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Introduction 

The online travel industry is constantly evolving and changing. Therefore, 

understanding how organisations operate, remain competitive and meet the needs 

of customers is essential. This unit will develop students’ knowledge and 

understanding of the online travel environment and the operational requirements 

necessary to meet the needs of customers, maintain effectiveness and achieve 

competitive advantage in this highly competitive sector. Students will explore the 

environment that online travel organisations operate within, the other organisations 

that they work with, and the products and services they provide. 

Students will examine the economic and social implications of the growth of online 

travel, its drivers and the factors limiting its growth. They will learn about the 

principal features of online travel retail and compare them with traditional forms of 

retail travel trading. 

A case study will be used to examine the operational practices and considerations 

faced by an online travel organisation, together with legislation, licensing 

requirements, daily tasks, revenue management and competitive advantage 

techniques, which are all factors that are essential in the success of an online travel 

organisation. 
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Learning Outcomes 

By the end of this unit students will be able to: 

1. Investigate the structure of the online travel sector and how it interrelates with 

other sectors of the travel and tourism industry 

2. Explain the main drivers behind the growth and development of the online 

travel sector 

3. Assess how the online retail travel sector can adapt to the internal and 

external influences which impact their success 

4. Examine the different approaches used to manage revenue and customer 

relationships to gain competitive advantage by an online travel agency. 
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Essential content 

 
LO1 Investigate the structure of the online travel sector and how it 

interrelates with other sectors of the travel and tourism industry 

 
The structure of the online travel industry: 

Three divisions: Property websites, third-party websites, Web 20 

Online travel agents (OTAs), meta search engines, flash sales, opaque selling, 

niche markets 

Increasing consolidation of online travel companies 

Challenges faced by the sector with new players such as TripAdvisor and 

Google entering the marketplace 

 
Interrelation with other sectors of the travel and tourism industry: 

Links with other travel industry sectors e.g. accommodation providers, tour 

operators, transport providers, ancillary providers 

Vertical and horizontal integration 

The impact of agency agreements, preferred agents, commission levels, rate 

disparity 

Relationship and impact on traditional travel agents 

Stakeholders and responsibilities of online travel agents to meet different 

stakeholder interests and expectations 

 
LO2 Explain the main drivers behind the growth and development of the 

online travel sector 

 
The growth of the online travel sector: 

Key events which have catalysed growth e.g. the emergence of the Web, 

direct-to-consumer booking tool for flights, launch and growth of Expedia and 

Priceline Group, introduction of user-review and meta search engines 

The influence and impact of macro environmental factors on growth and 

development e.g. emerging markets, economic growth, innovation, changes 

in legislation 

How changing consumer behaviour has influenced growth and development 

e.g. speed versus value, DIY travel, the shift from brands and suppliers to 

customers and their experience of the brand 

The impact of negative publicity and meeting customer expectations in the 

digital age 

The rise of online consumer power 

The significant impact of the digital revolution in creating better products and 

services at lower cost 
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The impact of social media and other applications e.g. cloud computing 

connecting the global community and digitised design 

Increased distribution systems making products and services available to a 

global market 

Factors in relation to cost, market, reach, environment, convenience, 

accessibility and competition 

 
LO3 Assess how the online retail travel sector can adapt to the internal 

and external influences which impact their success 

 
Challenges: 

Staying competitive and ensuring customer loyalty in an increasingly 

competitive environment 

The changing business model from price to value 

Mobile technology changing consumer behaviour and the shift from travel 

bookings to the travel experience 

 
Factors in the internal environment and their effect on the organisation: 

The organisation and management capability of the organisation 

The knowledge, experience and capability of the organisation's workforce as a 

determining factor of success 

The financial strengths and assets of the organisation 

 
Factors in the external environment and their effect on the 

business/organisation: 

The application of the PESTLE framework and Porter’s Five Forces analysis 

 
Adapting to the challenges: 

The importance of customer insight and understanding in developing effective 

online strategies 

Efficiency in reporting and tracking tools to measure the effectiveness of 

marketing channels 

Providing flexibility and choice through investment in new product 

development and innovation 

Developing a niche e.g. adventure travel, luxury travel, women only, 

mancations 

Exploitation of emerging markets e.g. leadership in the growing mobile 

market 

Controlling costs through automation 
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LO4 Examine the different approaches used to manage revenue and 

customer relationships to gain competitive advantage by an online 

travel agency 

 
Maximising revenue: 

Analysis of customer data to predict behaviours and future trends 

Pricing and determining how much to charge, bearing in mind seasonal impact 

and marketing participation 

Determining target markets, combining price and market to reach best result 

Dynamic packaging and dynamic pricing initiatives 

Efficiency of online marketing channels 

Metasearch and banners, increase use of social media such as Facebook and 

Twitter 

 
Managing customer relationships: 

The role of marketing communications in promoting and developing brands: 

awareness, associations, perceptions and building customer loyalty 

Customer behavioural trends, how to target customers and collect information 

to assist in the development of the product and service offer 

Building customer relationships 

The assessment of customer values and behaviours to ensure they are 

provided with service excellence 

Effective channels for customer communications and customer relationship 

management 

Implementing Customer Relationship Management (CRM) and use of 

personalised offers to customers e.g. customer loyalty schemes which focus 

on increasing customer retention 

Competitive strategies e.g. lowering prices, making products appear different 

to those of rivals, offering better quality products, offering ‘extras’ 
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Learning Outcomes and Assessment Criteria 
 

Pass Merit Distinction 

LO1 Investigate the structure of the online travel 

sector and how it interrelates with other sectors of 

the travel and tourism industry 

 

LO1 LO2 
 

D1 Critically analyse the 

impact of changing 

consumer and travel 

industry behaviour on the 

present structure of the 

online travel sector 

P1 Examine the structure 

of the online travel sector 

and how it has evolved 

P2 Explain how the 

online travel sector 

interrelates with other 

sectors and 

intermediaries in the 

travel industry 

M1 Analyse the impact 

that the emergence of 

the online travel sector 

has had on other sectors 

and intermediaries of the 

travel industry 

LO2 Explain the main drivers behind the growth and 

development of the online travel sector 

 

P3 Explain the main 

drivers behind the growth 

and development of the 

online travel sector, 

considering the 

influences of consumer 

and travel industry 

behaviour 

M2 Evaluate the 

relationship between the 

growth of the online 

travel agent and changes 

in consumer behaviour 

 

LO3 Assess how the online retail travel sector can 

adapt to the internal and external influences which 

impact their success 

 

P4 Using specific 

examples, suggest how 

the online travel sector 

can adapt to the internal 

and external influences 

which impact its success 

P5 Compare how 

organisations are 

adapting their practices 

in response to internal 

and external influences 

which impact their 

success 

M3 Evaluate the 

effectiveness of 

approaches used by 

specific online travel 

agencies in response to 

internal and external 

influences, to facilitate 

their success 

D2 Critically evaluate the 

impact of both internal 

and external influences 

upon business objectives 

and business practices 
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Pass Merit Distinction 

LO4 Examine the different approaches used to 

manage revenue and customer relationships to gain 

competitive advantage by an online travel agency 

 

D3 Critically evaluate the 

relationship between 

building customer 

relationships and 

maximising revenue to 

gain competitive 

advantage 

P6 Explore the 

effectiveness of different 

approaches used to 

manage revenue 

P7 Determine the 

effectiveness of different 

tools and technologies 

used to gain competitive 

advantage 

M4 Evaluate the different 

approaches used to 

manage revenue and to 

build customer 

relationships to gain 

competitive advantage 
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Recommended resources 

 
Textbooks 

EVANGELOS, C., GRETZEL, U. and SIGALA, M. (2016) 

Social Media in Travel, Tourism and Hospitality. Oxford: 

Routledge. 

HINES, T. (2013) Supply chain strategies: customer-driven 

and customer-focused. 4th ed. Harlow: Financial Times 

Prentice Hall. 

LAW, R. and MILLS, J. (2013) Handbook of Consumer 

Behavior, Tourism, and the Internet. New York: Psychology 

Press. 

MOLTZ, J. (2012) Travel Connections: Tourism, Technology 

and Togetherness in a Mobile World. Oxford: Routledge. 

SALVADOR, M. and SALVADOR, P. (2015) Online Travel 

Industry: Businesses and Opportunities. 1st ed. Barcelona: 

Ecommerce School. 

 
Websites 

 

www.skift.com Skift 

Media insights and marketing news 

(General Reference) 

www.T-Nooz.com T-Nooz 

News, reports and articles 

(General Reference) 

www.traveldailymedia.com Travel Daily Media 

Worldwide industry travel news 

(General Reference) 

www.travolution.com Travolution 

Digital and online analysis news 

(General Reference) 

 
Links 

This unit links to the 

following related units: 

Unit 2: Managing the 

Customer Experience 

Unit 10: Tour 

Operations Management 

http://www.skift.com/
http://www.t-nooz.com/
http://www.traveldailymedia.com/
http://www.travolution.com/
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Unit 11: Corporate Travel Management 

Unit 20: Tourism Consumer Behaviour and Insight 

Unit 35: Chain of Distribution Management in the Travel Industry 

 


