This house believes that  - LEISURE and TOURISM, are good for society!

This report will be based on the topic: All holiday bookings will be made online in the future.

As technology is advancing year by year, the tourism industry have used the latest tech to get customers to buy their products online i.e. booking rooms, flights and holidays. There will be arguments FOR and AGAINST for this topic underneath which will have research and evidence, this will also include the conclusions of arguments in this topic.

FOR – Positive arguments

Technology is advancing and purchasing online has never become more easier for the customer. This can be all done with in a few clicks. If a customer was ready to purchase a holiday online, then it is quickly booked and all information will be sent by email. The number of people around the world using the internet has grown to 4.54 billion, an increase of 7% (298 million new users) compared to January 2019 (thenextweb.com). 

During the pandemic of COVID-19, the only travel agencies which were available to book from was on the internet, as travel agencies had to close under law around the world. Online travel providers had to either cancel existing holidays by either refunding the customer their money or changing the holiday dates. The pandemic also caused huge queues over the phones whilst customers were waiting to figure out their holiday. The online travel providers, sent out emails to customers on information for what will happen next on their holidays and will try the best to resolve the issue. 

Online Travel Platforms are developing all the time and are quickly addressing all areas that the High Street travel agent can offer. Around 1,170 travel agents have shut stores since 2012 in the UK (Telegraph.co.uk). The global online travel market was worth more than $629 billion in 2017 and is predicted to reach almost $818bn by 2020 (salecycle.com). 

Bookings can be made very fast online, a few clicks and a holiday can be booked.
Most generations are able to use internet now on their mobile phones and the online travel industry is taking full advantage of this, by speedily exceeding the needs of the consumer. 70% of travellers research their holidays online and by 2023, there will be around 700million customers booking their hotel rooms which brings in more revenue for the hotel industry (CondorFerries.co.uk). Holidays can be booked online with ease and convenience without the customer leaving their own home.  

There is information online which customers can find for when purchasing a holiday. They can find terms and conditions, pictures and reviews about the holiday they are purchasing. There are some sights that even give virtual tours of the places/resorts to book. VisitOrlando.com have a virtual tour of a few resorts on the website (VisitOrlando.com). 33% of consumers say they've used a virtual travel assistant to help organise and plan their next trip (CondorFerries.co.uk).





Online companies are becoming much more diverse, many niche booking companies are developing online. Niche Marketing is when a company is targeting a certain audience using their marketing strategies, which would attract consumers to their specific products available (sproutsocial.com). For example, (MarkWarner.co.uk) do holidays which include a lot of sports and activities, the holiday is still there with added activities/services as well such as skiing or water sports.

Online bookings are price competitive, online booking can cut down on costs on the product as the consumer may be booking directly with the service provider. As mentioned earlier about shops closing down, nearly 700 High Street travel agents closed in the UK in 2017 because of competition with online rivals and travel agents were the 3rd highest numbers of business closures in High Street sector operators (www.travelmediadaily.com). 70% of customers research travel on their phones, finding cheaper deals through comparing.  

A consumer can book online at any time of the day, it could be early in the morning or even late at night, holidays are available throughout the entire day. Customers can also book a holiday online which they can set to leave on the same day. When purchased online, E-Tickets will be sent to the consumer emails and other information. Payments have become much more secure in recent years,  also there is greater online protection via banks/credit companies for online purchases.

Online companies have increased in size in recent years offering more than just being able to book online. There are different departments which include bookings, complaints and queries and a range of ways in which you can interface with the company through post or over the phone. 

According to ABTA holiday reports 2018, the number of people using mobile phones and tablets to book their holidays was on the rise. However, in 2019, one in five people booked a holiday using a tablet (20%), a decrease from 2018 (23%) and there has been a drop in the number of bookings made on mobiles. Just one in eight people  booked on a mobile phone this year (12%) compared to one in five last year (20%). In 2019, fewer people found it easy to book a holiday using a mobile or tablet than in 2017. Booking on a PC or laptop remains the most popular way to book a holiday online (86%) in 2019, consistent with bookings (85%) in 2018 and they are also seen as the easiest devices to book on. 

Overall the online market for booking travel has a share that makes up 63% of the $1.2 trillion the travel industry generates every year. There is 15.4% growth in global online travel sales and 10.3% growth in booking hotels online. 


AGAINST – Negative arguments

Communicating face to face with the travel agent. This lets the consumer and travel agent discuss all the options available for the holiday. The travel agent are experts who are knowledgeable and passionate about travel whereas buying online, there is limited help as the person behind the screen might not even know about travelling.

Customers can make alterations to their holidays when booked through the high street travel agency, just by going back to the store. Also it is easy to gain access to a local travel agent where it could be found in most cases the high street or other locations. Also if a consumer is to buy holidays in shop, it will support the local community and support the local economy.

Deals can be cheaper and are offered in store, the travel agents are already made aware of pricing variances and can immediately offer these to the customer, this can lead to the customer negotiating with the travel rep. Consumers can also pay in instalments for the trip, travel agencies have the capacity to offer pricing packages to suit the customers budget. 

The consumer can cause less stress when booking in store, as the travel expert will research, give advice and suggest what options are best to give the customer the perfect holiday. Usually the travel agent has been to the destination and may have stayed in certain hotel in that destination. This gives the customer more realistic information on the resort.

A travel rep can give a tailored or even a specialised service where consumers can book places that not even available online, like a destination or even making sure the consumer is being taken care of all the way. It is more difficult to book a multi centred holiday via online methods, such as several accommodation types/excursions/transport transfers. Safety of payment, like a receipt will be issued and will be saved on their systems.

The High Street of travel agencies, have made themselves more renowned before the internet was even created. This was the only way customers can book a holiday. The loyalty the customers have created with their travel agency, customers can always trust them, whereas online travel agencies are coming new and it can be unreliable with fake information or it could even be a scam. There is also protection for the customer under the travel agency policies. The agencies act as supporters for the customer.  

Travel reps to contact or interact with customers over the phone or face to face if something goes wrong. The travel rep will have better information than an online bot and can address the situation faster. 

Able to build up a connection with the customer, as mentioned earlier, this can lead to the customer booking several trips each year, which can include business, domestic and international holidays. 



Personalised service, as the agent knows on a personal basis of the individual and understands the needs and requirements of the customer. Depending on the customer which could be a solo traveller, may have disabled access, interests, budgets or even travelling with a young family, the list goes on and the travel agent will do their best for the consumer.

According to the ABTA report, booking in store have remained steady (15% in 2018 and 17% in 2017 respectively).  people over the age of 65 are most likely to book over the phone, with more than one in four (26%) holidaymakers in this age group booking this way. Younger and older families are most likely to book a holiday in person, with 22% of this category booking a holiday in store in 2018.

Over a third (36%) of people have booked a holiday with a travel professional in the in 2018, similar to 2017 (38%). There are a few reasons why people use a travel professional to book which are; as mentioned earlier, the ease of booking, saving time and the confidence the customer has booking through the travel professional.
 
The older generation are the most likely to refer to ease of booking, with over three quarters of those aged 75+ and of those  65+ stating this. By contrast, for younger people (under 34s) and families the main reason for using a travel professional is because it saves them time. One fifth of 25-34 years olds also feel they have a better holiday when they book through an expert more than any other age range. For older families with children over five, time is at a premium and they are the group who tend to use a travel professional because it saves them time.  

In 2018, for the first time, the research asked people about what they did after they spoke to a travel professional. Just under a third  had spoken to a travel professional about their last holiday, with 93% saying they went onto book with the company. Two in five booked in store and one in four booked over the phone. Only 7% of customers said they spoke to a travel professional and then booked with another travel company or organised the holiday themselves. The findings show that if businesses engage a customer in their expertise, they have more than a nine in ten chance of converting that conversation into a sale.

The travel agency industry in the US is likely to make $17.3 billion in revenue by 2020. This has increased from $15 billion in 2015. Research shows travel agents in the US are continuing to report an increase in business. Further research suggests that many people, including over 50% of millennials are persuaded to hire experts when planning trips. Customers benefit from the efficient planning and expert knowledge of travel companies and feel that booking this way helps to save time and avoid costly mistakes. (CondorFerries.co.uk). 


Conclusion

To conclude this, technology is advancing so much and consumers are using online more and more as time goes on. In the UK, much of the population use online service providers as its quick and easier to access, also helping the consumer research the travel. The older generations and families will most likely book with a travel expert to save time and it is less stress for the customer. As well getting first hand experience from the travel expert. Booking with a travel expert also gives the customer a more feel about what the customer can afford. According to stats from many reports, they are indicating that online booking will be the future.

Kemp, S., 2019. Digital trends 2019: Every single stat you need to know about the internet. Retrieved February, 11, p.2019.

https://www.visitorlando.com/en/things-to-do/virtual-tours/walt-disney-world-resort

https://www.telegraph.co.uk/business/2019/09/25/death-great-british-travel-agent-shop-numbers-collapse-quarter/

Kim, E.J., Choi, C. and Tanford, S., 2020. Influence of scarcity on travel decisions and cognitive dissonance. Asia Pacific Journal of Tourism Research, pp.1-15.

https://www.condorferries.co.uk/online-travel-booking-statistics

https://sproutsocial.com/glossary/niche-marketing/ 

https://www.markwarner.co.uk/

https://www.traveldailymedia.com/700-travel-agents-went-out-of-business-in-uk/ 

https://www.abta.com/sites/default/files/2018-10/Holiday%20Habits%20Report%202018%20011018.pdf
 
 

  


