the 
travel industry (PhoCusWright 2010). Social media is an important element of the purchase path. The composition of 
social sites contributing to purchasing comprises: 

 
General social networks and sites: 

• Facebook (e.g. referrals to hotel web sites)  
• Flickr (uploads from destination)  
• Twitter (alerts on posted reviews, special offers e.g. Toronto at 50% discount from Virgin America and 

geotagging use www.connectme360.com to check out ground content from destination tweets) 
• LinkedIn 
• YouTube (video of destination experience) 
• Wikipedia Encyclopedia 
• Mobile social networks – www.foursquare.com and www.Gowalla.com  
• Travel Blogs – www.Travelpod.com and www.TravelBlog.org  
• Social Travel guides and networks – www.WAYN.com, wikitravel.org, www.travellerspoint.com  
• Travel review sites – www.tripadvisor.com and www.TravelPost.com  
• Online Travel Agencies (hotel reviews) 

http://www.connectme360.com/
http://www.foursquare.com/
http://www.gowalla.com/
http://www.travelpod.com/
http://www.travelblog.org/
http://www.wayn.com/
http://www.travellerspoint.com/
http://www.tripadvisor.com/
http://www.travelpost.com/
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Figure 13 Landscape of Social Travel and OTAs 
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Figure 14 Landscape of Travel Sites Centric Around wikitravel Content 
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Blogs   
Blogs represent the most mature area of social media. According to PhoCusWright (2009b) 20% of travellers 
maintain a blog while travelling and 30% of travellers read travel blogs. To gain an understanding of the challenge of 
blogs, a search on 8 June 2010 reveals 126.87 million blogs (Blogpulse 2010). Figure 15 highlights blog mentions of 
“Sydney opera house”, “Taj Mahal” and “great wall of China”.  
 
 

Figure 15 Blog Mentions Sydney Opera House, TaJ Mahal & Great Wall China 

 
Travel Blogs exist either as travelblog networks enabling travellers to generate travel blogs e.g. travelpod.com or 

as an individual blog with a variety of contributors. Gadling is the world's top travel blog, written and edited by 
passionate travellers and writers with 663,619 unique visitors (Compete.com 2010a). Covering fun, interesting, and 
relevant travel, Gadling is the premiere source for everything from general travel news to highly specific travel tips, 
from budget travel to adventure travel and for everything in between.  

 
Referral traffic (Compete.com 2010a) for gadling.com with people visiting AOL, Facebook, Google, digg, tweet 

meme before going to Gadling. Destination traffic (Compete.com 2010b) for gadling.com with people visiting 
Facebook, aol, Google, tweetmeme and foxnews.com after leaving Gadling.   

 
Other blogs include Travellerspoint as well as the blogs of travel guide publishers Lonely Planet and Frommers. 
 

Social Travel Guides  
The area/category of social travel guides is newly emerging as a category and some industry watchers may have been 
disappointed with the long gestation period and the ability of the guides to generate referral traffic for OTAs and 
other members of the travel industry landscape. To understand the nature of a social travel guide a review of tripwolf 
is in order. www.tripwolf.com with 83,812 unique visitors (Compete.com2010a) is a social travel guide for 
individual travellers. Tripwolf combines professional editorial travel tips with traveller generated content and offers 
travel experiences and travel help from a worldwide community of thousands of travellers. Users create own trips 
and download free travel guides. The guides can be printed or downloaded via iPhone app. A travel map allows the 
browsing of 400,000 locations, city guides, recommendations and travel blogs. With the help of friends tourist 
attractions worth visiting are considered. The tripwolf travel community has over 40,000 travellers. Trip gurus are 
keen to give travel advice and point travellers to the best locations in any city. As an enticement, travellers are able to 
upload and share travel pictures. Completely free, with no upload limit. 
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To understand the flows of visitors in and out of a social guide the traffic flows for lonelyplanet.com comprise: 
Referral traffic for lonelyplanet.com originates from people visiting the sites Google, yahoo, Facebook, bbc.co.uk, 
aol.com prior to arriving at lonelyplanet. Destination traffic for lonelyplanet.com with people visiting Google, yahoo, 
Facebook, tripadvisor, bing after leaving lonely planet. 

 

Figure 16 Social Travel Guides – Traffic to April 2010 for Most Visited Guides 

Today, the volume of traffic for social travel guides as is monetization is limited but the role of such 
intermediaries cannot be understated, especially when reviewing referral and destination traffic for keyword 
searches. Sites referred to by keyword “Australia” i.e. sites people visit before searching the term are:  
Wikipedia.org, Australia.com, Facebook.com, state.gov and lonelyplanet.com (Compete.com 2010a). Term 
destinations for April 2010 prove to be useful for understanding what sites people visit after searching the term.  
  

1. “Sydney opera house”: sydneyoperahouse, Wikipedia, YouTube, Facebook, about.com 
2. “travel”– Travelocity.com, yahoo.com, travelzoo.com, pubmatic 
3. “ayers rock”: google.com.au and Wikipedia.org 
4. “Sydney”: Wikipedia, google.com.au, kidzworld, nsw.gov.au, bbc.co.uk 

 
The prevalent role of social media in the lives of people searching travel topics is clearly seen from these referral 

and downstream sites.  
 

Social Networks by Key Sourcing Countries 
The key social networks beyond Facebook are QQ for China and Cyworld for Korea. China and Asia already 
accounts for over 40% of the world’s online population (Klaassen & Ryan 2010). Twitter is already highly popular in 
Japan with a “Japanese Facebook imperative” underway (Benioff 2010). Further, the adoption of social networking 
by Japan is staggering: 
 

“One of the things that captivated my attention in Japan was how utterly swept the country is with social 
networking—there is a Japanese Facebook Imperative underway. Japan is already one of Twitter’s largest 
markets, and local social vendors like Mixi are pervasive. Japanese customers have easily and rapidly 
adopted social networking as it is highly compatible with their community-based culture. Japan, more than 
any other country, is ready to accelerate social networking with mobile” (Benioff 2010, p.1). 

 
The key social networks by order of source markets in terms of expenditure (Tourism Research Australia 2010): 
  

1. China - QQ, Xiaonei, 51 
2. UK - Facebook, Bebo, MySpace 
3. NZ - Facebook, Bebo MySpace 
4. USA - Facebook, MySpace, Twitter 
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5. Korea – Cyworld  
6. Japan – Twitter, Mixi.jp 
7. Germany - Facebook, StudiVZ, MySpace 

 
These social networks exclude popular dating sites e.g. Flirtomatic (UK) and loveonline (NZ).  
 

Facebook Future 
The Facebook fan page is a major marketing initiative for AirAsia. In November 2009, Air Asia commenced a “free 
sale” on fan pages electing not to advertise. The fan page drove the sale of nearly a million seats over two days. This 
usage of social media saved the airline millions of Malaysian Ringgit in advertising (Hoon 2010). Print 
advertisements still ran in countries with low Facebook penetration. The Facebook fan page has over 285,000 with 
half from Malaysia, a quarter from Indonesia, 10% from Thailand, a few percent from Hong Kong and UK (ibid). 

 
The travel industry is looking to Facebook as a powerful source of traffic for conversion to transactions in the travel 
planning shopping process. Additional benefits include branding and customer engagement and an advertising 
channel.  

 
The recent announcement of the Facebook Open Graph feature (see apps.facebook.com /feightlive) will play an 

increasingly important role in social media. The initiative helps position Facebook as an intermediary across a 
variety of industries including travel. This is a new vision of the social web with key implications for travel: 

 
• Open graph enables the visitors of third party web sites to share content and spread content to own network 

and news feed. 
• Most importantly, the opportunity for sites to pull content from a user graph helps customise the experience 

e.g. just look at reviews from people who I trust.  
 

This capability significantly accelerates the bootstrapping of content held within the Social CRMs of the travel 
industry.  

GDS Disinter-remediation   
The current travel distribution model is GDS dominated but over a decade ago Paul Saffo the futurist wrote 
“DisinteREmediation: Longer, Not Shorter, Value Chains Are Coming” (Saffo 1998).  His dissertation was 
counterintuitive to the accepted notion that the Internet would "disintermediate" industries, or eliminate middlemen 
and unify the GDS central reservation model of doing business. His view ran counter and holds equally true today if 
not a stronger imperative in understanding the role of social networks and social content. Paul Saffo actually took the 
example of the evolution of the airline industry and reservation systems. To understand his viewpoint, the various 
phases of the US airline industry and reservation systems are reproduced from the original Saffo writing (ibid): 
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Figure 17 Traditional Plane Ticket Purchasing Chain 

 
  

Figure 18 Phase I SABRE: Beginning Disinteremediation 
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Figure 19 Phase II: Rewards Programs – Frequent Flyer and Hotel Rewards Increase Disinteremediation 

 

Figure 20 Credit Cards Intensify Disinteremediation 

 

History provides lessons of Disinteremediation: 
 

“The trick in a world of disinteremediation is not to blindly get closer to the customer, but to get farther 
from the customer in the right way by interposing intermediaries who can effectively deliver your message 
in ways you can't accomplish directly” (Saffo 1998, p.3). 

 

Ancillary Services 
Saffo was not alone in his thinking about the Hagel and Armstrong (1997) proposition that virtual communities 
acting as own intermediaries to create and manage new markets has parallels with the development of social 
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rching online for travel the variety of service providers and 
intermediaries available includes (but not limited to):  

 
 

Airlines 

Airports 

Bus & train 

Car Rental 

Casinos 

Cruise Agencies 

Cruise lines 

 

 

Vacation packages 

Traveller information 

Vacation rentals 

Destination Tourism 

Hotel chains 

Hotel properties 

Independent hotels and resorts 

 

 

Lead generators 

Lodging promotional sites 

Meta search 

Online Travel Agents 

Planning and reviews  

Theme parks 

Tour operators 

Transportation services 

tainment, pet transportation, pillows, theme parks, 
theatre/concerts, trains and even advertising space on trays. 

Internet-related services, Tiger offers accommodation services, travel insurance and car rental 
through the website. 

ial media achieve the following moves 
to embrace travel as a vertical within these typically horizontal environments: 

, tripadvisor, Expedia 
3. Earn frequent flyer points by sharing loyalty through Twitter 

 

user a travel expert, an 
age t with a fountain of knowledge about travel destinations and products” (May 2010, p.2).  

networks and virtual communities. For consumers sea

 
A review of the travel purchase models (Figures 2 and 3) provides a significant opportunity for airlines to gain 

additional revenues. In 2009, the American airline industry collected $7.8 billion with Delta $1.6 billion (see Figure 
21 derived from Bureau of Transportation Statistics [BTS]). However, vendors using the flexibility of web sites to 
put together spontaneous rich media consumer offers brings the potential of further disintermediation in a GDS and 
travel agent dominant environment. Ancillary services have the potential to divert further traffic away from the GDS. 
These services are non-ticket related charged services e.g. blankets, excess baggage, flowers, flight insurance, 
frequent flyer, meals, hotel bookings, in-flight enter

 
The low cost carriers find the ancillary service revenue attractive and already have offerings beyond in flight sale 

of food and refreshments. Tiger Airways ancillary products are Luggage upsize, Seat Selector and Sports Equipment 
Check-in. As part of 

The Travel and Tourism Verticalisation of Social Networks  
A variety of simple initiatives are driving the social network landscape of the social traveller to orientate much more 
heavily towards travel and tourism. Some simple tips (Nigam 2010) within soc

 
1. Convert YouTube lookers to bookers via a link to a landing page  
2. Integrate reviews into the travel purchasing path from Skytrax

On a more significant front, Facebook is developing a new service to allow anyone to become an expert and this 
raises concerns and opportunities when “Facebook makes everyone a travel agent with Facebook Questions” (May 
2010). Friends and friend networks can provide answers to questions posed leveraging the entire network of over 0.5 
Billion Facebook users. Thus, “in one swift move Facebook has the potential to make every 

n
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ers the ability 
to p an using a cruise guide and meet people before going on their cruise, during and after their cruise. 

r a while now, they haven’t significantly improved the consumer’s experience in 
either planning or taking a cruise. 

t of operator size, two key areas drive the need for a focus on yield management to optimize all revenue 
channels.  

als, packages, mystery pricing require real 
tim management and distribution through all traveller touch points.  

 the 
websites of properties and tour reservations within the local marketplace for smaller and medium size operators. 

ing represents the referring traffic to the website to 
determine which search engines heavily contribute to traffic. 

es. Textual information regarding child stay, pets or any other aspects of 
stay policies still requires communication. 

formation regarding descriptions , photos, videos (not yet handled by all GDS), stay policies and of course 
rates.   

on of social media on the website is easy and affords an opportunity to further achieve yield management 
targ

veable, Uptake (reviews), Dopplr, Everlater, Tripit and Traxo for travel 
lanning and everything else on the go.  

 

destination content. In the area of search Goby orients itself to consumers exploring 
thin  with free time.  

MeetOnCruise.com (Tnooz 2010) is an exemplary social network for people interested in cruise travel. This 
social network illustrates the rapid verticalisation of social networks. MeetOnCruise gives cruise travell

l
 
Cruises are the ultimate social activity and are typically booked months in advance.  While social media 

technologies have been around fo

Yield Management Strategies in a World of Rich Media and Social Networks  
Independen

 
No longer is the room rate solely driven by a beautiful outlook, availability of a swimming pool, health club or 

other amenities. Today, the rate is dependent on who the traveller is, sales channel and rate being sought. Special 
pricing inclusive of rack rates, group/corporate bookings, last minute de

e 
 
The yield strategy needs regular adjustment based on a systematic competitor analysis of online prices and 

availability as an input for yield management and ongoing pricing strategy. The use of dashboards and alerts (e.g. 
Google alerts or Netvibes) greatly simplifies the process of collecting pricing and availability online from

 
A key input of developing the yield strategy and forecasting is the acquisition of information from the online 

booking engine (operator website), call centre (voice) and GDS. Furthermore, tracking the origination of business to 
the website requires referral analytic reporting. This report

 
To further differentiate offerings, operators using the richness of social media are in a position to communicate 

detailed information including child faciliti

 
A sound yield management strategy requires real time availability of rates across all channels. Of particular 

importance are the popular travel websites – Booking.com, Expedia, Groople (group bookings) Kayak, HRS.com, 
Travelocity. Dependent upon the type of property and destination attractions connectivity to the key GDS is a 
consideration e.g. Amadeus, Galileo/Worldspan, and Sabre. The yield aspect requires ensuring the GDS receives as 
much in

 
The conversion of “lookers to bookers” is not just about web or social media marketing but requires 

consideration of web site layout and analysis of abandonments and paths travelled on web site by bookers. The 
integrati

ets. 
 

Innovative Travel Startups and Initiatives 
Many new startups (see Appendix 1 for a comprehensive list and descriptions of 22 companies) are commencing 
innovation with tailoring content especially in being able to slice and dice travel reviews and assist in the sharing of 
travel itineraries. Visible players are Ra
p

Around mobile social networking many more startups (EveryTrail, Joobili, nextstop and Trazzler) are entering 
the market to develop local 

gs to do
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The target driving these new entrants and existing players is the half trillion dollars in global travel sales about to 

move online. Existing web sites are moving to equip themselves with new technologies including the creation and 
distribution of rich destination content (using HTML 5 to dispense with Adobe Flash and Microsoft Silverlight) to 
challenge the Global Distribution Systems. Airlines and hotels are looking to create more informational content so 
the sale is not just a seat or room! For travellers wishing to explore ‘coach surfing” (www.coachsurfing.com) a non 
profit community providing “a worldwide network for making connections between travellers and the local 
communities they visit”.  

                                                

Figure 21 Ancillary Revenue US Airlines Source: BTS, 2009, Form 41; Schedule P1.2) 

2015 Scenario and Recommendations for Travel Industry 2015 
Based on consideration of a future scenario for inbound visitors in 20151, the key technological elements for 
successful engagement with inbound international tourism in 2015 and afterwards from an Australian travel industry 
participant involves as a minimum consideration of:  
   

• Facebook as a travel intermediary providing recommendations via 9 million Australian users of social 
networks to international visitors 

• Connected and Instant bookings available via Apple iTravel, Facebook, Google Television (Google 2010b) 
or an equivalent consumer interface allowing processing of transactions. 

• Splinternet in full operation with travel guides on iPad devices and travel experts available on demand via 
social networks directly imbedded into the social guides and travel blogs.   

• Travel substitution products exhibiting Australia’s natural assets to be viewed and sold via High Definition 
3D Immersive capabilities for Go nowhere Gamers and visitors in the pre-planning stage of purchasing an 
experience.   

 

Recommendations for Travel Industry Participants 2015  
In light of the drive of technology and the growing impact of social travel canvassed within this report, the following 
recommendations ensue for Australian travel participants: 

 
1. Creation of a social media marketing approach for all destination assets is mandatory and no longer a “nice 

to have” 
2. Social Content mechanisms e.g. wikis and video casts are an essential building block for exhibiting 

destination assets to the younger generation on a variety of devices for the “no where” gamers and the users 
of social networking sites e.g. Facebook 

3. Listening to conversations systematically amongst social media helps pinpoint current tensions amongst 
 

1 The 2015 ICC Cricket World Cup will have a positive impact and jointly hosted by Australia and New Zealand. 
The location of the final event is yet to be decided. 
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travellers and an understanding of  first hand requirements in the voice and vocabulary of the traveller 

4. Engaging with travellers on social networks and sharing knowledge about the destination independent of 
sales activity contributes to the growth of future inbound international tourism 

 
A key assumption underlying the recommendations is travellers are always connected by mobile or desktop to 

social media. 
  
Finally, the importance of social media and the use of social content to present destination assets creates 

complexity for the GDS environments but offers convenience for future travellers in researching and browsing 
information regarding future destination travels. Currently, these information flows are outside of the traditional 
distribution channels and a future world in which social networks consume transactions represents a real threat to the 
GDS foundation. Bookings are no longer the cornerstone of travel, social media and the discovery of destination 
assets is the key for social travellers. Small players not essentially dealing with the GDS landscape have the freedom 
to show off assets and offer service direct to international travellers whilst they are resident in their home location. 
Medium and larger style travel organisations promoting destinations would do best to take a mixed approach of GDS 
and direct to market using social media as soon as relevant processes are available to handle the level of service and 
direct fulfilment requirements. The dynamic nature of social travel and underlying networking sites e.g. Facebook 
will present further challenges for the existing landscape and incumbent GDS systems as transactions become an 
integral capability of social sites driving social media and e-commerce to transform travel from solely a transactional 
undertaking to the “social shopping” of travel. 

 
The only challenge remaining to be solved online is voiced by Lonely Planet CEO Matthew Goldberg:  

“batteries never run out on printed guidebooks”. 

 39



GLOBAL TOURISM AND TRAVEL DISTRIBUTION:  
changes, impacts and opportunity for Australian tourism  
 

Chapter 3 

AUSTRALIAN TRAVELLERS: DISTRIBUTION TRENDS: A ROY 
MORGAN ANALYSIS 

The objective of this chapter is to analyse trends in distribution over the last 10 years. The research team have access 
to ten years of unit record data supplied by the Roy Morgan Research Centre (RMRC). RMRC provided these data 
from 2001 to 2010 from a face-to-face survey and a self-completion questionnaire survey. A large representative 
sample of over 49,000 Australian respondents was interviewed over each two year period. Data have been re-
weighted to represent the Australian population. The data collected include a wide range of variables such as media 
habits, internet usage and web sites used, travel distribution channels used, demographics, AIOs, consumer travel 
attitudes behaviour and intentions, and travel motivations. These data are used to distinguish and profile the various 
types of consumers for each channel. The analysis and findings from Australian traveller data are a part of 
understanding the global traveller. 
 

While the report address global distribution trends, it is relevant to study Australian travellers as part of this 
analysis. Australian consumers are active travellers. Insights gained can be utilised as part of the study of global 
distribution trends. 

 
The following tables were provided by Roy Morgan: 
 

• Information sources used for last Domestic Trip 
• Information sources used for last Overseas Trip 
• Booking sources used for last Domestic Trip 
• Booking sources used for last Overseas Trip 
• Booking method used for last Domestic Trip 
• Booking method used for last Overseas Trip 
• Media Most Useful for Travel by Intenders & Travellers 
• Word of Mouth by Intended Travellers and Travellers (Friends/family ask my advice about OR I ask 

friends/family for advice about) 
• Online Purchasing 
• Demographic Profiles by Users of Methods & Sources - Last Trip was Overseas 

 
Travellers search for information prior to booking. They may search for information on the destination, flights, 

accommodation, attractions etc. This report contrasts information sources for domestic and international travel.  
 
Table 2 outlines the Information Sources for Last Domestic Trip for Roy Morgan respondents from April 2009 to 

March 2010. The Internet is used by 23.9% of travellers while friends and family are used by 21.4% of respondents. 
Respondents were asked “From which of these places did you get any help in choosing your last holiday destination 
or non-business trip?” 
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Table 2 Information Sources for Last Domestic Trip. 

 

 

  Apr09-
Mar10 

Travel Agent 5.7% 
Airline 2.3% 
State Tourism Authority/ Government Travel Centre 2.8% 

Motoring Club (e.g. RACV, RACQ, NRMA, etc) 3.0% 

Tour Operator 1.0% 
TV or Radio 1.9% 
Newspapers or Magazines 2.8% 
Brochures 4.4% 

Travel or guide books 2.8% 

Friends or Families 21.4% 

I had been there before 19.5% 

Internet 23.9% 

Some other 3.8% 

I did not obtain any information 23.6% 
Can't say 13.6% 
Total 132.5% 

Source: Roy Morgan Research Pty. Ltd., Melbourne, Australia 

Tables 3, 4 and 5 outline the Information Sources for Last Overseas Trip for Roy Morgan respondents for the ten 
year period from 2001 to 2010. Figure 22 shows a graph of these data. Respondents were asked “From which of 
these places did you get any help in choosing your last holiday destination or non-business trip?” From 2001 to 2010, 
it is clear that the Internet is a very important source. The Internet rose from 12.7% to 38.1% as an information 
source over the ten year period whilst travel agents, while still being very important fell from 51.9% to 40.5%. 
Larger movements in these percentages occurred from 2007 to 2010. 
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Table 3 Information Sources Used - Last Holiday/Leisure Trip was Overseas 2001 to 2004 

 
    Jul00-

Jun01 
Oct00-
Sep01 

Jan01-
Dec01 

Apr01-
Mar02 

Jul01-
Jun02 

Oct01-
Sep02 

Jan02-
Dec02 

Apr02-
Mar03 

Jul02-
Jun03 

Oct02-
Sep03 

Jan03-
Dec03 

Apr03-
Mar04 

Sample 
(Australians 
14+) 

uc 1451 1348 1288 1240 1250 1260 1273 1284 1240 1191 1176 1258 

Weighted 
to Pop'n 
('000) 

wc 1023 933 865 857 897 917 935 938 920 891 902 971 

Travel 
Agent 

v% 51.9% 51.3% 49.6% 49.6% 51.8% 52.7% 52.7% 52.7% 49.4% 48.5% 48.4% 48.4% 

Airline v% 7.2% 6.8% 7.4% 6.7% 8.3% 9.8% 9.1% 9.2% 8.0% 6.8% 7.1% 7.9% 

State 
Tourism 
Authority 
etc 

v% 2.0% 1.9% 1.7% 1.7% 2.0% 1.9% 2.2% 1.9% 1.7% 1.4% 1.5% 2.0% 

Motoring 
Club  

v% 1.4% 1.4% 1.6% 1.7% 1.5% 1.3% 1.4% 1.1% 1.3% 1.4% 1.2% 1.1% 

Tour 
Operator 

v% 4.4% 4.6% 4.8% 4.7% 4.7% 4.9% 4.5% 4.6% 4.6% 3.9% 4.7% 3.9% 

TV or 
Radio 

v% 3.4% 4.2% 4.2% 3.7% 4.0% 3.0% 2.6% 2.7% 3.1% 3.6% 3.8% 3.5% 

Newspapers 
or 
Magazines 

v% 8.3% 9.9% 10.1% 11.3% 9.7% 7.9% 8.1% 7.2% 7.2% 7.1% 6.1% 6.1% 

Brochures v% 16.7% 18.1% 17.0% 17.7% 18.1% 16.7% 16.4% 15.1% 14.2% 12.8% 13.4% 13.9% 

Travel or 
guide books 

v% 22.8% 23.5% 21.0% 20.5% 18.9% 18.2% 18.9% 17.8% 18.1% 16.8% 16.2% 16.8% 

Friends or 
Families 

v% 27.8% 30.5% 28.9% 29.1% 27.0% 25.8% 25.9% 24.1% 25.2% 24.3% 24.4% 24.3% 

I had been 
there before 

v% 18.0% 18.2% 17.8% 18.4% 17.9% 16.4% 17.0% 17.6% 17.3% 18.0% 17.4% 18.4% 

Internet v% 12.7% 15.3% 15.9% 18.0% 17.9% 17.5% 17.2% 16.8% 17.3% 16.9% 18.3% 19.7% 

Some other v% 4.0% 4.1% 4.8% 4.2% 4.4% 5.1% 5.1% 4.8% 4.4% 3.4% 3.7% 3.5% 

I did not 
obtain any 
information 

v% 10.4% 10.8% 11.6% 11.5% 11.7% 10.7% 11.0% 11.3% 12.4% 13.6% 12.7% 13.3% 

Can't say v% 9.8% 8.2% 7.3% 7.2% 7.2% 7.6% 7.9% 7.3% 8.3% 8.0% 8.8% 9.0% 

Roy Morgan Research Pty. Ltd., Melbourne, Australia 
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Table 4 Information Sources Used - Last Holiday/Leisure Trip was Overseas 2004 to 2007 

 
    Jul03-

Jun04 
Oct03-
Sep04 

Jan04-
Dec04 

Apr04-
Mar05 

Jul04-
Jun05 

Oct04-
Sep05 

Jan05-
Dec05 

Apr05-
Mar06 

Jul05-
Jun06 

Oct05-
Sep06 

Jan06-
Dec06 

Apr06-
Mar07 

Sample 
(Australians 
14+) 

uc 1372 1503 1594 1592 1584 1526 1544 1571 1629 1756 1772 1803 

Weighted to 
Pop'n ('000) 

wc 1028 1112 1183 1180 1205 1250 1269 1301 1322 1353 1356 1377 

Travel 
Agent 

v% 49.6% 49.4% 49.9% 49.5% 49.6% 52.3% 49.9% 49.7% 49.4% 47.0% 47.6% 47.9% 

Airline v% 7.8% 7.2% 7.1% 6.9% 7.2% 8.7% 8.4% 8.6% 9.0% 7.8% 8.0% 7.8% 

State 
Tourism 
Authority 
etc 

v% 2.0% 2.0% 2.0% 2.6% 2.7% 3.7% 4.1% 3.2% 2.6% 2.1% 1.8% 2.0% 

Motoring 
Club  

v% 1.0% 0.9% 1.0% 1.0% 0.9% 0.9% 0.7% 0.9% 1.1% 1.1% 1.1% 0.9% 

Tour 
Operator 

v% 3.9% 4.0% 4.3% 4.8% 4.5% 5.4% 5.6% 5.4% 5.3% 4.5% 4.0% 4.6% 

TV or Radio v% 3.1% 2.5% 2.2% 2.6% 3.0% 5.1% 5.0% 5.3% 4.7% 3.2% 3.7% 3.5% 

Newspapers 
or 
Magazines 

v% 6.7% 6.1% 6.7% 7.4% 7.2% 8.0% 7.9% 7.3% 7.2% 7.3% 6.6% 7.3% 

Brochures v% 14.3% 13.7% 13.1% 13.2% 13.5% 14.7% 14.2% 13.7% 13.5% 13.6% 13.9% 14.4% 

Travel or 
guide books 

v% 16.8% 18.1% 18.9% 19.1% 19.4% 19.4% 18.4% 18.2% 18.2% 19.2% 19.4% 20.3% 

Friends or 
Families 

v% 24.4% 25.0% 26.0% 27.4% 27.1% 28.3% 28.0% 28.5% 28.4% 27.3% 27.0% 25.5% 

I had been 
there before 

v% 18.2% 18.8% 19.0% 18.6% 18.6% 18.2% 18.8% 19.7% 19.9% 20.6% 20.1% 19.9% 

Internet v% 20.7% 21.8% 22.3% 23.3% 23.2% 25.8% 26.0% 26.1% 28.5% 27.0% 27.5% 28.1% 

Some other v% 4.0% 3.9% 2.6% 3.4% 2.9% 2.5% 3.9% 3.7% 4.2% 5.3% 4.6% 4.7% 

I did not 
obtain any 
information 

v% 12.0% 12.6% 11.9% 10.5% 10.5% 9.3% 10.5% 11.4% 11.8% 11.7% 12.7% 12.4% 

Can't say v% 9.1% 9.3% 9.6% 10.1% 9.1% 8.5% 7.1% 5.7% 6.1% 7.3% 8.2% 8.6% 

Roy Morgan Research Pty. Ltd., Melbourne, Australia 
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Table 5 Information Sources Used - Last Holiday/Leisure Trip was Overseas 2007 to 2010 
    Jul06-

Jun07 
Oct06-
Sep07 

Jan07-
Dec07 

Apr07-
Mar08 

Jul07-
Jun08 

Oct07-
Sep08 

Jan08-
Dec08 

Apr08-
Mar09 

Jul08-
Jun09 

Oct08-
Sep09 

Jan09-
Dec09 

Apr09-
Mar10 

Sample 
(Australians 
14+) 

uc 1767 1725 1696 1655 1648 1684 1708 1739 1720 1631 1589 1626 

Weighted to 
Pop'n ('000) 

wc 1399 1391 1403 1423 1445 1514 1534 1639 1682 1668 1725 1766 

Travel 
Agent 

v% 47.1% 47.7% 47.6% 46.3% 47.3% 47.4% 48.2% 48.4% 47.6% 44.9% 43.5% 40.5% 

Airline v% 7.2% 7.4% 8.5% 8.7% 8.5% 8.4% 7.4% 7.8% 8.3% 8.2% 8.4% 7.9% 

State 
Tourism 
Authority 
etc 

v% 1.9% 1.7% 1.4% 1.3% 1.5% 1.9% 1.9% 1.9% 2.2% 1.8% 2.2% 2.1% 

Motoring 
Club  

v% 0.7% 0.7% 0.8% 0.9% 0.9% 0.8% 0.6% 0.4% 0.7% 0.7% 0.8% 0.8% 

Tour 
Operator 

v% 5.1% 5.4% 5.2% 4.6% 4.3% 4.1% 4.2% 4.3% 4.1% 3.7% 4.1% 5.2% 

TV or 
Radio 

v% 3.3% 4.1% 4.5% 4.6% 4.9% 3.9% 3.4% 3.0% 3.1% 3.0% 2.5% 2.7% 

Newspapers 
or 
Magazines 

v% 7.4% 7.7% 7.8% 7.3% 6.8% 6.6% 6.4% 7.1% 8.5% 7.7% 7.3% 7.0% 

Brochures v% 14.4% 14.2% 13.9% 13.8% 13.1% 12.7% 12.7% 12.6% 12.6% 13.0% 13.5% 13.6% 

Travel or 
guide books 

v% 19.2% 18.5% 18.2% 17.3% 18.6% 18.0% 18.7% 19.4% 19.5% 18.4% 18.7% 18.0% 

Friends or 
Families 

v% 24.8% 26.3% 26.8% 27.3% 27.7% 25.4% 24.1% 23.6% 23.6% 24.9% 26.2% 26.7% 

I had been 
there before 

v% 20.0% 20.0% 20.2% 19.4% 19.5% 18.9% 18.3% 17.4% 16.9% 15.9% 16.5% 17.2% 

Internet v% 27.8% 29.2% 30.9% 32.2% 34.3% 34.0% 33.9% 34.2% 34.2% 35.0% 37.5% 38.1% 

Some other v% 5.0% 4.4% 4.8% 5.0% 4.7% 4.5% 4.4% 4.0% 4.4% 4.4% 4.2% 4.9% 

I did not 
obtain any 
information 

v% 12.0% 12.4% 10.2% 9.7% 8.9% 9.1% 9.9% 10.2% 10.7% 10.3% 9.8% 9.5% 

Can't say v% 9.1% 8.9% 9.7% 10.2% 10.0% 9.6% 8.5% 8.7% 8.7% 9.6% 9.9% 10.0% 

Roy Morgan Research Pty. Ltd., Melbourne, Australia 
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Figure 22 Information Sources Last Overseas Trip 2001 to 2010  

 

Table 6 Information Sources Used - Last Holiday/Leisure Trip was Overseas 

  Apr09-
Mar10 

Travel Agent 40.5% 

Airline 7.9% 

State Tourism Authority/ Government Travel Centre 2.1% 

Motoring Club (e.g. RACV, RACQ, NRMA, etc) 0.8% 

Tour Operator 5.2% 

TV or Radio 2.7% 

Newspapers or Magazines 7.0% 

Brochures 13.6% 

Travel or guide books 18.0% 

Friends or Families 26.7% 

I had been there before 17.2% 

Internet 38.1% 

Some other 4.9% 

I did not obtain any information 9.5% 

Can't say 10.0% 

Total 204.2% 
Roy Morgan Research Pty. Ltd., Melbourne, Australia 
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Table 7 shows the booking source where the last trip was domestic. Travellers were asked “Which of the 
following were used to book your last holiday or non-business trip?” A large number of travellers (total 47.1%) 
booked the accommodation, hire car and other travel directly. 

 
Figure 23 shows the booking source where the last trip was overseas for the 10 year period from 2001 to 2010. 

Travellers were asked “Which of the following were used to book your last holiday or non-business trip?” Use of 
travel agent for booking international travel fell from 71.6% in 2001 to 56.4% in 2010. Booking directly with the 
airline increased from 9.6% in 2001 to 31.2% in 2010 and booking accommodation directly increased from 5.9% to 
23.4% over this 10 year period. 

 

Table 7 Booking Sources Used - Last Trip was Domestic 

   Apr09-
Mar10 

Travel Agent 9.5% 

Airline 15.6% 

Tour Operator 2.0% 

State Tourism Authority/ Government Travel Centre 1.6% 

Motoring Club (e.g. RACV, RACQ, NRMA, etc) 1.1% 

Online only travel booking company (e.g. Zuji, Wotif.com) 8.8% 

Shipping Line 0.9% 

Booked accommodation directly 34.4% 

Booked hire car directly 6.2% 

Booked other travel directly 6.5% 

Total booked last trip 65.9% 
Roy Morgan Research Pty. Ltd., Melbourne, Australia 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 

 

Figure 23 Booking Sources Used - Last Trip was Overseas 2001 to 2010 
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Table 8 Booking Sources Used - Last Trip was Overseas 2010 

  Apr09-
Mar10 

Sample (Australians 14+) 1626 

Weighted to Pop'n ('000) 1766 

Travel Agent 56.4% 

Airline 31.2% 

Tour Operator 7.6% 

State Tourism Authority/ Government Travel Centre 1.1% 

Motoring Club (e.g. RACV, RACQ, NRMA, etc) 0.5% 

Online only travel booking company (e.g. Zuji, Wotif.com) 9.6% 

Shipping Line 3.6% 

Booked accommodation directly 23.4% 

Booked hire car directly 12.1% 

Booked other travel directly 4.0% 

Total booked last trip 91.9% 
Roy Morgan Research Pty. Ltd., Melbourne, Australia 

 
Table 8 shows overseas trip booking source used in 2010. Travel agents were most used (56.4%) followed by 

airline and direct accommodation booking. Online travel booking companies accounted for 9.6% of domestic 
bookings. Figure 24 outlines domestic booking methods used. Over the period from October 2005 to March 2010 
Internet and email bookings were the most prevalent increasing from 18.8% to 34.4%. Telephone booking 
marginally declined during this period.  

 

 

Figure 24 Booking Methods Used - Last Trip was Domestic 2005 to 2010 
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Figure 25 Booking Methods Used - Last Trip was Overseas APRIL 2000 - MARCH 2010 

 
Figure 25 outlines overseas travel booking methods used. Over the period from October 2005 to March 2010 

Internet and email bookings were the most prevalent increasing from 28.2% to 53.7%. In person and telephone 
methods declined although are still substantial.  Table 9 outlines the booking methods used from April 2009 to 
March 2010 for Overseas Travel. Internet, email and in person are all prominent methods. 

 

Table 9 Booking Methods Used - Last Trip was Overseas April 2009 to March 2010 

  Apr09-
Mar10 

In person 44.4% 

Over the phone 21.4% 

Through Website 44.6% 

By Email 19.2% 

TOTAL Internet 53.7% 

SMS/Text Message  0.2% 

Some other 4.3% 

Total 187.8% 
 
Respondents were asked which ONE media source that they would find most useful for providing information 

when selecting travel or accommodation. The results for January 2009 to December 2009 are shown in Table 10. The 
Internet is most useful for the majority (66.9%) of past and intending travellers. Newspapers are the most important 
source for 14.1% of Australians. 
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Table 10 Media Most Useful for Travel by Intenders & Travellers  

    Total 
Australians 14+ 

Total Intend 
to Holiday 

within next 3 
years 

Total been on 
a holiday in 

last 12 months 

Sample (Australians 14+) uc 13434 9881 10128 
Weighted to Pop'n ('000) wc 13140 10002 9870 
Newspapers v% 14.1% 12.7% 12.9% 
Magazines v% 7.0% 6.6% 6.7% 
Catalogues v% 3.7% 3.4% 3.1% 
Radio v% 0.7% 0.6% 0.5% 
Television v% 4.5% 4.0% 3.8% 
Internet v% 62.5% 66.7% 66.9% 
Yellow Pages v% 7.2% 6.0% 6.0% 

Roy Morgan Research Pty. Ltd., Melbourne, Australia 
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Table 11 Word of Mouth by Intenders and Travellers (Friends and family ask my advice OR I ask for advice) 

  Total Australians 
14+ 

Total Intend to 
Holiday within next 3 

years 

Total been on a 
holiday in last 12 

months 

  Trusted 
Advisers 

Info 
Seekers 

Trusted 
Advisers 

Info 
Seekers 

Trusted 
Advisers 

Info 
Seekers 

Sample  51874 51874 12341 12341 13098 13098 

Weighted to Pop'n ('000) 17749 17749 12302 12302 12464 12464 

Buying a car 26.0% 48.8% 28.5% 54.2% 27.4% 52.3% 

Eating out at restaurants 35.7% 48.7% 42.1% 55.4% 41.6% 54.4% 

Selecting a new diet 11.7% 14.7% 13.5% 15.8% 12.3% 14.8% 

Information on health and nutrition 21.7% 23.0% 24.6% 25.2% 23.4% 24.1% 

Information on finance and investments 16.9% 31.2% 19.8% 35.6% 19.2% 33.7% 

Planning a holiday or trip 31.8% 44.8% 38.8% 52.1% 38.3% 51.2% 

Buying fashion and looking good 17.6% 24.5% 19.7% 27.3% 18.6% 26.5% 

Buying skin care and beauty  12.4% 18.5% 13.7% 20.7% 13.0% 19.2% 

Information on home renovations 18.9% 30.2% 21.8% 34.5% 21.0% 33.5% 

Decorating ideas for the home 17.3% 23.4% 19.4% 26.6% 18.9% 25.4% 

Buying home entertainment or 
electronics 

22.4% 35.4% 25.8% 39.7% 24.0% 38.9% 

Buying small electrical appliances 16.4% 20.4% 18.5% 22.3% 17.5% 21.5% 

Buying large kitchen and/or laundry 
appliances 

13.1% 23.4% 14.8% 26.0% 14.2% 24.9% 

Buying computers or computer 
equipment 

22.8% 40.7% 26.0% 45.9% 24.7% 45.3% 

Signing up to an Internet provider 19.3% 29.1% 22.5% 33.0% 21.0% 31.8% 

Buying mobile phones 19.6% 29.9% 22.4% 32.7% 20.5% 32.1% 

Buying books 21.7% 18.8% 25.0% 21.0% 23.5% 20.1% 

Buying new food products 18.2% 19.2% 20.5% 21.1% 19.6% 19.5% 
Buying new supermarket (non-food) 
products 

11.7% 14.3% 13.0% 15.6% 12.2% 14.4% 

Buying sporting equipment or apparel 9.9% 15.0% 11.7% 16.8% 10.8% 15.7% 

Buying CDs or DVDs 21.3% 21.1% 23.8% 23.1% 21.8% 22.2% 

Buying computer/console games 15.7% 22.9% 17.1% 25.1% 15.7% 23.7% 

Roy Morgan Research Pty. Ltd., Melbourne, Australia 
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Table 12 Which products have you bought using the Internet in the last 3 months? 

    Jan 
08 - 
Mar 
08 

Apr 
08 - 
Jun 
08 

Jul 08 
- Sep 

08 

Oct 
08 - 
Dec 
08 

Jan 09 
- Mar 

09 

Apr 
09 - 

Jun 09 

Jul 09 
- Sep 

09 

Oct 09 
- Dec 

09 

Sample (Australians 14+) uc 13480 13000 13114 12912 12707 13166 12914 13087 
Weighted to Pop'n ('000) wc 17277 17353 17431 17509 17593 17714 17795 17895 

CDs/Tapes v% 3.3% 3.0% 4.1% 3.9% 3.4% 4.3% 3.8% 3.5% 

DVDs/Videos v% 5.9% 5.5% 7.1% 5.9% 6.4% 6.8% 6.1% 6.9% 

Computer hardware v% 3.6% 3.1% 4.0% 3.4% 2.8% 3.4% 3.4% 3.5% 

Computer software v% 4.4% 4.2% 5.2% 4.7% 4.6% 5.5% 5.1% 5.4% 

Music to download v% 4.9% 4.3% 5.9% 4.8% 6.7% 6.2% 6.8% 7.6% 

Communications equipment 
(e.g. mobile phone, fax, pager) 

v% 1.5% 1.3% 1.9% 1.3% 1.3% 1.4% 1.3% 1.8% 

Sports equipment/clothing v% 4.2% 3.4% 4.0% 4.1% 3.8% 3.8% 4.6% 4.1% 

Other clothing/shoes v% 5.5% 5.8% 6.6% 5.8% 5.3% 5.8% 6.0% 6.1% 

Books/Magazines/Newspapers v% 6.4% 6.4% 7.2% 8.0% 8.8% 7.5% 8.2% 10.1% 

Alcohol (e.g. wine/beer/spirits) v% 1.1% 1.2% 1.6% 1.8% 2.1% 1.8% 1.5% 2.0% 

Travel 
(tickets/accommodation) 

v% 11.6% 11.4% 13.2% 12.9% 13.9% 13.3% 14.2% 14.4% 

Gifts v% 5.1% 5.1% 6.1% 5.8% 6.8% 6.0% 5.7% 7.4% 

Adult entertainment v% 0.8% 0.4% 0.7% 0.4% 0.8% 0.5% 0.7% 1.0% 

Other entertainment (e.g. 
shows, events) 

v% 4.9% 4.5% 5.2% 5.1% 6.2% 5.6% 6.1% 5.2% 

Shares or financial information v% 1.6% 1.5% 1.7% 2.2% 2.1% 1.5% 2.7% 2.0% 

Supermarket shopping v% 1.0% 0.8% 1.2% 0.9% 1.5% 1.3% 1.0% 1.4% 

Toys or games v% 5.0% 4.3% 4.5% 5.6% 4.7% 5.1% 4.7% 5.3% 

Other (write in): v% 7.0% 6.9% 8.0% 6.0% 6.7% 6.7% 7.0% 7.1% 

Can't say v% 0.6% 0.9% 0.7% 0.7% 0.6% 0.6% 0.5% 0.7% 
Roy Morgan Research Pty. Ltd., Melbourne, Australia 

 
Table 11 shows Word of Mouth by intending travellers and past travellers. Trusted advisors are those who state 

that friends and family ask for advice. Information seekers ask friends and family for advice. The travel category 
stands out as a category and topic where information is critical. 31.8 percent of trusted advisors are asked about 
travel and tourism where 44.8 percent of information seekers request information on travel and tourism. Table 12 
shows that travel is more suited to Internet purchase than many other categories. Data for the period January 2008 to 
December 2009 show that Australians purchasing travel on the Internet rose from 11.6% to 14.4%. 
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Table 13 Demographic profiles (Residence and Gender) of Travellers whose last trip was overseas by Methods 
& Sources of Booking 

   Booked 
in 

person 

Booked 
via the 

telephone

TOTAL 
booked 

via 
Internet

Total 
been 
on a 
trip 

Travel 
Agent 

Airline Tour 
Operator 

Online 
only 

agency

Booked 
accom 

directly 

RESIDENCE 
Sydney v% 27.1% 34.0% 27.2% 27.3% 27.5% 26.3% 23.1% 25.6% 24.3% 

ACT v% 1.3% 1.4% 2.0% 1.3% 1.1% 1.8% 1.2% 0.9% 2.0% 

NSW x-city 
(incl. ACT) 

v% 9.2% 7.4% 8.6% 8.5% 8.6% 8.2% 7.4% 5.5% 11.3% 

NSW x-city 
(excl. ACT) 

v% 7.9% 6.1% 6.6% 7.3% 7.5% 6.3% 6.2% 4.6% 9.2% 

Melbourne v% 21.6% 25.8% 21.3% 22.1% 21.7% 25.1% 21.9% 27.3% 24.3% 

Vic x-city v% 3.3% 2.0% 2.5% 3.2% 3.7% 3.4% 5.1% 1.4% 3.9% 

Brisbane v% 7.3% 7.3% 9.3% 7.8% 7.4% 6.6% 16.1% 12.8% 9.1% 

Qld. x-city v% 8.4% 7.0% 8.2% 8.4% 8.0% 9.1% 3.5% 8.9% 8.3% 

Adelaide v% 7.4% 4.5% 4.3% 5.5% 6.8% 3.9% 4.7% 5.1% 2.8% 

S.A. x-city v% 0.6% 0.4% 0.7% 0.7% 0.6% 0.1% 0.2% 1.0% 0.1% 

Perth v% 11.3% 7.8% 13.7% 12.5% 12.0% 13.5% 12.2% 9.3% 11.4% 

W.A. x-city v% 1.6% 1.3% 1.4% 1.7% 1.5% 0.9% 3.0% 2.1% 1.8% 

Hobart v% 0.9% 1.2% 1.0% 0.8% 0.9% 1.1% 0.5% 0.5% 0.5% 

Tas. x-city v% 0.3% 0.2% 0.2% 0.3% 0.3% 0.3% 0.8% - 0.2% 

NT v% 1.0% 1.0% 1.5% 1.2% 1.0% 1.4% 1.3% 0.6% 2.1% 

SEX 

Men v% 50.7% 53.2% 52.3% 52.0% 50.1% 52.2% 44.9% 50.6% 49.5% 

Women v% 49.3% 46.8% 47.7% 48.0% 49.9% 47.7% 55.1% 49.4% 50.5% 
Roy Morgan Research Pty. Ltd., Melbourne, Australia 

 
Tables 13, 14, 15 and 16 show the demographic profiles of travellers by methods and sources. Sydney and 

Melbourne international travellers were more likely than expected to book via telephone. Differences across age, 
gender, region, occupation, education and income are shown in these tables. 
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Table 14 Demographic profiles (Age, Education and Occupation) of Travellers whose last trip was overseas by 

Methods & Sources of Booking 

    Booked 
in 

person 

Booked 
via the 
telepho

ne 

TOTAL 
booked 

via 
Internet

Total 
been on 
a trip 

Travel 
Agent 

Airline Tour 
Operator 

Online 
only 

agency  

Booked 
accom 

directly 

AGE 
14-17 v% 4.4% 6.6% 3.5% 4.5% 4.4% 4.8% 11.2% 4.8% 4.1% 

18-24 v% 17.6% 13.7% 15.0% 17.0% 16.3% 19.1% 15.5% 14.6% 11.4% 

25-34 v% 13.6% 17.0% 23.0% 19.0% 15.7% 21.9% 14.4% 24.4% 19.1% 

35-49 v% 24.8% 23.8% 23.9% 22.8% 24.1% 22.9% 17.0% 23.5% 26.4% 

50-64 v% 24.8% 22.3% 23.7% 23.1% 23.7% 20.1% 26.1% 26.4% 27.9% 

65 and Over v% 14.8% 16.5% 10.9% 13.6% 15.7% 11.2% 15.8% 6.2% 11.1% 

EDUCATION LEVEL  
Primary 
School 

v% 1.7% 1.3% 1.0% 1.4% 1.4% 1.0% 1.4% - 0.8% 

Some 
Secondary/ 
Tech. 

v% 9.9% 13.0% 8.9% 10.0% 10.5% 10.5% 8.8% 10.2% 8.2% 

Intermediate
/Form 
4/Year 10 

v% 9.3% 6.6% 5.5% 8.1% 9.2% 5.6% 9.0% 3.4% 5.0% 

5th 
form/Leavin
g/Year 11 

v% 5.6% 5.3% 4.8% 5.1% 4.8% 5.9% 9.5% 6.8% 5.4% 

Finished 
Tech./ 
Matric/HSC
/Year 12 

v% 16.0% 19.2% 14.2% 15.8% 17.2% 13.2% 16.0% 9.0% 17.5% 

Some/ Now 
at 
University 

v% 13.5% 11.6% 13.8% 13.1% 13.4% 12.3% 19.9% 19.7% 10.2% 

Have 
Diploma or 
Degree 

v% 44.0% 43.0% 51.9% 46.5% 43.5% 51.4% 35.4% 50.3% 52.9% 

WORK STATUS OF RESPONDENT 
Full Time v% 43.5% 46.2% 51.5% 46.8% 45.7% 49.1% 43.5% 48.4% 51.5% 

Part Time v% 20.7% 25.3% 20.4% 19.8% 19.9% 18.8% 18.0% 26.6% 21.6% 

TOTAL 
Now 
Employed 

v% 64.1% 71.5% 71.9% 66.6% 65.6% 67.9% 61.5% 75.1% 73.1% 

Home 
Duties 

v% 2.7% 2.8% 2.6% 2.8% 2.5% 2.4% 1.5% 3.2% 2.4% 

Don't Work v% 1.8% 2.4% 1.6% 2.4% 2.1% 1.4% - - 1.4% 

Looking for 
Full Time 
work 

v% 4.2% 1.8% 3.3% 3.8% 4.1% 3.1% 2.6% 4.2% 1.6% 

 53



GLOBAL TOURISM AND TRAVEL DISTRIBUTION:  
changes, impacts and opportunity for Australian tourism  
 
Looking for 
Part Time 
Work 

v% 0.9% 1.7% 1.5% 1.4% 0.9% 2.7% 1.2% 3.7% 0.7% 

Retired v% 17.7% 14.3% 11.4% 15.1% 17.7% 12.2% 19.2% 5.2% 13.1% 

Students - 
not in 
employment 

v% 8.5% 5.5% 7.6% 7.8% 7.2% 10.3% 13.9% 8.5% 7.7% 

TOTAL Not 
Employed 

v% 35.8% 28.5% 28.1% 33.4% 34.4% 32.1% 38.5% 24.9% 26.9% 

OCCUPATION OF RESPONDENT  
Professional v% 5.3% 9.0% 10.8% 7.9% 6.1% 12.2% 5.4% 5.7% 10.9% 

Managers v% 12.6% 16.8% 18.0% 14.4% 12.8% 17.2% 12.0% 17.4% 18.8% 

Small 
Business 
Owners 

v% 0.7% 0.9% 1.0% 0.9% 0.7% 1.1% 0.2% 0.9% 1.3% 

Clerk/Typist v% 14.4% 13.1% 12.8% 13.0% 14.4% 10.0% 17.1% 16.1% 14.3% 

Sales v% 2.7% 3.8% 2.5% 3.1% 3.8% 2.4% 4.6% 1.8% 1.3% 

Semi-
Professional 

v% 7.8% 7.2% 8.8% 7.9% 7.5% 8.9% 8.8% 11.6% 10.4% 

Skilled 
Workers 

v% 7.6% 6.3% 6.6% 7.1% 7.3% 5.9% 3.8% 7.0% 6.5% 

Farm Owner v% 0.1% - 0.1% 0.1% 0.1% 0.1% 0.6% 0.2% - 

Farm 
Worker 

v% 0.2% - - 0.1% 0.2% - - - - 

Semi-
Skilled 
Workers 

v% 11.3% 9.7% 8.1% 9.1% 10.8% 5.6% 7.8% 9.9% 5.7% 

Unskilled 
Workers 

v% 1.5% 4.0% 1.7% 2.2% 1.6% 3.4% 1.2% 1.3% 3.0% 

Un-
classifiable 

v% - 0.7% 1.3% 0.6% 0.3% 1.0% - 3.1% 0.8% 
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Table 15 Demographic profiles (Income) of Travellers whose last trip was overseas by Methods & Sources of 

Booking 

  Booked 
in 

person 

Booked 
via the 

telephone 

TOTAL 
booked 

via 
Internet 

Total 
been 
on a 
trip 

Travel 
Agent 

Airline Tour 
Operator 

Online 
only 

agency 

Booked 
accom 

directly 

INCOME OF RESPONDENT 
Under $6000 19% 17.5% 15.8% 17.6% 16.8% 19.7% 21.5% 20.4% 12.7% 
$6000 to 
$9999  

4.4% 2.6% 3.9% 4.4% 3.9% 5.2% 4.9% 0.8% 5.3% 

$10000 to 
$14999  

5.3% 7.8% 4.5% 6.0% 5.8% 5.5% 7.8% 2.3% 5.4% 

$15000 to 
$19999  

6.7% 5.2% 4.9% 5.4% 6.1% 5.9% 5.0% 2.8% 3.9% 

$20000 to 
$24999 

4.2% 3.9% 3.7% 4.7% 5.1% 2.7% 8.4% 4.4% 4.2% 

$25000 to 
$29999 

5.3% 5.9% 4.1% 5.2% 5.7% 4.3% 5.5% 4.7% 5.6% 

$30000 to 
$34999 

5.9% 4.2% 4.4% 4.9% 5.9% 2.6% 6.9% 4.1% 3.8% 

$35000 to 
$39999  

5.5% 5.1% 4.1% 4.3% 5.8% 2.6% 3.4% 1.8% 4.7% 

$40000 to 
$44999 

4.4% 4.3% 3.9% 4.2% 4.8% 3.6% 3.7% 2.2% 3.3% 

$45000 to 
$49999  

4.3% 4.2% 6.5% 5.4% 5.4% 7.1% 1.9% 3.8% 5.9% 

$50000 to 
$59999 

8.2% 9.1% 8.5% 8.1% 7.1% 7.9% 5.4% 16.2% 7.8% 

$60000 to 
$69999 

8.2% 7.0% 7.9% 7.2% 7.8% 7.7% 5.2% 11.0% 7.9% 

$70000 to 
$79999 

6.1% 6.2% 7.2% 5.9% 5.7% 6.8% 2.5% 4.6% 5.2% 

$80000 to 
$89999 

4.2% 2.5% 5.0% 4.3% 4.3% 4.2% 1.9% 3.6% 5.3% 

$90000 to 
$99999 

2.2% 2.4% 3.6% 2.7% 2.0% 2.8% 5.4% 7.2% 5.5% 

$100000 to 
$109999  

1.5% 1.2% 2.6% 2.2% 1.3% 2.7% - 2.0% 2.8% 

$110000 to 
$119999 

0.7% 2.4% 1.6% 1.5% 1.1% 1.5% 3.3% 3.7% 1.5% 

$120000 to 
$129999 

1.5% 3.6% 1.6% 1.6% 1.7% 2.2% 0.7% 0.7% 1.8% 

$130000 to 
$149999 

0.8% 0.7% 2.0% 1.3% 1.1% 2.5% 0.5% 1.0% 2.6% 

$150000 to 
$199999  

1.0% 1.3% 1.5% 1.2% 1.0% 0.5% 1.4% 1.1% 1.9% 

$200000 to 
$249999  

0.3% 1.8% 1.1% 0.8% 0.7% 1.1% 2.6% 1.2% 0.5% 

$250000 or 
More  

0.4% 1.0% 1.6% 1.1% 0.9% 1.0% 2.1% - 2.5% 

Mean 42.1 49.5 53.6 47.2 45.0 49.0 46.8 51.4 56.9 
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Table 16 Demographic profiles (Marital Status and Country of Birth) of Travellers whose last trip was 
overseas by Methods & Sources of Booking 

  Booked 
in 

person 

Booked 
via the 

telephone

TOTAL 
booked 

via 
Internet

Total 
been 
on a 
trip 

Travel 
Agent 

Airline Tour 
Operator 

Online 
only 

agency 

MARITAL STATUS  

Married 52.6% 54.8% 52.9% 52.6% 52.3% 50.7% 45.1% 52.5% 

De Facto 7.3% 6.1% 9.4% 7.2% 6.8% 8.6% 6.8% 8.5% 

Separated 2.0% 1.2% 1.4% 1.4% 1.7% 1.5% 2.0% 1.4% 

Divorced 5.5% 3.0% 2.6% 4.2% 5.2% 2.8% 3.6% 3.5% 

Widowed 4.0% 2.8% 2.1% 3.4% 4.1% 2.0% 3.6% 1.3% 

Engaged 2.4% 1.2% 1.4% 1.9% 2.1% 1.3% 4.7% 0.3% 

Planning to Marry 0.6% - - 0.6% 0.5% - - - 

Single 25.6% 30.9% 30.2% 28.7% 27.4% 33.1% 34.2% 32.5% 

COUNTRY OF BIRTH  

Australia 59.5% 60.3% 55.0% 55.0% 59.4% 54.8% 71.5% 48.9% 

Asia 16.5% 16.1% 14.5% 17.4% 17.4% 15.6% 5.7% 9.0% 

Canada 0.5% 0.7% 0.2% 0.4% 0.5% 0.3% - 0.8% 

Greece 0.7% 0.5% - 0.5% 0.6% 0.3% 0.8% - 

Italy 0.7% 1.4% 1.2% 1.0% 1.0% 0.4% - 1.5% 

Other Europe 3.8% 4.3% 4.8% 4.0% 3.7% 4.7% 3.1% 3.4% 

New Zealand 4.3% 3.0% 9.3% 7.0% 3.2% 10.5% 1.7% 16.2% 

United Kingdom 10.0% 9.2% 9.5% 9.4% 10.2% 8.1% 10.5% 9.8% 

USA 1.1% 0.2% 0.5% 0.8% 1.0% 0.5% 0.1% - 

Other 2.9% 4.2% 4.8% 4.5% 2.9% 4.7% 6.3% 10.1% 

Conclusion 
A large single source data base comprising travel attitudes and behaviour of Australians from Roy Morgan Research 
has been analysed over a ten year period. From 2001 to 2010, it is clear that the Internet is a very important source of 
information. The Internet rose from 12% to 38.1% as an information source for overseas destinations over the ten 
year period whilst travel agents, while still being very important fell from 51.9% to 40.5%. Larger movements in 
these percentages occurred from 2007 to 2010. Greater depth and breadth of information can be communicated 
through the Internet. Use of travel agent for booking international travel fell from 71.6% in 2001 to 56.4% in 2010. 
Booking directly with the airline for overseas travel increased from 9.6% in 2001 to 31.2% in 2010 and booking 
accommodation directly increased from 5.9% to 23.4% over this 10 year period. Over the period from October 2005 
to March 2010 Internet and email bookings were the most prevalent increasing from 28.2% to 53.7%. In person and 
telephone methods declined although are still substantial. This is indeed a quantum shift in booking methods and 
sources. On line travel agents are also gaining share.  
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Chapter 4  

SURVEY OF BANGKOK AIRPORT TRANSIT PASSENGERS EN 
ROUTE TO AUSTRALIA 

A quantitative survey of 320 outbound travellers from Thailand was conducted using face-to-face intercept survey. 
Pearce and Schott (2005) and Pearce, Reid and Schott (2009) extensively explored distribution channel behaviour of 
New Zealand outbound travellers. Their work forms a basis of Chapters 4, 5 and 6. The survey established the 
specific buying patterns of European and Thai consumers, particularly impacts for travel purchasing. They were 
interviewed face-to-face in the departure lounge while transiting to Australia and comprised both European transit 
passengers and Thai travellers who were departing to Australia.  

Respondent Profile 
The median stay for travellers to Australia travellers was expected to be 30 days. This is larger than median stay for 
many overseas countries.  Respondents were 25 % Thai nationals, followed by 16.9 percent British and 6.8 per cent 
New Zealand. The respondent profile is shown in Appendix B. 
  

Many solo travellers were heading to Australia. Twenty-five percent were with friends and 18 percent are 
travelling as couple.  Main purposes are holiday, visit friends and education. The kinds of holiday vary across beach, 
adventure, nature experience and local culture. These tables are included in Appendix B 

 
Family and friends are the predominant source of information about Australia as shown in Table 17 and 18. Web 

sites and books on Australia are also important. Only 6% of travellers on departing flights selected at Bangkok 
Airport were travelling on a group tour. 

Table 17 Sources Hear about Australia 

  Responses 
  N Percent 

Percent 
of Cases 

Family & friend 251 31.6% 75.1% 
Website 155 19.5% 46.4% 
Books on Australia 103 13.0% 30.8% 
Movies  58 7.3% 17.4% 
Social or work colleagues 48 6.0% 14.4% 
Australian acquaintances 47 5.9% 14.1% 
Broadcast 37 4.7% 11.1% 
Print advertising 23 2.9% 6.9% 
Outdoor ads. 17 2.1% 5.1% 
Other 11 1.4% 3.3% 
Australia Embassy 10 1.3% 3.0% 
Spokesperson 8 1.0% 2.4% 
Australia overseas office 8 1.0% 2.4% 
Familiarization 7 .9% 2.1% 
Trade shows 6 .8% 1.8% 
Direct Mail 3 .4% .9% 
Press conference 2 .3% .6% 
Total 794 100.0% 237.7% 
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Table 18 Information About Australia 

 Responses 
  N Percent 

Percent of 
Cases 

Relatives/ friends 159 26.7% 51.1% 
Website/internet 128 21.5% 41.2% 
Brochure 92 15.4% 29.6% 
Magazine 44 7.4% 14.1% 
Tourism Australia Website 43 7.2% 13.8% 
TV 42 7.0% 13.5% 
Newspaper 20 3.4% 6.4% 
Other 20 3.4% 6.4% 
Movie 18 3.0% 5.8% 
Australia embassy 13 2.2% 4.2% 
Radio 9 1.5% 2.9% 
Printed Ads 8 1.3% 2.6% 
Total 596 100.0% 191.6% 

 
Fifteen percent of respondents purchased their airfare and accommodation together as a package. Of these 75% 

percent purchased the package through a travel agent and 15% percent purchased from an airline. 30 percent 
purchased via the Internet. Sixty-eight per cent of respondents purchased the air ticket themselves prior to the trip. 
Twenty-seven percent of these travellers booked through the Internet and 36 percent booked in person through a 
travel agent. Forty-eight percent of these travellers purchased from a travel agent and 19 percent purchased from an 
airline. 

Table 19 Airfare Booking 

  Frequency Percent Valid 
Percent 

In person/at travel agent 126 35.6 52.3 
Online/Internet/Web site 95 26.8 39.4 
phone 16 4.5 6.6 
other 4 1.1 1.7 
Total 241 68.1 100.0 
Missing 113 31.9   
Total 354 100.0   

 

Table 20 Source of Airfare Booking 

  Frequency Percent Valid 
Percent 

Travel agent/travel 
management company 

169 47.7 70.4 

Airline 66 18.6 27.5 
Other 5 1.4 2.1 
Total 240 67.8 100.0 
Missing 114 32.2   
Total 354 100.0   
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Booking of Accommodation 
Thirty-six percent of travellers booked accommodation prior to travelling while 56 percent did not. Of those who 
booked accommodation, 14 percent booked by phone and 61 percent utilised the Internet. No website was prominent 
in those utilised. Fifty-two percent purchased from a travel agent and 5 percent purchased through an airline.  
 

Table 21 Purchase of Accommodation 

  Frequency Percent Valid 
Percent 

No 198 55.9 60.6 
Yes 129 36.4 39.4 
Total 327 92.4 100.0 
Missing 27 7.6   
Total 354 100.0   

 

Table 22 Method of purchase of accommodation 

  Frequency Percent Valid 
Percent 

Online/Internet 83 23.4 61.5 
Other 31 8.8 23.0 
Phone 19 5.4 14.1 
Total 135 38.1 100.0 
Missing 219 61.9   
Total 354 100.0   

 

Table 23 Source of accommodation booking 

  Frequency Percent Valid 
Percent 

Travel Agent/Travel Management Company 64 18.1 51.6 
Other 53 15.0 42.7 
Airline 6 1.7 4.8 
Total 124 35.0 100.0 
Missing 230 65.0   
Total 354 100.0   
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The most important source of information to purchase accommodation is outlined in Table 24 below.   

Table 24 Source of information for accommodation 

  Frequency Percent Valid 
Percent 

Internet 62 17.5 42.8 
Friends And Relatives 36 10.2 24.8 
Travel Agent 22 6.2 15.2 
Guidebook 14 4.0 9.7 
Other 7 2.0 4.8 
Previous Experience 3 0.8 2.1 
Brochures 1 0.3 0.7 
Total 145 41.0 100.0 
Missing 209 59.0   
Total 354 100.0   

 

Utilisation of the Internet 
Fifty percent of respondents search the Internet in planning the current trip. A very wide range of Internet sites was 
utilised with one particular web site being dominant. These web sites are shown in the following tables. Google 
represented 10 percent of sites utilised. 
 

Table 25 Utilisation of the Internet 

  Frequency Valid 
Percent 

Daily 133 39.1 
Other 98 28.8 
A Few Times A Week 63 18.5 
Once A Week 17 5.0 
Never 9 2.6 
Less Than Once Per Month 8 2.4 
Once A Month 6 1.8 
2-3 Times A Month 6 1.8 
Total 340 100.0 

 

Social Networks 
Fifty-one percent of respondents indicated that they used social networks with family, friends etc to plan their trip. 
Seventy-eight percent of these respondents used Facebook. Fifty-six percent of travellers indicated that they would 
share emails, blogs and pictures online. Ninety-five percent of those that used Facebook accessed this website at least 
once per week. 
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Table 26 Web sites accessed 

  Frequency Percent   Frequency Percent 
adago 1 0.20% realestate.com.au 1 0.20% 
airline website 4 1.00% round the world 1 0.20% 
AOL.com 1 0.20% roundtheworld.com 1 0.20% 
australia-info.de 1 0.20% sanook  1 0.20% 
Australia.com 8 2.00% search from google 1 0.20% 
Australian embassy 2 0.50% sky 1 0.20% 
Australian government  1 0.20% sky scanner 2 0.50% 
australie-australia 2 0.50% specific for city area 1 0.20% 
BA Quantus 1 0.20% splendia 1 0.20% 
bluevirgin 1 0.20% sta travel 3 0.70% 
camper van hire-various 1 0.20% supersaver.fi 1 0.20% 
coutard.fr 1 0.20% sydney 1 0.20% 
expedia 4 1.00% Sydney city 1 0.20% 
expedia.co.uk 1 0.20% Tasmania University 1 0.20% 
facebook 1 0.20% thai airways 1 0.20% 
fb 1 0.20% Thai embassy 1 0.20% 
finnair 1 0.20% Thailand tourism 1 0.20% 
flight ideals 1 0.20% trailfinders 5 1.20% 
flightcentre.com.au 1 0.20% travel agents for flights 1 0.20% 
google 44 10.80% traveller blog 1 0.20% 
governmental site 1 0.20% trip advisor 6 1.50% 
grobe tretker 1 0.20% university of queenland 1 0.20% 
hisiintercom 1 0.20% viator 1 0.20% 
hostel world 1 0.20% virginblue 2 0.50% 
hostelbookers 1 0.20% virtual tourist 1 0.20% 
hostels.com 1 0.20% visitaustralia.com 1 0.20% 
hostelworld.com 1 0.20% webjet 1 0.20% 
hotels.com 1 0.20% whatif.com 1 0.20% 
hotelworld 1 0.20% wickedcompersau 1 0.20% 
information various 1 0.20% wikitravel 1 0.20% 
jetstar 1 0.20% www.australiemag.com 1 0.20% 
kilroy.se 2 0.50% www.emirate.com.au 1 0.20% 
kilroytravel.nc 1 0.20% www.fco.gov.uk 1 0.20% 
lastminute.com 1 0.20% www.flightcentre.com 1 0.20% 
lastminutes.com.au 1 0.20% www.idp.com 1 0.20% 
lonely planet 11 2.70% www.kilroy 4 1.00% 
lovelyplanet.com 1 0.20% www.makemytrip.com 1 0.20% 
Melbourne city 1 0.20% www.natui.com.au 2 0.50% 
netflights 1 0.20% www.sta.com.au 1 0.20% 
northen gateway 1 0.20% www.statravel.co.uk 1 0.20% 
opodo 2 0.50% www.sydney.edu 1 0.20% 
orbitz 1 0.20% www.thaiairway.com 1 0.20% 
pantip 1 0.20% yahoo 1 0.20% 
pantip.com 1 0.20% ywam.com 1 0.20% 
princess cruises 2 0.50% YWAM.org 1 0.20% 
qantas 5 1.20% Total 183   
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Reasons that respondents joined social networking sites are shown in Table 27 below. 
 

Table 27 Reasons that respondents joined social net working sites 

  Responses 
  N Percent 

Friends 116 54.7% 
keep in touch 50 23.6% 
Convenience 20 9.4% 
Word of mouth 12 5.7% 
Searching 10 4.7% 
Other 4 1.9% 
Total 212 100.0% 

 

Summary 
Family and friends are the predominant source of information about Australia. Web sites and books on Australia are 
also important. It was found that 68 per cent of respondents purchased the air ticket themselves prior to the trip, 27 
percent of these travellers booked through the Internet and 36 percent booked in person through a travel agent. Of 
these travellers, 48 percent purchased from a travel agent and 19 percent purchased from an airline.  
 

In the study of inbound travellers to Australia, 36 percent of travellers booked accommodation prior to travelling 
while 56 percent did not. Of those who booked accommodation, 14 percent booked by phone and 61 percent utilised 
the Internet. No website was prominent in those utilised. A majority (52 percent) purchased from a travel agent and 5 
percent purchased through an airline. Half of all respondents searched the Internet in planning the current trip. A 
very wide range of Internet sites was utilised with one particular website being dominant. These websites are shown 
in the above table. Google represented 10 percent of sites utilised. Social networks are widely used with 51 percent 
of respondents indicating that they use social networks with family, friends etc to plan their trip. Moreover, 78 
percent of these respondents used Facebook and 56 percent of travellers indicated that they would share emails, 
blogs and pictures online. Facebook is widely used with 95 percent of users indicating that access this website at 
least once per week. The findings from this survey emphasise the importance of the Internet as a source of 
information and as a booking medium. Inbound travel agents and airlines remain important however the Internet will 
have an ever increasing role. The diversity and heterogeneity of Australian inbound tourists is apparent. They use 
many web sites and choose many accommodation options. The VFR market and education markets are large. Social 
networking is being increasingly important with blogs and recommendation being passed through social networking 
sites. 
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Chapter 5  

SURVEY OF INTERNATIONAL TRAVELLERS IN THE USA 

514 recent American international travellers were surveyed using online research methods in May 2010. The sample 
was identified by Harris Interactive, an experienced online research supplier. The Harris Interactive Online Panel 
was utilised. The demographic composition travel characteristics of the sample are shown in Appendix C.  
 

Table 28 Information sources about destination 

  Responses  
  N Percent 

Family and Friends 220 21.8% 
Internet (Specify Web Sites) 140 13.8% 
Travel Book 120 11.9% 
Others (Specify) 98 9.7% 
Email Message 75 7.4% 
Social or Work Colleagues  73 7.2% 
International Acquaintances/Colleagues 70 6.9% 
Print Advertising 44 4.4% 
TV Travel Program 41 4.1% 
TV or Magazine Advertising 33 3.3% 
Newspaper Article 31 3.1% 
Direct Mail 23 2.3% 
Outdoor Advertising 12 1.2% 
Trade Shows 12 1.2% 
Journalist 9 .9% 
Spokesperson or Celebrity 7 .7% 
Telemarketing 3 .3% 
  1011 100.0% 

 
The top 3 information sources about the destination were family and friends, Internet and travel books.  

 

Table 29 Who did you travel with on this trip? 

 Responses  
  Frequency Percent 

As a couple 195 37.9% 
Alone 94 18.3% 
With friends 82 16.0% 
With relatives/other family 69 13.4% 
As a family with children 28 5.4% 
With Business Associate 26 5.1% 
Other 20 3.9% 
Total 514 100.0% 
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Table 30 shows parts of trip booked in advance. Many respondents travelled by airline. Accommodation was 
booked both before arriving at the destination and at the destination. Seventy-one percent of those who purchased 
transportation to the destination prior to travelling used the Internet. 

 

Table 30 Parts of trip booked in advance 

  Responses 
  N Percent 

Percent of 
Cases 

TRAVEL 
Airline 421 21.9% 81.9% 
Other 107 5.6% 20.8% 
Ship 101 5.3% 19.6% 
Bus 91 4.7% 17.7% 
Rental car 86 4.5% 16.7% 
Friends/relative car 67 3.5% 13.0% 
Train 45 2.3% 8.8% 
ACCOMMODATION 
Hotel 257 13.4% 50.0% 
Resort 77 4.0% 15.0% 
Other 77 4.0% 15.0% 
Friend's house 56 2.9% 10.9% 
Apartment 20 1.0% 3.9% 
Bed and Breakfast 19 1.0% 3.7% 
Guest house 15 .8% 2.9% 
ACTIVITIES 
Organized tours  134 7.0% 26.1% 
Other (specify) 83 4.3% 16.1% 
Museum 73 3.8% 14.2% 
Entertainment 69 3.6% 13.4% 
Shows 56 2.9% 10.9% 
Festival 41 2.1% 8.0% 
Theme park 11 .6% 2.1% 
Did not book at all (specify why not?) 12 .6% 2.3% 
Total 1918 100.0% 373.2% 

 

Much accommodation is purchased when travellers arrive at the destination with 28.5 percent of respondents 
purchased accommodation when they arrived. Fifty-four percent purchased this accommodation direct from the 
supplier and 49.5 percent of respondents purchased this accommodation through the Internet. 

Packaged Travel 
Over 20 percent of American travellers purchased a package with another 12.8 percent combining independent and 
packaged travel. Of these 15.8 purchased a group package with 27.7 percent of those who purchased a package used 
the Internet to book this travel. Phone was the most used method of booking the package. 
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Table 31 What parts of the overseas trip to your main destination did you book when you arrived at the 

destination? 

Responses   
  N Percent 

Percent 
of 

Cases 
Organised tours 102 9.9% 19.8% 
Museum 81 7.9% 15.8% 
Airline 74 7.2% 14.4% 
Bus 70 6.8% 13.6% 
Entertainment 61 5.9% 11.9% 
Hotel 55 5.4% 10.7% 
Other 53 5.2% 10.3% 
Train 49 4.8% 9.5% 
Shows 40 3.9% 7.8% 
Rental car 37 3.6% 7.2% 
Friends/relative car 32 3.1% 6.2% 
Festival 32 3.1% 6.2% 
Friend's house 27 2.6% 5.3% 
Other 24 2.3% 4.7% 
Ship 23 2.2% 4.5% 
Theme park 16 1.6% 3.1% 
Resort 15 1.5% 2.9% 
Guest house  10 1.0% 1.9% 
Bed and Breakfast 8 .8% 1.6% 
Apartment 4 .4% .8% 
Other (specify) 51 5.0% 9.9% 
Did not book at all (specify why not?) 164 16.0% 31.9% 
Total  1028 100.0% 100.0% 

 
 

Table 32 Travel as part of Package 

  Frequency Percent 
Independent 341 66.3 
Part of a package 107 20.8 
Both 66 12.8 
Total 514 100.0 

 

Table 33 Type of Package 

  Frequency Percent Valid 
Percent 

Personalised package 92 17.9 53.2 
Group package 81 15.8 46.8 
Total 173 33.7 100.0 
Missing 341 66.3   
Total 514 100.0   
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Table 34 Who did you purchase the package from? 

  Frequency Percent Valid 
Percent 

Directly from the tour operator 54 10.5 31.2 
Travel agent 50 9.7 28.9 
Other (specify) 29 5.6 16.8 
Travel management company 18 3.5 10.4 
Airline 13 2.5 7.5 
Tour wholesaler 9 1.8 5.2 
Total 173 33.7 100.0 
Missing 341 66.3   
Total 514 100.0   

 

Table 35 How did you book your overseas package? 

  Frequency Percent Valid 
Percent 

Phone 64 12.5 37.0 
Online (Internet) (specify website) 48 9.3 27.7 
In Person 25 4.9 14.5 
Combination (specify which combination) 16 3.1 9.2 
Other (specify) 16 3.1 9.2 
Fax 4 .8 2.3 
Total 173 33.7 100.0 
Missing 341 66.3   
Total 514 100.0   

Purchase of Transportation, Accommodation and Attractions before and 
during Travel 
 
Only 16.9 percent of travellers purchased airfare from the travel agent while 53.2 percent purchased directly from the 
airline with 71 percent of these travellers purchasing via the Internet (Table 36).  

Table 36 Transport to Destination: Who did you purchase the travel components of your trip from? 

  Frequency Percent Valid Percent 
Airline 167 32.5 53.2 
Travel agent 53 10.3 16.9 
Directly from the provider 43 8.4 13.7 
Other 26 5.1 8.3 
Travel management company 20 3.9 6.4 
Tour wholesaler 3 .6 1.0 
Visitor Information Centre 1 .2 .3 
Outbound tour operator 1 .2 .3 
Total 314 61.1 100.0 
Missing 200 38.9   
Total 514 100.0   
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Table 37 Transport at Destination: Who did you purchase the travel components of your trip from? 

  Frequency Percent Valid Percent 
Directly from the provider 127 24.7 46.5 
Other 77 15.0 28.2 
Travel agent 21 4.1 7.7 
Airline 19 3.7 7.0 
Visitor Information Centre 11 2.1 4.0 
Travel management company 8 1.6 2.9 
Outbound tour operator 6 1.2 2.2 
Tour wholesaler 4 .8 1.5 
Total 273 53.1 100.0 
Missing 241 46.9   
Total 514 100.0   

 

Table 38 Accommodation: Who did you purchase the travel components of your trip from? 

  Frequency Percent Valid Percent 
Directly from the provider 174 33.9 54.9 
Other 78 15.2 24.6 
Travel agent 38 7.4 12.0 
Travel management company 13 2.5 4.1 
Tour wholesaler 5 1.0 1.6 
Airline 3 .6 .9 
Visitor Information Centre 3 .6 .9 
Outbound tour operator 3 .6 .9 
Total 317 61.7 100.0 
Missing 197 38.3   
Total 514 100.0   

 

Table 39 Activities/Attractions: Who did you purchase the travel components of your trip from? 

  Frequency Percent Valid Percent 
Directly from the provider 106 20.6 55.8 
Other 50 9.7 26.3 
Outbound tour operator 10 1.9 5.3 
Travel agent 7 1.4 3.7 
Visitor Information Centre 7 1.4 3.7 
Tour wholesaler 6 1.2 3.2 
Travel management company 3 .6 1.6 
Airline 1 .2 .5 
Total 190 37.0 100.0 
Missing 324 63.0   
Total 514 100.0   
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Tables 40 to 43 show the findings concerning method of booking, with the Internet being the dominant method.  

 

Table 40 Transport to Destination: How did you book the main travel components of your overseas trip? 

  Frequency Percent Valid Percent 
Online (Internet) 223 43.4 71.0 
Phone 54 10.5 17.2 
In Person 19 3.7 6.1 
Other 12 2.3 3.8 
Combination 6 1.2 1.9 
Total 314 61.1 100.0 
Missing 200 38.9   
Total 514 100.0   

 

Table 41 Transport at Destination: How did you book the main travel components of your overseas trip? 

  Frequency Percent Valid Percent 
In Person 118 23.0 43.2 
Online (Internet) 86 16.7 31.5 
Phone 30 5.8 11.0 
Other 24 4.7 8.8 
Combination 12 2.3 4.4 
Fax 3 .6 1.1 
Total 273 53.1 100.0 
Missing 241 46.9   
Total 514 100.0   

 

Table 42 Accommodation: How did you book the main travel components of your overseas trip? 

  Frequency Percent Valid Percent 
Online (Internet) 157 30.5 49.5 
Phone 58 11.3 18.3 
Other 42 8.2 13.2 
In Person 39 7.6 12.3 
Combination 19 3.7 6.0 
Fax 2 .4 .6 
Total 317 61.7 100.0 
Missing 197 38.3   
Total 514 100.0   
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Table 43 Activities/Attractions: How did you book the main travel components of your overseas trip? 

  Frequency Percent Valid Percent 
In Person 109 21.2 57.4 
Online (Internet) 38 7.4 20.0 
Combination 17 3.3 8.9 
Other 14 2.7 7.4 
Phone 12 2.3 6.3 
Total 190 37.0 100.0 
Missing 324 63.0   
Total 514 100.0   

 
 
Most attractions were purchased at the destination directly from the supplier with 57.4 percent of attraction 

purchasers booking in person. 

Sources of Information for Transportation, Accommodation and Attractions 
Friends, previous experience and the Internet were all important sources of information for transportation and 
accommodation purchased at the destination. Guide books were also an additional important source for attractions. 

 

Table 44 Top 2 most important sources of information used to make overseas travel arrangements for 
Transportation at the Destination  

  Responses 
  Top 2 Percent 

Previous experience 173 44% 
Friends and relatives 158 40% 
Internet 133 34% 
Other 124 31% 
Guidebook 70 18% 
Travel agent 67 17% 
Brochures 44 11% 
Airline 19 5% 
 Total 394 100.0% 

 

Table 45 Top 2 most important sources of information used to make overseas travel arrangements for 
Accommodations 

 Responses 
  N Percent 

Internet 238 52% 
Previous experience 190 41% 
Friends and relatives 167 36% 
Other 107 23% 
Travel agent 97 21% 
Guidebook 69 15% 
Brochures 41 9% 
Airline 11 2% 
 Total 460 100% 
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Table 46 Top 2 most important sources of information used to make overseas travel arrangements for 
Activities/Attractions 

  Responses 
  N Percent 

Internet 131 41% 
Friends and relatives 115 36% 
Guidebook 101 32% 
Previous experience 100 32% 
Brochures 79 25% 
Other 53 17% 
Travel agent 48 15% 
Airline 5 2% 
 Total 316 100.0% 

 

Use of the Internet and Social Networking 
The majority of travellers accessed the Internet daily or more frequently with 80 percent of travellers accessing the 
Internet in planning their trip. Thirty-seven percent of travellers accessed the web, social networks or a blog, to share 
experiences with others online (e.g. email, blogs). In planning the trip, 22 percent of travellers used Facebook to talk 
with family, friends, work colleagues/acquaintances or travel providers.  

 

Table 47 How often do you normally access the World Wide Web/Internet? 

  Frequency Percent 
More than once a day 346 67.3 
Daily 121 23.5 
A few times a week 22 4.3 
2-3 times a month 9 1.8 
Once a month 7 1.4 
Once a week 4 .8 
Less than once per month 3 .6 
Never 2 .4 
Total 514 100.0 

 

Table 48 Did you search on web site(s) in planning this overseas trip? 

  Frequency Percent 
Yes 407 79.2 
No 107 20.8 
Total 514 100.0 

 

Table 49 Facebook: In planning your trip, did you talk with family, friends, work colleagues/acquaintances or 
travel providers using the following social networks? 

  Frequency Percent 
No 401 78.0 
Yes 113 22.0 
Total 514 100.0 
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Table 50 Thinking about this last overseas trip, did you access the web, social networks or a blog, to share 
your experiences with others online (e.g. email, blog, upload photos, etc.)? 

  Frequency Percent 
No 324 63.0 
Yes (please specify) 190 37.0 
Total 514 100.0 

 
 

Table 51 Did you search travel information from any social networks? 

  Frequency Percent 
No 473 92.0 
Yes 41 8.0 
Total 514 100.0 

 

Online Travel Agents 
Online travel agents are used regularly by the majority of travellers. Expedia and Travelocity are particularly 
popular. Around 15 percent of travellers use mobile phones to obtain travel information and/or to book travel.  

 

Table 52 Do you regularly use any of the following to obtain information about travel or to book travel? 

  Responses  
  N Percent 

Percent of 
Cases  

Expedia 289 34.2% 56.2% 
Travelocity 271 32.0% 52.7% 
Last minute.com 20 2.4% 3.9% 
Wotif 5 .6% 1.0% 
Others (Please specify) 261 30.9% 50.8% 
 Total 846 100.0% 164.6% 

 

Table 53 Do you use any of the following to obtain information about travel or to book travel? 

  Responses 
  N Percent 

Percent of 
Cases 

iPhone 79 14.6% 15.4% 
Other mobile phones 76 14.0% 14.8% 
Blackberry 49 9.1% 9.5% 
iPod 14 2.6% 2.7% 
iPad 9 1.7% 1.8% 
Others (Please specify) 314 58.0% 61.1% 
 Total 541 100.0% 105.3% 
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Conclusion 
514 recent American international travellers were surveyed using online research methods in May 2010. The sample 
was identified by Harris Interactive, an experienced online research supplier. The Harris Interactive Online Panel 
was utilised. Data weights were provided to enable a nationally representative sample. The qualifying question was 
“Have you taken a trip (lasting three or more nights) overseas (outside the United States) in the past 9 months?” 
 

There were a wide variety of countries visited including European countries, West Indies, Mexico and Asia. The 
top 3 information sources about the destination were family and friends, Internet and travel books. Parts of trip 
booked in advance. Many respondents travelled by airline. Accommodation was booked both before arriving at the 
destination and at the destination. Seventy-one percent of those who purchased transportation to the destination prior 
to travelling used the Internet. Much accommodation is purchased when travellers arrive at the destination with 28.5 
percent of respondents purchased accommodation when they arrived. Fifty-four percent purchased this 
accommodation direct from the supplier and 49.5 percent of respondents purchased this accommodation through the 
Internet.  

 
Over 20 percent of American travellers purchased a package with another 12.8 percent of travellers combining 

independent and packaged travel. Of these 15.8 purchased a group package with 27.7 percent of those who 
purchased a package used the Internet to book this travel. Phone was the most used method of booking the package.  

 
Only 16.9 percent of travellers purchased airfare from the travel agent while 53.2 percent purchased directly from 

the airline. Seventy-one percent of these travellers purchased via the Internet Most attractions were purchased at the 
destination directly from the supplier with 57.4 percent of attraction purchasers booked in person. Friends, previous 
experience and the Internet were all important source of information for transportation and accommodation 
purchased at the destination. Guide books were also an addition important source for attractions,  

 
The majority of travellers accessed the Internet daily or more frequently. Eighty percent of travellers accessed the 

Internet in planning their trip. Thirty-seven percent of travellers accessed the web, social networks or a blog, to share 
experiences with others online (e.g. email, blogs). In planning the trip, 22 percent of travellers used Facebook to talk 
with family, friends, work colleagues/acquaintances or travel providers. Online travel agents are used regularly by 
the majority of travellers. Expedia and Travelocity are particularly popular. Around 15 percent of travellers use 
mobile phones to obtain travel information and/or to book travel.  

 
In the USA, it is clear that the Internet and social networking are pervasive factors for travellers in seeking 

information and booking of outbound travel. Direct booking with suppliers is important as are online travel agents. 
All indications are that these phenomena will increase.  
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Chapter 6  

SURVEY OF UK INTERNATIONAL TRAVELLERS 

586 recent British international travellers were surveyed using online research methods in June 2010. The sample 
was identified by Harris Interactive, an experienced online research supplier. The respondent profile is shown in 
Appendix D. Accompanied trips were most common. Couples comprised 48.5 percent of travellers. There were a 
variety of sources of information for the main overseas destination. Family and friends were the most prevalent with 
42.7 percent of respondents utilising this source, 19.5 percent utilised travel books and 18.8 percent used the Internet. 
 

Table 54 From what sources did you hear about your main overseas destination prior to this trip? 

 Responses 
  N Percent 

Percent 
of Cases 

Family and friends 250 25.4% 42.7% 
Travel book 114 11.6% 19.5% 
Internet (specify web sites) 110 11.2% 18.8% 
Social or work colleagues 67 6.8% 11.4% 
Newspaper article 58 5.9% 9.9% 
TV travel programme 55 5.6% 9.4% 
International acquaintances/colleagues 42 4.3% 7.2% 
Email message  41 4.2% 7.0% 
TV or magazine advertising 30 3.0% 5.1% 
Direct mail 26 2.6% 4.4% 
Print advertising 25 2.5% 4.3% 
Outdoor advertising 12 1.2% 2.0% 
Journalist 8 .8% 1.4% 
Trade shows 7 .7% 1.2% 
Spokesperson or celebrity 6 .6% 1.0% 
Telemarketing 4 .4% .7% 
Others (specify) 131 13.3% 22.4% 
Total 986 100.0% 168.3% 
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Table 55 What parts of the overseas trip to your main destination did you book in advance? 

  Responses 
  N Percent 

Percent of 
Cases 

Airline 503 25.8% 85.8% 
Rental car 123 6.3% 21.0% 
Bus 101 5.2% 17.2% 
Ship 63 3.2% 10.8% 
Friends/relative car 61 3.1% 10.4% 
Train 40 2.1% 6.8% 
Other 70 3.6% 11.9% 
Hotel 331 17.0% 56.5% 
Apartment 91 4.7% 15.5% 
Friend's house 54 2.8% 9.2% 
Resort 31 1.6% 5.3% 
Bed and Breakfast 15 .8% 2.6% 
Guest house 13 .7% 2.2% 
Other 59 3.0% 10.1% 
Organised tours 104 5.3% 17.7% 
Entertainment 80 4.1% 13.7% 
Museum 57 2.9% 9.7% 
Shows 45 2.3% 7.7% 
Theme park 38 2.0% 6.5% 
Festival 20 1.0% 3.4% 
Other (specify) 42 2.2% 7.2% 
Total 1946 100.0% 332.1% 

 
Much of this travel was booked in advance with 85.8 percent of respondents booking airfare in advance and 72 

percent of respondents booking hotels and apartments prior to travelling. 
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Table 56 What parts of the overseas trip to your main destination did you book when you arrived at the 

destination? 

  Responses 
  N Percent 

Percent 
of Cases 

Airline 72 7.0% 12.3% 
Rental car 63 6.1% 10.8% 
Bus 60 5.8% 10.2% 
Train 48 4.6% 8.2% 
Friends/relative car 20 1.9% 3.4% 
Ship 16 1.5% 2.7% 
Other 41 4.0% 7.0% 
Hotel 61 5.9% 10.4% 
Friend's house 16 1.5% 2.7% 
Apartment 13 1.3% 2.2% 
Guest house 11 1.1% 1.9% 
Bed and Breakfast 10 1.0% 1.7% 
Resort 8 .8% 1.4% 
Other 17 1.6% 2.9% 
Organised tours 115 11.1% 19.6% 
Entertainment 82 7.9% 14.0% 
Museum 61 5.9% 10.4% 
Shows 59 5.7% 10.1% 
Theme park 29 2.8% 4.9% 
Festival 11 1.1% 1.9% 
Other (specify) 34 3.3% 5.8% 
Did not book at all (specify why not?) 187 18.1% 31.9% 
Total 1034 100.0% 176.5% 

 
It is found that 32.3 percent of respondents travel as part of a packaged tour, with 47.9 percent of package tourists 

were part of a group package.  
 

Table 57 Did you travel as part of a package tour? 

  Frequency Percent Valid Percent 
Independent 373 63.7% 63.7% 
Part of a package 189 32.3% 32.3% 
Both 24 4.1% 4.1% 
Total 586 100.0% 100.0% 

 

Table 58 What type of package did you purchase? 

  Frequency Percent Valid Percent 
Personalised package 111 18.9% 52.1% 
Group package 102 17.4% 47.9% 
Total 213 36.3% 100.0% 
Missing 373 63.7%   
Total 586 100.0%   
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Over 54 percent of package tourists purchased the package directly from the tourism operator. This overseas tour 
package was purchased using the Internet and the telephone. 

Table 59 Who did you purchase the package from? 

  Frequency Percent Valid Percent 
Directly from the tour operator 117 20.0% 54.9% 
Travel agent 62 10.6% 29.1% 
Airline 6 1.0% 2.8% 
Travel management company 5 .9% 2.3% 
Tour wholesaler 4 .7% 1.9% 
Outbound tour operator 3 .5% 1.4% 
Other (specify) 16 2.7% 7.5% 
Total 213 36.3% 100.0% 
Missing 373 63.7%   
Total 586 100.0%   

 

Table 60 How did you book your overseas package? 

  Frequency Percent Valid Percent 
Online (Internet) (specify website) 77 13.1% 36.2% 
Phone 66 11.3% 31.0% 
In Person 57 9.7% 26.8% 
Combination (specify which combination) 6 1.0% 2.8% 
Fax 1 .2% .5% 
Other (specify) 6 1.0% 2.8% 
Total 213 36.3% 100.0% 
Missing 373 63.7%   
Total 586 100.0%   

 
Transportation to the destination was primarily purchased from the airline with 58.1 percent of respondents 

purchasing in this way. Travel agents accounted for 10.1 of respondent purchases. When purchasing transportation at 
the destination, 52 percent purchased directly from the provider. 

 

Table 61 Transport to Destination: Who did you purchase the travel components of your trip from? 

  Frequency Percent Valid Percent 
Airline 207 35.3% 58.1% 
Directly from the provider 59 10.1% 16.6% 
Travel agent 36 6.1% 10.1% 
Travel management company 24 4.1% 6.7% 
Tour wholesaler 2 .3% .6% 
Outbound tour operator 2 .3% .6% 
Other 26 4.4% 7.3% 
Total 356 60.8% 100.0% 
Missing 230 39.2%   
Total 586 100.0%   
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Table 62 Transport at Destination: Who did you purchase the travel components of your trip from? 

  Frequency Percent Valid Percent 
Directly from the provider 145 24.7% 51.1% 
Travel management company 14 2.4% 4.9% 
Travel agent 12 2.0% 4.2% 
Airline 10 1.7% 3.5% 
Visitor Information Centre 7 1.2% 2.5% 
Outbound tour operator 5 .9% 1.8% 
Tour wholesaler 2 .3% .7% 
Other 89 15.2% 31.3% 
Total 284 48.5% 100.0% 
Missing 302 51.5%   
Total 586 100.0%   

 

Table 63 Accommodation: Who did you purchase the travel components of your trip from? 

  Frequency Percent Valid Percent 
Directly from the provider 180 30.7% 52.0% 
Travel agent 32 5.5% 9.2% 
Travel management company 28 4.8% 8.1% 
Airline 5 .9% 1.4% 
Outbound tour operator 3 .5% .9% 
Visitor Information Centre 2 .3% .6% 
Tour wholesaler 2 .3% .6% 
Other 94 16.0% 27.2% 
Total 346 59.0% 100.0% 
Missing 240 41.0%   
Total 586 100.0%   

 

Table 64 Activities/Attractions: Who did you purchase the travel components of your trip from? 

  Frequency Percent Valid Percent 
Directly from the provider 84 14.3% 42.0% 
Visitor Information Centre 21 3.6% 10.5% 
Travel agent 11 1.9% 5.5% 
Tour wholesaler 10 1.7% 5.0% 
Travel management company 8 1.4% 4.0% 
Outbound tour operator 3 .5% 1.5% 
Airline 1 .2% .5% 
Other 62 10.6% 31.0% 
Total 200 34.1% 100.0% 
Missing 386 65.9%   
Total 586 100.0%   
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Table 65 Other: Who did you purchase the travel components of your trip from? 

  Frequency Percent Valid Percent 
Directly from the provider 15 2.6% 33.3% 
Airline 2 .3% 4.4% 
Travel management company 1 .2% 2.2% 
Visitor Information Centre 1 .2% 2.2% 
Outbound tour operator 1 .2% 2.2% 
Other 25 4.3% 55.6% 
Total 45 7.7% 100.0% 
Missing 541 92.3%   
Total 586 100.0%   

 
The Internet was the primary mode (81.2 percent) of booking transport to the destination and 58.4 percent of 

respondents chose the Internet to book accommodation as shown in Table 66. 
 

Table 66 Transport to Destination: How did you book? 

  Frequency Percent Valid Percent 
Online (Internet) 289 49.3% 81.2% 
Phone 34 5.8% 9.6% 
In Person 18 3.1% 5.1% 
Combination 1 .2% .3% 
Other 14 2.4% 3.9% 
Total 356 60.8% 100.0% 
Missing 230 39.2%   
Total 586 100.0%   

 

Table 67 Transport at Destination: How did you book? 

  Frequency Percent Valid Percent 
Online (Internet) 131 22.4% 46.1% 
In Person 94 16.0% 33.1% 
Phone 27 4.6% 9.5% 
Combination 2 .3% .7% 
Other 30 5.1% 10.6% 
Total 284 48.5% 100.0% 
Missing 302 51.5%   
Total 586 100.0%   
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Table 68 Accommodation: How did you book the components of your trip? 

  Frequency Percent Valid Percent 
Online (Internet) 202 34.5% 58.4% 
Phone 54 9.2% 15.6% 
In Person 38 6.5% 11.0% 
Combination 11 1.9% 3.2% 
Other 41 7.0% 11.8% 
Total 346 59.0% 100.0% 
Missing 240 41.0%   
Total 586 100.0%   

 

Table 69 Activities/Attractions: How did you book? 

  Frequency Percent Valid Percent 
In Person 116 19.8% 58.0% 
Online (Internet) 57 9.7% 28.5% 
Phone 9 1.5% 4.5% 
Combination 1 .2% .5% 
Other 17 2.9% 8.5% 
Total 200 34.1% 100.0% 
Missing 386 65.9%   
Total 586 100.0%   

 

Table 70 Other: How did you book the main travel components of your overseas trip? 

  Frequency Percent Valid Percent 
In Person 13 2.2% 28.9% 
Online (Internet) 12 2.0% 26.7% 
Combination 4 .7% 8.9% 
Phone 3 .5% 6.7% 
Other 13 2.2% 28.9% 
Total 45 7.7% 100.0% 
Missing 541 92.3%   
Total 586 100.0%   

 

Table 71 Top 2 most important sources of information used to make overseas travel arrangements for 
Package 

  Responses 
  N Percent 

Internet 100 47% 
Previous experience 87 41% 
Brochures 71 33% 
Travel agent 69 32% 
Friends and relatives 50 23% 
Guidebook 22 10% 
Airline 14 7% 
Other 13 6% 
Total 213   
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The Internet, travel agent, brochures and previous experience are all important sources of information in 
purchasing tour packages. The Internet, previous experience and the airline are all important sources on information 
in purchasing transportation to the destination. 
 

Table 72 Top 2 most important sources of information used to make overseas travel arrangements for 
Transportation to the Destination 

  Responses 
  N Percent 

Internet 304 55% 
Previous experience 263 47% 
Airline 179 32% 
Friends and relatives 126 23% 
Travel agent 107 19% 
Brochures 53 10% 
Guidebook 39 7% 
Other 39 7% 
Total 555 100% 

 

Table 73 Top 2 most important sources of information used to make overseas travel arrangements for 
Transportation at the Destination 

  Responses 
  N Percent 

Previous experience 235 54% 
Internet 183 42% 
Friends and relatives 138 31% 
Travel agent 78 18% 
Guidebook 71 16% 
Brochures 40 9% 
Airline 26 6% 
Other 107 24% 
Total 439 100.0% 

 

Table 74 Top 2 most important sources of information used to make overseas travel arrangements for 
Accommodation 

  Responses 
  N Percent 

Internet 272 50% 
Previous experience 273 50% 
Friends and relatives 149 27% 
Travel agent 115 21% 
Brochures 89 16% 
Guidebook 68 12% 
Airline 24 4% 
Other 26 5% 
Total 545 100.0% 
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In terms of purchasing accommodation, the most important sources of information are the Internet and previous 

experience. Friends and relatives and travel agents also have some impact. A range of sources are important in the 
purchase of attractions. 
 

Table 75 Top 2 most important sources of information used to make overseas travel arrangements for 
Activities/Attractions. 

  Responses 
  N Percent 

Internet 133 38% 
Previous experience 128 37% 
Friends and relatives 125 36% 
Guidebook 105 30% 
Brochures 77 22% 
Travel agent 55 16% 
Airline 5 1% 
Other 72 21% 
Total 350 100.0% 

Internet and Social Network Usage 
Over 88 percent of these travellers use the Internet at least daily with 80.7 percent of travellers used the Internet in 
planning this overseas trip. Over 14 percent used Facebook in planning the trip and 23.4 of travellers used the web 
and social media to share experiences of the trip. 
 

Table 76 How often do you normally access the World Wide Web/Internet? 

  Frequency Percent 
More than once a day 334 57.0% 
Daily 184 31.4% 
A few times a week 49 8.4% 
Once a week 8 1.4% 
2-3 times a month 6 1.0% 
Once a month 4 .7% 
Less than once per month 1 .2% 
Total 586 100.0% 

 

Table 77 Did you search on web site(s) in planning this overseas trip? 

  Frequency Percent 
Yes 473 80.7% 
No 113 19.3% 
Total 586 100.0% 

 

Table 78 In planning your trip, did you use Facebook to talk with family, friends, work 
colleagues/acquaintances or travel providers.  

  Frequency Percent 
No 503 85.8% 
Yes 83 14.2% 
Total 586 100.0% 
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Table 79  Thinking about this last overseas trip, did you access the web, social networks or a blog, to share 
your experiences with others online (e.g. email, blog, upload photos, etc.)? 

  Frequency Percent 
No 449 76.6% 
Yes (please specify) 137 23.4% 
Total 586 100.0% 

 
Online travel agents are very popular with 45.4 percent of respondents using Expedia, 11.1 percent using Travelocity 
and 39.2 percent using Lastminute.com. Over 30 percent of respondent use mobile phones to obtain travel 
information or book travel. 
 

Table 80 Use of Online Travel Agents 

  Responses 

  N Percent 
Percent of 

Cases 

Expedia 266 30.9% 45.4% 

Last minute.com 230 26.7% 39.2% 

Travelocity 65 7.5% 11.1% 

Wotif 10 1.2% 1.7% 

Others (Please specify) 290 33.7% 49.5% 

Total 861 100.0% 146.9% 
 
 

Table 81 Use of Technology to obtain information about travel or to book travel 

  Responses 

  N Percent 
Percent 
of Cases 

Other mobile phones 106 17.3% 18.1% 

iPhone 43 7.0% 7.3% 

Blackberry 31 5.1% 5.3% 

iPod 17 2.8% 2.9% 

iPad 5 .8% .9% 

Others (Please specify) 411 67.0% 70.1% 

Total 613 100.0% 104.6% 
 

Conclusion 
586 recent British international travellers were surveyed using online research methods in June 2010. The sample 
was identified by Harris Interactive, an experienced online research supplier. The Harris Interactive Online Panel 
was utilised.  Data weights were provided to enable a nationally representative sample. 
 

While 100% of respondents had taken an overseas trip during the last nine months, 79.4 percent of these 
respondents also travelled domestically in the UK. The average international trip lasts 11.82 days on average. The 
primary holiday motivation for these travellers was rest and relaxation (69.5 percent). Over 39 percent were seeking 
a local culture holiday and 30.3 percent were seeking a beach holiday. Accompanied trips were most common. 
Couples comprised 48.5 percent of travellers. There were a variety of sources of information for the main overseas 
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destination. Family and friends were the most prevalent with 42.7 percent of respondents utilizing this source. Over 
19 percent utilised travel books and 18.8 percent used the Internet. Much of this travel was booked in advance. Over 
85 percent of respondents booked airfare in advance and 72 percent of respondents booked hotels and apartments 
prior to travelling. 

 
Over 32 percent of respondents travel as part of a packaged tour with 17.4 percent of package tourists part of a 

group package. Transportation to the destination was primarily purchased from the airline with 58.1 percent of 
respondents purchased in this way. Travel agents account for 10.1 of respondent purchases. When purchasing 
transportation at the destination, 52 percent purchased directly from the provider. Accommodation was primarily 
purchased directly from the provider (52 percent). 

 
The Internet was the primary mode (81.2 percent) of booking transport to the destination and 58.4 percent of 

respondents chose the Internet to book accommodation as shown in Table 66. The Internet, travel agent, brochures 
and previous experience are all important sources of information in purchasing tour packages. The Internet, previous 
experience and the airline are all important sources on information in purchasing transportation to the destination. In 
terms of purchasing accommodation, the most important sources of information are the Internet and previous 
experience. Friends and relatives and travel agents also have some impact. A range of sources are important in the 
purchase of attractions, 

 
Over 88 percent of these travellers use the Internet at least daily with 80.7 percent of travellers used the Internet 

in planning this overseas trip. Over 14 percent used Facebook in planning the trip and 23.4 of travellers used the web 
and social media to share experiences of the trip. Online travel agents are very popular with 45.4 percent of 
respondents using Expedia, 11.1 percent using Travelocity and 39.2 percent using Lastminute.com. Also 30.7 
percent of respondent use mobile phones to obtain travel information or book travel. 

 
In the UK, it is also clear that the Internet and social networking are pervasive factors for travellers in seeking 

information and booking of outbound travel. Direct booking with suppliers is important as are online travel agents. 
All indications are that these phenomena will increase.  
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Chapter 7  

CONCLUSIONS 

Key Findings 
The use of social media to present destination assets creates complexity for the GDS environments but offers 
convenience for future travellers in researching and browsing information regarding future destination travels. 
Currently, these information flows are outside of the traditional channels and a future world in which social networks 
consume transactions represents a real threat to the GDS foundation. Bookings are no longer the cornerstone of 
travel, social media and the discovery of destination assets is the key for “would be travellers”. Small players not 
essentially dealing with the GDS landscape have the freedom to show off assets and offer service direct to 
international travellers whilst they are resident in their home location. Medium and larger style travel organisations 
promoting destinations would do best to take a mixed approach of GDS and direct to market using social media as 
soon as relevant processes are available to handle the level of service and direct fulfilment requirements. The 
dynamic nature of social media and underlying networking sites e.g. Facebook will present further challenges for the 
existing landscape and incumbent GDS systems as transactions become an integral capability of social sites driving 
social media and e-commerce to the “social shopping” of travel. 
 

Roy Morgan data are used to show that from 2001 to 2010 that the Internet is a very important source of 
information. The Internet rose from 12 percent to 38.1 percent as an information source for overseas destinations 
over the ten year period whilst travel agents, while still being very important fell from 51.9 percent to 40.5 percent. 
Booking directly with the airline for overseas travel increased from 9.6 percent in 2001 to 31.2 percent in 2010 and 
booking accommodation directly increased from 5.9 percent to 23.4 percent over this 10 year period. Over the period 
from October 2005 to March 2010 Internet and email bookings were the most prevalent increasing from 28.2 percent 
to 53.7 percent. This is indeed a quantum shift in booking methods and sources. On line travel agents are also 
gaining share.  

 
In the study of inbound travellers to Australia, 36 percent of travellers booked accommodation prior to travelling 

while 56 percent did not. Of those who booked accommodation, 14 percent booked by phone and 61 percent utilised 
the Internet. No web site was prominent in those utilised. It was found that 52 percent purchased from a travel agent 
and 5 percent purchased through an airline. The Internet was important with 50 percent of respondents using it for 
search in planning the current trip. A very wide range of Internet sites was utilised with one particular web site being 
dominant. These web sites are shown in the following tables. Google represented 10 percent of sites utilised and 51 
percent of respondents indicated that they used social networks with family, friends etc to plan their trip. Moreover, 
78 percent of these respondents used Facebook and 56 percent of travellers indicated that they would share emails, 
blogs and pictures online. Facebook is widely used with 95 percent of users indicating that access this website at 
least once per week. 

 
In the studies using USA and UK respondents, it is clear that the Internet information search and travel booking 

and social networking are pervasive factors for travellers in seeking information and booking of outbound travel. 
Direct booking with suppliers is important as are online travel agents. All indications are that these phenomena will 
increase. For example in the UK The Internet was the primary mode (81.2 percent) of booking transport to the 
destination and 58,4 percent of respondents chose the Internet to book accommodation as shown in Table 67. The 
Internet, travel agent, brochures and previous experience are all important sources of information in purchasing tour 
packages. The Internet, previous experience and the airline are all important sources on information in purchasing 
transportation to the destination. In terms of purchasing accommodation, the most important sources of information 
are the Internet and previous experience. Friends and relatives and travel agents also have some impact. A range of 
sources are important in the purchase of attractions, 
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Internet usage is heavy with 88.4 percent of these travellers indicating that they use the Internet at least daily and 

80.7 percent of travellers used the Internet in planning this overseas trip. Facebook was used by 14.2 percent of 
respondents in planning the trip. Those using the web and social media to share experiences of the trip comprise 23.4 
percent of travellers. Online travel agents are very popular with 45.4 percent of respondents using Expedia, 11.1 
percent using Travelocity and 39.2 percent using Lastminute.com. A sizable percentage (30.7) of respondents use 
mobile phones to obtain travel information or book travel. In the UK, it is also clear that the Internet and social 
networking are pervasive factors for travellers in seeking information and booking of outbound travel. Direct 
booking with suppliers is important as are online travel agents. All indications are that these phenomena will 
increase.  

 
Independent of operator size, two key areas drive the need for a focus on yield management to optimize all 

revenue channels. No longer is the room rate solely driven by a beautiful outlook, availability of a swimming pool, 
health club or other amenities. Today, the rate is dependent on who the traveller is, sales channel and rate being 
sought. Special pricing inclusive of rack rates, group/corporate bookings, last minute deals, packages, mystery 
pricing require real time management and distribution through all traveller touch points.  

 
The yield strategy needs regular adjustment based on a systematic competitor analysis of online prices and 

availability as an input for yield management and ongoing pricing strategy. The use of dashboards and alerts (e.g. 
Google alerts or Netvibes) greatly simplifies the process of collecting pricing and availability online from the 
websites of properties and tour reservations within the local marketplace for smaller and medium size operators. 

 
A key input of developing the yield strategy and forecasting is the acquisition of information from the online 

booking engine (operator website), call centre (voice) and GDS. Furthermore, tracking the origination of business to 
the website requires referral analytic reporting. This reporting represents the referring traffic to the website to 
determine which search engines heavily contribute to traffic. 

 
To further differentiate offerings operators using the richness of social media are in a position to communicate 

detailed information including child facilities. Textual information regarding child stay, pets or any other aspects of 
stay policies still requires communication. 

 
A sound yield management strategy requires real time availability of rates across all channels. Of particular 

importance are the popular travel websites – Booking.com, Expedia, Groople (group bookings) Kayak, HRS.com, 
Travelocity. Dependent upon the type of property and destination attractions connectivity to the key GDS is a 
consideration e.g. Amadeus, Galileo/Worldspan, and Sabre. The yield aspect requires ensuring the GDS receives as 
much information regarding descriptions, photos, videos (not yet handled by all GDS), stay policies and of course 
rates.   

 
The conversion of “lookers to bookers” is not just about web or social media marketing but requires 

consideration of web site layout and analysis of abandonments and paths travelled on web site by bookers. The 
integration of social media on the website is easy and affords an opportunity to further achieve yield management 
targets. 

 
Based on consideration of a future scenario for inbound visitors in 2015, the key technological elements for 

successful engagement with inbound international tourism in 2015 and afterwards from an Australian travel industry 
participant involves as a minimum consideration of:  

• Facebook as a travel intermediary providing recommendations via 9 million Australian users of social 
networks to international visitors. 

• Connected and Instant bookings available via Apple iTravel, Facebook, Google Television (Google 2010b) 
or an equivalent consumer interface allowing processing of transactions. 

• Splinternet in full operation with travel guides on iPad devices and travel experts available on demand via 
social networks directly imbedded into the social guides and travel blogs.   

• Travel substitution products exhibiting Australia’s natural assets to be viewed and sold via High Definition 
3D Immersive capabilities for Go nowhere Gamers and visitors in the pre-planning stage of purchasing an 
experience.   
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Future Action and Implications 
Developments in the distribution system for travel, tourism and hospitality products and services have significant 
implications and opportunities for all categories of operators, but particularly for smaller operators in relatively 
remote locations.  
 

The relentless drive of technology and the growing impact of social media canvassed within this report provide 
the following recommendations and opportunities for Australian travel participants: 
 

1. Creation of a social media marketing approach for all destination assets is mandatory and no longer a “nice 
to have” 

2. Social Content mechanisms e.g. wikis, video are an essential building block for exhibiting destination assets 
to the younger generation, “no where” gamers and the users of social networking sites e.g. Facebook 

3. Listening to conversations systematically amongst social media helps pinpoint current tensions amongst 
travellers and understand first hand requirements in the voice and therefore vocabulary of the traveller 

4. More intense engagement with travellers on social networks and sharing knowledge about the destination 
independent of sales activity contributes to the growth of future inbound international tourism 

5. Gain a complete understanding the nature of consumer Internet search for travel information on a brand and 
destination basis. 

6. In-depth understanding the consumer’s habits of the Internet in booking travel both long haul and short haul 
7. Considerably greater development of Internet marketing and social network marketing strategies by 

participants in the Australian tourism network’ A key assumption underlying the recommendations is 
travellers always connect anytime and anywhere by mobile or desktop computers to social media.  
 

Opportunities 
 

1. Wider distribution of the operator’s offers into consumer and corporate market segments around the world, 
which would not normally have been available in the past. This should be done through Facebook (e.g. Fan 
page), Twitter and other social media.  

2. Opportunities to protect and enhance yield by having access to consumers who are more widely 
experienced travellers, many of whom will recognise the value of higher yield products.  Such products 
will still have to be competitively priced in their relevant competitive set. 

3. The ability to change pricing and to open and close distribution channels as frequently as is desired by the 
operator.  Historically, small operators were at the mercy of tour wholesalers who contracted with operators 
and suppliers on an annual basis.  With the rapid changes that are now commonplace in the global economy 
and travel, tourism and hospitality industries, being locked into an annual cycle of price setting is 
strategically inappropriate. 

4. Cooperating with and electronically linking to other participants in the electronic distribution system, 
locally, nationally and internationally.  Such cooperation and association with larger suppliers or suppliers 
who have a complementary set of offerings can increase a small operator’s credibility, market position, 
image and profile. 

5. Small operators can observe the full range of products and services that are available in the market, 
including their prices, terms and conditions. Competitive analysis is therefore easier and competitive rates 
and actions are more transparent. This information can serve as a valuable form of market research. 

6. Advertising on the World Wide Web, for small operator’s products and services through Google’s Adwords 
is low cost and effective.  Such advertising can be very precisely targeted at tightly defined market 
segments and can be highly productive.  There is a wide range of metrics available around Adwords and 
Google activity.    Historically, this type of advertising was not available.  The advertising choices available 
to small operators before such Web based advertising were expensive and could be both ineffective and 
wasteful. 
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Implications of the opportunities mentioned above include: 
 
• Significantly increased levels of competition faced by all market participants.  The distribution and 

marketing capabilities made possible by the latest evolutions of the various GDS’s, the capabilities available 
through online travel agents and electronic marketplaces and consumer payments that are now available 
through the World Wide Web, have tended to create a “flat” industry where participants of various sizes can 
compete on an equal basis, or very close to an equal basis. 

 
• A requirement to have a high level of in-house expertise regarding: 

o The structure and operation of the local, national and global distribution system and how to 
manage the various elements of this system to the maximum advantage of the small operator. 

o The use of computers in general. 
o The features, benefits and requirements of the operation of GDS’s. 
o The use and limitations of e-commerce for travel, tourism and hospitality products and services 

utilising the World Wide Web. 
o Revenue management, including where appropriate the use of a suitable revenue management 

software system and/or decision support system. 
o Familiarity with e-commerce. 
o Familiarity with the use of online advertising systems including Google’s Adwords. 

 
 

 87



GLOBAL TOURISM AND TRAVEL DISTRIBUTION:  
changes, impacts and opportunity for Australian tourism  
 
 
APPENDIX A: TRAVEL STARTUPS AND INNOVATION 

1. BestTripChoices  www.besttripchoices.com 

2. Boo www.boo.com/ 

3. Cadabra www.cadabra.com/ 

4. Compete 4 Your seat www.compete4yourseat.com/Public/flights.php 

5. Dealbase www.dealbase.com/ 

6. iIoho www.iloho.com/ 

7. Joobili www.joobili.com/ 

8. NileGuide www.nileguide.com 

9. PlanetEye www.planeteye.com/ 

10. Travelbeen www.travelbeen.com/ 

11. TravelMuse www.travelmuse.com/ 

12. Trazzler /www.trazzler.com/ 

13. tripJane www.tripjane.com/ 

14. TripIt www.tripit.com/ 

15. Tripology www.tripology.com/ 

16. Triporati www.triporati.com/ 

17. TripSketch tripsketch.com/ 

18. TripTelevision www.triptelevision.com/ 

19. UpTake www.uptake.com/ 

20. Where I've Been www.whereivebeen.com/ 

21. Zicasso  www.zicasso.com/ 

22. Zoombu www.zoombu.co.uk/ 

 

1. BestTripChoices 
"Travel personalities" help drive best trip choices using a simple questionnaire and after taking the quiz to 
determine the type, a user can drill down to identify destinations and activities that BestTripChoices thinks 
are suited to the preferences.  

 
2. boo - Changing the way You book travel online 

boo.com avoids the need to visit multiple sites and outputs a single offering. Alongside core 
accommodation, consumers list and rate restaurants, bars and interesting things to do within the chosen 
destination. Boo was launched boo with one million reviews from real people. Reviews elicited from people 
are human-read before publication and invalid or inappropriate reviews are trapped using algorithmic 
checks and human intervention.  
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3. Cadabra Experiential Tour Planning 

Cadabra works with leading destination experts based in each country to bring the best information, 
activities, accommodation and transport. A depth of destination experience and knowledge, together with 
Cadabras innovative itinerary planning wizards, gives travellers the tools to plan every detail of a trip all on 
one website. 

 
The Cadabra solution provides the traveller with a one-stop shop offering something of the experience and 
delight of the tour itself, but more importantly it offers traveller guidance and invaluable local expertise on 
the destination market. Cadabra’s toolset, which includes an itinerary wizard and journey planner, together 
with the localised database make complex itineraries simple to plan. Cadabra selects a leading inbound tour 
operator in each country with large databases of all types of tourism product for their country, together with 
years of their destination knowledge, which combines to deliver the best experience for travellers. The 
selected travel companies load the destination database and experience “knowledgebase” into the Cadabra 
system make the knowledge accessible and relevant through the process of planning a tour. 

 
4. Compete 4 Your Seat  

The Human Touch takes over by calling upon a network of travel agents to bid on the tough-to-schedule 
flight plans. Users complete the free registration form, submit a trip request and within a short time travel 
professionals submit bids on the travel. The user signs back into the account and chooses My Itineraries. 
Here the user sees all the bids on your travel and you can contact as many travel professionals you want. 

 
5. DealBase 

DealBase has hotel deals with tons of unadvertised sales and offers. DealBase brings together hotel deals. A 
Deal Analyser technology presents the key criteria for each listing/price, savings off rack rate, and terms of 
booking (for example, dates of stay and deadline for booking in a concise format. 

 
6. Iloho 

Creates a place for travellers across the globe to interact and to access the very best travel information on 
the web from one location. This covers the latest news, airline reviews, inspirational itineraries and practical 
advice to travel photography. All of the content is submitted by travellers and is highly relevant to future 
travellers. Iloho provides access to the network of travellers for future travellers seeking advice and 
inspirational ideas. Competitions create interest on the site. 

 
7. Joobili 

The name is based on the spelling of "Jubilee" referring to a travel celebration. With Joobili, you say when, 
and Joobili says where you can find the best travel experiences specific to travel dates and personal 
interests.  

 
8. NileGuide 

This site comprises curated travel content with sophisticated filtering/organizational tools and local 
knowledge of destination. Describing itself as “the best place to research and plan the next trip”. NileGuide 
assists travellers to discover whatever they require on their vacation. The site allows using hand picked 
items to create a free custom Guide-To-Go, Offbeat guides and an ability to share and collaborate with 
friends. 
 
Nile Guide uses Google Maps technology and integrates the selections into a calendar. An iPhone version is 
planned. 

 
9. PlanetEye 

PlanetEye generates visually compelling colour-coded, geo-tagged Microsoft Virtual Earth maps that 
travellers can use to identify restaurants and attractions within walking distance of a particular hotel. The 
user creates virtual folders (called "travel packs") to file photo-illustrated restaurant reviews and travel tips 
aggregated from many sources. 
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10. Travelbeen 
A social search engine for travel collates the world’s largest collection of travel websites, categorising, 
indexing and mapping every page to a location or destination. Users can see the popularity of a travel 
website, based on the number of bookmarks received. Bookmarking can be done within the site or on travel 
websites that have signed up to the bookmarking service. It is one place where consumers can keyword 
search across hand picked travel companies. Currently, over 15,000 travel companies are included and a 
next target is 200,000. The company is based in New Zealand and also has versions for Australia, US, UK, 
South Africa, Canada and India. 

 
11. TravelMuse 

TravelMuse helps plan an ideal trip by saving information from any Web site, offering relevant 
recommendations and providing tools to organize all the research in one place. A variety of tools makes the 
vision of a one stop location a reality: 

 
• Bookmarker enables you to save pages, photos and text from any Web site and store it all in an online 

Trip folder. 
• Planner provides powerful mapping and scheduling tools so you can organize and view your saved 

items. Automatically see popular attractions or search for other things to do on an interactive map. 
• Inspiration Finder provides useful suggestions and ideas. Any item on TravelMuse can be saved to 

aTrip. 
 
TravelMuse is social networking centric and allows users to invite friends to join and collaborate in building 
trips, ask advice from friends on Facebook and share a public Trip over Facebook, Twitter and e-mail. 

 
12. Trazzler 

Trazzler is twitter centric. Most of Trazzler’s recommendations are within reasonable driving distance and 
encourages more frequent and shorter weekend travel. 
 
Trazzler describes itself as window shopping and users skip the trips not of interest but save the appealing 
ones. Through this process of skip and save smarter recommendations tailored to the Travel Personality are 
made available. The approach to travel writing is unique in both content and form (form being both the 100-
word write-ups and the user interface for browsing).  Trazzler has 1.5 million followers over 43 twitter 
accounts (twitter.com/trazzler and twitter.com/traveldeals being the biggest two).  

 
13. tripJane 

Travel is fundamentally a social activity. Today, the online experience is a social and connected one. 
tripJane has developed a social e-commerce travel platform. The initial product is the first end-to-end travel 
agency inside the Facebook platform. OpenSocial and other social platforms are in the quality 
assurance/testing process. 

 
14. TripIt 

TripIt requires a small time investment upfront. The return for the effort is impressive. After registration, 
simply forward flight, hotel, and other confirmations to TripIt, and the site organizes a master itinerary 
customizable with maps, weather information, photos, and walking or driving directions. The Tripit 
Itinerator performs automated tasks including checking flight status, selecting the seat, and generates a 
personalized travel guide to interact with the online calendar or the iPhone. 

 
Social search – search driven by user interactions – offers unparalleled opportunities to target travel buyers. 
Here’s how these methods work and why smart travel companies should keep an eye on this emerging 
technology. 

 
15. Tripology 

Tripology is another service that caters to travellers with specialized interests, ranging from nature vacations 
to language schools to spiritual journeys. Users enter their criteria and are matched with three niche 
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specialists. The traveller decides whom to contact and negotiates fees and services with that specialist. 

 
16. Triporati 

Triporati offers a unique way for users to discover destinations, helping answer the primary question 
relating to ’where do you want to go?’ by using the expertise of 65 professional travel writers. Triporati has 
profiled more than 1,100 destinations from around the world. The proprietary content and technology 
enable users to easily find personalized recommendations for the locations that best match each user’s 
unique travel interests. 

 
17. TripSketch 

TripSketch, the intelligent travel planner provides individual travellers and travel professionals with a web 
based application for travel planning. An editorial team oversees a rich collection of actionable travel 
content. Travellers can use the trusted content to plan layovers, short breaks, and multi-city tours. A unique 
user interface guides trip planning around interests, budget and time constraints. TripSketch also defines a 
platform for the travel industry to provide dynamically tailored content, allowing customers and agents to 
consider travel alternatives not previously considered. This allows excess inventory to be utilized while 
increasing customer choice and satisfaction. 

 
18. TripTelevision 

Connects consumers with brands in a personal, relevant and memorable way. Experiential marketing 
requires a voice in concert with a channel of communication. Video provides the voice, while the web 
provides the channel for marketers to establish relationships with the consumer. Travel is an experiential 
product and video is an experiential marketing tool. TripTelevision advocates the use of Short Form Video, 
which is 5 minutes in length or less, depending on the subject matter 
 
TripTelevision provides complete production, hosting and syndication services. 

 
19. UpTake 

UpTake collects and organises millions of bits of disorganised data for travellers to help them plan a trip to 
meet their preferences. This is a semantic search application bringing together more than a thousand sites, 
775,000 hotels and attractions in the U.S. and 20 million opinions from all over the web in one place. 
Uptake recommendations are based on a gestalt of 20 million voices collected from over a thousand sources 
including web sites, books and magazines. The details are presented in a "federated" and/or "universal" 
search display based on what Uptake knows about the individual travel preferences. 
  

20. Where I've Been 
A social-networking focused application that allows sharing ‘travels’ with friends. The user focuses on a 
compact world map where you can highlight the countries you have been to, lived in, or want to go to. Your 
personalised map can then be quickly and easily shared with friends. Country/city tags are ‘I have been 
here’, ‘I lived here’, or ‘I want to go here’. The map is placed on a blog or Facebook profile.  

 
21. Zicasso  

Zicasso promises "handcrafted" itineraries for multiple-destination trips. The traveller describes needs, and 
within two or three days a trip plans is made available including pricing from up to three pre-screened 
agents. A plan can be refined and the agent is paid directly. 

 
22. Zoombu 

The Zoombu unique is a door-to-door vision of a trip from origin to destination, including all options – taxi, 
metro, shuttle bus, car hire, trains, ferry, flights with integrated timetables and pricing. Zommbu calls this, 
“multimodal door-to-door search”.  This means a consumer can get a view of all of the different choices in 
getting from A to B and as well as the full cost. The site compares cost, timing and connections using 
different modes of transport. Metasearch sites have been connecting inventory not available on OTAs but 
non-air options (ferry, train) are not included. 
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APPENDIX B: RESPONDENT PROFILE BANGKOK AIRPORT 
STUDY 

Table 1 Average Number of Days in Australia 
 

N 278 

Mean 115.5 

Median 30 

Minimum 1 

Maximum 730 

Percentiles 25 

25 10 

50 30 

75 150 

 
 

Table 2 Country of Nationality 
 

  Frequency Percent 

Thai 87 24.6 

British 60 16.9 

New Zealand 24 6.8 

English 15 4.2 

German 14 4.0 

Irish 13 3.7 

American 7 2.0 

Indian 7 2.0 

Swedish 6 1.7 

USA 6 1.7 

Dutch 5 1.4 

French 5 1.4 

Norwegian 5 1.4 

Canadian 4 1.1 

Danish 4 1.1 

Israel 4 1.1 

Russian 4 1.1 
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Table 3 Travelling Companion 

  Frequency Percent 

Alone 154 43.5 

With friends 90 25.4 

As a couple 70 19.8 

With relatives/other family 11 3.1 

As a family with children 9 2.5 

With business associate 2 .6 

other 12 3.4 

Total 348 98.3 

System 6 1.7 

Total 354 100.0 
 

Table 4 Purpose of Trip 
  Frequency Percent 

Holiday/Vacation 138 39.0 

Education 78 22.0 

Visit friends and relatives 63 17.8 

Business/Conference 23 6.5 

Honeymoon 4 1.1 

Other 41 11.6 

Total 347 98.0 

 
Table 5 Kind of Holiday 

  Responses 

  N Percent 

Percent of 
Cases 

Beach Holiday 66 16.5% 34.9% 

Living and experience 64 16.0% 33.9% 

Adventure 60 15.0% 31.7% 

Tour around Australia 55 13.8% 29.1% 

Local Culture 42 10.5% 22.2% 

Nightlife 36 9.0% 19.0% 

Nature Holiday 33 8.3% 17.5% 

Sport/ Activities 23 5.8% 12.2% 

Honeymoon 7 1.8% 3.7% 

Health & Meditation 4 1.0% 2.1% 

other holiday type 10 2.5% 5.3% 

Total 400 100.0% 211.6% 
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Table 6 Previously Visited Australia 
  Frequency Valid 

Percent 

More than once 187 54.2 

First time/I have not visited 
Australia previously 

158 45.8 

Total 345 100.0 
 

Demographic characteristics of the sample 
 
The demographics of the sample are shown in the following tables. 
 

Table 7 Age 
  Frequency Percent Valid 

Percent 

18-24 123 34.7 38.1 

25-34 105 29.7 32.5 

35-44 38 10.7 11.8 

45-54 25 7.1 7.7 

55-64 19 5.4 5.9 

65 and over 12 3.4 3.7 

11 1 .3 .3 

Total 323 91.2 100.0 

Missing 31 8.8   

Total 354 100.0   
 

Table 8 Marital Status 
  Frequency Valid 

Percent 
Single 230 71.9 

Married with children 44 13.8 

Married without children 30 9.4 

Divorced 11 3.4 

Separated 3 .9 

Widowed 2 .6 

Total 320 100.0 
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Table 9 Occupation 

  Frequency Valid 
Percent 

Student 128 39.8 

Professionals 61 18.9 

Administrative and managerial 26 8.1 

Business owner 22 6.8 

Retired 19 5.9 

Unemployed 18 5.6 

Sales and commercial personal 16 5.0 

Housewife or unpaid 5 1.6 

Government or military personal 4 1.2 

Others 22 6.8 

Total 322 100.0 

 
 

Table 10 Income 
  Frequency Valid 

Percent 
less than $6,000 95 33.8 

$6,000-9,999 28 10.0 

$10,000-14,999 20 7.1 

15,000-19,999 18 6.4 

20,000-24,999 19 6.8 

25,000-29,999 10 3.6 

30,000-34,999 10 3.6 

35,000-39,999 12 4.3 

40,000-44,999 8 2.8 

45,000-49,999 4 1.4 

50,000-59,999 11 3.9 

60,000-69,999 9 3.2 

70,000-79,999 8 2.8 

over 80,000 28 10.0 

Total 281 100.0 
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APPENDIX C: RESPONDENT PROFILE USA STUDY  

Demographic composition of the sample 
Data weights were provided to enable a nationally representative sample. 

 
Table 1 Gender 

  Frequency Percent 

Male 270 52.5 

Female 244 47.5 

Total 514 100.0 
 

Table 2 Age 
  Frequency Percent 

18-19 5 1.0 

20-29 76 14.8 

30-39 115 22.4 

40-49 123 23.9 

50-59 56 10.9 

60-69 83 16.1 

70 and over 56 10.9 

Total 514 100.0 
 

Table 3 US Region 
  Frequency Percent 

South 160 31.1 

East 129 25.1 

West 115 22.4 

Midwest 110 21.4 

Total 514 100.0 
 

Table 4 Have you taken a trip (lasting two or more nights) within the United States in the past 12 months? 
  Frequency Percent 

Yes 463 90.1 

No 51 9.9 

Total 514 100.0 
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The qualifying question was “Have you taken a trip (lasting three or more nights) overseas (outside the United 

States) in the past 9 months?” There were a wide variety of countries visited including European countries, West 
Indies, Mexico and Asia.  

 
Table 5 Have you taken a trip (lasting three or more nights) overseas (outside the United States) in the past 9 

months? (Qualifying question) 
  Frequency Percent 

Yes, I have travelled overseas. 514 100.0 

 
Table 6 Stay in additional countries 

  Frequency Percent 

No 397 77.2 

Yes 117 22.8 

Total 514 100.0 
 

Table 7 Average Nights away 
  Minimum Maximum Mean 

How many nights did you spend away on your 
most recent overseas trip? Nights 

3 99 11.09 

 
Respondents spent an average of 11 nights on their overseas trip. 

 
Table 8 Main Purpose of trip 
  Frequency Percent 

Holiday/Leisure/Recreation 327 63.6 

Business/Professional (includes Conference/Convention) 74 14.4 

Visiting friends and relatives 69 13.4 

Education/Study 16 3.1 

Sporting or cultural event 5 1.0 

Shopping 3 .6 

Medical/Health 1 .2 

Other (specify) 19 3.7 

Total 514 100.0 
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Table 9 Kind of Holiday 
  Responses 

(N) 
Percent 

Rest and relaxation 303 28.5% 

Local Culture 166 15.6% 

Beach vacation 142 13.3% 

Living and Experience 105 9.9% 

Adventure 70 6.6% 

Tour by Car or Bus 69 6.5% 

Nature vacation 50 4.7% 

Nightlife 49 4.6% 

Sports / Activities 26 2.4% 

Honeymoon 15 1.4% 

Health & Meditation 9 .8% 

Other (specify) 61 5.7% 

 Total  1065 100.0% 

Additional demographics 
Table 10 What is your 2009 annual personal income before taxes? 

  Frequency Percent 

Less than $15,000 21 4.1 

$15,000 to $24,999 21 4.1 

$25,000 to $34,999 26 5.1 

$35,000 to $49,999 67 13.0 

$50,000 to $74,999 95 18.5 

$75,000 to $99,999 74 14.4 

$100,000 to $124,999 47 9.1 

$125,000 to $149,999 20 3.9 

$150,000 to $199,999 21 4.1 

$200,000 to $249,999 12 2.3 

$250,000 or more 13 2.5 

Decline to answer 97 18.9 

Total 514 100.0 
 

 98



GLOBAL TOURISM AND TRAVEL DISTRIBUTION:  
changes, impacts and opportunity for Australian tourism  

 
Table 11 What is your marital status 

  Frequency Percent 

Married with children 171 33.3 

Single 158 30.7 

Married without children 127 24.7 

Divorced 32 6.2 

Widowed 21 4.1 

Separated 5 1.0 

Total 514 100.0 
 

Table 12 What is your occupation? 
  Frequency Percent 

Professional 218 42.4 

Retired 96 18.7 

Administrative and Managerial 61 11.9 

Student 24 4.7 

Government or Military Personnel 22 4.3 

Sales and Commercial Personnel 21 4.1 

Business owner 13 2.5 

Housewife or Unpaid 13 2.5 

Unemployed 6 1.2 

Other (Please specify) 40 7.8 

Total 514 100.0 

 

 99



GLOBAL TOURISM AND TRAVEL DISTRIBUTION:  
changes, impacts and opportunity for Australian tourism  
 
APPENDIX D: RESPONDENT PROFILE UK STUDY  

Demographic composition of the sample 
Data weights were provided to enable a nationally representative sample. 
 

Table 1 Gender 
  Frequency Percent 

Female 296 50.5 

Male 290 49.5 

Total 586 100.0 
 

Table 2 Age 
  Frequency Percent 

18-19 19 3.2 

20-29 36 6.1 

30-39 92 15.7 

40-49 109 18.6 

50-59 167 28.5 

60-69 133 22.7 

70 and over 30 5.1 

Total 586 100.0 
 

Table 3 In what country or region do you currently reside? 
  Frequency Percent 

England 262 44.7 

United Kingdom 246 42.0 

Scotland 35 6.0 

Wales 19 3.2 

Northern Ireland 13 2.2 

Great Britain 11 1.9 

Total 586 100.0 
 

Table 4 Have you taken a trip (lasting two or more nights) within the United Kingdom in the past 12 months? 
  Frequency Percent 

Yes 465 79.4 

No 121 20.6 

Total 586 100.0 
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While 100% of respondents had taken an overseas trip during the last nine months, 79.4 percent of these 

respondents also travelled domestically in the UK. 
 
Table 5 Did you stay overnight at any additional countries while en route to your main destination or during 

your trip? 
  Frequency Percent 

No 484 82.6 

Yes 102 17.4 

Total 586 100.0 
 
The average international trip lasts 11.82 days on average. 

 
Table 6 Nights did you spend away on your most recent overseas trip 

 Minimum Maximum Mean 

How many nights did you spend away on your most 
recent overseas trip? Nights 

3 99 11.82 

 
Table 7 Main purpose of your visit to your main destination? 

  Frequency Percent 

Holiday/Leisure/Recreation 433 73.9 

Visiting friends and relatives 91 15.5 

Business/Professional (includes Conference/Convention) 32 5.5 

Sporting or cultural event 9 1.5 

Shopping 4 .7 

Medical/Health 3 .5 

Education/Study 1 .2 

Other (specify) 13 2.2 

Total 586 100.0 
 
The primary holiday motivation for these travellers was rest and relaxation (69.5 percent). 39.5 percent were 

seeking a local culture holiday and 30.3 percent were seeking a beach holiday. 
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Table 8 Kind of Holiday 
  Responses 

  N Percent 
Percent 
of Cases 

Rest and relaxation 364 31.7% 69.5% 

Local Culture 205 17.9% 39.1% 

Beach holiday 159 13.9% 30.3% 

Living and Experience 112 9.8% 21.4% 

Tour by Car or Bus 69 6.0% 13.2% 

Nightlife 53 4.6% 10.1% 

Nature holiday 45 3.9% 8.6% 

Sports / Activities 38 3.3% 7.3% 

Adventure 37 3.2% 7.1% 

Honeymoon 8 .7% 1.5% 

Health & Meditation 7 .6% 1.3% 

Other (specify) 50 4.4% 9.5% 

Total 1147 100.0% 218.9% 
 

Table 9 Who did you travel with on this trip? 
  Frequency Percent 

As a couple 274 46.8 

With friends 86 14.7 

As a family with children 79 13.5 

Alone 71 12.1 

With relatives/other family 56 9.6 

With business associate 12 2.0 

Other 8 1.4 

Total 586 100.0 
 

Additional Demographics of the Sample 
Table 10 Marital status 

  Frequency Percent 
Married with children 282 48.1 

Single 132 22.5 

Married without children 89 15.2 

Divorced 56 9.6 

Widowed 17 2.9 

Separated 10 1.7 

Total 586 100.0 
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Table 11 Occupation 
  Frequency Percent 

Professional 160 27.3 

Retired 130 22.2 

Administrative and Managerial 107 18.3 

Government or Military Personnel 28 4.8 

Housewife or Unpaid 27 4.6 

Business owner 23 3.9 

Unemployed 22 3.8 

Student 19 3.2 

Sales and Commercial Personnel 18 3.1 

Other (Please specify) 52 8.9 

Total 586 100.0 

 
Table 12 Total household income before taxes 

  Frequency Percent 

30,000 to 39,999 pounds 86 14.7 

40,000 to 49,999 pounds 70 11.9 

50,000 to 74,999 pounds 86 14.7 

75,000 to 99,999 pounds 36 6.1 

Up to 4,499 pounds 11 1.9 

4,500 to 6,499 pounds 7 1.2 

6,500 to 7,499 pounds 2 .3 

7,500 to 9,499 pounds 9 1.5 

9,500 to 11,499 pounds 7 1.2 

11,500 to 13,499 pounds 13 2.2 

13,500 to 15,499 pounds 17 2.9 

15,500 to 17,499 pounds 17 2.9 

17,500 to 24,999 pounds 44 7.5 

25,000 to 29,999 pounds 46 7.8 

100,000 pounds or more 29 4.9 

Decline to answer 106 18.1 

Total 586 100.0 
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Table 13 Region or territory 
  Frequency Percent 

East of England 42 7.2 

East Midlands 43 7.3 

London 84 14.3 

North East 24 4.1 

North West 53 9.0 

Northern Ireland 15 2.6 

Scotland 58 9.9 

South East 108 18.4 

South West 55 9.4 

Wales 26 4.4 

West Midlands 34 5.8 

Yorkshire and the Humber 42 7.2 

Other place 2 .3 

Total 586 100.0 
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