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eTourism relevance_1 

• Pre 

– Dreaming 

• Social Media (eWord-of-Mouth) ¦ Images and Videos 

– Planning 

• Search engines ¦ Websites ¦ OTR – Online Travel 
Reviews 

– Booking 

• OTA – Online Travel Agencies ¦ Direct booking (airlines, 
hotels, trains, car rentals, cruises…) 

Pre 
Getting there 

[and back] 
During Post 



eTourism relevance_2 

• During 

– WiFi (hotels and public venues) 

– Mobile technologies 

• Apps ¦ navigation systems ¦ maps ¦ AR – Augmented 
Reality ¦ LBS – Location Based Services 

• Sharing of pictures and videos on Social Media 

• After 

– Sharing and reviewing 

 

Pre 
Getting there 

[and back] 
During Post 



ETOURISM FACTS AND FIGURES_1 



ETOURISM FACTS AND FIGURES_2 



ETOURISM FACTS AND FIGURES_3 



eTourism Marketing_1  
#Tools and #Strategies 

• In order… to be present and visible 
– “Owned media”: Websites, mobile apps, blogs 

– “Earned & paid media”: Social Media (e.g.: FB, 
Twitter, YouTube, …) 

• … to attract people and to interact with them 
– Direct messages (newsletters / mailing lists) 

– Backlinks 

– SEO – Search Engine Optimization 

– SEM – Search Engine Marketing 



eTourism Marketing_2  
#Tools and #Strategies 

• … to analyze their practices and to listen to them 

– Online reputation analysis based on Online Travel 
Reviews 

– Webanalytics 

– “Big data” (e.g.: mobile phones cell data) 

• … to provide technical infrastructures and legal 
frameworks 

– High-speed connections, mobile coverage, Wi-Fi 

– Clear and efficient regulation (e.g.: for eCommerce) 



eTourism Marketing_3 

#Opportunities 

• (partially) dis-
intermediating relationships 
and economic transactions 

• Reaching new markets / 
publics 

• Including local voices 

• Enriching visitor’s 
experience and satisfaction 

 

#Challenges 

• (Re)intermediation 

• Costs of keeping updated 
(economical and HR) 

• Being marginalized in a 
globalized competition  

• Personal level 
– Always connected = Not being 

able to go on vacation 



Critical success factors in eTourism 

• “Target” is obsolete, we 
should think in terms of having 
meaningful dialogues 

• Invest in contents/services and 
technologies, but much more 
in human resources able to  
– Reach the right audiences 
– Interact with them 
– Analyze their behaviors 

• Innovate and evaluate 
• Provide suitable eGovernment 

policies for tourism 

• Use ICTs also to train 
– foreign travel agents 

www.elearning4tourism.com 
– industry members at large 

e.g. eLearning and MOOCS 
https://iversity.org/en/courses/
etourism 

• Keep updated 
– IFITT: International Federation 

for Information Technologies 
and Travel & Tourism 
www.ifitt.org 

– ENTER2016 Conference (Bilbao, 
Spain, 2-5 February 2016) – 
www.enter2016.org 

http://www.elearning4tourism.com/
https://iversity.org/en/courses/etourism
https://iversity.org/en/courses/etourism
https://iversity.org/en/courses/etourism
http://www.ifitt.org/
http://www.enter2016.org/
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