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Preface from Yahoo!7 and Totaltravel

Yahoo!7 and Totaltravel were proud to support Tourism Futures in 2010 and launch our new
Totaltravel site at the Tourism Futures Conference in Brisbane. For those at the event we hope we
gave you an insight into Totaltravel and how we see the future of online travel evolving. As a leader
in the internet here at Yahoo!7 we know that the internet has already changed the travel industry

and that there is a lot more change on the horizon.

' & L QY Canuudgjué iviKcbvar in depth, online is critical to the travel industry. People will

continuS 2 dzaS GKS AYyGSNYySid (2 AYaAaLANBI LXFyZ 06221
'y SELX 2aArA2y 2F AYUSNYySi Sylof SR RSOAOS&sT AyOf dzFf
shift to digital.

Travel operators must learn how to optimise their presence online which includes search engine
optimisation strategies, social media engagement and strategies to encourage the ease of
information retrieval and use. A competitive edge will be gained by those making it easier for people

to get what they need, when they need it, as quickly as possible.

There is a lot of noise on the Web and social referral may one day even surpass search referral as a

process for decision-making. We know through our research that travellers want to hear from

people they trust. When it comes to research, they want to know the opinions of locals who live in

GKS FNBIF (KS@& IINB t221Ay3 qkhowlidwhereihdbedt G Qa | 0 2 dzil
restaurants are, where is the best surf break, are there any good walks or is there a band playing in

town?

2 SQNB SEOAGSR (2 KI@PS 1 dzyOKSR 2dzaNJ ySg ¢201F £ GNI ¢

industry partners and clients to make it the best online travel experience in the market.
Rohan Lund

CEO, Yahoo!7
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Foreword

Since the late 1990s the internet has emerged as one of the great communication technologies of
our time. Today, it is one of the most valuable tools available to people
working in the tourismsector.a Ly G KS ol GGt S 0S¢
GANIdzZl £ GKS @GANIdzEf Aada SAYyYyAy3IE
view supported by statistics and trends presented at the conference by a the real and the virtual

range of delegates. This communiqué offers a snapshot of thinking,

0KS @A NI dzl ¢

discussions and workshops on current and future innovations available

to the tourism industry through online opportunities and mobile device applications. The Tourism
Futures National Conference 2010 was convened to share responses to some key themes currently
affecting the tourism industry. The role of current uses of technology in developing product,
marketing, promotion, research, booking, customer management and community development
were key topics. On the third and final day of the conference, delegates were offered an opportunity
to learn how to build their online presence. Experts in online technologies offered plenary sessions,
workshops and master classes designed for the tourism industry. Offered for the first time as a
standalone event, this dedicated strand was designed specifically for those interested in building

their online marketing and distribution presence.

Future predictions about augmented reality, artificial intelligence,
virtual tourism, tagged public space and journey coaches, generated
significant interest at the conference. An important

acknowledgement was made of the technological shift currently

underway. New applications and technologies and their uses in the

tourism industry are being propelled by a generation who have grown up with computers and

mobile phones. As intuitive adopters 2 NJ WR A 3 Athiey use coyimuinidai$St&oR that embrace

mobility and social networking with ease. ¢ 9 YSNE A y' 3 2 y foh iyfoSes aiergwindat an O | (i A
enormous rate and change forever the way the tourism industry attracts and engages with its

Odza G 2 Y S NHahy Chiatteks,Rhe 20MConference Convenor. The importance of technology in
promoting, selling, managing and sustaining relationships between tourism providers and their

customers was reiterated throughout the conference.
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This communiqué reports on issues arising from the online dedicated components of the Eighth

National Conference on Tourism Futures, themed 'Leaders Driving Innovation' which took place in
Brisbane at the Southbank Institute of Technology. Delegates from all parts of the tourism sector
were represented. Key issues have been summarised from the 2010 conference strands Tourism
Online Futures Presentatioasd the workshopsTourism Online Essentialend TourismOnline
MasterclassThe conferenceQ fbrums, masterclasses, keynote plenaries and networking events
introduced delegates to developments in online technologies and how the tourism industry might

use them more effectively. Emerging technologies of potential value were also showcased.

Executive Summary

The internet has not only saturated the globe with communications hardware, it has also changed
the consciousness of this and following generations. Conceptual movement has not all been one way
i.e. towards the virtual. Most of the advertising showcased at the conference demonstrated
adaptation of virtual consciousness, expressed through social networking in particular, into offline
campaigns. Culture has rapidly transformed into an information hungry one that expects immediacy,
availability and access at all times. This has altered the way people work, live their lives, experience
their leisure time and the way they conduct their business. Blended marketing, promotion and
booking strategies were heralded as key innovations for the industry to adopt. A tourism business
that does not come to grips with the way online technology works and how it affects the
expectations of consumers, risks significant disadvantage. This point of view was shared by most

experts presenting at the conference, no matter what their field of expertise.

Online technology has facilitated the distribution of power, authority and content to the consumer

and created a shared platform for communication that makes it easier to recruit expertise and

thinking outside sectors, localities and cultures. Australia’s geographical location is, according to

bAO1 ¢Ffto203 T Nbiyges{aSeal Bu aistihielpy ié edddd to@ncourage people to

travel the large distances required to gethere.é  / NHzOA | € (2 {trakeBageAtSAInBW y 3 K S NB
kind of travel agent is required that is able to innovate quickly to meet consumer demand for

internet access to destinations, flights / accommodation and transit booking and information. A

challenge for the tourism industry is how to reinvent itself for the technologically facilitated

traveller. In a study called the Amadeus Amateur-Expert study, presented by Shane Crockett,

Managing Director V3 82% of participants in a panel of industry experts predicted that: people will
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seek more adventurous travel experiences in the future; booking windows will shorten; people will

increase the amount of information they consume from various sources but they will do so in a
shorter period of time. This establishes a greater need for inspirational applications such as websites

that facilitate simple pathways e.g. Gliider, Tripit, Traxo.

The most popular website qualities consumers looked for when researching their travel, in order of

importance, were:
1. lowest price guarantees
2. comprehensive local information
3. clear and simple navigation
4. widest range of choices
5. special offers and discounts
6. links to accommodation and flights
7. well written editorial content
8. user generated ratings and reviews
9. user generated photos,
10. tracking of their progress.

It is predicted that applications using game oriented models such as
Foursquare, a tourism destination game will become more popular in

the future.

The distribution of power, authority and content to the consumer

creates opportunities to follow Mr. Nick TalbotQ, &esign Director
Seymourpowell) advice about innovation i.e. that it requires a mindset that translates across
industries, engages long-term thinking and supports a way of imagining the future that encompasses
as many stakeholders, investors and ideas as possible. Innovation is a process and an activity
dependent on creativity, quality leadership and a willingness to assess past mistakes honestly.
Enclosed in this communiqué is a snapshot of insights and key outcomes emerging from discussions

about tourism online futures.
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Marketing Innovation

An important theme of the conference was Marketing Innovation, which reflected a high level of
engagement with new technologies. Below are summaries of recommendations for the adoption of
online technologies, virtual consciousness or mobile applications in the marketing and promotion of
tourism product. That campaigns need to be digitally led and that mobile devices will revolutionise
the way information is managed is no longer disputed. The choice and role of hardware and
platforms is becoming more difficult however as major players such as Google, Microsoft and Apple

do not always offer seamless cross-platform functionality to consumers.

The innovative expresses viral marketing strategies, e.g. disruptive campaigning that aims to become

a part of mainstream discussionZ | assivedPRexposure is not enough" and

future campaigns need to blend strategies in a unique way. It is predicted that S
. : : : : . dalaaAagds t\
in three years half the tourism audience will come from people using mobile

technologies such as laptops, phones, tablets, GPS etc which means it is is not enough"

necessary to think about how to interface with audiences in the future, urgently.

Ms Danielle Duell Director of Danielle Duell Consulting presented a summary of new marketing
strategies sourced from trendwatching.com that reflect the way virtual consciousness currently
affects consumer trends. Of particular relevance to tourism are the following. 'Nowism' (a lust for

instant gratification)

- W{StftadzySNAEQ ol YS3IIGNBYR Ay 02y adzySNI LI N
goods/services)

- Mass Mingling (online living and off-line meeting offers business an opportunity to
drive off-line activity)

- Eco-bounty (an epic quest for a sustainable society offering long and short-term
opportunities for brands to participate in sustainability)

- Generation G (a generation that blends social giving and business mindset. Emerges
from the global financial crisis and is driven by a "disgust for greed")

- W NDBlFyeQ odaNbFyAalliAzy 2y aGSNRARa ¢KAOK
living in urban environments by 2050).

With mobile data traffic increasing 66% between 2008 - 2013 big players such as Twitter, Google and
Apple are competing for screen space on mobile devices. Applications such as Microsoft Surface
offer value to tourism promotion by allowing people to blend images and videos into everyday items
like walls, windows, tables etc. Social media and mobile phone technologies and applications can

help businesses communicate with people, either directly throughe-Y I Af a3 gl f £ L2 ada 2N
SA3IKG GAYSA SIFaAaSNI G2 a S aifl Onling Essénkiaks Warkshgpd Of A Sy G a
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facilitators Fabienne Wintle and Adam Wallace, Directors of untanglemyweb.com. As social referral

surpasses search referrals in lead generation, happy existing customers will promote a destination
most effectively. Providers must learn how to optimise their presence online through search engine
optimisation, social media engagement and strategies to encourage the ease of information retrieval

and use.

Marketing Innovation End Note: When people like something it feeds into their news streams

through multiple channels, so if they like you, you get presence.

Technologies

The future of mobile device technology is in its applications e.g. augmented reality. The tourism

AYRdzaGNE OFy OFLAGIEAAS 2y (GKAA 08 GaO2yFTNRYyUGAY3
embedded layers broadcast in public space e.g. Layar, tat, junaio. Through such technologies

destinations will become virtually available through augmented layers from street level to the

screen.¢ SOKy 2f 238 TFdzi dzZNBa Ay Ohe ezRB10 yedrsvifl @ehémarlife2 3 A Sa G f

extendedinunforesSSy gl @& FyR Ay dzyF2NBaSSy e&SIFNmE al AR |

A hub (website) and spoke (social media) approach is needed for effective coverage of access. Social
media offer important opportunities for organising press releases through ancillary sites and by

enabling people to upload content about your product you are adding value to your brand easily.

1 86% of people on social media sites are looking for opinions on products reflecting a trend

towards people wanting to feel connected to a community when they travel,
1 43% of Australians own an internet capable phone; and
1 30% of these are accessing the internet from it.

Technology End Note: Ensure your content is accessible from as
many pathways as possible e.g. mobile devices, online and through

social networks.

Destination / Product Management and Promotion

Features common to successful tourism businesses include dynamic branding, real-time customer
service and costing and co-creation with their customer base. In the quest to develop products that

others can't imitate or that is difficult to copy it is essential to: drive core strengths into every part of
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the business e.g. Microsoft and Apple; be faster at every aspect of development e.g. Virgin and

AirAsia X; and to collaborate across campaigns like Google. Digital natives judge experiences by how

they feel and share their feelings with the world through social media. This group will be attracted to

a destination or experience because they are people ¢ not because they are tourists. Acknowledging

0KS KSAIKGSR NRtS 2F WLISNA2YQ &aidlddza IyR (KS

4

People will visit a destination because it is made easier for them aF gL akNa G2 -

¢
(V)]
Y

successful experiential product.

through the internet. Every property should facilitate online rating by lifetime travel agents/coaches

people who stay. Seek qualitative feedback on all aspects of your

business and run an online guest book. If people publish comments through management of
indicating they were unhappy with you, transparent online addressing LIS NR 2 yIfA& S R
of this can turn a negative into a real positive. Link such feedback into K J

the formal assessment of your business. Review sites such as Trip
Advisor can make or break an accommodation or destination. This kind of feedback expectation is
facilitated by sites such as eBay. Peter Blackwell from AAA Tourism offered a snapshot of some key
issues relevant to destinations:
1 Quality online tourism experiences, relationship presence and real time responsiveness to
consumer needs will be expected.

1 As the virtual world "takes over" from real world, tourism product must become more
actively involved in predestination and post destination activities through online and mobile
phone engagement.

1 With 50% of people interested in accessing the Internet wherever they are it is important
that destinations offer broadband access.

9 Local content must be accessible in real time and must reflect the thoughts and experiences
of locals.

1 Anopportunity exists to create an edge through the development of tourism applications for
mobile technologies
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Destination / Product Management and Promotion End Note: Tourism providers must

respond to what consumers want before, during and after their experience of a

destination through responsive communication strategies.

Personalisation

A key future technology of relevance to tourism is the advent of artificial intelligence according to

Don Richter, Director of Marketing, Tourism Victoria who quoted roboticist Ray KurzweilQa adl 4 SYSy i
that "computers will be as smart as people in 19 years" before he speculated on the use of Al

strategies. Y dzNJ 6 SAf Qa adGlk dSYSyid 2yteé LWL ASa G2 RIFEGE LI
seriously in relation to emotional and social intelligence; the human edge that creates the

unpredictability of human decision making that drives innovation. The value of artificial intelligence

technologies reside in the approaching capacities of éavatars to act as personal lifetime travel

agents/coaches through management of personalised databasesé and preferences. Such personal

travel coaches Y A A K i 0 I%fe Jddindy Co&chesé,dhatRNI ¢ FNRBY Yy AYRAGARMZ f ¢
travel related decisions and preferences to make recommendations that will help people choose

experiences of value to them.

Personalisation End Note: Personalisation will be the emergent buzzword of tourism as technology

progresses and becomes more affordable.

Information Management

Information is the new presence and good information management is now a core business activity.

Considerations to managing information include the need to: control content, collect e-mails;

respond to criticisms quickly; develop relationships; brand official experiences; build authority and

identity; develop deep content across channels; use analytics. Maintaining website control (i.e. not

in the hands of third parties such as Facebook) is an important risk management strategy. If using

social media build a fan base thatisvi- 6 € S | yR AF &2dzQNBE 3I2Ay3 (2 of 23]
corporate one. Viral marketing spreads quickly, good or bad. Set up a social media press release site

where you can embed images, MP3, graphics and all contact information. Email allows you to plan

and is still a very important communication tool. Uploaded images can be turned into a booking tool

by linking them quickly to product.
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Information Management End Note: Democratisation of information
is not about building different experiences on different devices but

being able to access experiences from multiple devices.

General Trends

A decline in free to air television advertising continues while a rapid increase in the number of senior
citizens using Facebook has been noticed in the last 12 months. People who use social media are
more likely to take a holiday and communicate about that travel via social media supporting the
forecast that social referral will surpass search referral as a process for decision-making. Broadband
connections are growing as plans get cheaper with 66% of Australians now connected. 51% of these
use the Internet to search for information about where to travel, 25% to choose a travel destination
and 49% to book flights and accommodation online. Concurrently there has been a decrease in the
use of travel agents and phone bookings. 17% of mobile phone users in Australian access social
media via their phone leading to forecasts of a shift towards online shopping accessed via mobile

technologies.

General Trends End Note: Competitive advantage will be gained by making it easier for people to

get what they need, when they need it as quickly as possible.

Websites and Online Searching ¢ Content, visibility and speed are everything dThere is a

lot of noiseonthe Webé 052y WA OKG SND

OAttract, convert, relate £this is what participants in the Online Essentials Workshop learned was the

purpose of web presence and strategy. Without good web design, content and functionality

K2gSOSNE GKS&aS OF LI OAGASAISARET §2 I (tEedorldnBIF KR 3 ISR
open up to anyone who can supply it. Content should be user friendly i.e. easy to understand and
YIE@AALGSd CAG @2dzN) 6S0aAlGS (2 OKSeardzE@iDT R2y Ql SE
optimisation (SEO) is a specialist skill separate from web development that needs to be designed

into a website otherwise your business will not show up in search results. Keyword research and

management is another important aspect of online marketing. Tools available to help businesses

manage their websites include content management systems, Google Analytics, Maps and AdWords.
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A well-designed and structured website should be a hub for other communication strategies such as

social networks, blogs etc.

Things to consider when planning a web presence or campaign. Optimise for smaller screen formats

and use AdWords to pressure test keywords.
Set up AdWords with conversion tracking to assess their value.

1 Target where people land on your site if they are coming from a link otherwise lose their
business

Choose the right content management system

Download speeds are critical ¢ you can never be too fast but you can be too slow and it will
cost you. Link building is essential but you have to chose the right links or ranking will drop.

T Online reputation and complaints management should be a part of core business

Image searching represents an important opportunity for appearing in search engine results

Conclusion

Many businesses in the tourism industry make the mistake of designing and producing their own
websites without seeking the expertise of web specialists. The Web is creating ¢a crisis of trusté as a
resultofdy 2 AaSé¢ ® ¢ KSNB dnand dilakdf invetignkanditryistad ritgretlitorial
available. The tourism industry needs to get drepresentatives out on the road, occupying the
destinations and resorts, and who are plugged into the Web to facilitate real-time access,
transactions and interactivityt 6 b A O.JA keg dhalledg® i§ how to manage content that is
available to everyone at all hours of the day and to determine how consumers view it. Proprietary
mobile hardware such as iPad and iPhone can increase vulnerability if they choose not to support
L2 LJdzt F NJ a2 Fd g6 NBE So3d ! yRNEP Asipgort. Moglidhdartadito Ct I 4 K g K A
consumers are: user friendly interfaces and navigation; ability to find best deals quickly with no
hidden costs; that information be useful, relevant and not misleading Remember, who you are on

the internet is increasingly becoming who you are in the eyes of consumers.

Tony Charters and Associates
T | 61730129575

RSN E | info@tonycharters.com

' ' )’ ) B )| W I www.tonycharters.com
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