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*Groupware
*Humanware

*Heritage
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Organisation of
travel

Travel agent

Tour operator

Individual
(online) booking

Transport

4+ =2

Airlines
Cruise lines

Car rental
services

Othertransport
services

Accomodation

By fa =
Hotels
Lodges

Camping places

Matural assets in tourist destinations

Flora, fauna, environment, historical sites, identity groups _},f_:z,: {’* o **

Excursions
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Excursionand
event operators

Local guides

Shopping
] !
Retail

Local bazars

Artisanal centers



When is the concept of e-Tourism
introduced to the market?

1980s 1990s 2000s 2010s

Cloud
Computing

Service-Oriented

Cloud
Tourism

Computing

Internet Computing
E-Business

|
|
|
|
|
Client-Server !
Computing

e-Tourism
|
Mainframe : |
Computing | |
] ]
Services: Centralized services Shared services Self-services

Software: Centralized Decentralized Distributed



Saas

Software as a
Service

Paa$S

Platform as a
Service

laasS
Infrastructure
as a Service

Cloud Computing environment

Micros Fidelio Sabre Airline Amadeus
Cloud POS WebSuite Solution e-Ticket
Database Development Middleware

tools
Storage Servers Network

Qo



Today: eTourism as a Service (TaaS)

* TaaS:

— the capability provided to the consumer in
order to use the tourism provider’s apps
that are running on a cloud infrastructure.

— Apps are accessible from various client
devices.

E-Business
* CRM/ERP/SCM
* E-Marketing
* Business

Intelligence ...

 Essential characteristics of TaaS:

— On-demand self-service: a consumer can

eTourisam use apps as needed automatically without
. requiring human interaction with each

as a Service tourism service provider.

— Rapid elasticity: responsiveness according
to the consumer’s needs

Information Tourism

Technologies P ULkl — Broad network access: through

* SaaS * Hospitality heterogeneous client platforms, such as
e INERRG e Travel mobile phones, tablets, laptops...

e laaS  Catering... — Measured service: analytical capabilities

that are available to the consumer. The
usage of TaaS can be monitored, controlled,
reported, providing transparency for both
the provider and consumer of the utilized
service.




Quality of eTourism services

 eTourism is a service that is focused on the customers’
tourism service experiences not only during their stay, but
also prior and subsequent to it.

* Prosumers — not only consuming services, but rather
producing and sharing information with an open
community.

 The competitiveness of any service product ultimately
depends on the customer satisfaction, which is determined
by the consumer’s assessment of expectations towards a
certain service product and the actual experiences with the
service process — the perceived service quality.




Services through customer journey

Pre-services evoke certain expectations about
a particular service product.

During the service period, customers
experience the product with all their senses
and compare these subconsciously with their
expectations towards them.

— The mathcing or even exceeding of their

expectations is crucial for generating customer
satisfaction.

A satisfied guest is not only more probable to 2 A el m R
return and even becomes a loyal customer, ——
but is also more likely to recommend the

respective product — this is crucial for their

reviews in the post-service period both face-

to-face and online.




Example

-+ Pre-services . ,essmremeseen Saryices period (destination) =erreeeeeel .+ Post -services .
Hotel
website
: : Q Hotel Hotel Hotel : : Hotel :

- ! | check-in room bar : rating T
Hotel websites
: rating : : : : :
' website :
' . . .: H H

Expectations Experiences Over-all satisfaction

--------1
P

|

Customer reviews impact other customers in their pre-service period



Reliability

Responsiveness

Assurance

Empathy

Tangibles
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Service
Quality

Product
Quality

Price

Situational
Factors

i

Customer
Satisfaction

Customer
Loyalty

T

Personal
Factors
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Traditional dimensions of Service Quality

1. Reliability: Ability to perform the promised service — Visually appealing facilities
dependably and accurately — Employees who have a neat, professional

appearance
— Providing service as promised — Visually appealing materials associated with the
— Dependability in handling customers’ service service
problems
— Performing services right the first time 4. Empathy: Caring, individualised attention the

firm provides its customers.
— @Giving customers individual attention
— Employees who deal with customers in a caring

— Providing services at the promised time
— Maintaining error-free records

fashion
2. Assurance: Knowledge and courtesy of employees — Having the customer’s best interest at heart
and their ability to convey trust and confidence. - E{EE’(’)‘:%’E?SS who understand the needs of their
— Employees who instill confidence in customers — Convenient business hours
— Making customers feel safe in their transactions
— Employees who are consistently courteous 5. Responsiveness: Willingness to help customers
— Employees who have the knowledge to answer and provide prompt service.
customer questions — Keeping customers informed as to when services

will be performed

. ) _ . — Prompt service to customers
3. Tangibles: Physical facilities, equipment, and _ Willingness to help customers

appearance of personnel. — Readiness to respond to customers’ requests
— Modern equipment



Example

* Example of how customer judge the five dimensions of
service quality in ariline industry:

Industry Reliability Responsiveness Assurance Empathy Tangibles
Airline Flights to promised Prompt and Trusted name; Understands special Aircraft;
(consumer) destinations depart speedy system for good safety individual needs; ticketing
and arrive on ticketing, in-flight record; competent anticipates cus- counters;
schedule baggage handling employees tomer needs baggage area;

uniforms



Dimensions of Online Service Quality

Traditional . . .
Online Service atributes
dimensions

Tangibility Website design: Accessibility; Usability; Navigation; Attractive;

Reliability Website content: Funcionality; Information quality; Accuracy;
Timely (up to date); Relevance; Understandable; Complete;
Current; Dynamic; Multilanguage; Fulfilment (willingness to correct
mistakes, success in delivering service)

Responsiveness  Responsiveness of the online services: Communication ; Efficiency
Assurance Security: Credibility; Trust building; Privacy

Empathy Personalization and customization (intelligent tools such as data
mining techniques etc.)



The importance of online service quality

Tourism is a service-intesive industry that is dependent on the quality of
customers’ service experiences and their consequent assessments of
satisfaction.

Tourism companies do not always understand the attributes of a quality
websites

— Their websites usually contain a lot of information, but with a large portion being poorly
organised, outdated or inaccurate.

Improving customer experiences of website use could lift sales by at least
33%.

Effective websites require continuous assessment, careful management,
frequent updates, and ongoing innovation.



Quality and trust

* Content needs to be:
— Impartial
— Accurate
— Timely
— Attractive
— Motivational
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