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ABSTRACT
The overall aim of this research is to ascertain and explore the impacts the internet has had on the traditional travel agent. 

Both secondary and primary research was carried out, to fulfil this aim. The secondary research was performed through the use of different available resources. These resources included literature in the form of books and travel industry magazines. The internet was also an extremely valuable source of information, owing to the fact that this is a very topical issue. The primary data for the research was collected through ten in-depth interviews with managers and directors from traditional travel agencies in the Swansea area.

Through using both primary and secondary research, the impacts the internet has had on the traditional travel agent could be explored through a larger perspective of travel agents on the whole. They could also be examined on a smaller more intimate level.

The research found that due to the increasing growth and development of the internet and everything associated with it, i.e. - the growth of online destination services, the impacts the traditional travel agents experience are only going to increase. The secondary data showed the decreasing market share of the traditional travel agent. It also showed various other negative economic impacts, such as redundancies and shop closures. The primary research definitely showed some negative economic impacts; however the travel agencies involved had experienced no redundancies or threats of closure. The research highlighted different paths which could be taken to fend off these negative impacts, including specialising in certain areas, finding innovative new products to sell and focusing on the travel agents advantages such as customer service. The conclusions drawn from the results were that travel agents are experiencing different extents of negative impacts from the internet phenomenon. Those who are willing to adapt to assist with their own survival are the ones who are feeling the lesser negative impacts. It appears that at the moment there is still a need for the traditional travel agent, however in the future as the internet improves this need is likely to fade away and with this the traditional travel agent could become redundant.

CHAPTER ONE- INTRODUCTION/ RATIONALE

1.0 BACKGROUND
The growth of the internet over the last decade, particularly the last five years has provoked a considerable amount of emphasis and interest being placed on e-commerce. The travel industry has undoubtedly experienced changes due to the internet phenomenon. According to the MORI 2004 Holiday Survey conducted for the Association of British Travel Agents (ABTA);


‘The internet is now firmly established as a booking tool for holidays, with 
19% of holiday makers booking their package holiday online.’









(Tuke 2004 p1)

Figures from research company Mintel show;


‘Between 1999 and 2004 the number of holidays sold annually through 

travel agents declined by 4%’









(Geoghegan 2004 p2)

Figures from research company Forrester forecast that by 2005, Britain will be spending £3.7 billion booking travel via the internet, a substantial increase from the £592 million that was spent by Britons in 2000 according to Internet Travel News (2001). To add to this, in an article from the Sunday Times, Mitchell (2004) reports that Mintel also see an increase in the popularity of the internet when booking travel and they predict that by 2007 the growing market is expected to be worth £5 billion.

Issues concerning the survival of high street travel agents is particular pertinent and very topical at the time of writing as a result of such surveys conducted by MORI, Mintel and others depicting these figures. These show the increasing popularity of online methods of booking travel and travel related products and the effect this is having on the more traditional travel agents.

1.1 RATIONALE FOR STUDY
The survival of the traditional travel agent is of ardent interest to many. With access to the internet increasing, a continual rise in the confidence of users and the unrelenting growth of online destination services, the traditional travel agents surviving in their current form is dubious.

A report from the BBC states that at the annual meeting of ABTA in 1998, it was realised that a revolution was coming in the way holidays were booked, a holiday company chief said;


‘High street travel agents who do not excel in what they do may not survive 
the competition.’







(Sandral 1998 cited by Nuttall 1998 p3)

It was with these factors in mind that this research was undertaken into how travel agents have experienced the impact of the internet so far; what, if any, actions have been motioned to prevent negative impacts occurring and the extent to which traditional high street travel agents forecast having the ability to defend against becoming redundant.

1.2 AIM
The aim of this research is to ascertain and explore the impacts the internet has had on the traditional travel agent. 

This will be examined from the perspective of the travel agents themselves and also through reviewing literature on and surrounding the topic. 

1.3 OBJECTIVES
The objectives of the research are as follows;
· Uncover how the growth of the internet has impacted upon travel agents through the collection of primary and secondary data.

· Learn how travel agents are reacting to any impacts, in order to survive through the collection of primary and secondary data.

· Determine the possible future for the traditional travel agent through the collection of primary and secondary data.

1.4 HYPOTHESIS
The following hypothesis has been developed in relation to the research;

‘The traditional travel agent has experienced immense impacts to business since the internet has developed and as a result will not exist in their traditional high street form in the near future.’

Through conducting the research this hypothesis can be tested and the validity of it

determined.

CHAPTER TWO- REVIEW OF LITERATURE

THE TRAVEL AGENT
2.0 DEFINITION OF THE TERM TRAVEL AGENT
It is important to clarify what is intended by the term travel agent from the commencement of the research, this should ensure no confusion is caused as a result of leaving it to the individual reader to interpret the term. 

The following definition of a travel agency is taken from the Chambers English Dictionary;


‘an agency which provides information, brochures, tickets etc., relating to 
travel.’
















(Landau 1992 p1562)

The online Oxford English Dictionary defines a travel agency as;


‘an agency that makes the necessary arrangements for travellers.’










 (AskOxford.com)

The following explanation of a travel agent is taken from Medlik’s Dictionary 

Of Travel, Tourism and Hospitality;


‘Travel agent- ‘a person or organisation selling travel services (such as 
transportation, accommodation and inclusive tours) on behalf of principals 
(such as carriers, hotels, and tour operators) for a commission. Most travel 
agents also normally provide ancillary services, such as obtaining passports 
and visas, traveller’s cheques (traveller’s checks) currencies and travel 
insurance. The principle functions of the travel agent are those of a retailer- to 
provide access for a principal to the market and to provide a location for the 
customer to buy travel services.’ 









(Medlik 1996 p259)

The Oxford Dictionary and the Chambers Dictionary provide simple definitions of a travel agency compared to Medlik’s more complex definition. In this research the aim is to find out what impact the internet has had on the traditional high street travel agent. The traditional high street travel agent relates to the definitions above, however for the purpose of this research it has to be made clear that the type of travel agent being investigated are those who sell travel in retail shops, either on the high street, in villages or at retail parks. The research is focussed on the traditional tangible shops. Other types of travel agents such as those who operate from home, or those who operate from call centres are not the focus of the research. 

The only variations involved are that some may be independent travel agents, some miniple travel agents and others may be multiples. The hope is that the research will benefit from using a mixture of multiples, miniples and independents, as more issues should arise as a result of the differences between them.

It is important to define the different types of travel agents as the type of travel agent will be noted when exploring the results.

Medlik defines a multiple as;


‘term most commonly describes a shop or store, which is one of the same kind 
under the same management in different locations. Its plural form, multiples, 
came into common usage in the UK in the 1980’s also applied to travel agent 
companies with branch outlets, following their rapid growth.’









(Medlik 1996 p177)

The biggest multiple travel agents, are sometimes described as the ‘big four’, they are Thomson, Thomas Cook, Going Places and First Choice. These are all part of organisations who also own tour operators. There has been recent re-branding of most of these companies, with the aim of informing the customer who is connected to whom. Thomson (the travel agent) used to be known as Lunn Poly but this changed from December 2004. According to the website somucheasier.co.uk (2005) TUI, the German parent company of Thomson have done this to maximise their Thomson brand. The other companies have made similar moves over the past few years. Another example is First Choice’s travel agents used to be called Travel Choice.

Holloway explains how the multiple travel agents already have advantages over the independents when it comes to survival;


‘The chains can also invest substantially in high technology computer systems 
to improve their performance, and in national advertising campaigns to draw 
in customers.’









(Holloway 1998 p244)

As Holloway explains, the chains (multiples) have the money to invest in new technology and in promotion, unlike many of the independents. This could ultimately connote that the independents could face increased impacts from the internet compared to multiples if they do not have the means to invest in technology and promotion which could aid their survival. 

The independent travel agent is privately owned by an individual and it is not a chain. Increasingly independents are becoming part of a consortium of travel agents, which in affect make them part of a chain, however they do keep their independence and their own name. By doing this they can benefit from greater buying power like the multiples. They can then afford to invest in more promotion and technology. The other type of travel agents are miniples, these generally began as one independent travel agent, however over time more branches of the shops are opened, generally in the same geographical area. They also tend to have a local head office. When examining any impacts from the internet on the travel agent, the category the travel agent falls under may prove to be an issue.
2.1 EMERGENCE AND DEVELOPMENT OF TRAVEL AGENTS
Through exploring the origin and development of travel agents, the need for their establishment can be found out, and with this it can be determined if there is still a need for them. It is possible that there may no longer be a need for the traditional travel agent if other intermediaries such as the internet are fulfilling that need. Alternatively it could be that the travel agents are still needed but for different reasons. The reason for looking into this is because if there is still a need for travel agents the impacts from the internet could be minimal.

According to Stevens (1990);


‘Everyone was in agreement that the first bona fide travel agent was Thomas 
Cook’. 







(Stevens’s 1990 p5)

Stevens (1990) describes how travel agents began with Thomas Cook. He states that in 1841, Cook arranged a one day rail excursion for 540 members of a temperance league from Leicester to Loughborough to attend a temperance meeting. He explains how Cook did not actually make money on this first venture; however as he was a man with a vision he realised the need for a skilled travel arranger. By 1845 Cook had become the first travel agent, arranging train excursions from Leicester to many places. Thomas Cook continued arranging travel from an excursion to London for the World Exposition, to a tour of Europe and then around the world. Thomas Cook is still a major player in the world of travel and tourism to present day.

It is possible now that due to the introduction of the internet and the vast amount of online booking services available, individual’s may no longer require travel arrangers as they once did when Cook first had the vision. Consumers themselves now have access to arranging their own travel. However this can not be said to be the case for all individuals, as not everyone has access to the internet whether it is for financial reasons, or lack of knowledge about how to use it. Additionally even those who do have access to the means of making their own arrangements may still require a travel agent for many reasons. 

A reason for their requirement given from a Jupiter Research analyst;


‘Consumers are often overwhelmed and confused by the rate differentials and 
choices that are available online, often preferring to call the hotels directly or 
rely on the expertise of a travel agent.’









(Greenspan 2003 p1)

In continuation from Thomas Cook’s vision, the real potential for the growth of travel agents came after the war.

Burkart and Medlik (1981) state;


‘Not until after the First World War did the retail travel agent appear on the 
scene, to any significant extent.’ 

(Burkart and Madlik 1981 p167)

This is probably because during the war the demand for travel would not have been present and then when the war finished the experience had widened people’s perspectives, this in turn increased demand.

Burkart and Medlik also discuss the rise in travel agents being due to the emergence of new forms of transport. No longer was it only railways and ships now coaches and eventually airlines. They explain how tickets for the coaches and airlines could not be sold in the offices at the railway lines and docks where their tickets were sold because they would be in competition. As a result new offices would need to be opened for selling airline and coach tickets. The general needs which lead to the emergence of the travel agents, can in the main be fulfilled through other ways, either directly with the companies, or through the internet. This will be explored more when examining the conveniences of the travel agents and the internet.

2.2 FUNCTIONS OF TRAVEL AGENTS
This research aims to ascertain and explore the impacts the internet has had on the traditional travel agent. To understand if there have been any changes made to the functions of travel agents, such as what products and services they sell it is essential to examine the type of functions travel agents have traditionally carried out. When the primary research is carried out these can be compared to the functions travel agents are currently carrying out. This will show if travel agents have had to change their functions and what reactions they have had due to the influence of the internet.

Horner (1991) identifies two main roles of travel agents, these are as follows;

	‘1 To give advice about:

	· destinations

	· means of travel

	· accommodation

	· visas

	· health precautions

	· insurance

	

	 2 To make bookings for:

	· independent travellers

	· business travellers

	· package holiday makers

	· theatre-goers’


(Horner 1991 p2)

The two roles Horner has mentioned explain that the travel agents function are to give advice and make bookings for the different types of travellers. The functions of the travel agent seen here can be offered over the internet with no need to visit a travel agency. This suggests that travel agents possibly need to be able to offer more than their traditional functions, so that there is still a need for them. 

Holloway (1998) discusses how the functions of travel agents may need to change;


‘meanwhile, the traditional travel agent, attempting to provide a full range of 
services with little discounting, faces a future that is increasingly uncertain as 
other forms of distribution arrive on the scene, and opportunities are presented 
for the first time for members of the public to book direct with the suppliers 
using the internet.’








(Holloway 1998 p242-243)

Recently experts within the industry have identified that as Holloway states, travel agents may wish to change from offering a full range of services and possibly focus on the areas that are profitable or specialise in a particular area. The success story of a travel agent who did specialise is shown in Travel Trade Gazette. The article explains how a travel agent in Florida has specialised in selling cruises. They have focussed on Disney’s two cruise ships and they earn about $1.5 million a year from this. Chuck the owner of the travel agency recommends this to others;

‘My message to UK agents is, instead of trying to be all things to all people, pick one thing and make sure you can sell it better than anyone else in the world.’






(Chuck cited by Welsh 2004)

 The article states in reference to whether this could work in the UK;

‘It would not take much for such an agency to corner the market in a particular kind of holiday and make a mint.’









(Welsh 2004 p15)

Many other experts in the industry have also recognised the strengths in specialising.

A report in the Travel Trade Gazette about the travel agent Thomas Cook mentions how the sales managing director of Thomas Cook believes that in order for shops to survive they have to change, he states;


‘I am confident that the high street is alive and well, but there are certain 
aspects that we need to change in order for that to be the case.’






(Finlan 2004 cited by Huxley & Prior 2004 p1)

The report goes on to say the way Thomas Cook aims to do this is by some outlets being told to develop sales in specialist areas, such as active holidays.

When carrying out the interviews with the travel agents the research will aim to uncover if such changes are being made and if they are working as a way of fighting off the negative affects of the internet.

2.3 CLOSURES AND REDUNDANCIES
Current news highlights the impacts on the travel agents from the increasing use of the internet to book travel. According to a report from the head of leisure investments at HgCapital;


‘Recent statistics from Mintel show that, for the first time, holidays sold via 
traditional travel agents have dropped bellow the 50% mark.’









(Sharman 2004 p16)

Travel agents once sold the majority of holidays; this decline to possessing bellow 50% of the market share affects the profitability of travel agents and unfortunately for them can lead to closures or redundancies. It is important to examine the rates of closure and redundancies on the whole. The primary research will focus on the impacts that are being felt by individual travel agents, however through examining secondary sources, these impacts can later be compared.

An archived article in Travel Weekly Online reports of how a survey was conducted by the travel outsourcing company Headcount of 3,400 travel agents from Aberdeen to Plymouth about their attitudes to the internet. The survey showed that 40% of staff at the miniples saw the internet as a threat to their job security, 32% of multiples did and 27% of independents. The survey showed that those who felt the biggest threat to their jobs were those who did not have the internet. As the following report shows the fears travel agents have, are not unwarranted.

A report by the BBC explains how TUI, (the German parent company of Thomson) has had to shed 800 jobs in the UK, some of which will be in the travel agencies. The Thomson spokeswoman stated that;


‘People are now more confident using the internet’… ‘There is a clear trend 
that direct bookings are growing while retail bookings are shrinking slightly.’







(O’Reilly cited by BBC NEWS 2004)

These job losses show the extent of the impacts the internet is having on the traditional travel agent. As well as redundancies, travel agents are also closing. The 2002 MORI study according to ABTA: Travel Statistics and Trends (2003) found that high street travel agents in the UK declined from 9,097 outlets in 1999 to 8,863 at the end of 2002. When conducting the interviews it will be discovered if any of the travel agents questioned have faced any threats of closures. 

2.4 LOW COST AIRLINES 
Low cost budget airlines have undoubtedly had an impact on travel agents. As more and more consumers book their flights separately and move away from the traditional package holidays, the internet and other direct booking methods become more appealing to the consumer. However more recently budget airlines are heading into the travel agent, to sell their flights. An article on the ABTA website states that the 2004 MORI Holiday Survey found there has been a 50% increase in the amount of holiday makers who are booking no-frills flights through travel agents from 2002 to 2004. The conclusion which could be drawn from this is that the airlines are not selling sufficient seats online and subsequently need the travel agents help. If this is the case it may suggest that the internet has not eradicated the need for the travel agent up to the present moment.
2.5 ACCESSABILITY, CONVENIENCE AND THE TRAVEL AGENT
High street travel agents opening hours reflect those of the retail shops on the high street, which also reflect the general working hours of the public. For this reason it may prove difficult for consumers to visit the retail travel agents, other than in their lunch hours. 

Stevens (1990) when talking about the functions of travel agents states;


‘Without travel agents it would be practically impossible for the traveller or 
tourist to shop for the most convenient flights at the best prices; for tour  
packages; hotels and resorts; or for any other travel related product. Travel 
agents provide convenient one- stop access to virtually all segments of 
worldwide travel, transportation and tourism’ 










(Stevens 1990 p5)

Stevens’ opinion on how it would be practically impossible for consumers to get the most convenient and the best price deals without a travel agent is extremely dated at the present day. However it is important as it shows that when Stevens was writing in

1990, travel agents would have been an important tool for the traveller to obtain ‘the most convenient’ travel related products at the ‘best prices.’ However with the increase in information technology and consequently the internet, this has had a massive impact on what is the most convenient way to book and how travellers will get the best deals. Some travel agents have tried to redress the fact that online destination services are accessible all the time and their stores are not. They have done this through starting their own web-sites. Although this does ensure they are not losing the business, it does show that impacts are being felt by the travel agents, as they have to respond by doing this. 

CHAPTER THREE- REVIEW OF LITERATURE

THE INTERNET

3.0 GROWTH OF THE INTERNET

‘The internet is replacing many other entities in the way it is used. People now 
turn to the internet in the way they used to turn to libraries, encyclopaedias, 
newspapers, magazines, catalogues, brochures, travel agents, ticketing 
agents,
weather maps, governmental pamphlets or even physicians, for 
advice.’





(Theobald and Dunsmore 2000 p3)

Theobald and Dunsmore capture the fundamental nature of the internet at the present time. However, even though the internet does provide easy access to advice which could be replacing the above entities, currently people still visit libraries, travel agents and read newspapers etc. Even those people who use the internet everyday, from general observation still also use the more traditional resources mentioned above. The opinion of Theobald and Dunsmore is important to the research as it shows what the internet is doing and what it has the capabilities of doing to a greater extent in the future. It is due the internet beginning to replace the more traditional entities that the future for the traditional high street travel agent is looking bleak. 

According to Computer Weekly.com the growth of the internet in terms of the European travel market is continuing to increase;


‘the European online travel market has grown considerably in the past year, 
and will be worth around £12.1 billion by 2006, according to market research 
firm Jupiter Media Matrix.’










(Thomas 2002 p1)

3.1 THE TERM INTERNET
The following definition of the internet comes from the Online Oxford English Dictionary;


‘An international information network linking computers, accessible to the 
public via modem links.’














(AskOxford.com)

Although the internet is international, the definition above terming the internet as an international information network, according to Theobald and Dunsmore (2000) is a plausible but incorrect definition which is often what people reference it as a shortened form of,  it is in fact a shortened form of ;



‘Inter- connected network of networks’.







          (Theobald & Dunsmore 2000 p15)

The definition bellow of the internet is taken from business literature about the internet;


‘A digital communications network connecting over 60,000 other, smaller 
networks from many countries throughout the world. It transfers data using a 
standardized protocol called TCP/IP.’







(Ellsworth & Ellsworth 1996 p476)

The definitions above show the complexity of the internet, however this is something which the user need not be concerned with. Users are not required to know all the fine points of how it works in order to use it. Although that is the case, many people shy away from using it because they think it is complex. The longer people lack the confidence to use it, the better it is for the traditional travel agent.

3.2 DEVELOPMENT OF THE INTERNET
The internet is a revolutionary invention that has changed the way the world works forever. Theobald and Dunsmore state when talking of how the internet was developing in the late 1970’s early 1980’s;


‘The internet was being born, but no one truly comprehended how it would 
change the world in another ten years.’







(Theobald & Dunsmore 2000 p14)

The impacts are very widespread, and affect every industry. When it was originally being developed, those involved would probably not have expected the commercial impacts it would have on the world. The impact it has had up to date on the travel industry and the threat it is perceived to have on the future of traditional intermediaries of travel (high street travel agents) is the main influence for carrying out this research.

Literature with reference to the internet, its beginnings and development, traces the internet back to the U.S. government Department of Defence. Ellsworth and Ellsworth state;


‘the internet has its roots in a network set up by the U.S. Department of 
Defense in the early 1970s. This network (ARPAnet), established by the 
Advanced Research Projects Agency (ARPA), connected various military and 
research sites and was itself a research project on how to build reliable 
networks.’












(Ellsworth & Ellsworth 1996 p3)

Conversely Theobald and Dunsmore explain how the internet actually began from many research projects conducted by American universities and funded by the US National Science Foundation. It was only when the Department of Defence discovered an aspect of the internet that would be beneficiary to them that they got involved by offering funding for the research. 

3.3 ONLINE DESTINATION SERVICES
The research refers to ‘online destination services’ when discussing how the internet has impacted on the high street travel agents, and therefore this description needs to be defined. A definition of online given by Ellsworth and Ellsworth is;


‘Online- Any activity carried out while your computer is connected to another 
computer or network.’










(Ellsworth and Ellsworth 1996 p478)

Consequently online destination services refer to services available on the internet, where consumers can book all aspects of their travel, from flights to accommodation to car hire. These online destination services offer the consumer a chance to purchase these products on the internet in a more direct manner rather than through the high street travel agent. In effect this depletes the need for intermediaries such as high street travel shops. There is an ever increasing amount of online destination services available. These range from services offering packaged holidays, to flights only, and tickets to car hire. E-commerce is becoming an increasingly attractive way of conducting business. Many business costs may be reduced through trading online, the most obvious being the start up costs involved in acquiring a shop in which to trade from. It can also be recognised as good business sense, looking at the figures showing the increasing amount of access to the internet.  

E- Businesses such as Expedia.com, Ebookers, Travelocity, and Lastminute.com are examples of these on-line destination services. 
Although there is a concern that these businesses are leading to the decreasing need for the traditional travel agent, evidence suggest that these companies may not be doing so well, which could be because consumers still prefer the traditional travel agents. It has recently been reported that, Expedia has announced it intends to deal with the high street travel agent, following suit from lastminute.com. An article by the chairman of Travel Counsellors states;

‘These internet and new mega-travel companies are not growing as fast as they 
or their shareholders would like, so they are willing to deal with agents in 
order to increase their business.’


(Speakman 2004 p15)

Although these online destination services are currently reaching out to the travel agents to help their sales, this does not mean that their negative impact on the travel agents is tapering. On the contrary it appears that these e-businesses are exploiting the travel agents, and as a result, if consumers do use these companies when booking through the travel agent, the next time they book they may have more confidence to just book direct and cut out the agent.
3.4 ACCESS TO THE INTERNET
The amount of people with access to the internet around the world is increasing all the time. It is obvious to see that the more people with access to the internet will affect the success of online destination services through the market share they achieve. This will in turn affect the market share of the high street agents and therefore determine if they survive.

The following table shows active at- home internet users of 11 countries;

	Country
	August 2004
	November 2004
	3- month Change 
	% Change

	Australia
	8,817,815
	8,918,141
	100,326
	1.14%

	Brazil
	12,019,552
	11,444,102
	-575,450
	-4.78%

	France
	14,222,597
	15,582,952
	1,360,355
	9.56%

	Germany
	29,215,331
	29,500,717
	285,386
	0.98%

	Hong Kong
	2,673,388
	2,539,657
	-133,731
	-0.50%

	Japan
	35,646,372
	36,582,978
	936,606
	2.63%

	Spain
	7,466,380
	8,353,284
	886,904
	11.88%

	Sweden
	4,694,397
	4,627,124
	-67,273
	-1.43%

	Switzerland
	3,321,652
	3,339,753
	18,101
	0.54%

	United Kingdom
	21,783,154
	22,281,069
	497,915
	2.29%

	United 

States
	137,038,072
	137,996,052
	957,980
	0.69%

	Totals
	276,898,710
	281,165,829
	4,267,119
	1.54%






        (Nielsen// NetRatings cited by Rob McGann 2004)

In reference to the table it is interesting to see that although on average of the eleven countries, internet users have increased by over four and a quarter million. Some countries amount of users did in fact decrease, which is attention-grabbing as it appears in literature that everyone is in consensus that the internet is continuing to grow, it seems staggering that individual countries could have reached their peak!

According to National Statistics Online, in the UK in the third quarter of 2004, 52% of households had access to the internet at home which translated is 12.9 million and for the same quarter in 1998 only 9% which translates to 2.3 million households had access. Other statistics as indicated by National Statistics show that of those people who used the internet for personal or private use, the most frequent purchases, were travel, accommodation or holidays (49%). This shows a large number of people using the internet to purchase from online destination services and if these people are booking online surely it must be taking business away from the high street.

The above figures only show households’ access to the internet, this is not the only way of accessing the internet. Access can also be gained at a consumers’ place of work and also at internet cafes. 

According to the Cyber Café Database there are 306 cyber cafes in the UK. This shows that although the statistics above show how many people are online at home, it is important to remember that there are others means to access the internet even if consumers don’t have it at home. Due to this fact and also the fact that consumers often have access to the internet at work or university, the amount of users of the internet becomes quite incalculable. It could be said that everyone has access in some way, as everyone has the opportunity to use internet cafes.

3.5 CONVENIENCE AND SECURITY OF THE INTERNET
The internet is readily available for use 24 hours a day, seven days a week; this ultimately results in online destination services having a higher degree of accessibility than high street travel agents. For those individuals with access to the internet it could increasingly become the most convenient way to arrange travel.  

Although convenience increases the popularity of the internet, security issues often decrease the popularity. When booking with a traditional travel agent consumers have no fear of handing over credits cards however the same cannot be said for the internet.


‘The internet was not designed with security in mind’….. ‘So, not 
surprisingly, the internet has not been (and continues not to be) the most 
secure vehicle for storing and transmitting information.’







          (Theobald & Dunsmore 2000 p30)

These fears are understandable as wherever there is something to hack, there will be hackers. The principal security consultant at LogicaCMG states;


‘Because of fears about internet security, more consumers are using the 
internet for researching than actually booking their travel online.’







          (Martin cited by BBC News 2004)

These security concerns are good news for the traditional travel agent because as long as these concerns exists the smaller the impact the internet will have on them. As developments continue however and security is made tighter and the consumers’ fears disappear, the impacts will grow.

CHAPTER FOUR- RESEARCH METHODOLOGY

4.0 INTRODUCTION
This chapter explores the available methods which could be adopted when undertaking a piece of research. Justification for the selection of methods actually used has also been discussed, including why they are most appropriately suited to this particular topic.

Research is defined by the Online Oxford Dictionary as;


‘the systematic study of materials and sources in order to establish facts and 
reach new conclusions.’










(AskOxford.com)

Brunt defines research stating; 


‘Research involves making a discovery about something previously unknown, 
and entails ‘advancing human knowledge’. Undertaking research helps us to 
understand, explain or predict things that are of interest to us.










(Brunt 1997 p1)

4.1 AIM OF RESEARCH AND OBJECTIVES
The aim and objectives reflect the reasoning for conducting the research, these have

dictated how the research was carried out and therefore it is important to highlight these when explaining the design of the research.

The aim and objectives of this piece of research regarding the internet and travel agents are as follows;

AIM
The aim of the research is to ascertain and explore the impacts the internet has had on the traditional travel agent. 

OBJECTIVES
· Uncover how the growth of the internet has impacted upon travel agents through the collection of primary and secondary data.

· Learn how travel agents are reacting to any impacts, in order to survive through the collection of primary and secondary data.

· Determine the possible future for traditional travel agents through the collection of primary and secondary data.

4.2 PRIMARY AND SECONDARY RESEARCH
There are two main types of research, which are primary research and secondary research. These are defined bellow and reasons given for their selection.

Primary research has been explained as;


‘the collection of new information. This is the case where the researcher 
requires specific information which does not exist elsewhere or in another 
form.’








(Brunt 1997 p18)
Secondary research on the other hand refers to;


‘the collection of data from sources which already exist. Thus the researcher is 
the secondary user.’ 






(Brunt 1997 p18)

This research encompasses both types of research process. The reasons for doing this is to increase the credibility of the research, by not only unearthing what others have written surrounding the subject, (using secondary resources i.e. books & surveys) but also by accumulating new information. This will be done by personally carrying out interviews with industry experts working in traditional high street travel agents (primary research).

Secondary research was carried out through reviewing literature on the subject of travel agents and the internet, as seen in chapter two and three. Within this secondary research books, internet resources, and surveys were all used.

It was paramount to embark on primary research as well as secondary research, with the aim of uncovering new, up to date information and facts. 


‘Any research activity usually includes secondary research. In research 
projects where original primary data is collected, secondary research to 
establish what work has been undertaken in a particular area before is a 
necessary precursor to research design.’









(Clark et al 1998 p8)

As Clark et al mentions carrying out secondary research prior to undertaking primary research allows researchers’ to see what has been carried out before. Reasons for this would be to firstly, use some of the secondary research to support or contradict the primary research to be carried out and secondly to ensure that research is not unnecessarily duplicated. Secondary research may provide ideas and thought for actual research design as Clark has mentioned, through uncovering what has been investigated in the past this can highlight where there are still gaps in information. Through undertaking both types of research, it was possible to fulfil the intentions of the research.

4.3 CHOICE OF RESEARCH METHOD
When collecting primary data, a researcher has a choice of using quantitative data collection and qualitative data collection. Both methods have advantages and

disadvantages. The purpose of the research will usually decide on which methods will be most suitable. If the researcher were aiming to learn new facts and figures of people’s behaviour, (how people are acting), the researcher may focus on more quantitative methods. Conversely if the purpose of the research were to find out the reasoning behind such behaviour and opinions on subjects, the researcher would adopt a more qualitative method.

The following elements are important to the researcher when deciding which method they will choose for their research purpose. The researcher ideally wants to have high levels of all of the three following elements, however one consideration will generally be favoured the most and consequently a method chosen that can deliver the highest level of that component. 

4.3.1 RELIABILITY

‘Reliability is concerned with the findings of the research and is one aspect of 
the credibility of findings.’ ‘If research can be repeated, it is reliable’.








      (Hussey & Hussey 1997 p57)

4.3.2 VALIDITY

‘Validity is the extent to which the research findings accurately represent 
what is really happening in the situation.’








      (Hussey & Hussey 1997 p57)

4.3.3 GENERALISATION

‘the extent to which you can come to conclusions about one thing (often a 
population) based on information about another (often a sample).’





(Vogt, 1993, p99 cited by Hussey & Hussey 1997 p58)

4.4 QUANTITATIVE RESEARCH
Quantitative research is mainly concerned with numbers and is scientific in approach and process. Research carried out in this way will collect data from large samples.  


‘Commonly to be sure of reliability in statistical tests large numbers of people 
(or units) would be interviewed and the information coded into numeric form 
and computers used to analyse the results.’










(Brunt 1997 p16)

Brunt (1997) explains how this type of data tends to be high in reliability in that it can be relied on that if the research were carried out again in the same way, and using the same methods then the results in all probability should be duplicated. However the validity of quantitative research is generally low, as the methods used to collect quantitative data usually encounter limitations in uncovering the true reasons for the occurrence of a event. Due to the large samples used in this method, generalisations can usually be made about a population from the sample.

4.5 QUALITATIVE RESEARCH
Qualitative research is more concerned with opinions, it is a method used to collect rich, in- depth information on a subject area. Qualitative data tends to be very detailed, however because it is so detailed the sample tends to be relatively small scale in comparison to quantitative research samples. This means it is often difficult to make generalisations about a population from the sample.


‘Qualitative research can be a source of ideas, insights and new perspectives 
upon a problem.’






(Ryan 1995 p29)

As qualitative delves deep into a subject, it is often considered to be high in validity as the true meanings have been revealed as a result of such extensive exploration of the subject.

4.6 METHOD CHOSEN
For this research the chosen method was to use qualitative data collection. This has enabled the collection of a rich source of information, which is concerned with the opinions and beliefs of those interviewed. In doing this a greater depth of understanding about the subject area has been gained. This method was chosen as it is seen as the most appropriate means of collecting data which will satisfy the aims of the research. Quantitative data collection would not have allowed the research to uncover how those in the travel agent trade have experienced the internet phenomenon. Their feelings and thoughts about the impacts and the future survival of the retail travel agents, could not have been explored using such methods.

4.7 SAMPLING
Sampling in research refers to the selection of the population which has been chosen for the purpose of the research. There are many methods which can be used to select a sample. There are two broad types of sampling techniques which can be chosen from, in order to obtain a sample of the population. These are probability sampling and non- probability sampling. Probability sampling refers to;


‘Probability sampling is where each element in a population is randomly 
selected when constituting a sample and has a known, non- zero chance of 
being selected.’




 (Arber 1993 & Chisnall 1991 cited by Clark et al 1998 p75) 

If probability sampling was chosen for this research, it would mean that supposing there were 10,000 travel agents in the UK and the researcher’s objective was to carry out ten interviews, then each travel agent has a one in a 1000 chance of being selected to be in the sample.

In comparison;


‘Non-probability or purposive sampling is technically defined as where the 
chance of selection for each element in a population is unknown, and some 
elements, is zero.’




      (Arber 1993 & Chisnall 1991 cited by Clark et al 1998 p76)

In this research it would mean that again, suppose there were 10,000 travel agents in the UK but the researcher only chose the random sample of ten travel agents from a comprehensive list of roughly 30 travel agents situated in the Swansea area. In this case the majority of the population had a zero chance of being selected to be in the sample.

Hussey & Hussey (1997) define a sample as;


‘A Sample is made up of some of the members of a population. A population 
may refer to a body of people or to any other collection of items under 
consideration for research purposes.’ 









(Hussey & Hussey 1997 p144)

For the purpose of this research the population refers to all the traditional high street travel agents that are currently in existence in Britain. It would be difficult to find a comprehensive list of all travel agents in the UK, from which a sample could be randomly taken. Even if it was possible, the research does not allow for the expense and time needed to travel long distances throughout the UK to conduct interviews. Consequently the sample chosen for this research consists of ten randomly selected travel agents in the Swansea area. These were randomly selected from a comprehensive list of travel agents in the Swansea area, which can be viewed in appendix D. Therefore the sampling technique adopted was Non- Probability. The reason for this choice of sample is that Swansea is the researcher’s place of residence. On this basis, the choice of sample has a lot to do with convenience. If the research did not face such time and cost constraints, then it may have benefited from being conducted in more cities throughout the UK. If a wider sample had been used, the outcome could possibly be more representative of the whole population of UK travel agents and greater generalisations could be made.

As Miller & Brewer state;


‘The key to making generalisations from qualitative comparisons therefore is 
the effective sampling of cases.’








(Miller & Brewer 2003 p128)

It is recognised that by focusing on one region of Britain’s travel agents (Swansea), the research results face limitations. These issues are discussed further in section 4.11. 

4.7.1 SAMPLE SIZE
The size of the sample chosen is a consequence of the method of research favoured for the study. If quantitative data collection was favoured, a larger sample would be used, in the region of 200 respondents. This research however is using qualitative data collection; consequently the sample is relatively smaller. The amount of interviewees in the sample chosen for the research is ten. Clark et al (1998) explains about determining the appropriate sample size;


‘it involves matters of judgement balancing cost and time against desired 
accuracy and purpose of the survey.’









      (Clark et al 1998 p89)

4.8 INTERVIEWS AND QUESTION DESIGN
The qualitative research method chosen took the form of interviews. These interviews lasted roughly 40 minutes. Such interviews could be classed as in-depth interviews, however in-depth interviews tend to be directed by a list of topic areas to be discussed rather than actual questions, and the interviews conducted used actual questions. These questions can be seen in the appendix A. The questions were in the form of open ended questions. This allowed the interviewee to relate as much as they liked in regard to the question asked. A list of the interviewess involved can be seen in appendix B.

4.9 PILOTING

‘It is always advisable to carry out one or more pilot surveys before embarking 
on the main data- collection exercise.’










(Veal 1997 p194)

The importance of doing a ‘trial-run’ on the questions was appreciated and seen as a valuable procedure to carry out that would allow adjustments to be made to the questions prior to the collection of the real data.


‘the best advice is to try your questionnaire out on people who are similar to 
those in your sample.’








(Hussey & Hussey 1997 p163)

The advice given by Hussey & Hussey on piloting was followed in this research. As well as piloting the questions for the interviews on family and friends, the opportunity was also taken to ask the questions to an ex-travel agent who had 20 years experience in the travel business. Through carrying out the pilot interview two weeks prior to the real data collection, the questions were able to be reviewed following the responses from those involved in the pilot interviews.

4.10 DATA ANALYSIS
As mentioned qualitative data collection was chosen and a form of analysis was selected to suit the method of data collected. The interviews were recorded through use of a Dictaphone. The tape recordings were then re-played and the key responses to each question transcribed to paper. Matrix tables were then used to show the key findings. The key responses were put into the matrix tables which were set out in relation to the objectives of the research. The matrix tables make the data more concise and simpler to understand, which made it easier to analyse the results and draw conclusions.

4.11 LIMITATIONS
The research has faced limitations in making generalizations about the entire population of travel agents throughout Britain. Regional factors that were uncovered have had to be recognised when drawing conclusions. As the graph below shows the different regions have been identified as having varying internet access. This ultimately means that if the interviews had been carried out in a different region of the UK, alternative degrees of impacts on travel agents could have been uncovered. Due to this, the results of the research consequently lack somewhat from an inability to generalise from them.

As regional variations exist, it could be said that the travel agents in those regions who have less access, will be less affected by the internet. In 2003 to 2004 Wales had the second lowest percentage of adults using the internet, this is important as the primary research was conducted in Swansea, in South Wales.
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The above graph shows the percentage of adults who have used the internet; by region







(Taken from National Statistics Online) 
Due to the often quite subjective nature of conducting interviews, given that the interviewer can often be of great influence to the data collected, qualitative research is often lower in reliability than quantitative data collection. This has been recognised as a limitation in this research.

This limitation involved in conducting interviews is mentioned by Veal;

 
‘In an in-depth interview we are torn between the need to maintain a friendly 
conversational atmosphere and the need not to influence the interviewee’s 
responses.’










(Veal 1997 p134)

When conducting the pilot research it was found difficult not to agree with the respondent and prompt them if it was felt they did not understand the question.

Whyt (1982) identifies a number of interviewing interventions, which enable the interviewer to in some respect control the interview to gain the most from respondents. The varying degrees of interventions Whyt identifies, also assist in showing they are listening and also encourage the respondent to continue divulging information, these involve;

1/ ‘uh-huh’

2/ ‘That’s interesting’

3/ Reflection – by repeating the last statement.

4/ Probe –for explanations

5/ Back tracking- to gather further information about something already mentioned.

6/ Initiating a new topic






(Adapted from Whyt 1982 cited by Veal 1997)

Certain interventions mentioned above proved helpful when conducting the real interviews, and to some extent counteracted the limitations which could have resulted in the interviewer influencing the interviewee.

4.12 TIMESCALE FOR RESEARCH
October-
Research proposal submitted and secondary research begun on travel 

agents and the internet.

November-
On-going research into topic area
December-
Made initial contact with travel agent to focus primary research.

January-
Draft of literature review completed. Began designing questions for 

interviews. Started research methodology.
February-
Changes made to literature review. Questions piloted on an industry 

expert and others. Research methodology completed.

March-
Interviews all carried out and data collected analysed.  Final draft 


submitted. Continued analysis of data and conclusions drawn.
April-

Further amendments made to the whole research document, including 

introduction and abstract. Final submission.
CHAPTER FIVE- RESULTS
5.0 INTRODUCTION
This section examines and analyses the results revealed through the accumulation of primary and secondary data. The primary data was collected for this research through the process of ten interviews with travel agents. These results are presented in the form of matrix tables which can be viewed in this results chapter. Each one of the objectives of the research has two matrix tables; one for the first five interviewees and one for the second five interviewees. The matrices cover all the questions from the interviews conducted and contain all the key points given in response to the questions. The actual questions used in the interviews can be viewed in appendix A. The results in the matrices attempt to satisfy the objectives of the research. The two matrix tables for each objective are then followed by an analysis of the results achieved from both the secondary and primary data collection. Background information relating to the people interviewed and the actual travel agent can be viewed in appendix C.
	FIGURE 1- MATRIX TABLE ONE: OBJECTIVE ONE


	Interviewee
	Quest Travel- Samantha Suttie
	Reg. Bateman Travel- Roger Bateman
	Thomson (Neath)- Lynne
	Going Places-

Nichola George
	The Travel House-

Kerry Smith & Nerys Conner

	Question No.
	

	Question 1.


	“No negative impact, profit has gone up for this regional office each year. We have found a little niche down here; a lot of the people down here don’t want to use the internet.” Cliental base is largely retired.
	The Internet has affected business “Big Time. Half of our turnover has gone away in the past five years, it’s terrible, and it’s killed us.”
	Business increases every year. 
	“We are loosing out quite a bit to the internet. People come in with quotes from the internet; we can discount but there is only so much we can discount. We do loose business. I would say we’ve lost 5-10% of our customers.”
	“With the initial interest in the internet we noticed a change in bookings, say about 4 to 5 years ago. Now our sales always increase, bookings are significantly up on last year.”

	Question 2.


	No
	“No, only because our overheads are low, if I was on Swansea high street then probably there would have been.”
	No
	No threats of closure.
	“No, not here, but a lot of others have. Smaller shops are often affected. If agents don’t change, I don’t think they will be here in 5 years.”

	Question 3.


	No
	“No, there is only myself and a part time woman.”
	No, staff has increased by five, with the introduction of the burro de change.
	No
	“No job losses here, but some other Travel House shops were quite concerned.”


FIGURE 2- MATRIX TABLE TWO: OBJECTIVE ONE

	Interviewee
	Burgess World Travel- 

Brian Burgess
	Thomson (Fforrest Fach)- 

Louise Simmonds
	Sketty Travel-

Michael J. Morgan
	Jetaway Travel-

Rosheen
	Travel With Us-

Sandra & Heather

	Question No.
	

	Question 1.


	Have not been negatively effected. “The demographic profile of our clients tends to be more mature, retired, professional, empty nesters. Their disposable income has increased, they are able to take full advantage of the internet to do research, but then they come in and show us, ask for our advice and we book it for them.”
	“The internet was around when we opened, however we do have a lot of customers coming in store with internet prices, but when we put our own discounts on we can match the price.”
	Have been economically affected. “Oh yes, it is now making an impact.”
	“I would say our turnover has gone down about 25% in the last five years.”
	“Our cliental is generally 55 years plus, who don’t use the internet, so it hasn’t affected us, as yet.”

	Question 2.


	No threats of closure 
	“No, however there have been shop closures for those shops not making money. The internet is only one of the contributing factors. In the 70’s and 80’s Thomson bought out a lot of shops they now realise they don’t need.”
	“No threats of closure yet.”
	No.
	No.

	Question 3.


	“No, our counsellors have increased.”
	“No job losses at shop level, head office have, in human resources and administration.”
	No, there are only the two owners who work there. “We couldn’t afford to have more staff.”
	No.
	“No job losses- if we were a multiple we may have been more affected.”


5.1 ANALYSIS OF MATRICES ONE AND TWO: OBJECTIVE ONE
Objective number one was to uncover how the increase in the internet has impacted upon travel agents.
The results from the matrices for objective number one show that some of the travel agents have not been negatively affected in an economic sense whatsoever and some have been affected a great deal. As the tables indicate the travel agents have seen a range of economic impacts. These range from what appears to be no economic impact on the business as sales continue to rise each year. To some travel agents who state their turnover has seen a reduction of 10% for some they have lost as much as 50% of their usual annual turnover in the last five years.

A number of differentiating factors have been derived when examining those travel agents negatively affected by the internet and those who have not been. These include;

· The profile of the cliental- It appears that the profile of the cliental seems to be a factor which has affected the impact from the internet on the travel agents. If the travel agents cliental is generally older and retired they appear to not be so affected as their clients generally do not use the internet, so they are not competing with it to keep the majority of their clients. Those travel agents who do not have a particularly old cliental have in some cases seen a negative impact.

· The type of travel agents business- This appears to affect how the travel agents have been impacted. Those travel agents who are offering a product or service which is more complex for the consumer to put together on their own online tend to be seeing no negative impact; these include travel agents like Burgess World Travel and Quest Travel who deal with a lot of long hall and specialist travel. It appears to be those travel agents who offer the standard type of ‘bucket and spade’ holidays who are mainly being affected as these are simpler for consumers to book themselves using the internet. When referring back to the literature review it was identified that many experts, believed specialising may help the travel agents in their survival. 

Even those travel agents, who declare that their sales are up on previous years (namely Thomson) and state that they are not being affected, still mention they have customers

coming in with quotes from the internet which they have to try and beat, so there is a negative economic impact there.

The results from objective one show that none of the travel agencies interviewed have had any threats of closure, however it appears that the significant drop in sales for some of the travel agents would indicate that if the sales continued to fall each year, there would be a point when they would not be profitable and this could lead to closures. Some of the travel agents such as Reg. Bateman have seen a reduction in turnover of 50% in the last five years as a result of the internet; if the internet continues to grow at the same rate as it has in the past five years, as earlier figures concerning the internet suggests then the rest of the customers could disappear also.

Thomson in Fforrest Fach explained how there has been some shop closures for Thomson over recent years. Closures of travel agents were seen in the secondary research. The reasoning behind the shop closures given by the interviewee were that Thomson bought out a large number of shops in the 70’s and 80’s and now they realise they do not need as many. This could be as a result of the internet because if it was not for the internet taking business away from the high street there would still be the need for the same amount of shops, if not more as year on year the amount of holidays taken increases. As the research on the internet suggested though, the internet is continually growing and the European online market for travel has grown considerably, it appears that this is where the business is going.

The results show that none of the travel agents involved have had any job losses as an impact of the internet; this is interesting as the secondary research conducted prior to the execution of the interviews showed that travel agents have faced redundancies over recent years as a result of increased competition from the internet, affecting sales. Reg. Bateman Travel and Sketty Travel have however stated that there are only the owners working there and for this reason they have not had to cut any positions. The Travel House has also explained that some of the other stores were quite concerned. This relates back to the survey conducted by Headcount which revealed that quite a few travel agents were fearful for their jobs because of the internet. Thomson also has explained how there were job losses in head office. It may be a possibility that job losses have occurred at shop level as the secondary research showed for Thomas Cook, but in other branches to the ones involved in the research.

FIGURE 3- MATRIX TABLE THREE: OBJECTIVE TWO

	Interviewee


	Quest Travel- Samantha Suttie
	Reg. Bateman Travel-

Roger Bateman
	Thomson (Neath)-

Lynne
	Going Places-

Nichola George
	The Travel House- Kerry Smith & Nerys Conner

	Question No.
	

	Question 4.


	“Yes we do have our own website.”
	“No, we have not got the internet in the office or a web site.”
	Yes. Thomson has a web-site.
	Airtours and Going Places have had a web- site for the past 3- 4 years.
	They do have a web- site, but can not book over it. The website shows the offers and then customers ring through to the store. “We have the intention for customers to be able to book over the internet soon.”

	Question 5.


	“About 20% of sales come via web-bookings.”
	“It does not seem worth it, I am coming up to retirement age in a couple of years.” If respondent was not retiring he would invest in the internet and a web-site.
	At branch level managers are not informed of the breakdown in the percentage of sales from each distribution channel.
	“We are not told what percentages of sales for Airtours/ Going places are taken in the shops compared to on-line.”
	“We don’t know how many sales are generated through customers initially visiting our web-site, but we seem to get quite a lot of people mentioning it when they ring.”

	FIGURE 3- MATRIX TABLE THREE: OBJECTIVE TWO

	

	Question 6.


	“In the past we focussed mainly on selling tailor made holidays to New Zealand and Australia, now we promote ourselves as being able to tailor make a holiday to any- where around the world.”
	“No haven’t changed, kept on doing exactly the same things.”
	“We introduced our own Burro de change three years ago.”
	Selling low cost airlines is in the pipe-line may start selling these in the summer.

“We have recently become a cruise specialist store, so we promote that we can beat any price for cruises.”
	“In the last 3- 4 months we have started doing dynamic packaging, through using the internet in- store. We’ve begun to book low cost airlines too.” Since moving back to Morgan from Thomson they are not as restricted with the holiday products they can offer. “We are re- starting selling National Express, which we had to stop when Thomson bought us.”

	Question 7.


	 “We always have advertised in the Saturday and Sunday papers”. We are constantly doing new promotions, as we face fierce competition which has increased with the internet.”
	“We don’t offer promotions; can not afford to do so.” Respondent does not think advertising works.
	“Promotions and advertising are different every week, but it has not increased in 17 years.”
	Promotions and advertising have increased to some extent. “We are receiving more marketing and promotions all the time.”
	“Our connection with Morgan’s hotel means we can offer new promotions in conjunction with the hotel. We have always been very competitive in advertising but we have to be more aggressive than ever with the increased competition from the internet.”


FIGURE 4- MATRIX TABLE FOUR: OBJECTIVE TWO

	Interviewee
	Burgess World Travel- 

Brian Burgess
	Thomson (Fforrest Fach)- 

Louise Simmonds
	Sketty Travel-

Michael J. Morgan
	Jetaway Travel-

Rosheen
	Travel With Us-

Sandra & Heather

	Question No.
	

	Question 4.


	“Yes, if you’re not in the game- you’re out of the game, so we want to be in the game; just in case!”
	Yes Thomson has its own web-site.
	“Yes we have had a website for four years but we don’t sell over it.”
	“We don’t have a web- site at the moment, we did have one about two years ago but the owners son didn’t keep it up- dated and I don’t have the time to do it.”
	No

	Question 5.


	“We don’t rely upon the internet as a contributor to the bottom line in terms of profitability.” Some elements are sold over the web- site, which are simple to book such as air travel, insurance, and car parking. “80% of our business is tailor made; it would be difficult for customers to book these themselves on-line.”
	“I don’t know the percentages of sales from the web-site, however I do know that it is in- line with the forecasts Thomson made 7 years ago.”
	“We are starting to look at selling over the web-site but it requires a lot of investment and effort to keep it up- dated daily. We are looking at the market and deciding what action to take, it may be that there is no need for the shop if we sell over the internet.”
	“We did get lots of enquiries and sales through it. Maybe the owner will start another one in the future.”
	“We are planning to get a web- site over the next two years.

We recognise that that it is possible that the internet is the way forward.”

	FIGURE 4- MATRIX TABLE FOUR: OBJECTIVE TWO

	

	Question 6.


	“We have begun a variety of specialist tour operations; we have a niche market for ornithologists and bird watchers which are growing nicely.” “Our foreign exchange is expanding, we now have the ability to transfer money electronically, and we transfer large amounts of money for people buying property abroad.” They are also always creating and developing new and different long hall and tailor made holidays for the new breed of tourists who want something different.
	Yes “What ever they feel they can jump on and there is good profit in it and it is a good product for customers, Thomson will do it.” They have done low cost airlines on and off for two years.

They offer virgin experiences; i.e. formula one racing for the day etc. “We sell what we call essentials, which are such things as theme park tickets for Florida to add more value to the booking for us. All travel agents are starting to offer these it’s about competitiveness, going that extra mile in order to survive.”

This agent has become a specialists store in cruise and ski, as a result of the experienced staff and also the demand in the area.
	“We have become more flexible.” They package holidays together themselves and sell low cost airlines too.
	“We started selling low cost airlines about two years ago.”
	“We added the internet in store 3 years ago.

We will book low cost flights for people, we have done this for a year and we are now getting into the accommodation side of things.” They introduced a burro de change about 4- 5 years ago.

	FIGURE 4- MATRIX TABLE FOUR: OBJECTIVE TWO

	

	Question 7.


	“Our promotions and advertising are on-going they have increased since we became a member of The World Choice consortia who now have 4,500 members in the UK.”
	Promotions change daily and insurance thresholds change daily. “We have the Thomson Price Promise where if customers find the same holiday cheaper we will refund double the difference. Our largest promotions are on a weekend, and are advertised all the week prior.”
	Promotion and advertising hasn’t changed.
	“We have to advertise more than before.” Advertisements are placed in the Take Two magazine, The Herald and sometimes the Evening Post although it is expensive. “We offer promotions on insurance.” They give 5% discount to the police due to family connections.
	“We have not changed promotion or advertising.”


5.2 ANALYSIS OF MATRICES THREE AND FOUR: OBJECTIVE TWO
Objective two of the research was to learn how travel agents are reacting to any impacts in order to survive. This objective showed whether or not the travel agents have or are planning to change the manner in which they conduct business to eliminate any detrimental affects which the internet could cause. The results show that some travel agents have established their own websites which they sell over and some have not. When comparing the results shown from objective one questions to the results from objective two, it seems that some of those who have web-sites which they sell over appear to be the ones with a less negative economic impact felt. Those who do not have web-sites appear to be the ones who have been affected most by a drop in sales since the introduction of the internet. This possibly suggests that if those travel agents who have seen such a drop in sales had decided a few years ago to get a web-site they would not have lost as much business. This also suggests that those travel agents who feel they have not been economically affected by the internet could have seen negative economic impacts if it wasn’t for their websites drawing in sales. Even if they do not sell over the web-site like Sketty Travel or like Burgess Travel they don’t rely on the internet to contribute to the bottom line in terms of profit, the fact that they have one may be attracting business. The results show that even those travel agents who do not actually sell over their web-sites but at least have one have been less economically affected than those who do not have one at all.

The results seem to show that those travel agents who are changing somewhat inline with the competition from the internet are those who are feeling less of a negative impact. The ways in which they are doing this is by selling the low cost airlines, booking individual packages for the individual customers over the internet in- store and through selling new innovative products. It appears to be the travels agents who are not changing that are feeling the biggest impacts. Reg. Bateman is a prime example, he has not changed at all and as a result he is the most effected in terms of turnover out of the ten travel agents interviewed. Reg. Bateman does state however if he was not coming up for retirement he would change certain elements of his business. The results show that travel agents have to offer increasing products and services to remain competitive. Thomson in Fforrest Fach identifies that all travel agents are starting to offer these new products; she states that it is about ‘competitiveness’ and about ‘going that extra mile in order to survive.’ As well as the products, the service element could be what saves the travel agent, for a while at least. The internet can not offer the face to face service, and the personal touch. Relating offering new products back to the secondary research, where the functions of the travel agents were identified, it appears that due to the internet, the products and services which the travel agents need to sell now in order to survive have moved along and developed. This may be a natural progression and it is possible that even if the internet had not been invented, the travel agents may have changed some of the products and services they sell. However the travel agents would not be selling low cost airlines for example, as the low cost airlines were a product of the internet. Even though that is the case, it was identified in the literature review that the low cost airlines are increasingly being sold in the travel agencies. Travel agents would also not be booking individual accommodation to the extent they can now, as without the internet the resources would not be available for them to do so.

The majority of the travel agents have said promotions and advertising has increased. There are four travel agents who have said that promotions and advertising have not changed in amount. They are Reg. Bateman Travel, Sketty Travel, Travel With Us and Thomson in Neath. It is possible that if Reg. Bateman and Sketty Travel had changed their promotion and advertising that they may not have been as affected by the internet. However Travel With Us and Thomson in Neath who claim they have not been negatively affected economically by the internet have not changed the amount of advertising or promotions they do, so maybe increased advertising and promotion would not help. Thomson in Neath, however are a multiple travel agency, and so benefit from mass advertising anyway.

FIGURE 5- MATRIX TABLE FIVE: OBJECTIVE THREE

	Interviewee


	Quest Travel- Samantha Suttie
	Reg. Bateman Travel-

Roger Bateman
	Thomson (Neath)-

Lynne
	Going Places-

Nichola George
	The Travel House- Kerry Smith & Nerys Conner

	Question No.
	

	Question 8.


	“Customer service, which you can not get on-line. Face to face offers the advantage of relaying knowledge and personal experience more effectively.”
	Respondent thinks excellent service is a major selling point. “We can offer a personal service, with security and customers can trust what they have booked.”
	“If the customer has a problem or query they have a face to go back to.”
	Respondent believes good customer service is the most important advantage customers have when booking with travel agents compared to the internet. She believes they can offer re- assurance and the face to face contact is paramount for dealing with problems.
	Respondent believes booking with a travel agent rather than on the internet can offer the following advantages;

· Advice on a destination.

· Confidence in what they book.

· Personal service.

· Somewhere to visit if they have problems.

· Security.

	Question 9.


	Although long-haul is quite specialised, the respondent believes that short-haul travel agents need to be able to offer variations.
	The respondent does believe it could be the way forward to specialise in an area of travel. If he was not retiring he would possibly increase the focus on ski even more so.
	“If it was a well off town and there was the demand there it could work to specialise in cruise or ski. If not, it is important to know everything and sell everything.
	The respondent believes it is important to offer a variety of services and products. The agency specialises in cruise, but could not survive only by selling cruise.
	“Specialising may have worked ten years ago, but not now. It is important to have staff in a shop who specialise, but travel agents need all the business they can get now, they can’t start turning people away.”

	FIGURE 5- MATRIX TABLE FIVE : OBJECTIVE THREE

	

	Question 10.


	Respondent believes it will about turn. “Enthusiasm going to wane for the internet.”

Respondent believes there will always be a place for retail travel agent.
	Respondent believes there will always be people who want to visit a ‘good independent’. 
	“I think they may have to adapt along the way but there will always be a need for travel agents.”
	“Yes, I think they will always exist but only the ones that make the most profit.”
	Respondent believes there will always be a market, although there will be a significant decrease. “There will always be people who don’t want to use technology.” “It’s the ones that change that will survive, I don’t think the others will be her in five years, I think there will only be one or two in each town.”

	Question 11.


	The respondent believes that independents and miniples have strong customer loyalty compared to the multiple travel agents. So those who use independents will be less likely to turn to the web.
	“There will always be a market for independents, but just won’t be as many.” He believes the multiple travel agents will disappear as tour operators decide to cut costs and use call centres and the internet. “They are already slowly closing down.”
	The respondent believes there is a difference and that multiples will need to offer more tailor made holidays to aid their survival. Whereas an independent that has been around for a long time has a lot of customers and that will help them continue.
	“Yes, independents can offer anything as they are not owned by a particular company, so they have fewer boundaries than a multiple has.”

Respondent believes that location is important and how established the travel agent is.
	Respondent believes independents, muniples and multiples alike need to change and offer choice and adjust to the changes in the industry to survive. The respondent believes if they do not change they will not get the customers and will turn into call centres or the internet will take over.


FIGURE 6- MATRIX TABLE SIX: OBJECTIVE THREE

	Interviewee
	Burgess World Travel- 

Brian Burgess
	Thomson (Fforrest Fach)- 

Louise Simmonds
	Sketty Travel-

Michael J. Morgan
	Jetaway Travel-

Rosheen
	Travel With Us-

Sandra & Heather

	Question No.
	

	Question 8.
	Respondent believes the advantages of travel agents are that they have the system to book complex trips and a system has not yet evolved for customers to do so themselves. The respondent thinks travel agents offer the security, good service and expert advice.
	Respondent states travel agents can offer security, face to face contact, experience and advice. In-store can offer low deposits, on the internet- holidays have to often be paid in full.
	Respondent states travel agents offer security and people are confident using them. They can offer their expertise and advice.
	“Travel agents provide a friendly face, we are always there to answer questions and give advice. Also customers can change their holiday after they have booked it if they change their mind, on the internet that is not always possible.”
	The respondents believe customer service is a main advantage, and also having somewhere to come to if they have a complaint.

	Question 9.


	The respondent believes specialising in more complex trips could aid survival. “It is those selling standard ‘bucket and spade’ type holidays where travellers don’t need advice who will suffer as they can be booked with ease on-line.”
	Respondent thinks the idea of specialising is a valid point. “We have our own specialist services in-store.” Some staff are specialists in ski and some cruising. Specialists go to shops depending where the market is.
	Respondent thinks specialising could help survival for bigger travel agents who could afford to take the risk.
	Respondent knows of a travel company who specialised in Florida and they did really well. Respondent thinks it is important especially with an independent not to loose loyal customers through only selling one type of travel product or destination.
	“Travel agents need to sell everything to everyone, why minimise the market by specialising.”

	FIGURE 6- MATRIX TABLE SIX: OBJECTIVE THREE

	

	Question 10.


	“The reduction in the high street agents will be relative to the increased bookings on – line for the likes of Thomson and Airtours.” Respondent believes there is a market. 
	“I think they will definitely be here for the next 20 years, if they are good and are giving good custom, however I think there will be a lot of closures.”
	Respondent thinks if service improves travel agents can last quite a while longer, until the internet can match the service of travel agents and everyone is comfortable with the internet.
	Respondent thinks there will always be people who want to use a travel agent. 
	“I hope there will be, but the internet could take over. Probably in the next 10- 15 years everything could be on the internet.”

	Question 11.


	Respondent believes that multiples will be delighted to meet the projections of shop closures, as the internet is a cheaper distribution channel. Respondent believes, “the future on the high street is with the independents providing they are professional and providing they offer the full scope of service.”
	“I think it will be a survival of the fittest, and the quality of service is important. The good multiples will survive and also the good independents.”
	Respondent believes there is not a need for so many of the same multiples on the high street anymore, so they all won’t survive. Independents get a lot of repeat clients which should help them survive.
	Respondent believes that multiples have so many overheads it will be difficult for them to make profit and survive, whereas independents have low overheads and no restrictions in what they can sell so they will survive in the shops longer than the multiples.
	“Multiples appear to be closing down a lot more than muniples and independents; it is possibly because their tour- operators’ web- sites are doing so well.”


5.3 ANALYSIS OF MATRICES FIVE AND SIX: OBJECTIVE THREE
The final objective was to determine the possible future for the traditional travel agent.
The results from objective three revealed that there is consensus about the advantages travel agents have over the internet. These advantages relate to what the travel agents can offer that the internet cannot. They are shown in the matrices. Weaknesses of the internet were identified in the literature review. These included that the internet can not offer the security the travel agent can. Other weaknesses that were identified in the primary research are that the internet can not offer consumers’ simple booking of more complex trips. As long as the travel agents continue to have advantages over the internet they appear to have a future.

When discussing the idea of specialising to aid survival there was mixed responses from the travel agents. The idea of specialising was noticed in the secondary research, it appeared that many industry experts felt that specialising may be the way forward. It was not however only an idea, a travel agent was identified where this kind of scheme had in fact proved successful. The general feeling was that specialising could work but it could also be a big risk. Many travel agents had become specialists in something whether it was long- haul or cruise and ski. Generally people believed that there needed to be a market for it to work and that the travel agent could not afford to start sending away valuable clients.

The results show that many of the travel agents think that there will always be a need for the traditional travel agent; conversely some others believe that some time in the future the need for the physical shop may disappear, and the internet will take over. Burgess Travel believes multiples will want everything to go onto the internet as it would be a more economical way to do business. This is a valid argument as a company is always looking for the most cost affective way to conduct business. Multiples would surely however, not want to only do business on the internet if there was a need for the travel agent as they would lose business. The travel agents are in general agreement that what the travel agents can offer that the internet can not, will keep them in business. The interviewees are also in general agreement that customer loyalty is important. The ability to be able to sell everything and constantly be changing and offering more to the customers appears to be crucial.

CHAPTER SIX- CONCLUSIONS AND RECOMMENDATIONS
6.0 INTRODUCTION
This section will reveal the conclusions and recommendations that have been drawn from the research. The aim of the research was to ascertain and explore the impacts the internet has had on the traditional travel agent. There were a number of objectives which the research used to fulfil the aim.

6.1 CONCLUSIONS
After examining the results it appears that the hypothesis forecast in the introduction which stated that; ‘the traditional travel agent has experienced immense impacts to business since the internet has developed and as a result will not exist in their traditional high street form in the near future’, is valid to some extent.

It emerged from the research that the traditional high street travel agent has felt a number of impacts due to the ever increasing development of the internet. The impacts found were often quite consistent when comparing the primary and secondary data; however some of the data collected in the primary research contradicted that found in the secondary research.

It was correctly observed prior to conducting the research that access to the internet has increased over the past ten years. More exact figures to the extent of this growth were exhumed from secondary research sources; this was required to show what was causing any impacts found on travel agents. The impacts that were unravelled were that in general when examining travel services and products, the market share of the traditional travel agent has decreased. However after conducting the interviews it appeared that some of the travel agents were living proof of this, however for some their sales had not decreased. It was also uncovered that the traditional travel agent and its roles and functions examined in the literature review had in fact changed. Although a lot of the products and services offered by the traditional travel agent remained the same, some had developed and new areas had emerged in connection with the impacts that had occurred to the business. Some of the impacts which have been felt by the travel agents as a result of the development in the internet were quite generally felt by the majority of the travel agents involved in the study, however some were only felt by a few. Generally it appears that those travel agents who appeared to be fighting back against the impacts and striving for business were those who were feeling the smallest impacts. It appears that those travel agents who do not change are the ones who will be out of the competition. It also appeared that the ability of the travel agents to offer products and services which the internet cannot is important as it means that there is still a need for the travel agent. Through general observation it is seen that the travel agents can still provide a quality service, and it is sceptical whether the internet can as yet. As technology develops and systems are invented which enable the consumer using the internet to book, for example a multi- stop holiday with ease, then the need of the travel agent will slowly reduce. If there is not a need for the travel agent because the individual can conduct the function themselves then that is when they could possibly become extinct. At the present time the internet can offer a lot of what the travel agents can but faster, more conveniently and often cheaper. As there is more advancement in technology, and fewer barriers to the internet, the online methods of booking holidays will become ever more appealing to consumers. As there is an increasing move towards the internet, which has already been shown in the literature review, the need for the traditional travel agent will dwindle.

6.3 RECOMMENDATIONS
Until the time when the traditional travel agent may disappear due to increased popularity in online booking methods, it appears to be a survival of the fittest. Consumers are interested in benefits and advantages; they want to be satisfied by the product, the price and service received. The traditional travel agents, who are the greatest and can offer the most in these areas, will be the ones with the highest competitiveness’ when it comes to surviving. As a lot of the interviewees mentioned, it is the good travel agents that will survive the longest. General recommendations to the traditional travel agent to aid survival in the future would be as follows;

· To continually strive to offer unsurpassed products and services.

· Ensure that what is on offer is special and has an element of something different to set the product apart from the competition.

· Quality and customer service needs to be of paramount importance. The internet cannot offer quality face to face service with a personal touch, but the traditional travel agent can.

· Always be aware of competition, particularly from the internet and endeavour to improve on it.

· Be prepared to change, and move along with the developments. The internet could, and most probably will take over in the future. However the impacts felt can be minimised in the mean time as long as travel agents are prepared to change and put up a strong fight. 
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APPENDIX A
QUESTIONS FOR INTERVIEW
BACKGROUND:
How long has this travel agency been open?

How long have you (the interviewee) worked in the travel agency for?

QUESTIONS:
1/ Access to the internet has significantly increased in the last five to ten years. How has this travel agent been economically affected?

(Have they seen a difference in sales/ amount of customers/ overall annual profit?)
2/ Has this travel agency experienced any threats of closure?

3/ Has this travel agency been subjected to any job- cuts?

4/ Does this travel agency have a web-site and sell over the internet? 

5/
· If yes; what percentage of overall sales are booked via the internet?
· If not; why not?

6/ Over recent years, have there been any changes in the services or products offered in this travel agency?

(E.g. changes in ancillary services or types of holidays or holiday products?) 

7/ In the past 5-10 years has the amount or type of promotion or advertising changed within this particular travel agency?

8/ What in your opinion are the advantages to consumers using traditional travel agencies instead of the internet?

9/ Some experts in the travel industry believe that the way forward for travel agencies is not to try and sell everything to everyone, but rather specialise in one particular area. i.e. cruising or skiing. Do you think this could affect the survival and success of travel agencies?

10/ Do you think there will always be a market for the traditional travel agent, or could it be possible that they will become redundant?

11/ Do you think there are differences between the multiples, muniples or independents in respect to their survival as high street travel agents?
APPENDIX B
INTERVIEWEES’ NAMES AND ADDRESSES
Burgess World Travel

Director- Brian Burgess

28 The Kingsway

Swansea

SA1 5JY
Going Places


Manager- Nichola George

21 Newton Road

Mumbles

Swansea

SA3 4AS
Jetaway Travel

Manager- Rosheen

436 Gower Road

Killay

Swansea

SA2 7AN
Quest Travel


Manager- Samantha Suttie

72 Newton Road

The Mumbles

Swansea

SA3 4BE
Reg. Bateman Travel

Owner and Manager- Roger Bateman

5 Chapel Street

Mumbles

Swansea

SA3 4NH
Sketty Travel


Director and Manager- Michael J. Morgan

96 Gower Road

Sketty
Swansea

SA2 9BZ
The Travel House

Manager and Assistant Manager-

26 Park Street



Kerry Smith and Nerys Conner

Swansea 

SA1 3DJ
Thomson


Manager- Louise Simmonds

Fforrest Fach Retail Park

Swansea

SA5 4BB

Thomson


Manager- Lynne

14 New Street

Neath

SA11 1RT

Travel With Us

Manager and Assistant Manager-

Unit 4




Sandra and Heather

St. David’s Square

SA1 3LG
APPENDIX C

BACKGROUND OF INTERVIEWEES AND TRAVEL AGENCIES

	Interviewee


	Quest Travel-

Samantha Suttie



	Reg. Bateman Travel- Roger Bateman
	Thomson (Neath)-

Lynne
	Going Places- 

Nichola George
	The Travel House-

Kerry Smith & Nerys Conner

	Background
	Quest Travel has been established for 15 years. The branch in the Mumbles has been open three years. Samantha has worked for the company for 15 years.
	Reg. Bateman Travel opened 50 years ago. The Mumbles branch has been open 25 years and Roger took over the business 30 years ago.
	Lunn Poly (now renamed Thomson) Neath branch has been there for 17 years and Lynne has worked there since it opened.
	The branch in the mumbles has been there 15 years. Nichola has worked for the company for 5 years. 
	Branch opened 12 years ago. In that time it was bought over by Thomson, and then bought back by Martin Morgan. Kerry has worked there 10 years and Nerys 5 years.


	Interviewee


	Burgess World Travel- 

Brian Burgess
	Thomson (Fforrest Fach)-

Louise Simmonds
	Sketty Travel-

Michael J. Morgan
	Jetaway Travel-

Rosheen


	Travel with Us-

Sandra and Heather

	Background


	Opened 14 years ago as Burgess World Travel after Jill Burgess became the owner. Brian worked there ever since.
	Opened in December, two years ago. Louise has been with the company 10 years.
	Sketty travel open 15 years. Mr Morgan has been a travel agent 30 years.
	Jetaway Travel has been open 13 years. Rosheen worked there for Nine years.
	Opened 15 years ago.

Both Sandra and Heather have worked there from the beginning.


APPENDIX- D

LIST OF TRAVEL AGENCIES IN THE SWANSEA AREA

	


	Burgess World Travel Ltd

28 The Kingsway
Swansea, SA1 5JY
	01792 455188 




	Travel With Us

Unit 4 St. Davids Sq
Swansea, SA1 3LG
	01792 465500 




	Diamond Tours

98 Woodfield St
Swansea, Morriston, SA6 8AS
	01792 791981 




	Bateman Reg

5 Chapel St
Swansea, Mumbles, SA3 4NH
	01792 367321 
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	Going Places

21 Newton Rd
Swansea, Mumbles, SA3 4AS
	0870-853 0144 




	Going Places Leisure Travel

2-3 Portland St
Swansea, SA1 3DH
	01792 458458 
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	Holiday City Ltd

Park Buildings/2 Park St
Swansea, SA1 3DJ
	01792 481422 




	Jetaway Travel

135 Woodfield St
Swansea, Morriston, SA6 8AL
	01792 412000 




	Jetaway Travel

436 Gower Rd
Swansea, Killay, SA2 7AN
	01792 280999 




	Litson Travel

Mansel House/99 Mansel St
Swansea, SA1 5UE
	01792 301454 




	Pioneer Travel

82 High St
Swansea, Gorseinon, SA4 4BL
	01792 600200 




	Portman Travel Ltd

6 Caer St
Swansea, SA1 3PP
	01792 648144




	Quest Travel

71 Newton Rd
Swansea, Mumbles, SA3 4BE
	01792 367352 




	Sketty Travel Ltd

96 Gower Rd
Swansea, Sketty, SA2 9BZ
	01792 206821 
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	Student Travel Shop The

University of Wales/Fulton House/Singleton Pk
Swansea, SA2 8PP
	01792 203235 




	Tanvir Travel

5A Walter Rd
Swansea, SA1 5NE
	01792 641278 




	Thomas Cook Ltd

3 Union St
Swansea, SA1 1PJ
	01792 332000




	Thomson

Parc Fforestfach/Pontardulais Rd
Swansea, Cadle, SA5 4BB
	0845-070 0068 
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	Thomson

38 Uplands Cres
Swansea, Uplands, SA2 0PG
	01792 468888 




	Thomson

9-11 Whitewalls
Swansea, SA1 3AA
	01792 455333 




	Thomson

4 Brynhyfryd Sq
Swansea, Brynhyfryd, SA5 9EB
	01792 646465 




	Thomson Travel Shop

23 Woodfield St
Swansea, Morriston, SA6 8AB
	01792 775544 




	Thomson Travel Shops

79 High St
Swansea, Gorseinon, SA4 4BL
	01792 229400 




	Travel House

50a High St
Swansea, Clydach, SA6 5LH
	01792 843846 




	Travel House The

26 Park St
Swansea, SA1 3DJ
	01792 475144 




	Travel House The

2 Commercial St
Swansea, Ystradgynlais, SA9 1HD
	01639 845599 




	Travel House The

37 Woodfield St
Swansea, Morriston, SA6 8AB
	01792 518518 




	Travel House The

17 High St
Swansea, Pontardawe, SA8 4HU
	01792 830030 




	Travel House The

32 St. Teilo St
Swansea, Pontarddulais, SA4 8SZ
	01792 885566 




	Travel House The

8/St Marys Arcade/The Quadrant
Swansea, SA1 3QW
	01792 641148 




	Travelcare

4 Whitewalls
Swansea, SA1 3AA
	01792 540540 




	Travelwise

Plymouth St
Swansea, SA1 3QP
	01792 644366




	Travel-Bargains

37 Commercial St
Bridgend, Kenfig Hill, CF33 6DH
	01656 740323 




	Going Places

57 Wind St
Neath, SA11 3EN
	01639 646434 




	Going Places

19 Green St
Neath, SA11 1DR
	01639 641100 




	Going Places Leisure Travel

57 Wind St
Neath, SA11 3EN
	0870-853 0238 




	Thomas Cook Ltd

48-49 Wind St
Neath, SA11 3EN
	01639 646066 




	Thomson Travel Shop

14 New St
Neath, SA11 1RT
	0845-071 3443 



	Travel House The

15 Angel St
Neath, SA11 1RS
	01639 636858 




	Travelcare

49 New Rd
Neath, Skewen, SA10 6EP
	01792 321444 
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