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ABSTRACT

As the World Wide Web has created significant haggling force has been exchanged from
suppliers to purchasers; there is a genuine need to enhance market insight and statistical
surveying for private and open tourism associations and encourage convenient shopper choice
making. This article investigates the development of client produced substance and
particularly the utilization of web logs or websites. Tourism associations can't bear to
overlook the advancement of client created substance, shared web applications and virtual
groups. A late study found that purchasers trusted a bigger number of sites with surveys than
expert aides and travel offices and a long way from being a superfluity, online journals are
frequently seen to be more valid and dependable than conventional showcasing interchanges.
Anyhow, there is an issue: given the sheer number of potentially important travel writes there
is a need to find, concentrate and decipher online journal substance and this has ended up
being lengthy, depleting and immoderate, accordingly invalidating the relative estimation of
the data got. A path forward may be the utilization of counterfeit consciousness and
''assessment mining'' or a site representation framework.
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1. Introduction
Tourism associations and endeavors, particularly travel offices, inns and destination
promoting associations, have been genuinely tested by the ascent of the web however in the
meantime gigantic open doors have opened up. The web has opened up and enhanced
correspondences, appropriation channels and exchanges in ways which couldn't have been
envisioned even toward the start of the 2000s.
Voyagers and explorers have at their charge online assets which empower examination of
conceivable destinations, transportation, settlement and recreation exercises, and empower the
buy online of these items and administrations. This is completely a purchaser transformation
which has adequately exchanged much power from suppliers to buyers, and as the web further
extends and changes into the Web 2.0 and the new framework, tourism associations are all
around set to exploit these new open doors (Adam et al. 2007). It has additionally brought up
issues about promoting, circulation channels, enhancing business administration and
effective showcasing research in the tourism area (Liu 2005).
Data is accessible on the web however is that data exact, cutting-edge and usable? In spite of
the fact that we are encompassed by both overflowing web and additional web data, what
amount is really helpful? Could it help vacationers to settle on educated travel choices and
similarly empower visitor associations at national, state and neighborhood levels to settle on
essential showcasing choices? The answer is unmistakably ""yes"" and tourism associations
were a percentage of the first to use the assets of the web, however we are seeing one range of
critical web advancement in the course of recent years in the broad improvement of client
created substance and shared applications, differently known as Web 2.0, which would seem
to have gigantic potential for tourism associations.
This article investigates the advancement of user generated content (UGC) and particularly
the developing utilization of sites in tourism. Web logs, abbreviated to ""web journals,"" have
been in presence since 1997, despite the fact that it is just lately that their development has
been exponential. Such client created substance may give tourism associations and
undertakings with important business insight and continuous statistical surveying open doors.
Then again, such substance might on events be of constrained quality, mirroring the
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indistinguishable, unstructured and irregular ramblings of people, which in another age may
have been limited to the relative haziness of a composed journal. Such substance might
however be generally hard to find and expensive to do as such.

The web builds the viability and productivity of conventional showcasing capacities while the
innovation changes promoting techniques empowering all the more productively arranged and
executed advancement, dispersion and estimating of merchandise and administrations. It
opens up new worldwide markets and universal organizations; it brings about new plans of
action that include client esteem and builds gainfulness, and empowers more compelling
division, focusing on and situating systems.
The present web is still rough in capacities and usefulness is still a fairly riotous proving
ground for organizations, while buyers are adapting new methods of collaboration and
utilization. The web facilitates time and spot imperatives on shoppers and didn't really will
items and administrations be offered basically at the dealer's comfort (force shifts from
venders to purchasers)—whenever and anyplace acquiring and utilization is presently
regular. As an outcome the desires of shoppers have been raised. There is no doing a reversal.
Correspondence transmission capacities will quickly rise, and with it a more noteworthy
utilization of motion pictures, radio and TV gushing; terminal hardware will turn out to be
all the more intense, more quick witted, less demanding to utilize, reasonable, versatile, less
expensive and littler while the expense of computerized stockpiling is falling quickly. When
equipment and a genuinely compelling information transfers foundation is set up, a huge
scope of administrations can be traded at ostensible incremental expense, for example, area
free shopping and saving money, PC interceded instruction and preparing, online expert
conferences and instructive, diversion and recreation administrations to give some examples
administrations.
Effective advertising in this new environment includes ''monocasting'', ''podcasting'' and
""podcasting"" of interchanges, with concurrent mass customization and personalization of all
showcasing blend components, a high level of client association and control, a more
productive use of promoting assets with endeavors to decrease client distance from misled
promoting jolts. Most importantly, there is expanded weight to convey more prominent
quality and extraordinary bumping among undertakings for the loyalties of ""alluring""
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clients. As the force and pervasiveness of advances develop customers are in a special,
unaccustomed position, i.e., not latent they have more prominent control of data streams in
the middle of purchasers and dealers. What's more, they are presently utilizing this force. No
industry can disregard this long haul move in arranging force.
Future buyers will be drastically not the same as past and even present purchasers they will be
additionally requesting, additional time-driven, more data concentrated and very
individualistic. In these profoundly distinctive circumstances focused on intuitive advanced
media permits associations to mass tweak messages, permitting client collaboration and info.
Customers will much of the time have more data about item suppliers than suppliers will have
about purchasers, and buyers will to a great extent direct the timing and method of
correspondences they will focus the time and spot of coming about exchanges and not the
suppliers.
Up to now tourism promoting practice depended vigorously on different journals in the
production network who added time and spot utilities to the tourism item's utilitarian
quality. These delegates, for example, travel specialists and visit administrators, gave more
extensive and more advantageous access to items for an extensive variety of clients and they
served as instructive courses. Adroit purchasers will make awesome utilization of data devices;
they are learned and requesting drivers of tourism exercises, and tourism endeavors and
associations will need to show more noteworthy appreciation for customers (some of whom are
indicating expanding invulnerability to promoting buildup). At long last, exchanges will be
in the connection of an unpredictable continuous relationship spinning around way of life
issues.
2. Internet applications for tourism
Tourism has been positioned as the preeminent business as far as volume of online exchanges
(Werthner and Ricci 2004). For tourism associations, both private and open, the web has
turn into a standout amongst the most critical advertising correspondence channels (Wang
and Fesenmaier 2006). Carson ( 2005) gives a synopsis of web applications for tourism
associations and endeavors inside of an ''online structural planning'' and proposes five
imperative elements of the web: correspondence, advancement, item circulation,
administration and exploration. This presupposes that ventures would attempt to learn and
utilize these applications, enter organizations and make compelling utilization of the web.
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Albert and Sanders ( 2003) discussion about the four Ps advertising blend (of item, place, cost
and advancement) being upgraded by the four Cs of client arrangement, expense,
accommodation and correspondence, while Newhagen and Rafaeli ( 1996) demonstrate that
contrasted and other circulation and exchange channels the web contains a really immense
measure of data which can be tweaked and customized.
Carson ( 2005) raised issues about the obstructions to successful web utilization including
specialized ability, varieties in innovation, appropriation between government, ventures and
purchasers, imperviousness to the advancements brought on by the web, the entrance to IT
base (particularly broadband), the expenses of utilizing IT and government arrangements
which may bolster however similarly may dishearten viable web abuse.
One region of uncommon web development in the course of recent years has been in client
created substance and shared applications differently known as Web 2.0 (O'Reilly 2005). We
have seen the ascent of social sites, for example, YouTube.com, Facebook, MySpace.com and
Flickr.com. At first look these destinations do not have any prompt importance to tourism
associations the substance is regularly unstructured, to be sure idiosyncratic and irregular,
and the host association infrequently oversees substance notwithstanding when challenges
emerge. Substance is transferred specifically by clients on to the site. Websites give
principally message data however progressively feature and sound records are transferred.
These web journals give individual considerations and analyses on say a particular
destination, individual travel stories and points of interest of outings, and are frequently
oftentimes upgraded and showed in sequential request. Web journals have a tendency to be
intelligent and perusers post remarks (Pan et al. 2007; Cobanoglu 2006; Kelleher and Miller
2006; Ellion 2007; Reactive 2007). The exercises of sites and bloggers have get to be known as
the ""blogosphere"" (Carson 2008).
Particular tourism destinations, for example, tripadvisor.com and travelpod.com empower
shoppers to trade data, suppositions and proposals about destinations, tourism items and
administrations, with now and again journals of travel encounters and appraisals of a specific
item or lodging. Other open travel website destinations gaining practical experience in
facilitating individual travel online journals incorporate travelblog.org, travelpod.com,
travelpost.com and yourtraveljournal.com (however these are in no way, shape or form the
main travel writes at present accessible). These virtual groups have been in presence since the
late 1990s (Lueg 2001; Schwabe and Prestipino 2006) and a few studies have explored the
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part and effect of such groups as valuable visitor data suppliers (Schwabe and Prestipino
2006; Wang et al. 2002; Dellaert 2000; Laboy and Torchio 2007; Pan et al. 2007; Thraenhart
2007; Mack et al. 2008)). Also, surely understood travel aides give web space to distribute
travel stories, for instance, lonelyplanet.com and community.roughguides.com. Other Web 2.0
advancements incorporate RSS-channels (media and substance syndication), web discussions,
message sheets, podcasting and blogs (online features).
By April 2007 there were obviously more than 70 million websites with around 120,000 new
sites made every day (Sifry

2007) and at present there are around 102 million online

journals, with 175,000 new sites included every day ( http://technorati.com). A study embraced
by Compete Inc. has discovered UGC has an impact on around US$10 billion p.a. in online
travel bookings and more than 20% of shoppers depend on UGC when excursion arranging
(Sarks 2007). It is clear that there is a higher saw believability of suppositions communicated
in UGC contrasted and conventional tourism data sources. This makes you wonder why? The
answer most likely lies in the need to expend tourism items before an assessment can happen
(Dellaert 2000; Rabanser and Ricci 2005; Senecal and Nantal 2004).So online audits and
informal proposals are a developing and imperative data source in light of the apparent
freedom of the message source (Gitleson and Kerstetter 1994; Crotts 1999; Dellarocas 2003;
Johnson and Kayne 2003; Hennig-Thurau et al. 2004; Pan et al. 2007; Litvin et al. 2007). A
late UK overview discovered purchasers trusted a bigger number of locales with surveys than
expert aides and travel offices (eMarketer 2007). Comparative research in Germany and
Austria indicated online client evaluations have high believability with buyers (Osterreich
Werbung 2007) and a late study by Gretzel et al. ( 2007) attempted with tripadvisor.com
clients found that taking a gander at other vacationers' remarks and travel websites was the
most well known online action.
As of late, we have seen the advancement of ''microblogging''. Microblogging has taken the
idea of blogging and compacts it. Traditional online journals can be of any length however
microblogging is completed typically by cell telephone instant messages and is thusly
presently limited to only 140 characters (Beaumont 2008). Twitter is perhaps the best known
microblogging webpage and was dispatched in 2006 albeit different destinations incorporate
Jaiku and Pownce. Clients post messages to the webpage through the web or by instant
message and these ""tweets"" are sent onto their system of companions and contacts. Clients
offer perspectives on themes and news stories and request guidance and help. For instance, in
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the event that I need to locate a good café in the place where I grew up of Southampton in the
UK I ask my Twitter system or in the event that I am considering going on vacation to Spain
I ask my Twitter system. The benefit of this UGC is quickness I don't have to be at my PC to
take an interest. Instantaneousness supports interest and practically everybody has a cell
telephone, what's more, it is more hard to disregard an instant message from a companion
requesting perspectives on something. Legislators have detected this. In the USA, Hilary
Clinton, John McCain and Barack Obama's advancement groups have been utilizing Twitter
to telecast meeting timetables, race results and remarks. In the UK 10 Downing Street, the
Liberal Democrat gathering, Labor gathering and Conservative gathering are utilizing
Twitter as a supplement to existing political civil arguments and stories. Microblogging is not
be that as it may, limited to instant messages. Tumblr and Hictu for instance, empower
photographs and features while MySay urges clients to leave a voice message. Twixtr
empowers a mix of photographs, remarks and area based data with Facebook-style overhauls.
This sort of microblogging is not to everybody's taste and accepting endless instant messages
would be wearing most definitely; there is additionally late proof that person to person
communication locales are losing their ubiquity however all things considered, there does
seem, by all accounts, to be a staggering human craving to be joined with those we think about
and associate wit
In Canada, Sweden, Austria and New Zealand, for instance, web journals have been given on
authority destination sites (Schmollgruber 2007; Thraenhart 2007). At the same time, web
journals are not simply developing in shopper to buyer (C2C) correspondences; it
incorporates business to business (B2B), business to customers (B2C), government to
organizations (G2B) and government to purchasers (G2C), yet our insight is inconsistent so
far and writes regularly have a moderately short life compass or timeframe of realistic
usability which makes following more troublesome. Regarding correspondence (as a web
work) the larger part of travel websites are C2C especially online journals distributed
individual stories and encounters. Such web journals display the staggering human need to
''have a place'', socially collaborate and offer backgrounds (Pan et al. 2007; Gretzel et al.
2007). There is a justifiable stress that negative remarks on UGC locales not went down by
proof could harm tourism organizations and tourism destinations yet numerous accept that
travel websites have almost no effect, with numerous sites restricted to consensuses of
transport, atmosphere, cooking and such like (Wenger 2008; Carson 2008; Pan et al. 2007),
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despite the fact that sites in online travel groups do examine more small scale points of
interest, for example, convenience, eateries et cetera (Waldho¨r 2007). B2B sites are regularly
viewed as ""learning"" web journals or ""master"" websites with systems administration
between tourism experts. Regularly the data traded includes industry patterns, market
information, exploration and specialized advancements (Thraenhart

2007; Lew

2007;

Oellrich and Bauhuber 2007; Price and Starkov 2006). B2C websites (additionally alluded to
as traditional corporate online journals) got to be prominent for tourism associations and
undertakings as a method for advancing items and building client connections (Oellrich and
Bauhuber 2007; Smudde 2005) These corporate sites light up and breath life into corporate
sites and may help to build site activity, despite the fact that proof is difficult to find. G2C
web journals have comparative expects to corporate websites and frequently contract
experienced and proficient bloggers as ''assessment pioneers'' (Price and Starkov 2006), while
as of late, destination sites have drawn in nearby individuals to give data and in this manner
make the data more dependable, for instance, VisitFlorida ( 2008). Some state and provincial
tourism associations in the USA are utilizing paid or supported bloggers (see for instance
http://playinthecity.blogs.com and http://www.visitpa.com/) and some European destinations,
for example, Amsterdam are additionally utilizing this methodology.
Tourism ventures have additionally understood that blogging may be less expensive and
conceivably more compelling than publicizing and a few scientists feel that sites give another
and novel method for serving to characterize a destination or corporate picture, however not
all clients will post remarks on a corporate online journal, a long way from it (Waldho¨r
2007; Pan et al. 2007; Choi et al. 2007; Douglas and Mills 2006). Some inn organizations have
urged guests to compose remarks on their inn sites with prizes, for example, rebates and
vouchers (Price and Starkov 2006). Be that as it may, there are threats of validity are the
online journals composed by genuine clients and explorers? (Litvin et al. 2007;
Hotelmarketing.com

2007). Mack et al. ( 2008, p. 141) found that regarding general

believability ''nothing beats customary verbal'' and sites, whether corporate or individual,
were seen to be ''fundamentally less dependable than conventional informal''. There is, in any
case, scope for potential fiendishness, for example, workers acting like genuine clients and
giving negative remarks on contenders, and so forth. (Litvin et al. 2007), in spite of the fact
that it is contended that clearly fake remarks and audits are promptly spotted (Gobbi 2005;
Schmollgruber 2007) and expert audit locales, for example, tripadvisor.com utilize editors to
survey substance and analyze entries. Online journals do, then again, need to be intriguing,
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diverting, give great data and great systems administration opportunities; else they rapidly
shrink and turn out to be more awful than futile. Some travel sites, for instance, began with
great goals yet the errand of consistently upgrading the web log frequently implies that
substance stays static for a considerable length of time, which discredits the entire reason.
Moreover, a few websites are liberal and minimal more than an online journal of sketchy
worth. Such sites for the most part go unnoticed and unvisited and discreetly stagnate or
vanish. Unmistakably a website needs general upkeep, redesigning and particularly splendid
new substance (Price and Starkov 2006). With countless sites every one needs a convincing
motivation to visit them and more than once visit them.
In item appropriation the chances to utilize sites for direct item dissemination could be more
constrained (Buhalis

2001; Laws

2001). Anyway, tripadvisor.com for instance, helps

conveyance with income created by connections to booking stages and accomplishment of high
navigate rates (Price and Starkov 2006) and virtual workplaces are being made (for instance,
www.virtualstatravel.com; Gaskell 2007). One other perceptible pattern is a development far
from online travel organizations to direct client association with supplier sites (lodgings,
aerial transports and other travel and tourism suppliers) (Etrip Travel Blog 2007). Such a
pattern was maybe certain as purchasers developed in experience and trust in utilizing the
web yet this pattern represents a noteworthy test to travel offices.

At last, web journals have a worth for advertising administration, administration and
showcasing exploration. Plainly serious utilization of sites can be utilized for client profiling,
client obtaining, client engagement, brand mindfulness, brand fortification, notoriety
administration and client administration (Laboy and Torchio 2007 and Dellarocas 2003).
Sites can likewise be utilized for investigating contender systems and statistical surveying
(Litvin et al. 2007) and as an interior correspondence and learning administration apparatus
inside of a tourism association (Nacht 2007). Be that as it may, it is in the region of
statistical surveying that maybe online journals will have the best and most durable effect
(Bulkeley 2005). It is conceivable that sites may reflect more real conclusions and mentality
of travelers than more customary statistical surveying in spite of the fact that this needs to be
altogether tried (Pan et al. 2007; Wenger 2008), while it might be that watchful investigation
of online journals empowers tourism associations and endeavors to evaluate ''hard to achieve''
business sector portions or uncover unsuspected qualities and shortcomings of a destination or
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vacationer association (Choi et al. 2007). Anyway, the test for economic scientists and
directors is the means by which to inquiry and visit the endless number of travel online
journals to determine usability.
3. The issue of sourcing and separating significant online journal substance
Step by step instructions to screen the disposition, suppositions and fulfillment with tourism
items is a continuous issue for tourism associations and undertakings. Could these mentality
be followed after some time, would they be able to be strengthened and what state of mind
need to be changed? Websites may offer open doors for tending to some of these issues. Carson
( 2008) in a spearheading study has distinguished informal proposals as a key wellspring of
excursion arranging data for a scope of travel business sector fragments, particularly free
travel markets which incorporates hikers and ''dim wanderers''. Carson started his
exploration study accepting that online journals may be more illustrative of the genuine
musings and sentiments of voyagers however there was a need to find, concentrate and
decipher website content (Carson 2008, p. 112). Sadly there is no known distributed research
on the sort of vacationer or explorer who composes sites and what outing sorts and destination
sorts are more prone to produce online journal substance (Carson 2008; Weber and Roehl
1999; Li and Buhalis 2005). Carson ( 2008) surveyed the estimation of web journal observing
as a statistical surveying apparatus in Australia's Northern Territory. To find the 99 web
journals utilized as a part of the examination he needed to view more than 2,000 connections.
Carson found that the doubtlessly bloggers were generally youthful voyagers on moderately
long treks yet he yields these may similarly be the probably profile of guests toward the
Northern Territory who happen to blog. Web journal substance was generally shallow and
gave little insight about desires, fulfillment with visitor items or suggestions. He inferred that
the expenses of finding pertinent online journals and examining their substance may not be
defended for the reasons of evaluating guest demeanor to a destination however the scope of
business sectors is prone to develop over the long run.
Different analysts have brought up not just the sheer time and vitality expected to find
significant web journals additionally the basic of tending to the handiness of websites at
diverse stages in traveler purchaser choice making, from creating consciousness of the tourism
item through to post-buy assessment (Mack et al. 2008).
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Restricted forward may be ''supposition mining'' (rather than information mining) by
utilizing counterfeit consciousness, data recovery and regular dialect handling (Pekar and Ou
2008). Such feeling mining could prompt programmed disclosure, examination and
speculation of tourism purchaser perspectives and suppositions, particularly through the
programmed acknowledgment of semantic connections between tourism item elements and
properties, and buyer sentiments and fulfillments when devouring those items (gave,
obviously, that these customers are minded to compose their remarks in a site).
At last, another path forward around this site recognizable proof, trawling and extraction
issue is the improvement of a ''Blog Visualizer'' to scan the web for significant sites, order the
data and present it in a ceaseless presentation, maybe in a varying media organization and
connection (Sharda and Ponnada 2008; Celik and Elci 2006).
4. Conclusion
User generated content (UGC) can help to illuminate tourism and promoting supervisors,
teach tourism buyers and encourage tourism exchanges. The estimation of UGC has maybe
been underestimated yet there is no denying that a rich and changed stream of travel and
tourism data is accessible online gave the data can be removed, condensed and re-exhibited in
a clear and pertinent structure to the leaders who need it. Tragically research to date has
neglected to methodically distinguish the kind of traveler or voyager who really composes
sites and what sorts of excursion and stays in destinations are more inclined to create
significant UGC. In addition, the time, vitality, assets and expenses needed to find important
UGC and concentrate valuable and significant data is presently a lot at the present time. The
quest is currently on for computerized tracker frameworks maybe using computerized
reasoning. On the off chance that that hunt is effectively finished tourism associations,
undertakings and voyagers will have a conceivably effective new weapon in their choice
making arsenals.
References
1. Adam J, Cobos X, Liu S (2007) Travel 2.0: trends in industry awareness and adoption.
New York University and PhoCusWright Inc., New York
2. Albert TC, Sanders WB (2003) e-Business marketing. Pearson Education, Upper
Saddle River New Jersey
A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories.

GE- International Journal of Management Research (GE-IJMR)

Website: www.aarf.asia. Email: editoraarf@gmail.com , editor@aarf.asia

Page 117

GE-INTERNATIONAL JOURNAL OF MANAGEMENT RESEARCH
VOLUME - 3, ISSUE- 6 (June 2015)

IF-4.316

ISSN: (2321-1709)

3. Beaumont C (2008) Tweet, tweet, here comes Twitter. The Telegraph, 12 April, p 21
4. Buhalis D (2001) Tourism distribution channels: practices and processes. In: Buhalis
D, Laws E (eds) Tourism distribution channels. Practices, issues and transformations,
2nd edn. Tower, London, pp 7–32 Bulkeley W (2005) Marketers scan blogs for brand
insights. Wall Str J, 23 June. http://online.wsj.com/
5. Carson D (2008) The blogosphere as a market research tool for tourism destinations: a
case study of Australia’s Northern Territory. J Vacat Mark 14(2):111–119
6. Celik D, Elci A (2006) Discovery and scoring of semantic web services based on client
requirement(s) through a semantic search agent. Proceedings of the 30th annual
international computer software and applications conference, September, pp 273–278
7. Choi SJ, Lehto XY, Morrison AM (2007) Destination image representation on the
web: content analysis of Macao travel related websites. Tour Manag 28(1):118–129
8. Cobanoglu C (2006) An analysis of blogs as a teaching tool as perceived by hospitality
management students. J Hosp Leis Sport Tour Educ 5(2):83–88
9. Crotts J (1999) Consumer decision making and prepurchase information search. In:
Mansfield Y, Pizam A (eds) Consumer behavior in travel and tourism. Haworth
Press, Binghamton, NY, pp 149–168
10. Dellaert B (2000) Tourists’ valuation of other tourists’ contribution to travel web sites.
In: Fesenmaier D, Klein S, Buhalis D (eds) Proceedings of the 7th conference on
information and communication technologies. Springer-Verlag, Vienna, pp 293–302
11. Dellarocas C (2003) The digitization of word of mouth: promise and challenges of
online feedback mechanisms. Manag Sci 49(10):1407–1424
12. Douglas AC, Mills JE (2006) Loggging brand personality online: website content
analysis of Middle Eastern and North African destinations. In: Hitz M, Sigala M,
A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories.

GE- International Journal of Management Research (GE-IJMR)

Website: www.aarf.asia. Email: editoraarf@gmail.com , editor@aarf.asia

Page 118

GE-INTERNATIONAL JOURNAL OF MANAGEMENT RESEARCH
VOLUME - 3, ISSUE- 6 (June 2015)

IF-4.316

ISSN: (2321-1709)

Murphy J (eds) Information and communication technologies in tourism 2006.
Springer, New York
13. eMarketer (2007) UK Online travel: travellers are sharing experiences online’, 25
June.

http://

www.emarketer.com/Article.aspx?id=1005067andsrc=article2_newsltr.

Retrieved 17 April 2008
14. Etrip Travel Blog (2007) Online distribution channels on the move, 26 April.
http://blog.etrip.nl/2007/04/ 26/online-distribution-channels-on-the-move/. Retrieved 16
April 2008
15. Ellion (2007) Web 2.0 and the travel industry: practical strategies for exploiting the
social media revolution. White paper. http://www.ellion.co.uk/sectors/travel/index.php.
Retrieved 17 April 2008 Gaskell K (2007) Virtual tourism takes off in second
life. http://www.news.com.au/travel/story/

16. Gitleson R, Kerstetter D (1994) The influence of friends and relatives in travel
decision making. J Travel Tour Mark 3(3):59–68
17. Gobbi J (2005) Sponsored blogs and the conflict of interests. Zirma—travel,
communications

and

mobilities,

4

August.

http://www.zirma.com/blog/2005/08/04/sponsored-blogs-and-a-the-conflict- of-interests/.
Retrieved 16 April 2008
18. Gretzel U, Yoo KH, Purifoy M (2007) Online travel review study: role and impact of
online travel reviews. Laboratory for Intelligent Systems in Tourism, Texas A & M
University. www. tripadvisor.com/pdfs/OnlineTravelReviewReport.pdf. Retrieved 17
April 2008
19. Hennig-Thurau T, Gwinner K, Walsh G, Gremler D (2004) Electronic word-ofmouth via consumer-opinion platforms: what motivates consumers to articulate
themselves on the internet? J Interact Mark 18(1):38–52
A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories.

GE- International Journal of Management Research (GE-IJMR)

Website: www.aarf.asia. Email: editoraarf@gmail.com , editor@aarf.asia

Page 119

GE-INTERNATIONAL JOURNAL OF MANAGEMENT RESEARCH
VOLUME - 3, ISSUE- 6 (June 2015)

IF-4.316

ISSN: (2321-1709)

20. Hotelmarketing.com (2007) User generated comments: travel brands most at risk’, 31
July.

http://www.

hotelmarketing.com/index.php/article/070731_user_generated_comments_travel_br
ands_most_at_risk/. Retrieved 17 April 2008

21. Laws E (2001) Distribution channel analysis for leisure travel. In: Buhalis D, Laws
E (eds) Tourism distribution channels. Practices, issues and transformations, 2nd edn.
Tower, London, pp 53–72
22. Lew A (2007) Why don’t we blog? University faculty blogging about travel & tourism.
Tourism Place, 30 June. http://tourismplace.blogspot.com/2007/05/why-dont-we-bloguniversity-faculty.html. Retrieved 17 April 2008
23. Li L, Buhalis D (2005) Predicting internet usage for travel bookings in China. In:
Frew AJ (ed) Information and communication technologies in tourism proceedings of
the international conference, Innsbruck, Austria. Springer, New York and Vienna, pp
429–439
24. Litvin S, Goldsmith RE, Pan B (2007) Electronic word-of-mouth in hospitality and
tourism management. Tour Manag. http://www.ota.cofc.edu/pan/. Retrieved 17 April
2008
25. Liu S (2005) A theoretic discussion of tourism e-commerce. Proceedings of the 7th
international conference on electronic commerce. ACM Press, New York
26. Nacht R (2007) Blogs, effective tools for internal communications, 26 January.
http://www.realblogging.com/

effective-blog-marketing/blogs-effective-tools-internal-

communications-part-iv. Retrieved 17 April 2008
27. Newhagen J, Rafaeli S (1996) Why communication researchers should study the
internet: a dialogue. J Comput Mediat Commun 46(1):4–13

A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories.

GE- International Journal of Management Research (GE-IJMR)

Website: www.aarf.asia. Email: editoraarf@gmail.com , editor@aarf.asia

Page 120

GE-INTERNATIONAL JOURNAL OF MANAGEMENT RESEARCH
VOLUME - 3, ISSUE- 6 (June 2015)

IF-4.316

ISSN: (2321-1709)

28. O’Reilly T (2005) What is web 2.0: design patterns and business models for the next
generation

of

software.

http://www.oreillynet.com/pub/a/oreilly/tim/news/2005/09/30/what-is-web-20.html.
Retrieved 16 April 2008
29. Oellrich J, Bauhuber F (2007) Inside of a blog, background and thoughts from the
touristic blog Tourismus-zukunft.de. Blogs in tourism conference, Kitzbu¨hel, 12 July
30. Pan B, MacLaurin T, Crotts J (2007) Travel blogs and their implications for
destination marketing. J Travel Res 46(1):35–45
31. Pekar V, Ou S (2008) Discovery of subjective evaluations of product features in hotel
reviews. J Vacat Mark 14(2):145–155

32. Rabanser U, Ricci F (2005) Recommender systems: do they have a viable business
model in e-tourism. In: Frew A (ed) Information and communication technologies in
tourism in 2005. Proceedings of the enter conference in Innsbruck, Austria, 2005,
Springer, Vienna, pp 160–171
33. Reactive (2007) Web 2.0 for the tourism and travel industry: a white paper. Reactive
Media Pty Ltd. http://blogs.reactive.com/RequestWhitepaper.aspx. Retrieved 17 April
2008
34. Schmollgruber K (2007) Fake travel reviews are no issue—interview with Ian
Rumgay

from

tripadvisor,

23

http://passionpr.typepad.com/tourism/2007/04/fake_travel_rev.html.

April.
Retrieved

17

April 2008

35. Sharda N, Ponnada M (2008) Tourism blog visualizer for better tour planning. J
Vacat Mark 14(2): 157–167

A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories.

GE- International Journal of Management Research (GE-IJMR)

Website: www.aarf.asia. Email: editoraarf@gmail.com , editor@aarf.asia

Page 121

GE-INTERNATIONAL JOURNAL OF MANAGEMENT RESEARCH
VOLUME - 3, ISSUE- 6 (June 2015)

36. Sifry

D

(2007)

The

state

IF-4.316

of

the

live

ISSN: (2321-1709)

web,

April

2007.

http://www.sifry.com/alerts/archives/000493.html. Retrieved 16 April 2008
37. Smudde P (2005) Blogging, ethics and public relations: a proactive and dialogic
approach. Pubic Relat Q 50(3):34–38.

38. Desai, Vinod, & Pamela Eric. "Trend and Impact Analysis of the Review Portals on
the Travel and Hospitality Industry." Scholedge International Journal of Business

Policy & Governance ISSN 2394-3351 [Online], 2.3 (2015): 23-27.
39. VisitFlorida

(2008)

http://floridians.visitflorida.com/getaways/g/cocoa_beachs_charms.php. Retrieved 17
April 2008
40. Weber K, Roehl WS (1999) Profiling people searching for and purchasing travel
products on the world wide web. J Travel Res 37:291–298
41. Werthner H, Ricci F (2004) E-commerce and tourism. Commun ACM 17(12):101–105
42. Wenger A (2008) Analysis of travel bloggers’ characteristics and their communication
about Austria as a tourism destination. J Vacat Mark 14(2):169–176
43. Waldho¨r K (2007) ‘etBlogAnalysis—analyzing touristic webblogs and forums using
statistical and computer linguistic methods for quality control’, presented at the ‘blogs
in tourism’ conference, Kitzbu¨hel, 12 July. Krems Research Forschungsgesellschaft
mbH

A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories.

GE- International Journal of Management Research (GE-IJMR)

Website: www.aarf.asia. Email: editoraarf@gmail.com , editor@aarf.asia

Page 122

