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Abstract

The recent explosion of social networking sitesastoner generated content and web
applications that facilitate content and media sseittbn have significantly changed the
way consumers use the Internet. Travel Marketees leit wondering how best to
redeploy their marketing efforts to take advantafjghe many new opportunities. They
also want to know how, or if, they should deal viltle threats these new media may pose
to their existing business models. This report plesy a framework with which to
evaluate, leverage and measure the various newnelsaand techniques made available
by the Web 2.0.

The report will cover:

- Social networks

- Reviews, Blogs, Forums and Message boards

- Media & Content Syndication

- Web 2.0 technologies such as Mashups and AJAX
- Measurement and ROI
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Introduction

The travel industry was among the first to be tiramsed by the Internet. From email to

websites, the Internet has become the first lingromotion and the preferred medium of
transaction for booking travel. Over the last decattavel marketers have become
exceedingly adept at creating websites, and dritiaffic to those sites, where visitors

can find the travel information they’re seekinglgmoceed to book a hotel room, reserve
a car, or buy an airline ticket. This is the esgsenfcwhat we now call “Web 1.0.”

The new “Web 2.0,” adds a social dimension, which lve a major focus of this paper.
Often described as “social media,” Web 2.0 consadtsa collection of tools and
applications that have brought consumers, indivlgwand as virtual groups, into global
word-of-mouth forces. When it comes to travel, wofemouth has always been
powerful driver of business. We expect that thisegging virtual word-of-mouth will
make the Web 2.0 another transformative force,sémnd wave of Internet resources
that will change the dynamics of the travel indysts profoundly as did Web 1.0.

Social Media and Web 2.0

As with any “new” technology the concepts behindBAZ0 have evolved over many
years. The earliest precursors of blogging, fomgXa, date back to 1971 when a handful
of technologists shared their personal thoughpllic files posted on Unix servers.

The Web log (since shortened to “blog”) got its mam December 1997 when Jorn
Barge launched Robot Wisdom.coifmtp://robotwisdom.com In the same year Dave
Winer started Scripting Newswvvw.scriptingnews.coi which he claims to be the
longest-running blog in existence, and Slashdatestaits popular "News for Nerds"
(http://slashdot.ong *

Blogging, and with it RSS news feeds, really toaktdhwith the creation of blogging
tools and services that made it easy for anyoni an Internet connection and little or
no technical skills, to become a blog author. BErg¢aunched in 1999, was the first but
nearly went out of business before catching ond822and then selling to Google in
20037 Also in 2003, WordPress, the open source blogwaffered its first free
download® and Six Apart Ltd. launched its Typepad, whichaipds the largest paid
blogging service in the worfd.

! Declan McCullagh, "Blogs turn 10--who's the fate€|Net News.com, March 20, 2007,
http://news.com.com/Blogs+turn+10-whos+the+fathBB(@2 1025 3-6168681.html

2“The Story of Blogger, http://www.blogger.com/about

3 Matthew Mullenweg, “WordPress Now Available,” Wéhéss news release, May 27, 2003,
http://wordpress.org/development/2003/05/wordpress-available/

* “TypePad,” Wikipedia, last updated February 18)20ittp://en.wikipedia.org/wiki/TypePad
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With tools to automate the mysteries of RSS féednd friendly user interfaces that
required no more skill than typing a Word documdriggging became a new and
powerful medium. For the first time, anyone couldcbme a citizen journalist and
publisher, with the potential of reaching a worlde/iaudience.

In addition, the blog exploited three technical tiees—RSS feeds/subscriptions,

comments and trackbacks—that combined to creat¢ hdscome to be known as the
“blogosphere,” an echo chamber or instant buzz madat can send sensational news
around the globe before it's even noticed by thénsteeam media. This is the unique

social aspect of blogging: the blogosphere carstoaim a single small voice into a very

loud crowd, and it can do so almost instantly.

Of course blogging is just one of the social mela& have been assembled from various
Web 2.0 components. Online communities are emerigimgultiple forms, offering new
social experiencesMySpace, “a place for friends® Facebook, “a social utility that
connects people with friends and others who wotkdys and live around thend,”
YouTube, a way to “broadcast yourseft, and Wikipedia, “the encyclopedia anyone can
edit.” These trailblazers have been followed by a nurnberavel focused social sites.

In "New Ways to Trade Travel Secrets Online" thellV8&eet Journal’s Nick Timiraos
describes how websites for travelers have adoptedvtySpace model to connect users
to locals and to travel insiders:

Reader reviews have been a staple of many travéd ¥ites for years. Now social
networking is becoming one of the latest innovaionthe online travel world, allowing
people to correspond directly with locals or otheavelers with similar tastes and
interests to find the hidden gems of any destimatids with the popular pioneering

® See "Commercial Applications of RSS in Travel Matikg" by Paolo Torchio offhis Week on the IAOC
Blog, March 31, 2005http://www.iaocblog.com/blog/Travel/_archives/208/3/1/495672.html
Whatls.com offers a good overview and definitiorRES along with links to more technical informatain
http://searchvb.techtarget.com/sDefinition/0,,sigi813358,00.htmIThere's a good tutorial on using RSS
at Press Feedthftp://www.press-feed.com/howitworks/rss_tutoribppAlso see “RSS - A Primer for
Publishers & Content Providers,” M. Moffat, pubkshby EEVL, an Internet guide for engineering,
mathematics and computing, August 20, 2008://www.techxtra.ac.uk/rss_primer/

® MySpacehttp://www.myspace.comThe site invites visitors to "Join for free, aridw profiles, connect
with others, blog, rank music.... Tell us about yelffsupload your pictures, and start adding frietads
your network. Read through millions of profiles..eeSpix, read blogs.... Invite your friends, and a&yth
invite their friends your network will grow everrgger!”

" FaceBookhttp://www.facebook.com/Originally developed for college students, but bimce been made
available to others. Users can join one or moreoits, including high schools, employers, and
geographic regions. As of February 2007, accorthridyikipedia, the website had the largest number of
registered users among college-focused sites wigh26 million members worldwide.
http://en.wikipedia.org/wiki/Facebook

8 YouTube:http://www.youtube.comMUsers can upload, view, and share and rate \dlilg®and see the
average rating and number of times a video has Wwaérhed. The site includes professional and amateu
content such as movie and TV clips, music vide@®ablogs and short original videos.

® Wikipedia: http://www.wikipedia.org/ Wikipedia is the biggest multilingual free-contemcyclopedia on
the Internet, with more than 7 million articles2@0 languages. It is written collaboratively bywateers
and most articles can be edited by anyone withsacmethe Internet.
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social-networking sites like MySpace.com, membengstmregister online and post

personal profiles that include information varyifrgm favorite travel destinations to

musical tastes, which allow other users to judgeviidue of a given restaurant review by
checking out the reviewer's interests. Users cam @nail members to get more-tailored
travel advice'?

Travel on the Social Web

Fast on the heels of the broader social media dpuednts, the travel industry evolved
its own 2.0 Websites. Sites such as IgoUgoww.igougo.con), Tripadvisor
(www.tripadvisor.con,  TripConnect \ww.tripconnect.cory) and  WikiTravel
(www.wikitravel.con) are specifically designed for travel discussiasruims and
information exchange. The fact that the world’sélars are now communicating directly
with each other and joining networks to share traseperiences, good, bad and
entertaining was immediate cause for concern fawelr management. The travel
marketer was no longer in control of the brand tafon. Was the Internet 2.0 truly the
disruptive, viral force many online experts weredcting?

Despite ominous-sounding warnings about the rdiiglof unknown, inexpert Internet
information sources, the online consumers of thddvembraced the technology readily.
And similar to the Byzantine markets of the eadwnth century; wherever consumers
congregate, commercial opportunities exist. Thdlehge now for the travel marketer is
how to effectively embrace the opportunities présetoy this new community.

One-Way Content Distribution + E-Commerce = Web 1.0.

To understand Web 2.0 one must clearly define W@bThe Internet’s first “killer app”

was a simple email exchange network. This was $olbowed by the web browser and
the World Wide Web, a cheap, fast, global contemblishing machine that allowed
content to be displayed via the Internet. Thenllfmavith the addition of transactional
applications, we reached Web 1.0.

All consumers could do was communicate one-to-ore email, browse content

published one way and buy. For travel marketersb\W.0 was effective because the
content that was viewed by consumers was providedrdvel marketers. They had

complete control over how and what information Wesplayed.

Web 1.0 + Consumer Generated Content + Rich Media + Mash-Ups =
Web 2.0.

Web 2.0 brought the ability for consumers to createtent about any topic of interest to
them (review, wiki, blog), and they could distribut to an unlimited number of websites
via syndication (RSS, Search Engines). Other likeded (or opposing minded!)

19 Nick Timiraos, "New Ways to Trade Travel Secretsi@e: Sites for Travelers Adopt MySpace Model to
Connect Users to Locals, Other Insiders," The \8aket Journal, September 19, 2006, Page D1.
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consumers could add to the discourse (review cortsnevki posts, blog comments),
rate the value of the information (rate it, use@sls) and categorize it (tagging).

Bandwidth improvements, the proliferation of handldh media recording devices
(camera phones, mp3 recorders, digital video ressejdand ever lower cost of storage
allowed for uploading of Rich Media (picture sharirpodcasts and viogd?). The
underlying technologies used to manage the coR®8, AJAX?) allowed for creative
combinations of information to create Mash-Ups lasy in new applications that
combine commerce, one-way content with consumeergéed content and media.

Applications in Travel

Why do anything? As with any evolving technologyhybe an early adopter? One safe
approach would be to employ a wait and see philmgodhere is no compelling data yet
to clearly demonstrate the return on investmerddwveloping a Web. 2.0 application or

embracing its viral marketing opportunities. Howewas outlined above, consumers are
fully engaged and content is being generated apout brand, your destination, your

business and even you. At minimum a clear stramgyompassing online reputation

management should be part of every travel marlsepdan.

Consideration for measurement for Web 2.0 comes list this white paper. Before
discussing the various applications for Travel wmelld be remiss not to establish some
objectives. What follows is a simple frameworketaluate the opportunities presented
by Web 2.0. With these objectives one can thetictdly evaluate the options to take
advantage of each opportunity and evaluate frowstilzenefit standpoint.

OBJECTIVE

Reputation Monitoring & Management
Brand Reinforcement

Brand Awareness

Customer Acquisition

Customer Engagement

Customer Service

Customer Profiling

Fig 1: Opportunity Framework

" podcast Alley offers definitions, a forum and eediory of podcasts &ittp://www.podcastalley.com/
Also see Yahoohftp://podcasts.yahoo.cojrdnd of course Apple's iTunes store at
http://www.apple.com/itunes/store/podcasts.html

12\/logs are also known as video blogs, vodcastsjd®o podcasts. See the Video Blogging Group wiki a
http://videoblogginggroup.pbwiki.com/

13 AJAX stands for "Asynchronous JavaScript and XMIt.&nables creation of more responsive
interactive web by exchanging small amounts of datthat the entire web page does not have to be
reloaded when a user makes a change. This camg®ctbe speed and improve the usability when
interacting with a web page. See Wikipeditip://en.wikipedia.org/wiki/Ajax_(programmifg
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Reputation Monitoring & Management

The Blogosphere and now the Reviewosphera court of public opinion has evolved
where discussions about everything from your braedtination, company and products
are appearing, being read and being added to. riaaely the same applies to your
competition. Recently published surveys are showmoge and more that this consumer
generated content holds a larger influencing effieah your own marketing. The biggest
guestion surrounding this area is credibility. Agalue to the nature of the medium and
the inherent ability to add comments and rate th&ies of posts, the consumers
themselves are validating the credibility of thetemt. This comes in the form of online
comments on blogs and forums and value ratingspaarchll reviewer scores on reviews.

@@ Traveler Reviews (7175 of 89) THE NEW&&OBSERVER Subscriba | Subsariber Services | @My Heo zone
Language: | English first % Saort by | Date: Mewest first - newsobserver.com
o Home News Sports Lifestyles Business Politics Opinion Obituaries Weather Blogs Multimedia (la
Trave\_er reviews (71-75 of 88) m POST PHOTOS
Previous | Mext

e oS R e
Tha a\g\Ach \WkEd\T\lEv\c sstown Traffic | Lord Stanley

Eplcurean: The Blog
0

-
Traveler rating: 12 3

Colorade Springs: The Broadmoaor: "More, More, More of The CHECK RATES!
A TripAdvisor idember, New Orleans, LA Jun 3, 2004 Monday, February 26, 2007
Pinehurst eats?

About This Blog

‘What a spectacular resort. This is truly a first class hotel with so many amenities that it is impossible ta list I'm thinking about writing an article about new restaurants in
therm all. The staffis incredibly friendly and will definitely go out of theirway to help you, We needed some the Pinehurst/Southern Pines area. Anyone have any
swirmwear and the shops were going to be closing in fve minutes so the conclerge called and had a suggestions?

courtesy shuttle braught around for us and then called the shop and asked them to stay open for us il c:mmi‘“:ﬁ LA T L

because we were on aurway. The employees atthe shop were extrerely friendly and allowed us to shop

without making us feel as though we were bothering thern. We made our purchase and had a courtesy
shuttle waiting to take us backto our room. Great experience. | highly recommend The Broadmaoaor. Comments; Pingbacks:

Trackback address for this post:

http /bl . carmi htsrutrackback, php?th_id=8295
Comment from: sandy [Visitor]

[ Save this review

This review is the subfective apinion of 2 Tripddvisor member and not of Trpdovisor LLC. 02/26/07 at 15:06

It is not a new restaurant but we ate recently at
C] Caompliment this member the 1895 Grille at the Holly hotel of the Pinehurst

resart, It was wonderful and would not hesitate
Helpful votes: 353, Did you find this review helpful? Yes Mo o go back again.

_ aelvartisamant Comment from: im0 [Visitor]

02¢27/07 at 07106
About 15 miles north of Pinehurst, on 15-501, is
Bavarian Brathaus. It is on the left as you just get
into Carthage, NC.

Comment from: Ryan [Visitor]

Fig 2: Tripadvisor hotel review showing rating aswell | Fig 3: Niche Blog showing threaded comments
as ratings for the reviewer.

Additionally, and probably more importantly, is tfect that the same relevance in the
Search Engines applies to this new consumer gemkcantent. The profile of the site in
terms of visibility is strongly influenced by thelevance, level of visitation and quality
of inbound links. If for example someone posts dew® to a blog or review site, the
likelihood that this will be read by many peopledisectly related to the profile of that
site. The reading consumer is voting on the exmosupost will ultimately have. By
regularly monitoring the major review, travel sdéametwork and Blog Search Engines
one can obtain a pretty comprehensive idea of whakeing said about you and your
competitors. Leveraging the same RSS technologyali@avs consumers to be notified
of a new post of their interest, the travel marketn develop a series of RSS feeds from
each site of relevance and even create custom &2Sskarches on the Web 2.0 Search
Engines using specific search terms. These can Ssenmdbled on a customizable
homepage or Feed Reader.
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Web Images Video Mews Maps  more

iGoogle |

Google Search J|_I'm Fesling Lucky
Home | Add atab et Select theme | Add stuff »

TripAdvisor Reviews -The "broadmoor hotel" - Google News Broadmoor - Holiday Packages
Broadmoor Feed

B World's Rarest Vintage Cars R
(prs

PUEBLO STVLE - Colorada Springs Gazette Mother's Day Package

) Memorial Day Family Escape - 2 night
e

oll Out In
s release

Lowely

[l DeBerry honared by Air Force - KOAA 8 American Family Fourth of July Celebration -
4 night package

Google Blog Search: "broadmoor
hotel” Broadmoor - Spa Packages

Update Mother's Day Package
Spa Couple's Indulgence - Winter 2007/2008

Romantic Getawa
200772008

Broadmoor - Golf Packages

Spa & Golf Getaway - Summer 2007
Center 60°141° B1°| 45° B9°|45° Spa & Golf Getaway - Winter 2007/2008
Eroadmoor LLC 5 Star Golf Getaway - Sumrmer 2007

Fig 4: Customized Google homepage aggregating multiple blog,
review and news feeds to monitor reputation.

Additionally commercial fee based monitoring apations and services are also now
becoming available. These monitoring services foncin much the same way as news
clipping services. Many of these offerings includestomizable notifications leveraging
email in addition to the online consoles. One aamfigure these based on business rules
established for each feed source.

The effective lifespan of a post is on a high peoWebsite is probably 3 to 5 days. After
this time the post will probably be falling dowrethist due to the time stamp nature of
most listings or a decline in relevance over timoaf a search perspective. However, in
most cases the posts are not removed as they matylibed to develop an overall rating

as is the case with sites like Tripadvisor.

With this short window of opportunity for the conteo be read, comes the same short
window of opportunity to respond. A discussion gputation management would not be
complete without consideration for what to do ie ttase of a negative review or post.
Many review sites allow for a “management respormsdollow up with a response post.
Trying to respond anonymously as another consum#r @ counteracting positive
experience is not going to work. Communicating tiat issue has been resolved or the
steps being taken to prevent this from happeniragnaig all that is needed in an honest
and open manner. In some cases there is trulyngpthat can be done to make amends.
In this case what may suffice is a simple apologg possibly a personal offer to allow
for a future opportunity to meet expectations. Aajrexample of this came from the
CEO of Sun Microsystems replying to a bad review:

“ | saw the entry written by Matt...all | can say
is...I'm really sorry Matt. If there’s anything | can do
to win a second chance, I'd like to know...”

Fig 5: Blog post responding to bad review
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Brand Reinforcement, Brand Awareness & Customer Acquisition

With the Web 1.0 a marketer relied on someone fig@ company’s Website via Search
Engines, a communication pushed directly to thesoorer (email), or a Linkage

Partnership developed between a third party Welasite their own.. With Web 2.0 a

myriad of new touch points are being constantlyatee by consumers Blogging,

reviewing, making recommendations, creating tiiipeitaries, uploading photographs and
other media. Additionally, many of the social commty sites are beginning to profile

like minded individuals and pushing relevant contienthem. This is reinforcing their

brand proposition as becoming reliable sourcesisfarnized relevant information.

YAHOO!TRAVEL e S — T

A 10 DAY TRIP CREATED BY.

faebe_tigrou
‘ ﬂ Sizuibehe tevss s
W

m £ y comments
= ¢
y = Like s else’s tip? Copyand sustomize it
Flickr u up yaur rip with your Flickr phiotos
| £ | s' Trips

69l El @ 1O v

‘Cony and customize
(20 people havel)

Search trips

Where are people going?

Fig 6: Example of atrip planning feature on Yahoo travel that
allows user to assemble details of an upcoming trip and view
similar content of interest profiled by Yahoo

All of this content about your brand is predomirgnt

1) generating a visit to your main Website via a hijpkr(Customer Acquisition)

2) making a consumer aware of your brand through tbgsage another consumer
generated (Brand Awareness)

3) further educating a consumer about your brand (@R&inforcement)

In addition to the obvious Website visitor genedatibe link building benefits of having
a highly relevant Website linking to your Websitavh wide reaching impact on your
Organic Search Optimization program. Tacticallyetsure you are taking advantage of
every opportunity the following should be considere

Maintaining a profile listing for your brand on a#llevant review and social community
Websites. In many cases reviews, recommendatiotipasts need to be attached to a
profile of the brand being posted about
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Vail Travel Guide  BEEEES Restaurants  Attractions

Summary of DESTINATION RESORTS WAIL

DESTINATION RESORTS VAIL

theck Rates »» Hotel Info:

Summary 2

Reviews »

610 WEST LIONSHEAD CIRCLE
Wail, CO 81657

To make & reservation over the

| chone, catt 1-B00-372-2496

Bookmarks »»
Phatos »

Members #

F -8 =

Map »

5 v
Destination Resorts Vail Is Located In Wails Lionshead village Just Steps Fram Vail S Only
Gondola And Childrens Ski School. Properties Include The Landmark Tower Landmark
Townhouse Westwind Enzian Vantage Point And Vail 21, Each Condominium Is Fully Equipped
Individually Owned and Includes Fully Equipped Kitchen Fireplace Cable TVAcr Daily
Housekeeping Service Only Towel And Trash Change In The Summer Balcony And Separate
Living/Sleeping Areas. Units Range From Value To Deluxe 1 Bedroom Up To 4 Bedrooms Plus
Loft,

- Tags
Room Features: Coffes Maker, Data Port, Hair Dryer

Type! Budget

Theme.! Budget

Fig 7: Hotel profile on travel review site Gusto.com

Generating interest in upcoming events and promstidhis can be achieved as simply
as distributing Press Releases online to the varicannels that have emerged to
syndicate such content. This provides the highessipility of a niche Blogger, reviewer
or simply an interested consumer seeing your itach @iscussing it and beginning the
content generation process. Additionally, the predsase itself, if optimized correctly,
will enter the content syndication network via ®earch Engines.

Another approach to leverage the viral opportusitgeto leverage the Blog community
by either developing a relationship with niche Rjegs or providing them with
information they will be willing to write about. Ithis way a discussion topic can be
seeded to engage consumers as well as build avearehéhe topic. Establishing oneself
as a subject matter expert and beginning discussgoanother option. The mechanism
for this type of post can either be a third partpd3 forum, message board or wiki
Website or the feature could be added to your overbiite.

In the case of a proprietary blog or forum, consatlen for both the size of the audience
and the perceived relevance should be considesatiéor a blog to be successful it
would require frequent, relevant and valuable po$tdis may not be an option for

anyone other than the largest organizations whodeaiicate this level of resource. One
option would be to develop a Website feature thatiil Blog or message board in nature
but which is used to post a myriad of relevantimfation. In addition to the weblog style

narrative, promotions, local events, brand updatesytions in other publications and
sites, posts authored by other writers (make sovetrackback and give credit) etc. could
be published. In this case positioning the feaagen online journal is key. By adding
RSS feed functionality to this feature a simpleagegnent opportunity has been created.
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_anw///a/({/ JOIN US FOR LIVE FIREWORKS VA WEBCAM
Tue, M
posted: Saturday, December 30, 2006 | 8:22 AM
I | lors l Show: AllTtems ~ | ] Hide Read Items  Se e AP
h o = M Lani Resort at Kalah dit | (%
NI &2 2 | =z i i . odi
HappY NEW auna Lani Resort at Kalahuipua'a

w ¥ 2 = JOIN US FOR LIVE FIREWORKS WIA WEBCAM - 4 rmonths ago

~ A * Mauna Lani featured in Healing Lifestyles and Spas Magazine - 4 menths ags

+ Charity Trees Slideshow - Come Wote for Your Favorite Tree/Charity - 4 rmonths age

- Gramry Winning Charles Brotrman Performs at CanoeHouse Restaurant - 5 rmeonths za0
* Painting Lessons available at Mauna Lani Resart - 5 months age

LIVE FIREWORKS ~

< ¥ Travelocity - Hawaii trip dit | (%

- $670+ Flights from Dallas to Kona - Save 25%* - 1 minute ago

© $1809+ Flights from Dallas to Los Angeles - Save 30%* - 1 minuts 200

- 670+ Flights from Dallas to Kahului, Maui - Save 10%* - 1+ minute sgo

P + *Savings based on round-trin fares sold to the city pair by Travelocity in the last 30
(more infs ) (uiew entry) O comrments (Al davs. - 1 minute ago

b1
Mau Healing Lifestvles and Spas Magazine = [D Destination Hotels & Resorts - Luxury Yacation Rentals Special Offers =dit | *
2 ace 2006 | 10:58 am for Maui, HI
Hltares - Wiailea Tennis Club, Destination Resorts Hawaii in Wailea, Maui, HI - 1 minuts 250

Harci0 < * Makena Tennis Club, Destination Resarts Hawaii in ‘Wailea, Maui, HI - 1 minute ago
“, i e - 5th Might FREE, Destination Resorts Hawaii in Wailea, Maui, HI - 1 minute ago
I - 20% Off Wailea Beach Yillas, Wailea Beach Yillas in Wailea, Maui, HI - 1 minute aao
s
I~ Enter - —
E 10 scapes = "W Yahoo! Sports - Cycling News edit] [

- Landis hearing gets underway (AP) - ¢ hours 2ga
+ Landis doping arbitration hearing opens {AFP) - 10 hours sg0
-_Landis doping hearing beains with denial (Reuters) - 15 hours 5

Fig 8: A hotel Website www.maunalani.com Fig 9: Feed for the Website e-journal F;Dresented inthe
leveraging a blog style feature to post information | Yahoo personal homepage along with other related
related to the resort: e-journal. travel and personal interest feeds

RSS Really Simple Syndication functionality, is @nfat used to syndicate news and
news-like information updated on Websites. An R8&der is required to consume the
feed, creating a way for the marketer to commueicaith consumers without them
having to return to the Website. In essence, astitited above, the subscriber is notified
of new content of interest, via their personal glottomepage (MyYahoo, Google
homepage) or feed reader (Newsgator). The traveketexr can take advantage of this
one-to-one opt in channel by simply RSS enablirggi@es of the Website such as the e-
journal described above or content such as spedfats and events. Additionally,
opportunities are starting to emerge where thimtypaontent aggregators are creating
customizable feeds

In addition to the subscription benefits, the Oigaé®earch Ranking impact of rendering
content in this format has been widely documengehrch Engines are ranking RSS
feeds very highly, which if combined with your oaltrorganic keyword strategy can
greatly assist in ranking improvements.
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About T RSS Feeds

Contact
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 *anoo!

infarmed thro 4, by SN, Plckc o another RSS news Live o
der of your choice: | little
+% = Renfired
1. Select a popular wip type or create your own
*Trip Type: - o
S0 o e 5 When Low Fares
el 3 Delivered
2. Select your departure city me to you through to Your

i per home page lke by Yahoo! or Desktop!
i My MSN o & RSS reater of your onoles.
Select your departure city v ¥ £ Travelocity
3. Choose the citi 'd like to watch Whiat's Travelocity's RSS feed? EEstop
B W ll.r\lem.lly's ESteen Ercoatiher®
o ow canl receive an RSS feed?
£ Ex
; I have the reader. Now what?
Adeitional oties Tell Us What You Think

We're stil developing our new RSS feed,
50 gve it atry and let us know how you
thirk t could b enhanced or

impraved Travelocity RSS Beta

Fig 10: RSSfeature on www.destinationhotels.com
allowing visitors to subscribe to special offersand
events at over 30 destinations

Fig 11: RSSfeature on www.travel ocity.com allowing
usersto monitor airfare deals by city pairs

The final opportunity that has emerged on all thestimer generated content aggregating
and networking sites is the ability to place cotuek pay-per-click advertising on the
sites. Many of the Websites now offer advertisinggobams or one can leverage media
placement services. Most opportunities come with ability to profile the potential
viewer base by interest (the type of Website) asmagraphically.

(&ter trip detalls
Who's Coming 5 [ 7rip Map an

ves (0)

Maybe (0)
No (0)
Not Yet Replied (0)

O Text ads Opanner ads ® Interstitial ads Next: SetBudget »

Available impressions 28 million /day on 7,894 sites
based on your targeting criteria below

TARGET YOUR CAMPAIGN

Geographic Targeting Category Targeting Demographic Targeting Keyword Targeting

Target by categories

© show my ad in all categories
@ Select specific categories

Content categaries Specialty channels
Arts & Entertainment [ 18-24 year olds
O automative 21+ Beverages
Business & Industrial Oas+
O culture & Society Felogs
O education O education
[ employment & Recruiting Crashion and eauty
CFinance Gossip
O Games O Health
Health CHip Hop
Hobbies O music
DHume & Garden i MySpacE Spin-offs

Fig 12: Travel planning site showing targeted
advertising

Fig 1 13: Service prowdmg contextual targeted advertising
placement on social network sites, blogs etc

Customer Engagement, Service & Profiling

In addition to the consumer generated content|,\soial and network effects, Web 2.0
has also presented new online technology oppoisniThe Web page can now be
designed to provide a richer online applicatiorolfably the greatest impact can be seen
in the leveraged use of AJAX and flash technology develop engaging online
applications that combine, structure and presefurnmation without having to visit
multiple pages or refresh pages. These programiaimguages were developed to take
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advantage of data structured in XML format. Thesehhologies can be leveraged to
extend the customer service experience beyond g¢kgndtion, enriching the planning
experience. Examples include mash-ups (combinifagrimation from multiple Websites
in one interface) to plot hotels and hotel contama customizable map; resort amenities
content presented on a calendar interface to faelithe creation of customized
itineraries that then can be morphed into actus¢émations; series of 360deg images
strung together with a mapping component to prowdeich destination discovery
experience.

2 nttp: Hiwww. broadmoor.com - VC Calendar. - Mozilla Firefox

Ele Edt Vew Go Bookmarks Took Help

GaloPuertoRico.com i r]

> | :
- s —
B '%2’}:%‘ W Add new activity for May 18, 2007

57 &
Result Panel The South Pletts River inPike

Fajardo - East | FiyFishing Trins | 0 fest i with,

che sea
Offering 16 :
low rete,and s easlly waded
i

ounges.
Internetvia S| 13.000-sq-f casino, 18-hele [ Brcoinodstioi: ()
=l @l ¥ Razort
B B il Estarde &
Las Casit
08:00;00 10 20:00.00
' Search Panel 3 |

ncluge all equinmert, fiss,
waders, nsiruction, Colo

v e
transportatian. & 1% graluty
wil be ackie, Offerect by

AddActity | Cancel R rentrine e

Transferring daka from wwww.gotopuertorico. co...

[owne )
Fig 14: Flash map combining and presenting detailed | Fig 15: Sngle page AJAX planning tool combining
lodging and activity information with an interface to local activity information with a calendar interface
create a travel itinerary to create a detailed vacation itinerary reservation

SUBEFT@UIF VTN [com st contont sest avaon
Welcome to Miami Beach. FL
= [ overview | fm \E\ “Benclles | |m\
Find a Hotel or Resort HD::::‘HT A 2] ‘l‘
[E—
seaen | Resuns | —
| Show Al ~|
Eii== Ei!E: '”;‘“_"‘j F;n_i ,Dh”ﬂ# ré::'%:ﬁnﬁ A
$00-81000  EIEYCAY s
e N Adjust Price Range Between 1 and 5 stars w
E“;Tzﬁmwm Casing [ Spa Services on site
[|Business Services [|Raom Service v} Swimming pocl
[]Beach [ Pets accepted [IRestaurant in hatel
Ceym [ nternet oo
&
' e e \\ 85 00 Tt
415 PRESS ROOM PUERTO RICO IS FUNI PORTA DEL SOL SITE MAP
Fig 16: Hotel reservation engine Fig 17: 360deg imagery sown together and combined with a
developed with AJAX allowing oneto | mapping interface to provide a rich destination discovery
shop hotels by rate, rating and experience
amenity filtersin one screen
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Measurement & ROI

In the world of Web 1.0 marketing we have expounaelkEngth on the measurability of
every action taken. But in the new world of Web #Bat are the metrics and Key
Performance Indicators? How does one calculate ®&0O&n investment in community
instead of action? How does one measure the suofesdivities such as blogging or
podcasting? How does one measure the reach ofroeesage in a viral network? What
are the impacts of the new technologies being eyeploin developing these new
applications? Traffic and page views, click-throsighime spent on the Website and
conversion ratios no longer quantify the activity Web 2.0. Users are spending time
reading, downloading, viewing and listening to emtand media. The technology itself
used to develop many Web 2.0 applications suchJ#sXMo longer require the page to
refresh, depriving us of valuable log file statistiSocial relationships are being created
dynamically and there has been a shift from “Gal\ttion” to ‘Interaction”.

The measure of this interaction with the Web 2.0diom@ should be expressed as
Engagement Metrics. Within this new metric varidesels of engagement exigit the
lowest level a simple count of visitors interactiog consuming content: measured by
means of simple techniques such as counting thebeumwf users who click to "read
more” on an expand and collapse window or on atghescription of a post. Another
similar level of engagement is to download a potloawview a video. The next level of
engagement would be a user who subscribes to a Téerl third or highest level of
engagement would be that of a user contributingesdreither by posting to an existing
thread, creating a new thread or submitting medih sas an audio, video or image
upload. Further, within this spectrum another vhleaneasurement can be overlaid on
top of the tiers described by requiring the creatad a profile at any of the levels.
Within this spectrum is the option to provide adbhial optional information such as
demographics, location or interests can furtheicete the level of engagement.

Below is a framework using simple star ratings uarmify levels of Engagement.

Level 1 | Content/Media Consumer| * Created add | Provided add
Level 2 | Feed Subscriber Aok Profile | * ﬁdo:::mnal *
rofile

Fig 18: Engagement level measurement framework

Referring back to the objectives detailed in thempchapter, Engagement Metrics are
well suited to measure all the items relating ton§loner Engagement, Interaction,
Servicing and Profiing as well brand building. Foneasurement of Consumer
Acquisition more traditional measurement of incognimk traffic can suffice. Also in

the case of having leveraged Web 2.0 Websites eon@te your company’'s brand
message in the form of paid placement, click thhodgta is again important. However,
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not to be overlooked is impression relevance infdrom. In addition to the statistics
provided to quantify the number of impressions atidk-throughs on your ad, it is
important to request relevance information. Releeaimformation should allow you to
understand where your ad was displayed and in edraext.

As described in thédpplications in Travel section of this discussion, by having clarified
objectives, these metrics can then be used to idyaihie success of the efforts.
Ultimately one should attempt to assign a monetatye to each level of Engagement if
the overall objective is not a quantifiable conw@nsexpressible in terms of a sale or
transaction.
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Consumers

From a traveling consumer standpoint Web 2.0 hasated a very high level of
expectation. Consumers are looking for utilitiesttiwill facilitate researching and
learning about their destinations of interest, neguthe thoughts and recommendations of
others that have been there, engaging with otker rinded individuals and possibly
soliciting their advice. At the same time thesditigs must provide a simple reservation
process with easy access to all other travel tledenponents. The entire lifecycle of the
trip should be facilitated from organizing and sigr planning information, to
communicating rich media with friends and familyfdre, during and after the trip. And
all this will be in addition to updated access tooh the necessary static information
provided by your Website as a one way communicatieahanism.

It has been said that to compete in the ever ewglworld of online travel, industry
players will have to be willing to reinvent themsed to keep up with the consumer,
technology and the competition.

However, it would be short sighted to try or evessuame that each and every travel
supplier try to fulfill the expectation of the teling Web 2.0 consumer. What should
suffice is to continue to clearly define marketiolgjectives that include the challenges
and opportunities presented by Web. 2.0.

Web 3.0: The Next New Thing

In conclusion, no discussion of Web 2.0 would bmplete without a mention of what
Web 3.0 holds in the future for the travel industry

Definitions of Web 3.0 are already beginning tofobemulated. It would seem that the
Web 3.0 will herald a new interpretation of oureir@sts built on information being
generated by the applications of the prior versidravel 3.0 will involve harnessing this
information and providing us with a new level el planning experience.

PC Magazine’'s Cade Metz offers four possible sdesdor what Web 3.0 will look like:

The Semantic Web:A Web where machines can read sites as easilyiasiis
read them (almost). You ask your machine to chemkr \schedule against the
schedules of all the dentists and doctors withli®-amile radius—and it obeys.

The 3D Web: A Web you can walk through. Without leaving yoasH, you can
go house hunting across town or take a tour of gr®r you can walk through a
Second Life-style virtual world, surfing for datadainteracting with others in
3D.

The Media-Centric Web: A Web where you can find media using other media—
not just keywords. You supply, say, a photo of ytaworite painting and your
search engines turn up hundreds of similar paisting
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The Pervasive Web:A Web that's everywhere. On your PC. On your gktne.
On your clothes and jewelry. Spread throughout ymme and office. Even your
bedroom windows are online, checking the weathethey know when to open
and closé?

We expect that Travel 3.0 application will involv@ynamically predicting and
recommending a future travel experience based orcauent and past online activity.
Web users are generating valuable information @g tesearch travel, read and generate
content and reviews, associate with other travelersocial networks, react to travel
marketing messages and do the same for the otimetranel aspects of their lives. The
future travel application will be aggregating tm$ormation, profiling users and making
very specific recommendations. This may seem fstigribut is certainly within reach
based on the technological changes taking placeteease with which the consumer
has adapted to Web 2.0.

In considering the future and Web 3.0, it is us&fubok at the definition of Web 2.0
provided by O’Reilly Media, which is credited wigjiving it its name:

A set of economic, social and technology trends tlo#lectively form the basis
for the next generation of the Interneta more mature, distinctive medium
characterized by user participation, openness atwank effects:

The 3.0 version of the Web will be the summatioralbthis openness and participation.
It will enable marketers to gather more detailed &ank information about consumers,
their real needs and wants and unfiltered opinidiss information can then be used
from a technological perspective by travel marlseterprovide consumers with Websites
and solutions that will provide their desired triaggperiences in a more proactive and
dynamic manner. The online travel planning expeeenf the future will provide an
aggregation of content from multiple sources. TWwi be presented alongside a rich
transactional interface that will be customizednteet the users specific preferences
based on personal passed online activity and likeded individuals.

14 m\Web 3.0," Cade Metz, PC Magazine, March 14, 20@8vy.pcmag.com/article2/0,1895,2102852,00.asp
15 John Musser with Tim O'Reilly, "Web 2.0 Principlasd Best Practices," O'Reilly Media Inc., Fall
2006.
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