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Project managed IT & ecommerce projects for:

 Large - AndBook (Hilton, Accor, Le Meridien etc),
Worldres, flyBMI, First Choice, XL

« Medium - Cadogan

« Small - At any one time probably involved with 10 or
more small tour operator projects mainly startups

Published 3 usabillity studies on the hotel booking process
Blogger — Musings on Travel Ecommerce

Run TourCMS — a tour operator reservation system

Small Fish Big Ocean — travel ecommerce forums



Their websites should be very different too

Presentation covers 4 principles

Search vs Marketing

Generating & Servicing desire
Brand vs Personality lead design
Efficiency vs Automation



Who wants to buy your product?
Marketing is key

Flickr Dieter Drescher (Cosmosfan)



What product would match this customer?
Search (and product knowledge) is key

Flickr Bowbrick



Travel agents must invest in complex systems to power
advanced web searches. Only space for a few winners

Tour operator websites tend to be less complex
functionality wise. Instead the technology investment
goes to operational IT such as bookings management

Travel agents should focus on optimising their research,
search & booking experience. User experience is critical
as consumers can go elsewhere easier than potential
tour operator customers.

Tour operators should focus on product presentation and
on explaining product differences / customer suitability

(Large tour operators with hundreds of products are effectively agents from a design perspective)



noun
A wish or longing.

A request or petition.
The object of longing: My greatest desire is to travel to Egypt

Who generates desire to buy a product?

High street travel agents have historically predominantly serviced existing desire
Product principals (operators) have historically generated desire

If your website doesn’t generate desire (and only s ervices existing desire)
you could be in long term trouble
(unless you sell business travel services!)

Create content & functionality that generates desir e!









The perils of a single design treatment for all products!



| or we? Take ownership and present products as your own
Don’t worry about being small if you are small!






Don’t be afraid to have a human involved on your website!

The more you automate your business you less in touch
you are with your customers and the more you will have
to spend on your IT.

Instead if you are a niche tour operator strive for efficiency
not automation .

The larger tour operators will have to spend significant
sums to get their automated service to be half as useful
a service as one where a human is involved.



Take credit cards online but don’t charge themup f  ront
(just authorise to check funds available). Then determine
what the final price the customer is buying at and charge
the deposit / full balance. Much easier administration

Template helpful emails to your customers - make it a
30 second job to send (rather than 5 minutes to write
each time) vs full communication automation

Build enquiry forms to send structured requests to
your staff rather than trying to design a site with
everything on. Humans still convert tour sales better than
websites.



Twitter @alexbainbridge
@TourCMS

Blog http://www.TourCMS.com/blog/alexbainbridge/
Reservation system http://www.TourCMS.com

Free help! http://www.SmallFishBigOcean.com

TourCMS



