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Abstract

Researchers have noted that the directions of the travel and tourism industry are shifting, with technology playing an increasing role in the way that holidays are booked. This dissertation addresses the question of how far the effect technology has had in relevance of online and high street travel agents booking a holiday. Professionals often publish data demonstrating this shifting trend by presenting and analysing data frequently. The researcher discusses more than just the publication of the findings but how the declining travel agent can retain customer loyalty and succeed in a higher cost market. The dissertation expands on the predicted outcome of researchers by applying it to the researchers own findings.  Concluding the dissertation with similar beliefs shared with other researchers that the high street travel agent is being threatened by online booking and is likely to continue in decline.  
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Chapter 1: Introduction

As the introduction to this document, the project will be highlighted and laid out for the reader to grasp and understand the situation and experiences surrounding the development of technology when applied to travel agents with the addition of how online booking has affected these areas. This information will clarify if shop floor travel agencies are in decline with the use of online purchases.

This topic was selected as other alternatives were lacking in research with substantial proof and evidence to back those previous case studies. As credible information has been found and agreed upon for the study of this topic, the investigation is worth carrying out as the tourism environment is consistently changing and further research is considered relevant. The research will provide another look at results that are likely to have been different to the year beforehand and other studies in the same field.

Rationale 

In the previous decade, technology had made its way into the Travel and Tourism sector changing the entire organisation and how it operated. With new technology coming into practice, it each required further training and procedures. This research report will be looking at positive and negative considerations with the latest technology in the Travel and Tourism sector. New technology is more expensive to use but allows for quicker and more comfortable handling of data. With new changes taking over, most written documentation will be replaced, and staff training and maintenance is needed to keep up with the technology.  The report will cover a selection of information for and against the use of technology pushing the industry forward along with an outline of the complications from other areas. A look at how the rise of online bookings is putting pressure on the high street travel agent. Following an analysis to notice the negative side of online booking and how specific audiences still favourite the travel agent. This study will also look at the direct future of the travel agents as it is expected to decline in the upcoming years continuously.

A comparison of booking methods between both the travel agent and online will evaluated as to how travel agents recommend holiday packages are believed to be of a specific set quality and are trusted by the purchasers compared to online bookings which are reviewed against by the discretion of other travellers. Other areas looked at will include the retention of loyal customers to return to the travel agents using a retention strategy.

Aims and objectives

The aim of this investigation is to direct a consensus on the events of the travel agent’s future role within the industry, while considering its most significant competitor and the impact it has had for its growth and ease of access seen within today’s technologically advanced environment. 

The current objectives are:

•    To promote and critically evaluate the changes brought along by the technological advancement by online booking and the factors it has affected.

•    To analyse the factors and methods of both booking systems and how this influenced returning customers.

•    To come to a directive of what booking system is favoured and impacts it is likely to face in the future if any changes are to impact it at all.

Methods of Research

The research Onion will be used for the majority of the investigation along with secondary research and online survey results. Following this an introduction to Saunders research onion will be included in the methodology, starting from the outer layers of the research model working towards the centre. The results presented in chapter four is data collected from snowball sampling as the survey was hosted on SurveyMonkey.com proving the researcher with anonymous results. Each chapter of this investigation will include an introduction and conclusion to enable the reader to understand each chapter in brief. Recommendations will be made towards chapter 5 with how other researchers might want to attempt this study in a different manner following along with the implication the researcher found within the study. 

The role of Travel Agents

There are four kinds of travel agents: retail, business, call centre and web-based. Each travel agent must provide excellent customer service to customers. A retail travel agent is often a part of a tour operator which sells the products that the tour operator has put together. A retail travel agent will also advise customers on sales and destination; a retail travel agent will also handle foreign currency transactions. 

A business travel agent operates service for companies mostly for short notice trips where the duration of the flight purposely for business. A call centre travel agent sells products and advises over the phone where they have a target to reach a number of sales per day. An online travel agent sells holidays over the internet communicating with customers through technology. Online travel agents also allow the customer to create your holiday and to add any available extras. Expedia is one website which enables the use of an online travel agent, and they sell e-tickets.

Ancillary services are extras added by the travel agent for an extra fee. Some extras may be needed for travellers on holiday some extras are travel insurance, car hire, guided tours and excursions. The ancillary services are the topping on top of a holiday many travel agents sell the ancillary services and make a commission on the products and services sold.

How technology affects a Travel Agent

Travel agents must have adequate training to provide an excellent service to a customer; the team will undergo regular training in customer service, procedures and how to interact face to face with the customer. Since a Travel Agent uses web-based systems, they must use I.T skills to use the travel agent’s systems. To use the system, a travel agent will need training in the technology on how to use the systems to provide a service to the customer and a make a sale for the company.

To make it easier for travel agents to make a booking for accommodation, flights, transport and excursions, travel agents must possess newly developed systems with up to date hardware and computer models as well as the most recent software with new installations.

Due to the increase in technology, travel agents have more options how to make the package holiday more suited to the customer’s wants and needs. The travel agent can create a custom holiday for the customer, which is called dynamic packaging and gives the customer the option to choose flight, accommodation and ancillary services.

The Computer Reservation Systems (CRS) are used throughout the world within the travel and tourism industry. The CRS system was first used by airlines and later brought into the travel agents. The system can book flights, hotels, car hire and rail bookings. If a CRS system produces tickets for more than one airline, it is referred to as a global distribution system. 

With more customers booking their holidays online this has led to many high street travel agents to be closed as the need for them is no longer required.
Travel Agents Viewdata Systems

Due to the increasing demand for travel, tour operators brought computerised reservation systems into the travel agents, replacing written documentation. With this advancement, contact with tour operators and travel agents became more natural. As the information relating to bookings was through the Viewdata system and contact by telephone, information sharing became quicker.

With later development, the Viewdata systems became a linked communication between travel agents and tour operators. With this kind of success, the technology was placed in airlines under a different name called Computerised Reservation Systems which also took reservations for airlines.

Online booking effects on Travel Agents

Due to the internet, customers can book their package holiday online which makes travel agents a decreasing trend, travel agencies are shifting their business to online, further decreasing the demand for their own high-street market. 

Research conducted by Lightspeed International questioned 2,000 individuals in the UK on behalf of the travel site boo.com. The collected data found that 71 per cent of people approached online reviews before making a booking. Nearly 90% of respondents said their online research was correct and trusted, while only 13% of participants preferred travel agents and brochures over online reviews (Skidmore, 2007).
The investigations aim is to analyse the travel agent’s future role within the industry, while considering its most significant competitor and the impact it has had on the sector. With the addition of technology in the last 20 years directly affecting  travel and tourism, both methods of booking online and instore are seeing progressive changes, as the travel agent is losing customer loyalty and falling into decline. Booking in store is no longer the preference by the consumer as they are more easily influenced by the cost and convenience of online booking.

Chapter 2 - Literature review
Travel Agent decline and the rise of Online Booking

From the development of technology, a new market was created through electronic tourism, with the new method of booking. Both frequent and infrequent consumers online have led to the tourism market becoming more generalised, as access to information and purchases is more accessible. The high street travel agent was the first point of contact in regards to consumers booking a holiday; today people are able to bypass this process entirely by booking themselves online. Development has seen new competitors with high street travel agents losing loyal customers to online holiday companies (Buhalis and Licata p207, 2002). 

Holiday booking methods have changed as a shift in purchases has been carried over to website-based distribution channels with services such as hotels, airlines, excursions and other amenities moving away from travel agents. Airline carriers have started reducing fares and payment to travel agencies, as travel agencies are becoming pressured. To stay in the competitive market, the high street travel agent has revaluated its previous business model as online bookings continue to grow (Tretheway and Mak, p21-p22, 2006). 

With the growing trend of online booking, a new market listed as E-tourism has opened which consists of buying and selling tourism products online. A vast majority of tourism products are not-stackable and time constrained, such as hotel rooms and flight tickets. This means that vendors selling tourism products and services need to market openly too many channels with easy access to consumers. With the E-tourism market becoming a consumer-centric sector where information is a must, the products and services sold to those online has seen E-tourism come under a particular type of electronic business model under online retailing (Cao and Schniederjans, p 598-606, 2006).

As suppliers are losing the belief that agencies are needed to support the marketing of their products and services, direct marketing through online resources has provided a platform for suppliers to offer their product. This results in an adverse effect to the high street travel agent and their previous business model. This has led to altering the role of the travel agent in the distribution chain avoiding the customer interaction when making a booking (Tsai et al. p787-796, 2005).
Regular travel routes are shifting in many directions, which sees a move from packaged tours by travel agents to individuals organising their package holiday becoming more popular (Marianne Barriaux, 2006). Since this trend has affected the travel agents business model, the future of travel agents becomes uncertain, with new changes and advancements being introduced at every opportunity possible with a strong influence in technology (Yoon et al. p253-260 2006), (Tsai et al. p787-796, 2005; Yu, 2008).
With the growth of online booking, travel agents have adapted to the changing market by creating a model which includes seeking out the consumer’s best interests and creating a personalised package more so than any form of online booking. 

Travel agents are still sought after in the marketplace with a need and a want that they can provide to their consumer, rather than only being thought of as just a ticket vendor, they are able to create specific packages. Travel agents may offer selective assistance to both public and private consumers as part of a personal package which benefits complex itineraries. The travel agents need to continue advancing within the online market as those currently taking advantage of new technology are succeeding (Alamdari, p339-348 2002; Cheyne et al., 2005).

Technological effects and changes on Travel Agencies

Over 50% of online holiday bookers are opposing travel agents in search of their objective to acquire holidays at a lower cost. Results demonstrate this from a study conducted into travel trends produced by Tradedoubler’s Insight Unit, Performance Marketing: Travellers & Purchase Paths (Mena Report, 2013). The research within TradeDoubler's study contains facts and figures into purchase trends that travellers seek as they research and book destinations, flights, hotels and package holidays all while monitoring the market for low-cost flights and bookings (Mena Report, 2013). Within the study, 62% of those who had taken a holiday had created their itinerary with individualistic flights and hotels far more opted for in regards to packaged holidays (40%) and all-inclusive(20%) the past two years (Mena Report, 2013).

Data released by ABTA in 2015 contains information expressing that travel agents have a potential in a competitive market amongst higher value bookings as a study mentions you are more inclined to use a travel agent amongst last minute, longer and more expensive purchases (ABTA, 2015). However, more individualistic items such as city and domestic breaks are to be booked directly by service providers (Travel Agent Expertise, 2015). With the process of booking online being introduced to mobile, it has allowed a more straightforward and quicker method of booking when compared to the travel agent. As evidence shows in ABTA’s 2015 Holiday Habit Report, respondents were asked a selection of questions in regards to booking methods by holiday variety type. Travel agents were trusted as the most favoured booking method among six categories; travel agents were chosen with four including 7+ night holidays, honeymoons and holidays to emerging destinations. A believed theory was that the included trips required more massive sized purchases and organisation, while the advantages of the travel agent are sought along with their expertise, experience and assistance, consumers are looking for their money to be well placed (Travel Agent Expertise, 2015).

The market for high and low spend on a holiday is divided with online bookings seeing more purchases of low cost and short breaks, while the travel agent is selected for more expensive vacations which require more trust from the purchaser. Evidence for this sees that honeymoon holidays are more selective by choice and variety with consumers supporting the travel agent by 31% of purchases being made through a tour operator (Travel Agent Expertise, 2015).  

A statement from Mark Tanzer, ABTA Chief Executive, elaborates that the variety of booking methods offered to consumers is a positive. Shown through the way customers chose to organise their holidays. The investigation suggests that travel professionals provide a service which cannot be matched by online booking systems. With travel agents receiving higher value and more complex requests when arranging a holiday the consumer expects a personal touch in the trust placed financially with the travel agent. A booking made with a travel agent is an encouragement that consumers appreciate the added assurance when communicating with a professional (Travel Agent Expertise, 2015). 

A further significant trend revealed by the investigation is travellers growing use of online comparison sites followed by similar saving options of voucher code, loyalty schemes and reward systems. A majority use similar sites to assist them to find an ideal low-cost price (Mena Report, 2013).
When booking flights, 71% of travellers prefer to pay close attention to price comparison websites to guarantee that they are getting the most valued price, with only 38% attaching themselves to a particular airline out of loyalty for frequent flyer schemes (Mena Report, 2013). This means that customers are not loyal to any one company or website but would instead make a judgement based on cost, this statistic also provides evidence that the incorporation of the frequent flyer miles scheme can retain almost 40% of customers. 

Online Technology Advancement

Currently Online Travel Agents (OTA’s) use programs such as Online Reservation Systems which can manage and book travel connected services, included within travel agents routine to perform business through online marketing (Mena Report, 2014). Travel agents have been looking to develop and broaden their services of apps and mobiles as they benefit by investing in technology to keep ahead of the growing market and competitors. This enables them to offer a better service to customers when booking holidays, short breaks and car hire this gives the customer more information and a more extensive choice. 

Holiday bookers have come to find they have limitless information and options in front of them with access in their hands with tablets and smartphones, with a new marketing force changing the way in which holidays are researched and booked, as stated by Dan Cohen, Regional Director, Tradedoubler (Mena Report, 2013). Through the public using handheld devices any information about a customer’s interest is easily accessible such as the ability to monitor weather changes, location distances, and facilities available. Along with their condition as well as communicate with other travellers through comments and reviews on travel websites who have previously been to a destination and can share information.

20% now book holidays using a smartphone, with stats that witness a rise to 28% among mobile enthusiasts between 25-34-year-olds. This provides a weakness to other airlines, hotels and holiday operators left out of the marketing channel, continued Cohen (Mena Report, 2013). This entails that the operators not marketing towards the handheld devices are missing an opportunity to increase customer sales.

Within Europe online travel amasses 98.1 billion euros in sales promoting its self as the most extensive online business sector. Predicted forecasts are expecting a figure of 7% growth per year, achieving 112.2 billion euro in 2014, with 41% of all customer spend online and set to rise (Mena Report, 2013). Thus, the market can increase further outside of just Europe and become a leading industry in other continents. 

The following news release presented by ABTA states that in 2013 Almost half of the individuals (49%) arranged a holiday abroad online in 2013, through an ABTA Consumer Trends Survey, demonstrating a gradual hold from the previous year with 48% booking a holiday online (ABTA, 2013). The survey by ABTA indicates that online holiday bookings are retaining customers. While computers are currently the preferred booking method at 96%, mobiles and tablets were at a 20% use rate in 2013 which seen a decline from 2012 at 24%. In 2013 mobiles were more popular than tablets at 11% and tablets were sitting at 9% (ABTA, 2013). As technology has advanced the line between computer and handheld device has started to amalgamate allowing the process of booking a holiday to occur at any time or any destination.  

A surprising rise in bookings made by tablet appeared amongst the older market with tablets more in use than mobiles by those of 65+ which rose from 1% to 7% between 2012 and 2013 (ABTA, 2013). Reasons for this can be due to the older person having more time for leisure, with the ability to learn and browse new technology. As the internet becomes more accessible to the public, holiday bookings online are seeing an increase of users in the 65+ market.

As expected the ages of 16-24 are a part of the clear majority of smartphone users, with nearly half organising a holiday in the previous year by mobile and tablet. Within the age group, 29% utilised a smartphone while 17% used a tablet. When families with young children are booking a holiday, they seek a faster process with 40% booking by tablet or mobile (ABTA, 2013). This demonstrates the advanced use of technology doesn’t just relate to age but affects other demographics such as family life cycle and generations. In 2013 the trend of increasing smartphone users and tablet usage was growing, the pattern reflected differently in 2015’s report.

Reported by ABTA, a significant rise in the application of tablets to book online holidays has been witnessed. With 24% of online travellers saying they secured at least one holiday through a tablet compared to previously in 2014 which stood at 18%, while the use of mobile phones remains stagnant at 16% (ABTA, 2015). As in previous years, technology had advanced and developed making the tablet incorporate more of the computer's functions explaining the reasoning behind the tablet's growth while mobile usage remains halted.

Within ABTA’s Holiday Habits report 2015 demonstrates that Computer bookings are still the favourited option with 91% of bookings being processed through a PC or laptop upon booking in the last 12 months. While the computer remains popular it has seen a slight decline from 93% in the previous year as tablet usage has risen (ABTA, 2015). This can be accounted for by the accessibility and diversity of a tablet.

Over the years bookings through smartphones have remained steady amongst all ages, but not grown. The research presented suggests the cause could be people are struggling to access the mobile booking experience than on a PC or tablet. One of the stated benefits of using a PC or tablet was the ease of access associated with it during the booking process. 77% of PC users and 58% of tablet users found the booking experience more straightforward and comfortable, in contrast, only 41% of mobile phone users (ABTA, 2015). ABTA findings suggest travel may be falling behind other sectors in the online smartphone booking market. An Ofcom 2015 Communications Report came across 45% of the public use their mobile to purchase online. This is also a noticeable trend between mobile bookings for travel amongst age groups, with a third (34%) of 16-24-year-olds using smartphones to book compared to 7% of those aged 45-54. The difference between travel and other industries may be due to the nature of travel transactions being expensive, as computer bookings can be preferred for security reasons (ABTA, 2015). 

A report by Victoria Bacon, Head of Communications ABTA in 2013 stated that a wide range of marketing materials are utilised by consumers when searching a holiday. With a diverse range of booking and research systems, from personal contact to digital platforms, explains to travel businesses that consumers need to be considered when researching and purchasing. As e-commerce and online mobile services have grown the stereotype that older customers are reluctant to make purchases through new technology are proving to be false with online purchases by the older age on the rise (ABTA, 2013) with a similar report following in 2015.

 Computers remain the most preferred way to book a holiday online, demonstrating that buying a holiday is often more complicated and expensive when compared to other online purchases. However, in the previous two years, substantial growth has been seen in the use of tablets, reflecting their potential as a method to arrange a holiday online. While smartphones are still lagging to keep up with PCs and tablets in the process of purchasing a holiday, the popularity among younger ages dictates that growth will continue in comparison. This leaves an open market for other travel companies not already a part of a growing and recently developed mobile sales market according to Victoria Bacon, ABTA Head of Brand and Business Development (ABTA, 2015).

This provides further evidence that online bookings are on the rise along with markets that are growing and trends that are forming; this answers a question as to why the online market is improving using phones and tablets. The following paragraph answers to the online bookings competitiveness, by investing in similar technology and strengthening its current market, new options become available to the consumer staying viable. 

To keep up with the competing market and online bookings growth, travel agencies have started investing in services of mobile apps and reaching out to companies which can further push travel agents into the newly developed market. The travel software would allow searches and bookings of travel amenities and arrangements. As ticketing systems work in real-time with consistently changing holiday deals and prices, the mobile app would offer a similar service as used by online web services (Mena Report, 2014).

How can Travel Agents stay relevant and succeed 

Travel agents have five potential factors to keep retaining customers as noted in the literature as each paragraph below will explain (ABTA, 2012:4; Grissemann & Stokburger-Sauer, 2012:1483; Cheung, 2012:8 and Huang, Yung & Yang, 2011:142). The conclusion of the literature identifies factors of customer influence and the critical aspect retaining customers has concerning travel agencies. 

Reports have investigated the need of service providers’ knowledge and ability to empathise with the consumer and how they take a learning approach to understand the needs and wants of a customer. This allows the travel agent to influence the selling of products and services (Spake & Megehee, 2010; Trivedi, Morgan, & Desai, 2008; Verbeke, Dietz, & Verwaal, 2010) Verbeke et al (2010:17). 

An important concept surrounding customer intimacy and creating a rapport through communicative behaviour has become understandable, as a decline in customer loyalty has been seen in the current market (Bove & Johnson, 2009:188) to avoid the decline in customer loyalty travel agents are seeking retention strategies for customers to return. Other literature has indicated that face to face communication reinforces and is key to building a customer rapport (Lloyd & Luk, 2011; Ple & Caceres, 2010; Spielman & Babin, 2011). As travel agents are currently facing decline, a further need to encourage human interaction and consumer trust are needed (Grissemann & StokburgerSauer, 2012:1483; Kracht & Wang, 2009:747). If the travel agent sees returning customers and more sales, the trust lost from previous customers who have shifted to booking online may see a return strengthening the need for travel agents.

Travel agents need to develop and strengthen its travel packages and unique selling point as not to lose out to online booking according to authors (Cheung, 2012:8; Kracht & Wang, 2009:751; Ku, Yang, & Huang, 2012:17). An example of a specific travel package, in the North American market sees particular niches as some travel agencies are inclined to sell only real estate touring packages, island excursions, golf and bird-watching packages, (Turen, 2008:2). By developing and expanding on this market, travel agents can create more diverse and complex packages which can cater to the customers’ requests; this gives it an advantage over online retailers.

Customers of travel agents state that high-quality service is one of the most important factors when booking with a travel agent which they argue is the reason to return (Wolfe et al., 2005:73). Other authors oppose and state that an efficient service as being the key to keeping and regaining customers (Frost, Nordlof, & Svesson, 2009:62). Among literature, the need for travel agents to associate themselves with technology requires further training to keep up with the evolving needs of their customers (Salvado et al., 2011:242 and Wang, Gal-Or, & Chatterjee, 2009:968). Garkavenko (2007:143) states that travel agents have a growing trend to conduct business further online and would be a missed opportunity without capitalising on the technological advancement. Travel agents need to adapt and continually evolve their innovation to stay ahead of the competition and include a strong focus on developing further technology that customers use.

Previous studies have established that customers make up one of the most important factors that a business can possess (Schulze, Skiera, & Wiesel, 2012:17). Most business strategies focus on attracting new customers when compared to retaining customers (George, 2008:457; Ting, 2012:4551) George (2008:457) and Ting (2012:4551) suggest that keeping customers is particularly difficult in the travel and tourism industry since consumers have a wide variety of options between travel agents, airlines and hotels. Ahmad and Buttle (2002:151) debate that customers will only be retained if there is a significant benefit to be gained by them. Trassorras, et al (2009:615). opposes and argues that the delivery of service and retaining customers is the means to a highly competitive market. The mentioned authors believe that business success comes in the form of customer service and retention to increase and improve overall profitability (Trassorras, et al., 2009:615). The authors agree that consistent returning customers are impossible without creating an environment where an excellent service for consumers comes first (Trassorras, et al., 2009:628). In connection with the study, this proposes that travel agents have been widely affected by the Morden technological changes and have suffered some shortfalls. The future outcome of the travel agent is reliant on how they retain their customers and manage their business.

In this chapter of researcher’s theory, the researcher covers the process behind the travel agents decline and how online booking has succeeded to leave behind the travel agent. Also covered in this chapter is the effects and changes technology has on travel agencies and how can travel agents  stay successful in the market. The following chapter analyses the methods of holiday bookings and the data presented.
Chapter 3 - Research methodology
The proposed study is to compare and contrast the rise in online holiday bookings against the recently declining high street travel agent. Further analysis will look at the impact this growing trend is likely to cause and the reasons behind such growth and decline. 
As a shift in travel trends has seen a decline in the once prominent high street travel agent and growth towards online bookings, a believed cause of this is through technological advancement. This study will also analyse how the factors have been affected while examining the change in consumer choice towards how holidays are booked.

Saunders Research Onion

Research by Walliman (2011) defines that the term research is being misused in everyday life, as pointed out by Walliman (2011) research used to collect facts or information with no decided outcome is the wrong term to define research. If data is not being rearranged or reordered it is incorrect without any interpretation adding to the analyses. To highlight the definition, research involves the collection of data and involves more than just gathering information as this is only a part of the research process. If the data collected is not carried out through a systematic method or with a defined purpose it cannot be classed as research. A further point noted in this definition is that while data is collected from different sources and arranged together into a single file, without interpretation of the evidence, it is not research (Saunders, M., Lewis, P. and Thornhill, A,2016). With this definition, research can be classed as a process that requires a systematic approach to produce information. Systematic creates a research approach which is not based on beliefs but logical relationships (Ghauri and Grønhaug, 2010). Following this, the research collected will include an explanation of the chosen method used to collect data; this will argue why the data gathered is meaningful and will expand on the limitations that are related to the study (Saunders, M., Lewis, P. and Thornhill, A, 2016).
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The above diagram is used to represent the issues which underlie in the methods of data collecting techniques, and analysis practice, how data will be collected is summarised in the centre of the research onion, while the two outer layers introduce the research philosophy and approach to the theory development  (Saunders, M., Lewis, P. and Thornhill, A, 2016).

The phrase research philosophy explains its relevance to the beliefs and assumptions of knowledge development. Through this study, the researchers chosen philosophy and approach will subsequently influence the preferred methods of the following layers of the research onion. The inner three layers contain the focusing point of the research design as coherence will run through each layer. By the end of the Research Onion differences will show themselves with the design and tactics, the model concerns itself with the overall plan of the research while the tactics focus on the more refined details of collection and analysis of research. The middle of the research onion will see that the tactics will impact the chosen quantitative collection techniques and ensure data analysis (Saunders, M., Lewis, P. and Thornhill, A, 2016).

Research Philosophy and Approach

Choosing positivism as a method for research philosophy is favoured as data collection and interpretation is the preferred method when using survey data. With its need to be analysed and generalised positivism will rely on quantifiable observations to notice trends and a shared relationship between changes and results which are affected by each other (Saunders, M., Lewis, P. and Thornhill, A, 2016). The technological advancement is one of the factors towards the high street travel agent decline, through this analysis of results other factors are expected to be uncovered. The researcher will be collecting quantitative data; the research will be measured through a deductive process as Crowther and Lancaster (2008) argue that positivist philosophy works in tandem with a deductive approach. The data collected will only contain factual data with the study being external and objective, as the research aims to explain and predict the results.

The reasons the positivism approach was chosen as part of the study was that factors have a response and a relationship to another factor under different circumstances. Through this method, the research hopes to reveal the cause and effect of the link and if it’s a reoccurring trend. Through the positivist approach, the wanted results are to prove the hypotheses correct in the relationship between the factors; the application will involve a selection of sample, measurements, analyses and interpretation relating to the premises of the study. Through this method the primary aim of strict data collection it can be measured and assessed objectively.

When researchers have chosen to use positivism and quantitative research for their study they seek to find generalisations between their quantitative results and the hypothesis of their investigation (Hoepfl, 1997). While carrying out this study the researchers analyse their results to point out their findings when they notice a relationship with variables and generalisation, as this is the whole objective of the researcher's study to find an answer to their hypotheses (Denzin and Lincoln, 1998).

With deduction taking a scientific approach it is a theory reliant on some experiments which present the basis of explanation, to monitor the outcome, predict the change and allow the tests to be controlled (Saunders, Lewis and Thornhill, 2016). 

The deduction has several characteristics that favoured it to be chosen for this study including the search to identify and explain a relation between individual concepts and variables such as notices of absence between the popularity of online and age bracket. Consequently to determine a hypothesis where the younger generation has a higher output toward the technological advancement can be the evidence towards the rapid growth of online booking. To test this hypothesis the deduction approach allows for the proposition to be verified through the analyses of quantitative data (Saunders, Lewis and Thornhill, p144-146, 2016). 

By experimenting with a quantitative method, the number of test results will allow a trend to be discovered as well as a generalisation of results. As the collection of data is aimed at a summarisation of research collected that will work as an example to support research findings. Compared to other forms of research methods a large number of experiment samples will provide higher accuracy of results favouring the quantitative approach to be the chosen method. Quantitative data will allow more analyses allowing the data to be more objective about the findings, allowing the hypotheses to be tested against the research data.

Quantitative research will allow the concept to become familiar to the researcher enabling the problem to be studied with a possibility for the researcher to test a hypothesis, through this model the priority is focused on the factors and causes of behaviour (Bogdan & Biklen, 1998). The information generated is numerical that allows the responses to be quantified and summarised while analysing the numbers through a mathematical process the final result will be conveyed through analytical phrasing (Charles, 1995).
Intended Outcome

The intended outcome for this study is to identify and observe the reasons for the decline in the high street travel agent, by testing the hypotheses of the research with the data collected, proving the studies question. The researcher will analyse data allowing the discovery to generalisations and triangulations within the findings, which may be applied to the study. Finally, to come to a definitive understanding of the survey which fortifies the hypotheses question with the research data presented allowing the researcher to draw together conclusions and recommendations for the next study. 

How the approach will affect the study

The questions asked in the survey will be directed to notice the relationship between different variables as some questions within the data collection will relate to each other to provide more information on the topic. As the data collection will be through a mass survey, the number of surveys will be analysed with specific results and figures accumulated and organised through tables and graphs using Excel; unexpected responses will take priority of analysis while being monitored for reappearances and generalisations. 

Participants

When conducting a research question a sample is needed to keep the number of respondents within manageable peripherals as the concept behind surveying an entire population is impractical, budget constraints and time are also factors which are more likely to be more harmful than positive when conducting a whole population survey. The opportunity of sampling can lead to controlled numbers and reduced costs as the more significant the population, the higher the price and the less time to analyse results (Saunders, M., Lewis, P. and Thornhill, A, 2016).  Researchers such as Barnett (2002) states that using sampling has higher accuracy than using a census, as the smaller population during data collection allows more time towards design and testing towards collecting data. However when sampling the one point to take into consideration is that you can answer your research question (Saunders, M., Lewis, P. and Thornhill, A, 2016).

By selecting Non-probability sampling, a range of sampling techniques can be chosen, with most consisting of subjective judgement. During the process of testing a questionnaire, non-probability sampling is more practical; however, the full answer to the problem cannot be recognised (Saunders, M., Lewis, P. and Thornhill, A, 2016). When discussing non-probability, the sample size is ambiguous except for quota samples, and unlike probability samples, there are no specifics. Relatively the relationship between the chosen example and the study’s focus is essential, as generalisations are aimed towards the theory instead of the population. Therefore the sample size selected is defined by your study’s questions and objectives such as what you need to know, what information is useful, what is credible and what can your resources accomplish (Patton, 2002) (Saunders, M., Lewis, P. and Thornhill, A, 2016).

Due to the method of collecting data, participants will be volunteers rather than chosen as specific responses are difficult to acquire. Following the technique of snowball sampling, the process will require a survey online with respondents expected to complete, the survey over a set period. When some responses have been archived and is manageable the data will be analysed while looking for generalisations. While the participates are expected to be under snowball sampling there will be some control measures to comply with ethics as the ages of 18+ will only be used and catalogued as part of the study. While Gender and demographics will not affect the research but provide an analysis for the researcher to notice trends and to change variables between each respondent.

Data Collection Tools

Through the means of data collections, the electronic survey will be carried out by online software called survey monkey which can be found at https://www.surveymonkey.com/. Participants out of face to face proximity will be requested to answer the test based at this website while the online service will collect the online results. The information collected will be at the participant's own accord with permission granted to the researcher, other forms of information not approved by the respondent to be shared will be voided from the research along with any information relating to that participant, the participant will be made aware of this at the time of responding. The data collected has been previously piloted and will later be reviewed by other professionals to prove its validity.  The researcher chose the method of using online questionnaires for a multitude of reasons including the ease of gathering data, the flexibility of design and increase in response rates. As the internet is accessible to a broad audience, a survey that requires a set number of responses can be archived quicker; a survey online can be completed and administered by respondents.  When using online surveys, any data inputted can be automatically stored, reducing the need to handle data and a smaller possibility of errors in data collection. When creating a survey the response format can be adjustable with more than one type of answer, so the participant would not be deterred from the questionnaire (Sarah Mae Sincero, Oct 16, 2012).

Procedures 

The collection of quantitative data will be aimed at participants over the age of 18 with a preferred 100 valued responses. During data collection it is expected only respondents with an interest in the subject will volunteer to partake in the survey. The questions asked will provide the researcher with a short background on the respondent followed by other questions which will provide answers to the researcher’s hypothesis. The sampling of the data will be carried out by snowball sampling over a set period allowing the researcher to analyse the results gained from the respondent’s surveys.

Data Analysis

Once data has been collected electronically the data will be inputted into an online tool such as survey monkey handling the online results while the data will be analysed by the researcher through software such as Microsoft Excel. The numerical data will be broken down and examined to verify a link between the researcher's hypothesis and results identified as well as relations believed to evidence for this point. The analysis will be repeated to assure the validity and reliability of the test conducted. Once the data has been transcribed generalisations will be targeted with a pattern and theme throughout the findings.  

Ethical Considerations

In recent years ethics of research collection have grown. Subsequently, the researcher has considered how to research while being mindful of ethical considerations throughout the study. If ethics is treated with little importance research collected can become impractical and problematic through the study. As this study involves human participant’s irrespective of the collection and analysis not being face-to-face (Saunders, M., Lewis, P. and Thornhill, A, 2016. Ethics are infused in every lifestyle with Palmer (2013) saying unethical behaviour can have negative consequences as people can become offended by unethical conduct and may push their complaint further. While this behaviour can look harmful to an organisation, the individual will also be met with adverse complications. Palmer states four reasons as to why unethical conduct is untypical firstly unethical behaviour is view as infrequent. Secondly, unethical practice is looked down upon as acceptable behaviour. Thirdly individuals who are dishonest are deemed selfish only to satisfy themselves. Fourthly this form of expression is imprinted in structures with poor design and systems which do not follow the role of ethics. When faced with researchers ethics can lead to pressures and constraints as they need careful reflection. Through this study ethics are upheld to maintain integrity, respect others, avoid harm avoid stress to the participant, complying with consent, keeping confidentiality and anonymity, while exercising responsibility for analysing data and findings.  (Palmer, D.A. 2013) 

Every participant involved in the survey will be notified of how their anonymity and documents will be kept confidential with no third party involvement, the respondents will be made aware of what their answers will be used for and who will have access to the information. Only trusted parties will have access to this information consisting mostly for storage reasons. Any information provided by the applicant is at their discretions with the guarantee that they can remain anonymous in most situations unless permission has been given to the researcher. Following the collected data an ethics form will be completed and approved.  

Accuracy, Reliability and Validity

During the data collection, the results provided by the applicant will be accurately checked along with the interpretation, to be understood by the researcher with members to account for the accuracy of the response. By analysing electronic results; this allows a way to assure the validity of results through a variety of data collection methods, this allows triangulations to be identified through different forms of research on the same topic.

Joppe (2000) definition of reliability expresses the content of results as being consistent over time with an accurate representation of results by the total populace; if results from a past study can be recreated following similar methods of research, then the research pattern is considered reliable. Through this notion, repeatability and replicability of observations and results can generate similar responses proving the reliability of the research methods. Kirk and Miller (1986) define quantitative research to contain three forms of security when testing a measurement repeatedly the degree to which it remains the same when proving overtime the stability of the result and the similarity of results within an allocated period (p.41-42). Charles (1995) agrees with the principle that consistency with test answers remaining somewhat similar can be justified through a repeatable test method at different times. While the repeated test is regarded as stable when the answers are identical, a high chance of stability will indicate a high measurement of reliability which argues that the results are repeatable (Golafshani, N, 2003). In the researcher's study if the generalisation and triangulations of results are found consistently throughout the data collected it is likely reliable the more this reliability is seen within the analysis the research has conducted this will strengthen the accuracy and validity. The researcher will perform more than one interpretation of the collected data to enhance the reliability of the tests finding further.  

According to researcher Winter (2000), validity is found in the positivist approach, with positivism being regarded as a systematic theory of legality. Validity is the culmination of numerical data, reason, deduction, actuality, truth, evidence, objectivity and facts. Validity in quantitative research as defined by Joppe (2000) validity is the determination as to the direction the investigation answers the intended question or the amount of truth within the research results. For example, does the conducted research answer the research objective? Researchers tend to verify validity by proposing a series of questions with an analysis of answers from other researchers. Wainer and Braun (1998) announce efficacy in quantitative research as “validity construct”. The construct is the intended principal, idea, hypothesis or question that asks which data should be collected. Wainer and Braun (1998) also argue that quantitative researchers regularly affect the relationship between construct and data to justify their research, generally applied by a test or other procedure. By this information, the involvement of researchers during the process could reduce the validity of a trial. With the agreed definitions of validity and reliability in quantitative research include that reliability is replicable and that validity is the response of measurements being accurate and measuring what is intended (Golafshani, N, 2003).
Limitations

At the time the respondent completes the survey their views on the question may change from one day to another, resulting in a chance for the information in this survey to become outdated if not analysed within a certain amount of time. Similar occurrences may follow depending on the location the questions were answered. When using quantitative research, experiments are carried out in unnatural positions; also, a participant within the analysis is limited when explaining their answers or the meaning of a question for those responding (Carr, 1994).

In regards to this study, a larger sample size would provide more scope to the researcher when conducting a quantitative study allowing for a more thorough analysis, when a quantitative study is low in participants it is likely to be less reliable as data is limited (Denscombe,2010). This also limits the number of generalisations found in the study when compared to the larger population.

By using snowball sampling for this study, the problems of bias are enormous, as respondents are most likely to identify other potential respondents who are similar to themselves, resulting in a homogeneous sample (Lee 2000). The next problem is to find these new cases. However, for populations that are difficult to identify, snowball sampling may provide the only possibility.

Putting the survey online has its limitations as it has its inability to reach challenging populations with no internet access living in remote areas. The most considerable disadvantage to online surveys is respondents being tempted by survey fraud, those who have no interest in participating in this study other than to achieve an incentive from completion sometimes in the form of money. To reduce this limitation, the researcher is only seeking answers from willing respondents who aim to volunteer (Sarah Mae Sincero, 2012).
Chapter 3 includes the detailed information collected on how data will be researched along with the philosophy and approach the researcher has chosen.  This was guided by Saunders Research Onion with a chosen method of sampling, as the researcher chose snowball sampling technique, this created a limitation for the study. 
Chapter 4 - Research findings

The purpose of this research is to find out if more people prefer to book online rather than through a travel agent and the generalisations that are found within it. With this how much of a decline will there be in the future for the market of the travel agent or will there still be a necessity and a demand for the high street travel agent. The presented research provides an analysis of the demographics asked including the age, gender, income and the respondents preferred methods of booking.

4.1 Characteristics of respondents

This analysis is based on snowball sampling with 103 responses of 71 females, 31 males and one anonymous, the demographic data collected is to present the reader with a background to the analysis of the respondents.
	Q.1 What is your gender?

Answer Choices
	Responses

	Male
	30.10%
	31

	Female
	68.93%
	71

	Other
	0.00%
	0

	Prefer not to say
	0.97%
	1

	
	Answered
	103

	
	Skipped
	0


	Q.2 What is your age?

Answer Choices
	Responses

	18-29
	10.68%
	11

	30-45
	21.36%
	22

	46-60
	43.69%
	45

	61+
	24.27%
	25

	
	Answered
	103

	
	Skipped
	0


	Answer Choices
	Responses

	Household income?
	
	

	$0-$9,999
	4.35%
	4

	$10,000-$24,999
	9.78%
	9

	$25,000-$49,999
	28.26%
	26

	$50,000-$74,999
	14.13%
	13

	$75,000-$99,999
	11.96%
	11

	$100,000-$124,999
	6.52%
	6

	$125,000-$149,999
	3.26%
	3

	$150,000-$174,999
	1.09%
	1

	$175,000-$199,999
	1.09%
	1

	$200,000+
	5.43%
	5

	Prefer not to answer
	14.13%
	13

	
	Answered
	92

	
	Skipped
	11


	Data Collected 
Q.5 What is your most preferred method of booking a holiday?

Answer Choices

Responses

High Street Travel Agent

7.77%

8

Online booking (travel agency)

8.74%

9

Online booking (independent flight and hotel)

36.89%

38

Comparison website

22.33%

23

N/A

24.27%

25

Answered

103

Skipped

0

Q.6 What reasons do you book online?
	
	

	                    Answer Choices
	Responses

	Cost
	52.43%
	54

	Convenience
	62.14%
	64

	Ease of access
	38.83%
	40

	Time
	31.07%
	32

	Information available
	39.81%
	41

	N/A
	17.48%
	18

	
	Answered
	103

	
	Skipped
	0


Q.7 Would you consider booking a holiday with a high street travel agent for any of the following reasons? (tick all that apply)

	Answer Choices
	Responses

	Honeymoon
	15.53%
	16

	Low cost
	38.83%
	40

	Multi-stop
	24.27%
	25

	Specialist holiday e.g specific activities when travelling abroad, winter sports, safari
	34.95%
	36

	Visiting family, friends and relatives
	15.53%
	16

	Cruise
	23.30%
	24

	Study abroad
	3.88%
	4

	Heritage and Culture
	10.68%
	11

	Leisure
	24.27%
	25

	Business
	3.88%
	4

	Other
	4.85%
	5

	N/A
	28.16%
	29

	
	Answered
	103

	
	Skipped
	0


	Q.8 Do you think that the experience gained when booking a holiday

with a high street travel agent could be improved?

	                   Answer Choices
	Responses
	
	
	
	
	
	

	Yes
	22.33%
	23
	
	
	
	
	
	

	No
	10.68%
	11
	
	
	
	
	
	

	I don’t ever book with a high street travel agent
	66.99%
	69
	
	
	
	
	
	

	
	Answered
	103
	
	
	
	
	
	

	
	Skipped
	0
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	

	Q.10 Do you believe travel agents should be replaced with online booking systems?

Answer Choices

Responses

Yes

11.65%

12

No

67.96%

70

N/A

20.39%

21

Answered

103

Skipped

0


	
	
	
	
	
	
	
	


	Q.11 How will you book your next holiday?

	Answer Choices
	Responses

	Online
	68.93%
	71

	Travel agent
	9.71%
	10

	Other
	21.36%
	22

	
	Answered
	103

	
	Skipped
	0


Data Summary

The above tables provide evidence that the travel agent is low in support, while the online methods of booking are of high value. When conducting the survey, the researcher believed that the most encouraging reason to book a holiday online was the public think that it was cheaper. However, when looking at the collected data, the highest voted reason was the convenience, followed by cost and information available. 

A suspected outcome by the researcher expected the reasons to book with a travel agent to be of high cost and more trust to be put in the company when purchasing. This proved correct with specialist holidays and multi-stop amassing a combined total of 73.78% of the vote as these tend to be seen more on the expensive side rather than just travelling for leisure and more for a specific reason. The highest response to come out of this question was that if travel agent were to offer a more reasonable price for other nonspecific holidays, it could gather more of a broader market. When asked if the experience with the travel agent could be improved (69 Votes) 66.99% said they don’t ever book with a travel agent when comparing this to question 5 and 11 it returns a similar vote with similar answers, while       10% are happy with how travel agents are currently run the majority believes it can be improved. However, when compared to the overwhelming opposition against travel agents, asked in question 10 if the booking process should be replaced by online methods. The travel agent was supported to stay as it is with only 12 votes (11.65) for the booking method to change and 70 votes (67.96) to remain signifying that travel agents have a permanent place in the market.

During the collection of results the data was gathered similar to the explanation in the methodology, the questions were put through survey monkey with a requirement that all questions needed an answer to progress as the data was collected. The data collected was not affected by any event, situation or phenomenon as soon as a large enough sample was obtained it was immediately analysed. The method the data was collected did not suffer any shortfalls, but due to snowball sampling, those who completed the survey were anonymous until the data was analysed. Upon inspection the data revealed an uneven balance in the number of genders who completed the survey with a nearly 70 % female and 30% male turnout this reflected that the demographics on gender did not provide an even analysis for the researcher, however as this was data that did not affect the study and still proved reliable, as such there was no reason for the researcher to dispose of the information.

The data collected by the researcher has been previously studied by past researchers with their thesis presented by professors and organisations. Similar to data collection their research and findings eventually become outdated. As such the researcher has now conducted an analysis based on May 2018 as such the data collected by the researcher is likely to share similarities with past studies but should further develop and modernise the field of study.  However the tourism environment is forever changing and advancing the data collected by the researcher will soon become outdated ready for the next researcher to create a new investigation.

Discussion

Expanding on the summary above and how the questions and responses answer this study revolves around the objectives asked next to the hypothesis. Including a discussion on the result, consequences and implications raised, the discussion will present answers to the main research question and how it matches key model theories and practices which can be found in the literature review. 

Research objective 1

This study has found out that most participants do use the internet to book a holiday online.  From the table above in chapter 4, it demonstrates the popularity of online booking. Even without the different forms of booking online, the online booking travel agency is used more frequently than the high-street. This objective set by the researcher aimed to see how far the technological advancement has influenced the public and as the researcher has proven by the collected data it is currently leading the field of booking methods. The 11th question asked by the researcher presented itself as for how will you book your next holiday, the following outcome seen that 70% of respondents are planning to book online. While online booking will see this as a positive it has the reverse effect for the travel agents. Even though the travel agents has its services split between online and instore it is likely to see a rise to its online booking aspect when compared to question 5 which sees a higher turnout to respondents booking though the online website. In comparison to instore with 8 votes (7.77%) to using a high street and 9 votes to using the website with 9 votes (8.74%) while this vote is marginally close the outcome can go either way by the next researcher to conduct an investigation. In the report by Tradefoubler’s Insight Unit over 50% of online holiday bookers are opposing travel agents in search of their objective to acquire holidays at a lower cost (Mena Report,2013). Answered in question 6 by the researcher’s data the reason for booking online remaining over 50% is the low cost when booking online. Following Tradefoublers report found that those who took a holiday booked their flight and accommodation separately resulting in 62% meanwhile packages at (40%)(Mena Report,2013). From the data collected by the researcher in question 9, (55.34%) will book their flight and accommodation compared to (31%) booking a package both in decline when compared with the 2013 report.

Research objective 2

During the analysis, the researcher was aware that that the travel agent was necessary within the travel and tourism, as the industry was strongly supported by question 10. As the method of booking through a travel agent is seen prominent in question 7 through higher priced purchases. However, it is also demonstrated that the market can grow if the costs were reduced. While in question 6 sees that convenience is the most prominent influence towards booking online the costs follows in just behind by 52% compared to 62%. When compared to booking through a travel agent 38% said they would book with a travel agent if the cost were reduced this is believed to oppose online the question of the cost being a factor. Upon this analysis the researcher would like to create a new question centring around cost if the price was identical between booking online and a travel agent what would the respondent’s outcome be. From this objective, both methods of booking have their strengths with online skipping most consultation fees award to travel agents for making a sale and having reduced costs compared to in-store purchases. The travel agent is more likely to gain more trust upon its relationship builder as mentioned in the literature review. The travel agent have methods to encourage loyalty to the organisation through interactive means these assure confidence when making a purchase, explaining why higher priced purchases are seen more often when looking at question 6 and 7 with 7 demonstrating that it can be trusted and reinforced with question 10 that travel agents are a necessity to carry the higher priced industry forward. According to professionals, the need for travel agents to associate themselves with technology requires further training to keep up with the evolving needs of their customers (Salvado, et al., 2011:242 and Wang, Gal-Or, & Chatterjee, 2009:968). While Garkavenko (2007:143) states that travel agents have a growing trend to further conduct business online and would be a missed opportunity without capitalising on the technological advancement. This would still leave the travel agent out of the market with question 5 identifying that the online travel agent is already ahead of the high-street. To even out both of the travel agents services they need to adapt and continually evolve their innovation to stay ahead of the competition, while including a strong focus into developing further technology that customers use without taking away the need for travel agents to still play a role in the market.

Research objective 3

In this study, the issue of the ideal approach to booking has previously been covered already answering this objective. However to summarise all the current viewpoints that are supported by questions 5,6,7,8 10 and 11 are unable to provide a clear answer but to give a prediction which answers the hypothesis. The researcher believes from analysing the data that the information will see the travel agent remain in its current status lingering behind the method of online booking. Even if improvements are made to the high-street travel agent the researchers hypotheses answers that the outcome has no means as to how the operation can be improved to oppose the convenience and cost as demonstrated in question 6. While the travel agent has control of the higher market, it has no control of the lower end market unless costs are reduced as seen in question 7 with a strong influence provided by respondents that if the price was competitive to online the majority of buyers might even out between both online and instore. From the large amount of support demonstrated within question 10 the travel agent will not become supported by technology, but the current number of travel agents is likely to dwindle with a select few remaining open inaccessible areas, as the votes in question 11 shift back to support online booking, which is shown through the way customers chose to organise their holiday. The investigation results suggest that travel professionals offer a service which cannot be matched by online booking systems. When a travel agent unique selling point includes a purchase made with higher value and more complexity with a personal touch. This is an encouragement to travel agents that consumers appreciate the added assurance when communicating with a professional (Travel Agent Expertise, 2015). However, within Europe online travel purchases can amass 98.1 billion euros in sales promoting its self as the largest online business sector. In 2013 with it set to rise and an opportunity to increase further outside of just Europe and become a leading industry in other continents (Mena Report, 2013).
Preferred booking method of ages 

During the analysis of the way age variations book by looking at the ages of 18-45 and 46 – 61+, it presented data that the older age bracket equalled 70 out of the 103 votes with 43 votes (61.42%) choosing to book online and 21 votes (30%) selecting not applicable, through further analysis of 70 individual responses nearly half of the votes in non-applicable were due to the older bracket never travelled before, with a remainder of only 5 (7.14%) choosing to use a travel agent. When compared to the younger bracket with 33 respondents’ 78.78% (26 votes) book online with less than 10% booking through a travel agent.
Preferred booking method of ages 

	33 Responses

18 - 45 
	Online
	Travel Agent
	N/A

	
	26 votes
	3 votes
	4 votes

	
	78.78%
	9.09%
	12.12%


Preferred booking method of ages 
	70 responses 

46-61+
	Online
	Travel Agent
	N/A

	
	43 votes
	5 votes
	21 votes

	
	61.42%
	7.14%
	30%


This data represents the information in the literature review of age being a stereotype and keep the older bracket away due to high use of technology. As e-commerce, and online mobile services have grown the stereotype that more former customers are reluctant to make purchases through new technology are proving to be false with online purchases by the older age on the rise (ABTA,2013). A surprising statistic was the number of votes for non-applicable when analysing each response a majority was linked to that the older ages haven’t travelled before providing the high value to the researcher's surprise. Based on the method the survey was completed with when comparing this to ABTA’s results for the devices used to purchase a holiday the mentioned 2013 and 2015 report follows similar trends and proves to be true.

Device booking methods 

The 2013 report states that 71 % of travellers prefer to pay close attention to price comparison websites similar to the number representing the researcher's findings. In 2013 ABTA released its report saying that mobile usage was on the rise from 20% to 28% by this point the data presented is currently at 34% with ABTA stating almost half of the holidays are booked online, when comparing this to the researchers findings it is currently at 67.96% according to question 5 (ABTA,2013). With predictions towards the future, answered by question 11 it is expected to rise to 68.93% slightly. In 2015 ABTA mentioned a rise in the use of tablets when booking a holiday with one in four which rose from 2014 standing at 18%, currently uses mobile and tablets has totalled 34.79% of the market a decrease from the combined 24% tablet and 16% mobile equalling 40%(ABTA,2015). 
	Device Type?
	
	

	Answer Choices
	Responses

	iOS Phone / Tablet
	19.57%
	18

	Android Phone / Tablet
	15.22%
	14

	Other Phone / Tablet
	0.00%
	0

	Windows Desktop / Laptop
	61.96%
	57

	MacOS Desktop / Laptop
	3.26%
	3

	Other
	0.00%
	0

	
	Answered
	92

	
	Skipped
	11


The findings presented by the researcher can be presented as a case study for analyses towards another researcher. Similar to how ABTA collected data is outdated by the time of publication for this study, the next time this data is used as a comparative the researchers own information is likely to be outdated.  

The research and analysis of the findings have proved positive towards the research question. Along with meeting the objectives the researcher has set out, within the literature review the majority of the questions agreed with other researcher’s data in the predicted direction that travel agents and online bookings would be affected by technology. The findings of the research concur with the data collected by the researcher with slight changes; all the data collected came from the researcher’s predictions and did not require further analysis.
Chapter 5 - Conclusion and recommendations
This study presents the shifting pattern between the high-street travel agents and online bookings. The changing trend has been predicted in other studies and is making further progress towards their predictions. It was also found that while the travel agent is on the decline it has not lost support, but found a field in the higher market it can become successful. This paper provides evidence that online bookings are still growing with the effect presented to the high street travel agent and the issues it faces, also included is a comparative analysis against past researchers collected data and similarities and changes shared between both types of research collected.

 From the development of technology a new market was created through electronic tourism, with the new method of booking. Both frequent and infrequent consumers online have led to the tourism market becoming more generalised, as access to information and purchases is more accessible. The high street travel agent was the first point of contact in regards to consumers booking a holiday; today people are able to bypass this process entirely by booking themselves online. Development has seen new competitors with high street travel agents losing loyal customers to online holiday companies (Buhalis and Licata p207, 2002) holiday booking methods are now changing as purchases are more likely to occur online rather than in a travel agent. Services such as hotels, airlines, excursions and other amenities are moving away from travel agents, with travel agents becoming suppressed. To stay in the competitive market the high street travel agent has revaluated its previous business model as online bookings continue to grow (Tretheway and Mak,p21-p22, 2006). Regular Travel routes are shifting in many directions which sees a move from packaged tours by travel agents to individuals organising their own package becoming more popular (Marianne Barriaux, 2006). Since this trend has affected the travel agents business model, the future of travel agents becomes uncertain with new changes and advancements being introduced at every opportunity possible with a strong influence of technology (Yoon et al. p253-260 2006),(Tsai et al. p787-796, 2005; Yu, 2008). This study has found out that most participants do use the internet to book a holiday online.  From the table above in 4 it demonstrates the popularity of online booking. Even without the different forms of booking online, the online booking travel agency is used more frequent than the high-street. The 11th question asked by the researcher presented itself as how will you book your next holiday the following outcome seen that 70% of respondents are planning to book through the online method. Holiday bookers have come to find they have limitless information and options in front of them with access to tablets and smartphones, with a new marketing force changing the way in which holidays are researched and booked (Tradedoubler). 20% now book holidays using a smartphone, with stats that witness a rise to 28 % among mobile enthusiasts between 25-34 year olds (ABTA,2013). Now data collected on the older age bracket consisting of 46 to 61+ equalled 70 out of the 103 votes for the survey. With 43 votes (61.42%) choosing to book online and 21 votes (30%) selecting not applicable, through further analysis of 70 individual responses nearly half of the votes in non-applicable were due to the older bracket never travelled before, with a remainder of only 5 (7.14%) choosing to use a travel agent. As e-commerce and online mobile services have grown the stereotype that older customers are reluctant to make purchases through new technology are proving to be the false with online purchases by the older age on the rise (ABTA,2013). A significant rise in the application of tablets to book online holidays has been witnessed. With one in four (24%) of online travellers saying they secured at least one holiday through a tablet compared to previously in 2014 which stood at 18%. In 2015 ABTA mentioned a rise in the use of tablets when booking a holiday with one in four which rose from 2014 standing at 18%. Currently uses of mobile and tablets has totalled 34.79% of the market a decrease from the combined 24% tablet and 16% mobile equalling 40%(ABTA,2015). The researcher view going into subject expected the hypothesis to be positive, but at the time the researcher was aware of far less information than after study. Even though the researcher has the same standpoint that online booking is the reason for the decline in online booking, at the moment it will not be able to replace the high street travel agent. As this study has concluded that while the travel agent is not very popular in bookings, it has support and a role to play where it has a use within the higher priced market. While for online booking the conclusion is not exactly a negative but a positive, the online market faces its own problems with how travel agencies are surviving online, compare websites, booking independently and other forms of booking online the e-commerce market has its own competitors and issues. At the rate the online market is growing while it is currently the leading industry in Europe regarding sales it has the potential to become the leading industry in other continents not just affected travel agents within Europe but globally (MENA Report, 2013). 

The hypotheses and objectives presented by the researcher have been met as the researcher sought after a more in-depth analysis of how the technology has affected how people are prepared to book a holiday. This paper has provided evidence as to how customers are influenced in their methods and the changes it has brought along; with the analysis complete the researcher was able to create his predictions as to the likely outcome with these changes in comparison to previous researchers in this field. This has proven possible with the researcher’s knowledge growing at the beginning of the study into providing clear evidence during the research analysis. 

Implications and recommendations 

When looking at how the study could have been improved, in the beginning the researcher was seeking more of a hypothesis questioning changes brought on by technology. The investigation came towards the end of the literature review where the researcher noticed the link between technology and how this affected methods of booking, as such the researchers study shifted away from such a heavy focus on technology but more towards the relationship between customers and how they would book a holiday. Following this path, the researcher discovered how retention also plays a part in how a customer will book a holiday and variables which could affect the reasons why someone might choose a different method. 

While carrying out the questionnaire the researcher missed some answer opportunities which could have reduced the number of non-applicable responses such as preferred booking method only listed online and travel agent, while there was other answers available to the participants, there are other methods of going on holiday which can include backpacking and caravan stays which neither online or a travel agent are needed. The major negative to the questionnaire asked was that if the respondent has never travelled before a majority of the questions asked became redundant which the participant could not offer any value to the further study. If this study were to be carried out again, a case study to use as a form of comparative analysis would provide the researcher with more insight into how findings have been previously reporting compared to the researcher current results. Due to the method the researcher chose to sample it provided quick and effective data but lacked substances with great detail as a more suitable sample would provide more depth if the target were professional in the field and rather than a questionnaire approach, to collect evidence from interviewing professionals would further improve the studies depth. Similar research carried out on a larger scale can be conducted to confirm whether these findings are representative in a more general sense.

For future work regarding this field, it is an open opportunity with new data as the travel and tourism industry is continuously changing, current data becomes outdated leaving room for further studies for the next researcher. As bookings by tablets and mobiles see a positive shift to more use and computers see a slow decline, the travel agents drop will reach a certain point which it will remain stagnant and is unlikely to fall below, while this is the researcher belief another professor might see the results as the opposite with a constant growing online market being likely to force high-street travel agent into closure eventually.
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Note: 11 respondents’ skipped this question

Appendix 2 Questionnaire
1. What is your gender?
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*2. What is your age?
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*3. How often do you go on holiday?
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*4. What best describes who you travel with?
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*5. What is your most preferred method of booking a holiday?
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*6. If you mostly book your holidays online, what best describes the reasons why you do this? (tick all that apply)
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*7. Would you consider booking a holiday with a high street travel agent for any of the following reasons? (tick all that apply)
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*8. Do you think that the experience gained when booking a holiday with a high street travel agent could be improved?
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*9. When booking a holiday do you book a flight and hotel separately or as a package?
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*10. Do you believe travel agents should be replaced with online booking systems?
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*11. How will you book your next holiday?
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Appendix 3 Ethics Form

APPLICATION FOR ETHICAL APPROVAL

In order for research to result in benefit and minimise risk of harm, it must be conducted ethically. A researcher may not be covered by the University’s insurance if ethical approval has not been obtained prior to commencement.

The University follows the OECD Frascati manual definition of research activity: “creative work undertaken on a systematic basis in order to increase the stock of knowledge, including knowledge of man, culture and society, and the use of this stock of knowledge to devise new applications”. As such this covers activities undertaken by members of staff, postgraduate research students, and both taught postgraduate and undergraduate students working on dissertations/projects.

The individual undertaking the research activity is known as the “principal researcher”.

Ethical approval is not required for routine audits, performance reviews, quality assurance studies, testing within normal educational requirements, and literary or artistic criticism.

Please read the notes for guidance before completing ALL sections of the form.

This form must be completed and approved prior to undertaking any research activity. Please see Checklist for details of process for different categories of application.  

SECTION A: About You (Principal Researcher)

	Full Name:
	

	Tick all boxes which apply:

	Member of staff:
	☐
	Student:
	☐
	Honorary research fellow:
	☐


	Faculty/School/Centre:
	

	Campus:
	

	E-mail address:
	

	Contact Telephone Number:
	

	For students:

	Student Number:
	
	Undergraduate
	☐

	Programme of Study:
	
	Taught Postgraduate
	☐

	Director of Studies/Supervisor:
	
	Research
	☐


SECTION B: Approval for Research Activity

	Has the research activity received approval in principle?

(please check the Guidance Notes as to the appropriate approval process for different levels of research by different categories of individual)
	YES
	☐
	NO
	☐

	     
	Date

	If Yes, please indicate source of approval (and date where known):
	Research Degrees Committee
	☐
	

	
	Faculty Research Committee
	☐
	

	
	Other (write in)


	☐
	


Approval in principle must be obtained from the relevant source prior to seeking ethical approval.
SECTION C:  External Ethical Guidance Materials

	Please list the core ethical guidance documents that have been referred to during the completion of this form (including any discipline-specific codes of research ethics, and also any specific ethical guidance relating to the proposed methodology).  Please tick to confirm that your research proposal adheres to these codes and guidelines.

	
	☐

	
	☐

	
	☐


SECTION D: External Collaborative Research Activity

	Does the research activity involve collaborators outside of the University?
	YES
	☐
	NO
	☐

	If Yes, please provide the name of the external organisation and name and contact details for the main contact person:

	Institution
	

	Contact person name
	

	Contact person e-mail address
	


Where research activity is carried out in collaboration with an external organisation

	Does this organisation have its own ethics approval system?
	YES
	☐
	NO
	☐

	If Yes, please attach a copy of any final approval (or interim approval) from the organisation


SECTION E: Details of Research Activity

	Indicative title:
	

	Proposed start date:
	
	Proposed end date:
	

	Purpose of research activity (including aims and objectives)

Outline the purpose, aims and objectives of the research activity, including key research questions. Show briefly how existing research has informed the proposed activity and explain what the research activity will add and how it addresses an area of importance. (Maximum 300 words)

	(this box should expand as you type)

	Proposed methods

Provide a brief summary of all the methods that may be used in the research activity, making it clear what specific techniques may be used. If methods other than those listed in this section are deemed appropriate later, additional ethical approval for those methods will be needed. (Maximum 600 words)

	(this box should expand as you type)


	Location of research activity

Identify all locations where research activity will take place.

	(this box should expand as you type)

	Research activity outside of the UK

If research activity will take place overseas, you are responsible for ensuring that local ethical considerations are complied with and that the relevant permissions are sought. Specify any local guidelines (e.g. from local professional associations/learned societies/universities) that exist and whether these involve any ethical stipulations beyond those usual in the UK (provide details of any licenses or permissions required). Also specify whether there are any specific ethical issues raised by the local context in which the research activity is taking place, for example, particular cultural sensitivities or vulnerabilities of participants.

	(this box should expand as you type)


SECTION F: Scope of Research Activity

	Will the research activity include:
	YES
	NO

	Use of a questionnaire or similar research instrument?
	☐
	☐

	Use of interviews?
	☐
	☐

	Use of diaries?
	☐
	☐

	Participant observation with their knowledge?
	☐
	☐

	Participant observation without their knowledge?
	☐
	☐

	Use of video or audio recording?
	☐
	☐

	Access to personal or confidential information without the participants’ specific consent?
	☐
	☐

	Administration of any questions, test stimuli, presentation that may be experienced as physically, mentally or emotionally harmful / offensive?
	☐
	☐

	Performance of any acts which may cause embarrassment or affect self-esteem?
	☐
	☐

	Investigation of participants involved in illegal activities?
	☐
	☐

	Use of procedures that involve deception?
	☐
	☐

	Administration of any substance, agent or placebo?
	☐
	☐

	Working with live vertebrate animals?
	☐
	☐

	Other primary data collection methods, please explain in this box


	☐
	☐


If NO to every question, then the research activity is (ethically) low risk and may be exempt from some of the following sections (please refer to Guidance Notes).

If YES to any question, then no research activity should be undertaken until full ethical approval has been obtained. 

SECTION G: Intended Participants

	Who are the intended participants:
	YES
	NO

	Students or staff at the University?
	☐
	☐

	Adults (over the age of 18 and competent to give consent)?
	☐
	☐

	Vulnerable adults?
	☐
	☐

	Children under 18?
	☐
	☐

	Prisoners?
	☐
	☐

	Young offenders?
	☐
	☐

	Those who could be considered to have a particularly dependent relationship with the investigator or a gatekeeper?
	☐
	☐

	People engaged in illegal activities?
	☐
	☐

	Others (please identify):


	☐
	☐


	Participant numbers and source

Provide an estimate of the expected number of participants. How will you identify participants and how will they be recruited? 

	this box should expand as you type)


	Information for participants:
	YES
	NO
	N/A

	Will you describe the main research procedures to participants in advance, so that they are informed about what to expect?
	☐
	☐
	☐

	Will you tell participants that their participation is voluntary?
	☐
	☐
	☐

	Will you obtain written consent for participation?
	☐
	☐
	☐

	Will you explain to participants that refusal to participate in the research will not affect their treatment or education (if relevant)?
	☐
	☐
	☐

	If the research is observational, will you ask participants for their consent to being observed?
	☐
	☐
	☐

	Will you tell participants that they may withdraw from the research at any time and for any reason?
	☐
	☐
	☐

	With questionnaires, will you give participants the option of omitting questions they do not want to answer?
	☐
	☐
	☐

	Will you tell participants that their data will be treated with full confidentiality and that, if published, it will not be identifiable as theirs?
	☐
	☐
	☐

	Will you debrief participants at the end of their participation, in a way appropriate to the type of research undertaken?
	☐
	☐
	☐

	If NO to any of above questions, please give an explanation 

	(this box should expand as you type)


	Information for participants:
	YES
	NO
	N/A

	Will participants be paid?
	☐
	☐
	☐

	Is specialist electrical or other equipment to be used with participants?
	☐
	☐
	☐

	Are there any financial or other interests to the investigator or University arising from this study?
	☐
	☐
	☐

	Will the research activity involve deliberately misleading participants in any way, or the partial or full concealment of the specific study aims?
	☐
	☐
	☐

	If YES to any question, please provide full details 

	(this box should expand as you type)


SECTION H: Anticipated Risks

	Outline any anticipated risks that may adversely affect any of the participants, the researchers and/or the University, and the steps that will be taken to address them. 

If you have completed a full risk assessment (for example as required by a laboratory, or external research collaborator) you may append that to this form.  

	Full risk assessment completed and appended? 

Yes                               ☐
 No                                   ☐


	Risks to participants
For example: emotional distress, financial disclosure, physical harm, transfer of personal data, sensitive organisational information

	(this box should expand as you type)

	

	If research activity may include sensitive, embarrassing or upsetting topics (e.g. sexual activity, drug use) or issues likely to disclose information requiring further action (e.g. criminal activity), give details of the procedures to deal with these issues, including any support/advice (e.g. helpline numbers) to be offered to participants. Note that where applicable, consent procedures should make it clear that if something potentially or actually illegal is discovered in the course of a project, it may need to be disclosed to the proper authorities

	(this box should expand as you type)

	

	Risks to investigator
For example: personal safety, physical harm, emotional distress, risk of accusation of harm/impropriety, conflict of interest

	(this box should expand as you type)

	

	University/institutional risks
For example: adverse publicity, financial loss, data protection

	(this box should expand as you type)

	

	Adverse outcomes

List measures put in place to limit any adverse effects or outcomes of research activity where appropriate. Include any emergency protocols. 

	(this box should expand as you type)


	Disclosure and Barring Service

	If the research activity involves children or vulnerable adults, a Disclosure and Barring Service (DBS) certificate must be obtained before any contact with such participants.
	YES
	NO
	N/A

	Has a DBS certificate been obtained?
	☐
	☐
	☐


SECTION I: Feedback, Consent and Confidentiality

	Feedback
What feedback will be provided to participants, how will this be done and when? 

	 (this box should expand as you type)

	

	Informed consent
Describe the arrangements to inform potential participants, before providing consent, of what is involved in participating. Describe the arrangements for participants to provide full consent before data collection begins. If gaining consent in this way is inappropriate, explain how consent will be obtained and recorded.

	 (this box should expand as you type)

	

	Confidentiality / Anonymity

Set out how anonymity of participants and confidentiality will be ensured in any outputs. If anonymity is not being offered, explain why this is the case. 

	(this box should expand as you type)


SECTION J: Data Protection and Storage

In completing this section refer to the University’s Research Data Management Policy and the extensive resources on the University’s Research Data Management web pages (http://uwtsd.ac.uk/library/research-data-management/).
	
	YES
	NO

	Does the research activity involve personal data (as defined by the Data Protection Act)?

“personal data” means data which relate to a living individual who can be identified—
(a) from those data, or

(b) from those data and other information which is in the possession of, or is likely to come into the possession of, the data controller, and includes any expression of opinion about the individual and any indication of the intentions of the data controller or any other person in respect of the individual.
	☐
	☐

	If YES, provide a description of the data and explain why this data needs to be collected:

	(this box should expand as you type)

	

	Does it involve sensitive personal data (as defined by the Data Protection Act)?

“Sensitive personal data” means personal data consisting of information as to –

(a) the racial or ethnic origin of the data subject,

(b) his political opinions,

(c ) his religious beliefs or other beliefs of a similar nature,

(d) whether he is a member of a trade union (within the meaning of the Trade Union and Labour Relations (Consolidation) Act 1992),

(e) his physical or mental health or condition,

(f) his sexual life,

(g) the commission or alleged commission by him of any offence, or

(h) any proceedings for any offence committed or alleged to have been committed by him, the disposal of such proceedings or the sentence of any court in such proceedings.
	☐
	☐

	If YES, provide a description of the data and explain why this data needs to be collected:

	(this box should expand as you type)


	Will the research activity involve storing personal data on one of the following:
	YES
	NO

	Manual files (i.e. in paper form)?
	☐
	☐

	University computers?
	☐
	☐

	Private company computers?
	☐
	☐

	Home or other personal computers?
	☐
	☐

	Laptop computers/ CDs/ Portable disk-drives/ memory sticks?
	☐
	☐

	“Cloud” storage or websites?
	☐
	☐

	Other – specify:


	☐
	☐

	For all stored data, explain the measures in place to ensure data confidentiality, including details of password protection, encryption and anonymisation:

	(this box should expand as you type)


	Will the research activity involve any of the following activities:
	YES
	NO

	Electronic transfer of data in any form?
	☐
	☐

	Sharing of data with others at the University?
	☐
	☐

	Sharing of data with other organisations?
	☐
	☐

	Export of data outside the European Union or importing of data from outside the UK?
	☐
	☐

	Use of personal addresses, postcodes, faxes, emails or telephone numbers?
	☐
	☐

	Publication of data that might allow identification of individuals?
	☐
	☐

	Use of data management system?
	☐
	☐

	Data archiving?
	☐
	☐

	If YES to any question, please provide full details, explaining how this will be conducted in accordance with the Data Protection Act (and/or any international equivalent):

	(this box should expand as you type)

	


	List all who will have access to the data generated by the research activity:

	(this box should expand as you type)

	

	List who will have control of, and act as custodian(s) for, data generated by the research activity:

	(this box should expand as you type)

	

	Give details of data storage arrangements, including where data will be stored, how long for, and in what form. Will data be archived – if so how and if not why not.  

	(this box should expand as you type)


SECTION K: Declaration

	The information which I have provided is correct and complete to the best of my knowledge. I have attempted to identify any risks and issues related to the research activity and acknowledge my obligations and the rights of the participants.

In submitting this application I hereby confirm that I undertake to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice

	Signature of applicant:
	
	Date:
	


For students:

	Director of Studies/Supervisor:
	

	Signature:
	

	Date:
	


For staff:

	Head of School/Assistant Dean:
	

	Signature:
	

	Date:
	


	Checklist: Please complete the checklist below to ensure that you have completed the form according to the guidelines and attached any required documentation:

☐
	I have read the guidance notes supplied before completing the form.

	☐
	I have completed ALL RELEVANT sections of the form in full.

	☐
	I confirm that the research activity has received approval in principle

	☐
	I have attached a copy of final/interim approval from external organisation (where appropriate)

	☐
	I have attached a full risk assessment (and have NOT completed Section H of this form) (where appropriate)



	☐
	I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice.

	☐
	I understand that before commencing data collection all documents aimed at respondents (including information sheets, consent forms, questionnaires, interview schedules etc.) must be confirmed by the DoS/Supervisor, module tutor or Head of School.


	RESEARCH STUDENTS AND STAFF ONLY

All communications relating to this application during its processing must be in writing and emailed to pgresearch@uwtsd.ac.uk , with the title ‘Ethical Approval’ followed by your name.

You will be informed of the outcome of your claim by email; therefore it is important that you check your University and personal email accounts regularly.


Appendix 4 DECLARATION 

This work has not previously been accepted in substance for any degree and is not being concurrently submitted in candidature for any degree Signed…………………………………………… Date……………………………………………… 

STATEMENT 1

 This dissertation is being submitted in partial fulfilment of the requirements for the degree of BA. 

Signed……………………………………………. Date……………………………………………… 

STATEMENT 2 

This dissertation is the result of my own independent work/investigation, except where otherwise stated. Other sources are acknowledged by footnotes giving explicit references. A bibliography is appended. Signed…………………………………………… Date……………………………………………… 

STATEMENT 3

 I hereby give consent for my dissertation, if accepted, to be available for photocopying and for interlibrary loan, and for the title and summary to be made available to outside organisations. 

Signed……………………………………………… Date………………………………………………… 

STATEMENT 4

 I hereby give consent for my dissertation, if accepted, to be available on the university’s IT system to those who have consent to use the system. Signed……………………………………………… Date…………………………………………………
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