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EXECUTIVE SUMMARY

Studios92.com Ltd is an online reservation agency for a diversity of accommodations. The company is based in London and Kent, England and has around 40 employees. Its main income is the 10% commission charged on bookings. The company is small and has a tight budget. Besides, the technologies used are outdated and have not been constantly improved. The company wants to take a step forward and grow from a London focussed company to a reservation agency for accommodation worldwide. 
The company has some unique characteristics like the broad range of accommodations it offers, the multinational staff and the connection with the customers which can be used to reach this goal. Therefore this research will aim to answer the following question: 

What promotion and marketing tools does Studios92.com Ltd have to use to attract
more customers and to grow towards a well-known worldwide accommodation provider?
Research reveals that the external environment is favourable because of the strong economic position of the UK, the growth of tourism and the spending of tourists. As well there are many other trends, developments and themes on which Studios92.com Ltd can focus. Examples are the dot-travel domain, smoking ban and the green debate.
In comparison to their competitors Studios92.com Ltd is behind regarding the numbers of traffic and functions on their Web site. However it has a good position to differentiate itself from the others. By collecting more information about the customers Studios92.com Ltd will be able to meet their requirements better. This research provides an insight in the characteristics of the customers and divides them in the following groups: traditional tourists, students, business travellers, single travellers, group travellers and long-term accommodation seekers. Each group has different characteristics, requirements and developments.
It is advisable for Studios92.com Ltd to follow the strategy of improving its own current position in the market, because it takes the least time, effort and money compared with other strategies and it will result in immediate improvement of its position.

There are two main pillars Studios92.com Ltd should focus on to achieve the goal of growing towards a well-known worldwide accommodation reservation agency. The first is to improve the Web site by using more languages, correcting lingual mistakes, buying a new booking engine, improving the visuals and descriptions of the accommodations and using new technologies. 

The other objective is to increase the promotion of the company by using the relationships with the accommodation providers, attending fairs and promoting through communities, forums and notice boards. This will increase the awareness of the company and increase its credibility. 
With these adaptations Studios92.com Ltd takes a definitive step forward and develops itself towards a well-known worldwide accommodation reservation agency.
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INTRODUCTION
Studios92.com Ltd is a reservation agency for over 20,000 accommodation providers worldwide. The company is established in 2001 and was one of the first online booking agencies. This gave the company the first mover advantage. However, as the years passed competitors grew faster and developed quicker mainly because of their larger size and budget. In order to grow and be more competitive Studios92.com Ltd wants to adapt their strategy to customer needs and new technologies. Furthermore, it wants to focus more on promotion to make the company more well-known.
For The Hague School of European Studies a research had to be conducted on a company, in this case Studios92.com Ltd. The central question used for this research is the following:

What promotion and marketing tools does Studios92.com Ltd have to use to attract more customers and to grow towards a well-known worldwide accommodation provider?

The theoretical knowledge acquired during various courses during my studies will be used for this marketing plan. Second, the practical experience of writing a marketing plan for the Dutch company Royal Delft will help conducting this research.

The research skills used to carry out this study were interview techniques, desk research and a participatory observation of 6 months.
It is a challenge to combine the theoretical knowledge obtained during my studies with a practical business-related assignment. The utmost effort will be done to make a good report which will be useful for Studios92.com Ltd.
This research contains at first an introduction of the company, followed by an analysis of the external environment of the company. Afterwards, on base of the first two chapters the SWOT-analysis will be made resulting in the confrontation matrix and the positioning strategy. At last the programme of steps to be taken will be created, ending with a final conclusion.
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Chapter 1
Studios92.com Ltd
In this chapter an introduction will be given of the company Studios92.com Ltd for which this plan is created. The internal situation of the company will be analysed according to the following subjects:
1.1 Company Description

1.2 Mission

1.3 Goals

1.4 Competitive advantage 
1.5 Product Description

1.6 Marketing

1.7 Personnel & Finance

1.8 Business Definition Abell
1.9 Conclusion
1.1 Company Description
Studios92.com Ltd, established in 2001, is a blue ocean company which activity is creating reservations and bookings for accommodations. It serves as an intermediary between customers who are searching for an accommodation and hotels, hostels, apartments etc. who want their rooms filled. Reservations are made for more than 20,000 hotels, hostels, studios, apartments and other accommodation providers worldwide. Bookings can be made on-line, by phone, email and through the chat. The main focus is to provide accommodation for London but this focus is shifting towards providing accommodation worldwide.

     Furthermore, it offers some complementary products:

· Marketing solutions
· Web design solutions
· Free guide for Britain, England or clubs, restaurants or theatres in London
· Leisure activities
· Transfers from the airports in London by car
The company has three offices, one in London and two in New Romney. One office in New Romney is responsible for the accounts, the other for Sales, Marketing, HR, PR, Events and IT. The London office is focusing on group bookings and bookings for flat-shares, studios and apartments. The team in London is responsible for the company 365CPS.com which is operating as a manager of flats. The total staff of the company consists of around 40 persons which are young and international. Many nationalities are represented in the company for example German, French, Spanish, Dutch, Portuguese, Italian, Swiss and Austrian.
1.2 Mission

The mission of Studios92.com Ltd is “We use CASHIN and SMART in a PMA way to create a Win/Win situation”. This slogan describes the basic concepts the company uses to do business. Cashin stands for Connect, Assess, Suggest, Heighten and Inform. This concept is used in the communication with customers, partners but also colleagues. Smart stands for Specific, Measurable, Achievable, Relevant, and Time based. This concept is used as a standard procedure for planning and implementing projects. PMA is the positive mental attitude of the employees which is necessary to be successful. The company stresses on this attitude in any form of communication. With these three tools the company is trying to create a win/win situation for the customers, the employees and the other relations.

1.3 Goals

	Month
	No. of Bookings
	No. of Enquiries

	January
	436
	3743

	February
	424
	3459

	March
	499
	3974

	April
	497
	3799

	May
	473
	4233

	June
	485
	3595

	July 
	517
	3448

	August
	374
	2892

	September 
	386
	2802

	October 
	492
	3838

	Average Value
	460
	3407


The goal of Studios92.com Ltd is to grow from a reservation agency focussed on London to a worldwide accommodation provider. This is important to be able to offer the customers more accommodations in more cities, to increase the hits on Google and to have more visitors to the Web site. Furthermore, it wants to stay on the first page of the natural search on Google with as many keywords regarding accommodation as possible. To reach this the Web sites should have an optimal use of keywords and be kept up to date. As well, the company requires each employee to send 20 enquiries a day and the daily objective is to make a total of 20 bookings with the whole sales team at around 400 pounds. The monthly target is to make 13,000 pounds. The table shown above illustrates the number of bookings and enquiries during several months in 2006 (Studios92.com Ltd.com Ltd, 2006, p. 46). With the goals set above this means that the number of bookings has to go up towards around 620 per month and the enquiries towards 10,000 a month. 
1.4 Competitive Advantage

The competitive advantage of Studios92.com Ltd is the direct contact with its customers by phone when employees use Cashin and PMA. With these two concepts the customers feel more comfortable with the company and do not want to repeat the information once more to another company. Furthermore, the multi-lingual staff can help the customers in their mother tongue which makes the customer more relaxed and allows him to express himself better. Besides, the Staff Information Management System (SIMS) allows the staff to respond quickly and that is why the company policy is to answer every customer in 10 minutes. This is very unique and many customers appreciate it that there is being dealt with their enquiry that quickly. This is especially important since sometimes accommodation is required for the same day. Towards the accommodation providers Studios92.com Ltd gives the advantage of a free subscription to its database with no obligations or commitments for the accommodation providers. Therefore accommodation providers are more willing to become a partner and less hesitant to establish a relationship. Studios92.com Ltd takes its 10% commission directly when the booking is made and the rest is paid when the customer arrives to the accommodation provider. This method makes it unnecessary to write invoices from Studios92.com Ltd to the accommodation itself and makes a partnership more attractive. The last important competitive advantage from Studios92.com Ltd is that it offers a diversity of accommodations. It offers hostels, hotels, bed and breakfast, guest houses, apartments, studios, flat-shares etc. Many of its competitors specialize on one type of accommodation.
1.5 Product Description

Studios92.com Ltd offers the service of connecting the customer with accommodation providers. It makes the reservation for the customer and fills up rooms for the accommodation providers. This service is available online, by phone or through chat and MSN. Diverse accommodations as hostels, hotels, bed & breakfast, guest houses, apartments, studios, flat-shares, luxury hotels and campsites can be booked through the company.
Below each type of enquiry will be shortly explained (Studios92.com Ltd, 2006, p. 34-35)
Online booking engine:

In this case the booking has been made through the Web site. After the request arrived in the internal system the availability of the room(s) has to be checked with the accommodation provider. If there is no availability another solution should be found for this customer as close to the original booking as possible. Afterwards, if there is a modification the customer should be informed and asked to confirm these changes. As well, the credit card (cc) details should be collected from the online secure environment if the customer has filled them in (they appear maximally 10 minutes after booking has been made). If there were no cc details filled in, the customer should be requested to provide these details by phone or by making a new booking. Following the booking will be processed (depending on availability and cc details provided) or a follow up email is written (with a maximum of 3). In case the booking is processed a 10% non-refundable deposit will be charged with the credit card details in a separate program called EPDQ. The rest of the balance will be paid by the customer to the accommodation provider directly on arrival. The payments should be filled in on the program and the status of the booking updated. When this is done the confirmation should be printed and faxed to the accommodation provider. The last step is sending the confirmation to the customer and the accommodation provider by email with the reservation number, hotel details, customer details, total charge, deposit which has been paid and the balance.

Phone booking:

When there is an incoming phone call as many details and requirements as possible are taken from the customer directly in a proper manner. With this information the most suitable accommodation should be found. This can be done by using the internal search engine for accommodation providers. Afterwards the same process starts as with the on-line booking.

Chat and MSN:

For the chat function different language departments are created (French, English, German, Spanish, Italian, etc. – depending on the staff) which allows customers to chat in their mother tongue. Again as much information as possible is collected and it is very important to make a connection with the customer. The most vital of this communication tool is to obtain the customers’ email-address in case of losing connection and to have a possibility to get back at the customer. Depending on the request of the customer a booking will be made or only information will be provided. When the customer desires to make a booking the same process starts as when a phone booking is made. MSN works nearly equal as the chat only with a different operating system and no option of language sections.
According to Studios92.com Ltd (2006) the division between phone and online bookings from 1 January until 17 November 2006 was as followed (pp. 33-34):
	Type of booking
	Number
	Percentage

	Online bookings
	2,707
	52.30

	Phone bookings
	2,469
	47.70

	Total bookings
	5,176
	100.00


As shown in the table above the division between online and phone bookings is almost fifty fifty.

Next to accommodation the company offers the following complementary products, as stated in paragraph 1.1:

· Marketing solutions
· Web design solutions
· Free guide for Britain, England or clubs, restaurants or theatres in London and
· Transfers from the airports in London by car
1.6 Marketing

The marketing department of Studios92.com Ltd is situated in the office in New Romney. New Marketing projects start with new initiatives of the staff. Special attention at the end of 2006 was given to several guerrilla marketing projects. Examples were the project of broadcasting 100 videos on YouTube within two months and the Sky project (trying to get a picture on Sky News Web site). As well, a recycling video was made and sent to Sky News and many other news sites. Sky News put it on its Web site and within a few days it had hundreds of hits. 
Another marketing tool is the monthly newsletter sent to around 14,000 customers. In the newsletter special offers, actions and events are put to attract the customers and make them book through Studios92.com Ltd. For example, with Christmas a code was shown on the Web cam in the office on a particular date and time by a Santa Claus. Through calling that same day with the code the customers could win one week free accommodation in a flat in the North of London.
1.7 Personnel & Finance

The number of employees at Studios92.com Ltd varies often but is mainly around 40 persons (10 in London, 30 in New Romney). The number varies continuously for the reason that there are a lot of international persons working at the company who want to have a working experience abroad for a short term. The rotation of the staff therefore is high. This causes constantly new influences and ideas for the strategy and objectives of the company.
An advantage for Studios92.com Ltd is that there are around 60 applications per day and therefore there is a wide range of applicants to choose future employees from. Consequently, it is important to have good HR persons who are capable of accepting the right employees. At first the applicants need to fill in an online application form and then are or are not invited for a phone interview. The first interview is to test the knowledge of the field the applicants are applying for. The second one is directly afterwards (if persons seems to be good) and is more about the person himself and their communication skills. During the second interview the interviewer will switch between different languages unannounced to check the lingual skills of the applicant. Based on the comments of the two interviewers and their application form the HR department decides if the applicant is interesting enough to have the third and final interview with the manager.
Employees are accepted for a minimum of 4 weeks and are being paid after having worked 6 months at the company. Directly from the beginning employees get a discount on accommodation. Breakfast, lunch, dinner (only in New Romney), food and drinks during working hours are provided by the company. The discount depends on the length of stay.

The employees are an important part of the finances of the company. Studios92.com Ltd has quite low labour costs since it only pays employees after 6 months. Since many employees do not stay longer than 6 months this saves the company many costs.
Concerning the money they earn the following statistics will give an insight in this.
The following table demonstrates the earnings in British Pounds per month in 2006 on bookings (Studios92.com Ltd, 2006, p.7).

	Month
	Earnings from bookings
	Percentage of total

	January
	9,438
	8.5%

	February
	8,829
	8.0%

	March
	6,960
	6.3%

	April
	11,016
	9.9%

	May
	9,378
	8.5%

	June
	10,744
	9.7%

	July
	10,722
	9.7%

	August
	10,660
	9.6%

	September
	9,450
	8.5%

	October
	8,644
	7.8%

	November
	7,087
	6.4%

	December
	8,017
	7.2%

	Total
	110,945
	100%


The Matrix Statistical Report and SIMS showed the following numbers for Studios92.com Ltd (Studios92.com Ltd, 2006, p.42):

	Month
	Average no. sessions per day
	Average no. bookings per day
	Session/booking ratio
	Successful session/total session in %

	March 
	6061.97
	16.10
	376.52
	0.20

	April
	5734.38
	16.57
	346.07
	0.20

	May
	6134.67
	15.26
	402.01
	0.21

	June
	5221.62
	16.17
	322.92
	0.21

	July
	4593.67
	16.68
	275.40
	0.19

	August
	3470.51
	12.06
	287.77
	0.27

	Average Value
	5184.31
	15.47
	335.12
	0.21


Studios92.com Ltd has more than 5000 session daily, this is a large opportunity. During the analysed period only 0.21% of the visits on the Web site had been successful and was transformed into a confirmed booking. This is a very low rate compared to Hostelworld, one of Studios92.com Ltd competitors, who has a successful session rate of 15.40% (Studios92.com Ltd, 2006, p.42):

	Average no. of sessions per day
	129,900

	Average no. of bookings per day
	20,000

	Session/booking
	6.5

	Successful session/total session
	15.40%


1.8 Business Definition Abell

The graph below will show the different products of Studios92.com Ltd (Consumer technology), the usage of these products (Consumer function) and the target group of Studios92.com Ltd. 
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The scheme with the business definition of Studios92.com Ltd according to Abell shows the target groups of Studios92.com Ltd give the following functions to the product: Visiting Family/Friends, Studies, Business and Holidays. The technologies used to fulfil these functions are: online booking engine, chat, telephone and MSN. The target groups of Studios92.com Ltd are traditional tourists, students, schools, sport clubs and long-term accommodation seekers.
The target groups would represent the “Who?” of the 5 W’s of Ferrell, the functions the “Why?” and the technologies the “What?”. The “Where?” would be all around the world with focus on France and the UK (further explained in the customer analysis in section 2.7). “When?” would be the whole year with increased demand from April until August (as shown in the financial section 1.7).
1.9 Conclusion

In this chapter the company has been introduced and the internal situation explored. Studios92.com Ltd is an online travel agency and makes bookings for different kind of accommodations. Its main competitive advantage is the diversity of accommodations, personal attention to customers and cheap accommodation. The monthly newsletter and various guerrilla marketing projects are its main marketing activities. The company has a small budget which is compensated by the low costs, since staff is only paid after six months. 
[image: image8.emf]Chapter 2
External Analysis
In this chapter the external environment of Studios92.com Ltd will be analysed and trends and developments which influence the company will be described into detail. The chapter consist of the following paragraphs:
2.1 Demographic environment

2.2 Economic environment

2.3 Natural environment

2.4 Technological environment

2.5 Political-legal environment

2.6 Social-cultural environment

2.7 Customer analysis
2.8 Competitor analysis

2.9 Conclusion
2.1 Demographic environment

The following demographic figures apply to the United Kingdom in 2007 (Central Intelligence Agency [CIA], 2007, “The World Factbook”, United Kingdom, para. People):

Population: 


60,776,238

Population Growth Rate: 
0.275%

	Age
	Percentage

	0-14 
	17.2

	15-64
	67

	65 and older
	15.8


Age structure:



Birth rate:


10.67 births/ 1,000 population

Death rate: 


10.09 deaths/ 1,000 population

Net migration rate: 

2.17 migrants / 1,000 population

Based on the figures above the population of the United Kingdom will keep on growing. This is because the birth rate is higher than the death rate and as well there is a net migration rate of 2.17. Another important development in the population like many other European countries is the ageing of the population. According to the National Statistics Online (2006) the proportion of people aged over 65 is projected to increase to 23 per cent by 2031 (“Population”, National Projections, 

para. 4).
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More directly influencing Studios92.com Ltd is the development of the tourism sector. In 2006 there was a record of number of visits to the UK by overseas residents of 32.3 million. This resulted as an increase of 7% compared to the 30.2 million in 2005 (National Statistics Online, 2007, “Society”, Travel & Tourism, para. 2).
The visitors spent 14.2 billion GBP in 2005, which made the spending increase with 9.2% compared with the 13.0 billion of 2004. At constant prices (with inflation element removed) spending by overseas residents visiting the UK rose by 5.5% between 2004 and 2005 (Lovegrove, 2006, p.13).
The figure on the right shows the development of the visits to and from the UK between 1985 and 2005. The number of visits has almost constantly increased from 1985. The first point where the visits to the UK decreased was most likely caused by the beginning of the Gulf war in January 1991. The second point in 2001 is connected with the foot and mouth disease outbreak in the beginning of that year as well as the terrorist attacks in the USA (Lovegrove, 2006, p.10). 

Visit Britain (2005) reports that the most popular countries from which the overseas residents arrived to the UK in 2005 were the following countries. On the first place was the USA (3.5 million), second was France (3.3 million), third Germany (3.3 million), fourth Irish Republic (2.8 million) and fifth Spain with 1.7 million visits (“Facts and Figures”, para. 4).

According to Lovegrove (2006) was their length of stay in the UK a total of 249 million nights in 2005 (p.11). Lovegrove (2006) observed that the average length of visits shows a tendency of becoming shorter the last 20 years. In 1985 the average length of stay was just under 12 nights but by 1999 this has decreased towards 8 nights and since then it stayed around this average (p.11). According to figure 6 also the number of trips of 1-3 nights has increased (Lovegrove, 2006, p. 12). 
2.2 Economic environment

In this section the economic environment will be analysed to discover consumer-spending patterns and the development of the economy in the United Kingdom.

The Gross Domestic Product (PPP) of the United Kingdom was in 2006 around 2,000,000 million international dollars and therefore the fifth country on the world list (“Economy of the United Kingdom”, 2007, para. 1). The GDP real growth rate in 2006 was 2.7% and is expected to remain steady in 2007 with a forecast growth figure of 2.9% (“Economy of the United Kingdom”, 2007, para. 6). With a GDP per capita (PPP) of 30,309 dollars in 2005 the UK was ranked 16th worldwide and 12th in comparison to other European countries (“List of European Countries by GDP per Capita”, 2005, para. 1). With these numbers and a relative low inflation, interest and unemployment rate Britain is one of the strongest economies of the European Union (“Economy of the United Kingdom”, 2007, para. 3). 
According to PKF (2007), there were 3,600 rooms added in 2006 of which a striking 80% was added by budget hotels (“Investment fuels UK hotel growth and innovation PKF report reveals”, para. 3). It also stated that there was an annual rise of 10.1% in yield due to a greater number of visitors. As said by PKF only hotels in Sheffield, Nottingham and Leeds had a small lower yield. Average occupancy rates rose 3.0% to 75.7% while average room rates rose 6.9% to £87.07 (“Investment fuels UK hotel growth and innovation PKF report reveals”, para. 7).
PKF showed hotels in London performed by far best with an overall 16.6% yield improvement with luxury hotels experiencing 21.3% yield growth. The rooms yield in London has with 6.3%, which results in an average room revenue to £97.12 a night (“Investment fuels UK hotel growth and innovation PKF report reveals”, para. 8).
	Rank
	City
	Wage index

	1.
	Zurich
	124.2

	2.
	Geneva
	115.4

	3.
	Oslo
	110.8

	4.
	Dublin
	104.6

	5.
	New York
	100.0

	6.
	Luxembourg
	98.1

	7.
	Los Angeles
	97.0

	8.
	London
	96.0

	9.
	Copenhagen
	95.7

	10.
	Chicago
	94.7


However, London is given a luxurious image by being nominated as one of the most expensive cities in the world. Vom Hove (2007) collected research from various companies about this topic (“Europe is home to the most expensive cities in the world”, para. 1). He reveals that the Swiss Bank UBS points London out as the most expensive city in the world. On the other hand, the Economist Intelligence Unit (EIU) has Oslo as the most expensive city on their list and London on the fourth place. 


	Business Cities

	Rank
	City

	1.
	London

	2.
	Paris

	3.
	Frankfurt

	4.
	Brussels

	5.
	Barcelona

	6.
	Amsterdam

	7.
	Madrid

	8.
	Berlin

	9.
	Munich

	10.
	Zurich


The exact place of London on the most expensive list is not that important and depends largely on the survey method. Nevertheless, it should be taken into account that the costs of living terms are high and there is a growing believe of London challenging New York as the world's financial centre. London has grown the last years towards the top ten, disposed by the UBS, of highest gross pay (City Mayors, 2006, “London is the most expensive city in the world while Swiss cities are home to highest earners”, 
para. 5). 
Even so, Cushman & Wakefield, Healey & Baker report that London and Paris are by far the top locations to start a business in Europe (City Mayors, 2004, “London, Paris and Frankfurt remain Europe’s favourite business cities”, para. 1). The Olympic Summer Games coming up in 2012 may even improve this position for London. 


 
As to the most preferable city to have the best quality of life according to research of Mercer Consulting, London is placed 39th and loses by far from Zurich and Geneva who take place 1 and 2 (City Mayors, 2007, “The world’s best cities are still in Switzerland”, para 6).

Another important point, concerning airports, is the investments in improving the infrastructure of countries. The World Travel and Tourism Council (WTTC) have warned that countries who do not invest in this will miss their piece of the 4.6% growth a year worldwide in tourism. The chaos during summer 2006 showed that the UK airports are not able to cope with an increased flow of passengers, which asks for more investments (Archer, 2006, p. 20).
2.3 Natural environment

Due to the greenhouse effect the weather is changing significantly. This can influence the patterns and behaviour of the tourists and therefore should be taken into account. The Met office (2006) announced that the autumn of 2006 was the warmest ever since the records began (“News Release”, para. 1). For example, November 2006 was above the average temperatures and had an exceptionally high amount of sun shine in England. On the other hand, Wales and Scotland were above their average of rainfall.
A case study published by Unesco (2007) about the climate change and World Heritage sites showed that many tourist attractions worldwide are threatened by the climate change. One of the examples used is the Tower of London which is likely to be destroyed by flooding and due to the rising of the sea level in the future (“Climate change threatens UNESCO World Heritage sites”, para. 1).

Another recent example of an environmental occurrence is the thick fog in the week before Christmas there were many flights cancelled which caused many cues and bad publicity for the English airports since they could not handle the amount of passengers. 

2.4 Technological environment

As an Internet based company this part is very important for Studios92.com Ltd. It is important to know figures about the Internet environment. Within the UK 13.1 million (55%) households are online (Enjoy England, 2006, p.11). The report of Enjoy England (2006) revealed that 60% of the interviewees had used the Internet in the 3 first months of 2005 of which 58% have purchased online. Their most common purchase was done in the area of travel, accommodation or holidays (52%). The most frequent online buyers were people aged from 25 until 44. In 2004 there were 6.2 million new broadband connections created (p.11).
Internet hypes and popular Web sites like Google, Expedia, YouTube, MySpace, Skype, MSN, forums and many others Web sites and online applications are opportunities for Studios92.com Ltd to keep in contact with customers. Communities are becoming more important as a source of traffic sent to travel sites. According to Hitwise Clickstream the traffic coming from communities and chat applications has increased 34% (Frankcom, 2006, p. 33). Therefore it is important to keep updated with new technologies and inventions. 
New technologies used in the travel industry are the Really Simple Syndication (RSS) feeds and client recognition through Radio Frequency Identification (RFID) (Bicknell, 2006, p.12). RSS is used to “publish frequently updated digital content, such as blogs, news feeds or podcasts” (“RSS”, n.d., para. 1). RFID is an “automatic identification method” (“Radio frequency identification”, 2007, para. 1). Both technologies can be used to reach better personalisation and customisation.
An example of a technology used by a competitor is the technology of speed-trap Limited used by HotelConnect (Decideo.com, 2007, para. 1). This software enables the company to receive a great diversity of indicators about the usage of their Web site. The information obtained from the program allows HotelConnect to adapt their Web site exactly to the wishes and usage of their customers.

Secondly, the dot-travel top-level domain has been created since May 2005 (Tralliance, n.d., para.4). So far it is not that popular and frequently used but it is something for Studios92.com Ltd to keep in mind for the future. 
As well customers are given more software to help them find their ‘best deal’. Search Party has developed Search Party Desktop which is software with which customers can compare different accommodation companies and find the lowest rate or make a total package comparison (Schaal, 2006, p.20).
2.5 Political-legal environment

The most important significant change in this field during the last years is the stricter airport security restrictions on hand luggage in the UK and in the rest of the world. During busy periods this causes many queues at the airports. Now passengers are only allowed to take one piece of hand luggage and have to put their liquids and toiletries in a transparent plastic bag containing items of maximum 100 ml. This restriction resulted in increased costs of security for airlines which causes higher prices (Taylor, 2006, pp. 30-31).  As a result tourism figures may be negatively influenced.
From the 1st of July 2007 there will be a smoking ban in enclosed spaces in England. 
The Irish Republic, Wales, Scotland and Northern Ireland have already introduced a smoking ban (BBC, 2006, “Politics”, para. 1). This will affect Studios92.com Ltd since more customers can explicitly ask for smoking rooms or availability of smoking spaces in the accommodations. Therefore Studios92.com Ltd should be aware of the availability of this service in their accommodations in the United Kingdom.
2.6 Social-cultural environment

Since the terrorist attacks of 2001 in the USA the travel industry has to cope with the problem of terrorism. Especially in London after the bombings of July 2005 the figures regarding tourism dramatically dropped. Lovegrove’s study of the travel trends (2006) showed that in the first two quarters growth of overseas residents’ visits to the UK were 13 and 12 per cent while the last two quarters growth was only 4.2 and 4.3 per cent (p.10). Despite the overall increase in visits to the UK in 2005 the consequences were greater for London. The research of Lovegrove (2006) reveals that in the first two quarters of 2005 visits grew with 13 per cent and 10 per cent, while in the last two quarters the visits to London declined by 3.7 per cent and by 1.2 per cent in comparison to 2004 (p.11). Fortunately, the figure recuperated quite quickly, 7% growth in 2006 (section 2.1), and therefore the negative consequence of the bombings has disappeared with the growth of tourism.  

Still the fear of new terrorist attacks is present and the topic is frequently discussed in the media. An example is an article in the TravelWeekly which states that London’s top hotels were targeted by terrorists (“Terrorist targeted London’s top hotels”, 2006, p. 6). This is negative publicity for the city and can hold travellers back from going to London. 
Another important fact to consider is the highly time-based and rushing society, which make customers requiring answers and solutions immediately. Customers are more impatient, stressful and want companies to deal faster and faster with their requests. A choice of company depends more and more on time. Customers are more stressful and expect a company to take over their worries. Machan (2006) reports that for example pre-booked ancillaries reduce holiday stress of travellers significantly. Travellers get most stressed in the last 2 days before their departure, which makes this period attractive for companies to offer extra services (p. 10). 
A third social-cultural trend is the green debate. More attention is given to concerns about the environment and the usage from companies of an environmental friendly way of doing business. Barnett believes the Fairtrade Labelling Organisation (FLO) is the strongest label in the world which certifies Fairtrade products (Taylor, 2006, p. 50).  The sales of Fairtrade products went up with 40% in 2005 compared to 2004. The FLO is now preparing a Supplier Sustainability Handbook. Tourism is being criticised by the organisation since in many developing countries employees are being paid too little and work under bad conditions (Taylor, 2006, pp. 50-51).
2.7 Customer Analysis
In this paragraph the customers of Studios92.com Ltd will be described in detail. First an overall picture will be given about with the characteristics of the customers. Afterwards the different segments will be treated separately.

2.7.1 General characteristics customers

An analysis of 6134 bookings from 30 September 2005 until 15 November 2006 and an analysis of 300 bookings from August 2006 to October 2006 done by Studios92.com Ltd resulted in details of the geographic, demographic and social cultural characteristics of customers of Studios92.com Ltd.

The chart below illustrates the division of nationalities from customers of 6134 bookings.
British (24.29%) and French (25.80%) are the main customers. The other European nationalities represent 28.57% of the customers and only 21.35% of the customers come from outside Europe (Studios92.com Ltd, 2006, p. 15).
The most popular destination of the customers based on 300 bookings was England, 95%. From these bookings, 95.54% had London as their destination (Studios92.com Ltd, 2006, p. 16).

As well, every hotel and hostel which is in the top ten of mostly booked accommodations is situated in London. This top ten makes up for 41.29% of the total bookings (Studios92.com Ltd, 2006, p. 17).
	Accommodation Name
	Percentage of share among 6134 bookings

	1.   Generator London
	13.03%

	2.   Piccadilly Backpackers Hotel
	  5.17%

	3.   Elena Hotel
	  4.47%

	4.   Charlies Budget Hotel
	  3.67%

	5.   Smart Camden Inn Hostel
	  2.77%

	6.   Smart Hyde Park Inn Hostel
	  2.71%

	7.   Acacia Hostel
	  2.64%

	8.   Hostel 639
	  2.43%

	9.   Astors Hyde Park Hostel
	  2.25%

	10. Astors Leinster Hostel
	  2.15%

	Total
	41.29%


The main part, 52.26%, of the customers is aged between 20 and 29 years old. Another 28.20% of the customers are between 30 and 49 years old (Studios92.com Ltd, 2006, p. 18). 
	Accommodation Type
	Percentage among 6134 bookings

	Youth Hostels
	50.91%

	Hotel / Bed and Breakfast / Guest House
	42.99%

	Studios
	3.03%

	Apartments
	2.20%

	Luxury Hotels
	0.54%

	YHA / Youth Hostel Association
	0.26%

	Campsites / Caravans / Resorts
	0.07%


The average budget spent per night per person is £28.17, which shows most of the customers have a low or moderate budget (Studios92.com Ltd, 2006, p. 18). This is confirmed by percentages of bookings divided by type of accommodations since more than 50% of the bookings are made for Youth hostels, followed by a 43% for Hotels, Bed and Breakfasts and Guest Houses. (Studios92.com Ltd, 2006, p. 22)
Among expensive bookings, when more than £50 is spent per person per night which is 7.67% of the bookings of Studios92.com Ltd, the proportion of customers from outside Europe and UK is much higher than with cheap bookings. The research showed that customers from outside Europe represent 39.13%, the British 43.48% and the rest of Europe only 17.39% (Studios92.com Ltd, 2006, p. 19).
Considering the percentages of users of www.Studios92.com obviously the UK is the largest part. Alexa (2007) showed that 33.3% of the users come from the UK (“Traffic Rankings”, para 4). 
Research by Hotel Online (2005) about the importance of factors on a Web site by selecting a hotel resulted in the description of the hotel and the visuals of the accommodation being most important after price and location. The factors rated most frequently ‘very important’ by the online travellers were visuals (28%), description of the property (23%) and information about the destination (17%). Fewer times rated ‘very important’ were star ratings (14%), customer reviews and testimonials (13%), brand of the hotel (11%) and loyalty program (8%) (“The majority of online travelers rate hotel visuals among top influencing factors in selecting a hotel online”, p. 1)
According to Studios92.com Ltd (2006) the psychographic characteristics of the customers are the following (p. 19):

· Want to improve their English skills (mainly students or long-term work seekers)
· Want to stay near main attractions

· Want to stay near the centre of London or close to their work or their university,

· Want to stay in a cheap place 

· Have a poor knowledge of the place and city they want to stay in
· Are often suspicious of finding something different than their hometown in matter of way of life and quality of services. Want to book an “abroad home”.
In the market of the accommodation the consumers have clustered preferences. This means that the market is separated in “distinct preference clusters, called natural market segments” (Kotler, 2003, p.283). The company can choose between focusing on one of the clusters, stay in the middle of all of them and try to attract as much people as possible or develop different brands for each segment. In case of Studios92.com Ltd, it is focusing on the several groups while it offers various types of accommodation: hostels, hotels, luxury hotels, flats, apartments etc. The company stays in the middle of all the clusters and does not really focus on each cluster group separately.

According to the analysis above and segmentation used in the business definition of Abell in paragraph 1.8 the customers of the travel industry can be divided into the following segments:

1. Traditional tourists (especially British and French ones)

2. Students (International)

3. Business travellers 

4. Single travellers

5. Schools, sport clubs, massive traveller groups mainly between 15 and 30 years old (Groups in general)
6. Long-term accommodation seekers

To identify the separate segments each one will be described in more detail below.

2.7.2 Traditional tourists

These tourists are mainly between 30 and 60 years old. They are interested in the location of their accommodation and want to have good transportation opportunities available close to their stay. Their reason of travelling is mainly to discover a new country or city and its culture. Sightseeing is one of their main activities. This group is growing due to the constantly increasing popularity and lowering in costs of travelling.

Although the number of tourists is growing, the proportion of these customers is getting smaller in the total amount of visits to the UK. In 1985 there were 6.7 million holiday visits to the UK which accounted for 46 per cent of all visits to the UK. By 2005 this had risen to 9.7 million which meant a part of 32 per cent of all visits (Lovegrove, 2006, p. 14).

There are a lot of competitors targeting at this group and therefore it is difficult to compete and important to differentiate. An additional service or product can be considered in order to offer them an added value. Examples used by competitors are offering the availability to book cars, flights, cruises, attractions etc. Although the number of package holidays (1.9 million) from overseas residents to the UK fell from 26 per cent of all holidays in 2001 to 19 per cent in 2005 (Lovegrove, 2006, p. 15).

The number silver surfers (persons over 50 years old) are growing significantly in booking online travels. A research on British Internet users by Nielsen/NetRatings showed that 86% of the silver surfers who use the web visited a travel Web site in 2005, while across the whole population this was 54% (Fearis, 2006, pp. 34 and 37). Many companies however do not design a special part of their Web site since the group does not want to be stereotyped and have diverse wishes.

2.7.3 Students
With the growing support and stimulation of international exchanges and internships the group of students looking for cheap accommodation for long term is growing. The figures below of 2004 from Eurostat (2007) show the development of studying abroad (“Students, tertiary education”, p.1) (“Mobility of students in Europe, tertiary education”, p. 1):

	Description
	Number of persons
	Percentage of growth compared with 2003

	Number students EU
	17,318,000
	2.55%

	Inflow EU students in EU
	438,000
	5%

	Inflow EU students in UK
	103,600
	0.6%


This table demonstrates that UK is a very popular destination for EU students, while it accounts for 23.7% of the total inflow of students. The UK is the second most popular destination after Germany (28.6%) for EU students. The amount of international students received by EU countries has grown with 5% which results in a positive development of international exchange of students (Eurostat, 2006, p.1)

Students are mainly price and location focussed. The facilities and other things do not really appeal to the majority of the customers. It is important to clarify on the Web sites that the students have a good deal with the price offered.

Students are with the right methods easier to satisfy and more flexible in comparison to other target groups. If it is shown that the students have a good deal and the location is made attractive that will satisfy them and they will not often ask about facilities and extra services. Furthermore, they can easily be reached by universities, word of mouth and attract them by the service provided (young international persons are dealing with students).

2.7.4 Business travellers

The business travellers market is growing. The proportion of visits to the UK by overseas residents for business purposes was 27 per cent (8.2 million visits) in 2005 while in 1985 this was only 21 per cent (3.0 million visits) (Lovegrove, 2006, p.14). Business travellers’ purposes can be divided into the following categories (Hirst, 2007, p.3):

· Conferences and meetings

· Exhibitions and trade fairs

· Incentive travel

· Corporate events and corporate hospitality

· Outdoor events

· Business travel

Business tourism is whole year round active though higher in spring and autumn (shown in the table on the next page). It is a stable sector since it is significantly less influenced by economic downturns as holiday tourists (Hirst, 2007, p.4).
Concerning the conferences, the British Association of Conference Destinations (2006) reported that in 2005 there were an estimated 1.58 million conferences in the UK with an average of 452 per venue. This is a 12 per cent decline in the overall estimated value of the sector from £11.7 billion in 2004 to £10.3 billion in 2005. Cause of this decline can be found in the increasing rise of faceless communication (“BACD News”, para.2).
The UK is an expensive destination for business events and incentive travel due to the high level of taxation, for example fuel taxes and VAT. On the other hand, the easy accessibility, quality and variety of venues, high standards of service and event planning are reasons why events held in the UK better attended and more profitable than those held elsewhere (Business Tourism Partnership, 2007, “Press Release”, para 5).
Business travellers are interested in accommodation with good facilities like Internet and flexible reception hours. The accommodation must also be good located, near a tube stations, train stations or airports.
It is important to provide a good service to this group and create loyalty since it is proven that 40% of the business travellers will return with their families as tourists to the same destination as they went to for business (Hirst, 2007, p.5).
The table below represents some characteristics of the business travellers from over the whole world to the UK in 2005 (“The UK tourist”, 2006, p.26):

	Characteristic
	Most frequent
	Percentage of total

	Age
	16-24 years

25-34 years
35-44 years

45-54 years

55-64 years

65 +
	3%

74%

36%

24%

9%

1%

	Mode of travel
	Air

Sea

Tunnel
	74%

15%

11%

	Quarter of the year
	Jan – Mar

Apr – Jun

Jul – Sep

Oct – Dec
	23%

27%

24%

27%

	Duration
	0 nights

1-3 nights

4-7 nights

8-14 nights

15+ nights
	14%

57%

19%

5%

4%

	Gender
	Male

Female
	80%

20%

	Accommodation
	Hotel / Guest House

Bed and Breakfast

Camping/ mobile home

Hostel / university / school

Holiday village / centre

Rented house

Paying guest family or friends house

Free guest with relatives or friends

Own home

Other
	69%

2%

0%

2%

0%

3%

1%

8%
1%

17%


2.7.5 Single travellers 

In the Global Trend Report, Jeffery (2006) gives attention to the continual rise in the number of single travellers. In 2005 almost 30% of all the households in the UK were single person households. This group can be divided into two categories (p. 7):
1. independent travellers seeking for adventure (backpacker market)

2. single people looking for their potential partner on holiday (speed dating and online dating)
According to Jeffery (2006), singles are mainly orientated on their career and have a busy social life, consequently when they take holidays they want to relax and get away from all the stress. The singles are looking for adventure and thrills to contrast with their daily life. On the other hand there are singles that use their holiday to look for a partner, although many of them are to shy to ever admit that. In general, the single travellers tend to spend their money more on themselves then on others which makes the return on service and products targeted to this group higher (pp. 7-10).
The drawbacks of travelling alone, presented by Jeffery (2006), are the higher costs of travelling alone than travelling with a group. As well, an uncomfortable point for singles is the social stigma of solos between 25-40 and dining alone. Besides, especially for female travellers safety and security is a very important item (pp. 7-10). 
Jeffery believes the single travellers are more flexible since they do not have a group which needs to agree on the option. Still there are little companies which have adapted their services and products to this target group, since single travellers have more specific needs. They often have an urge to do activities they otherwise would not do if they had a relationship. Therefore, they are interested in theme holidays (trekking, surfing, city breaks, etc.) and/or should their holidays give them a sense of achievement (volunteering, ecotourism, courses etc.) (pp. 7-10).
2.7.6 Group travellers
Group travellers are mainly between 15 and 30 years old and service and quality dominant.

With cheap travel tickets and a lot of ways to travel there are more requests for group bookings and they will even grow more. Because of the different accommodation providers of Studios92.com Ltd and with their competitive group prices the position in this segment is quite good. The profit from this target group is high so as much effort as possible should be undertaken. This could be for free on the Internet (notice boards, forums etc.), by advertising the internship program and direct marketing activities like e-mails or letters to companies, sport clubs, universities or schools.

Group travellers have many and more complicated requirements. They want to stay at a good location and expect a good price. Occasionally they want a full board stay which is quite difficult to find in London. This target group requires a lot of communication, special wishes have to found out and suitable accommodation has to be provided. If they are planning to go on a trip, they probably visit tourist attractions, so it would be good to offer tickets for these kinds of attractions.

2.7.7 Long term accommodation seekers

This group is mainly targeted by 365CPS.com a part of the Studio-Solution.com. Their nationalities are quite diverse and the age is only accepted between 18 and 35 years old.

2.8 Competitor analysis

The five competitive forces that determine the long-run profit and structural attractiveness of a market or market segment are defined by Michael Porter. 
These forces are displayed in the following figure (Kotler, 2003, p. 242) and thereafter each force is examined related to the online travel business: 

[image: image2]
Threat of intense segment rivalry: High
The travel industry structure is a monopolistic competition, whereas many competitors are able to differentiate their offers. The companies in this industry centre on market segments where they can meet customer needs in the best way and adjust their price to that. The online travel segment is very attractive since the number of bookings made online is increasing. Furthermore, the fixed costs and exit barriers are not high. Due to the high number of competitors new services are offered, more advertising is needed and prices have to be lowered. Therefore the segment rivalry is high.
Threat of new entrants: Low
Establishing an online booking Web site has quite high entering barriers. The highest cost will be the booking engine itself. As well relationships should be established with accommodation properties who allow offering their rooms on the Web site and other travel services should be found which can be provided. Besides, keeping the technology up to date and to promote on important Web sites as Google will cost a lot. The exit barriers are not that high. This makes the industry having stable and quite high returns.
Threat of substitute products: Middle
A substitute for accommodation can be staying at the place of family, friends or relatives. Holidays can have as a substitute other spare time activities like theme parks, saunas and relaxation parks etc. As well when their universities build or have a campus available to accommodate their students. Through new technologies less and less business trips are necessary since meetings can be held live on the internet. The need of face-to-face meetings is decreasing. Still often it is preferred to meet in person. However the travel business needs to take into account these new developments.
Threat of buyers’ growing bargaining power High
The switching costs for the buyers to another supplier are very low in the online travel industry. It is easy to go with one click to another Web site and book an accommodation there. Therefore it is also easy for the buyers to compare the prices and services of the companies. The online travel companies try to lower this power by creating own accounts for the customers and giving frequent booking discounts. Many buyers nevertheless stay very price sensitive.
Threat of suppliers’ growing bargaining power Middle
This depends largely on the period of the year in the travel business. During high season period and popular periods as Christmas, Easter and further bank holidays the accommodation providers have a better bargaining power since the demand is higher than the offer of rooms. Therefore they can increase there prices. On the other hand, during low season the reservation agency has more power and can ask for lower prices. Besides, large hotel chains receive offers from many booking agencies and can select between them. 
According to this model the segment rivalry and the buyers’ bargaining power are the highest threat for Studios92.com Ltd. It is very important for Studios92.com Ltd to differentiate its service from others and collect as much information from the customer as possible through which they will not change that easily to another agency anymore. Furthermore, it has to promote itself to make it a well-known and credible company. Last but not least, it is important to stay up-to-date with the latest technologies, trends and services available for the Internet. By putting more focus on service, promotion and technology Studios92.com Ltd can be able to handle these threats.
By viewing at the competitors of Studios92.com Ltd a comparison will be made resulting in an overview of points to improve for Studios92.com Ltd. The table below provides an overview of the functions available (X) or not available (-) at first sight on the Web sites of the competitors of Studios92.com Ltd and of the company Web site itself.
	Web site functions
Web sites
	Studios
	Hotels
	Holidays
	Flights
	Car hire
	Late deals
	Holiday Package
	My account
	Shopping basket
	Travel guides
	Contact us
	Insurance
	Attractions / going out
	Campsites

	Expedia
	-
	X
	X
	X
	X
	X
	X
	X
	-
	X
	-
	-
	X
	-

	Lastminute
	-
	X
	X
	X
	X
	X
	X
	X
	X
	-
	-
	X
	X
	-

	Tripadvisor
	-
	X
	-
	X
	-
	-
	-
	X
	-
	X
	-
	-
	-
	-

	Travelocity
	-
	X
	-
	X
	X
	X
	X
	X
	-
	X
	-
	-
	X
	-

	Orbitz
	-
	X
	-
	X
	X
	X
	X
	X
	-
	X
	X
	-
	-
	-

	Kayak
	-
	X
	-
	X
	X
	X
	-
	X
	-
	-
	X
	-
	-
	-

	Opodo
	-
	X
	X
	X
	X
	X
	X
	X
	X
	X
	X
	X
	X
	-

	Cheapaccommodation
	-
	X
	X
	-
	X
	-
	-
	-
	-
	-
	X
	-
	-
	-

	Hostelworld
	-
	X
	X
	-
	-
	X
	-
	X
	-
	X
	-
	-
	-
	-

	Hotelconncect
	-
	X
	X
	-
	-
	X
	-
	-
	-
	X
	X
	-
	X
	-

	Priceline
	-
	X
	X
	X
	X
	X
	X
	X
	-
	-
	X
	-
	X
	-

	Studios92.com Ltd
	X
	X
	-
	-
	-
	X
	-
	-
	-
	-
	X
	-
	-
	X


This table shows that Studios92.com Ltd does not have some options and services available on its Web site which its competitors do have. For instance the car hire, flights and my account function are options almost all competitors have on their Web sites but Studios92.com Ltd does not have. However, Studios92.com Ltd is the only company offering the opportunity to book studios and campsites. Nevertheless these two options only account for a small part of the bookings (3% and 0.07% like stated in section 2.7.1). 
There are other Web sites which do offer these accommodations but then they do not offer hotels, flights, car hire or attractions. For Studios92.com Ltd its Unique Selling Proposition is the diversity and combination of long term and short term accommodation. As a result, the up-selling technique is more easy to use for employees since they can upgrade the types of accommodation.
The traffic rank of the Web site of Studios92.com Ltd.com is far behind its competitors. This can be caused by the number of related links on the site. It is important for the company to keep track of its ranking and see how it will develop when promotions are done. The negative development of the traffic rank (last 3 months dropped with around 18,000 places) and page views (dropped with 16% last 3 months) should be changed (Alexa, 2007, “Traffic Rankings”, para. 1).
	Web site
	Traffic Rank UK 

3 months average
	% of sites faster
	Related Links
	Online Since

	www.Studios92.com Ltd.com
	38,954
	80%
	93
	12 May 1999

	www.lastminute.com
	104
	86%
	1,931
	  2 Sept. 1998

	www.expedia.co.uk
	101
	65%
	1,441
	17 Oct. 1996

	www.tripadvisor.com
	156
	61%
	7,070
	24 Feb. 2006

	www.travelocity.com
	4,504
	73%
	5,537
	23 Jan. 1997

	www.orbitz.com
	3,034
	81%
	3,582
	18 Nov. 1999

	www.kayak.com
	12,814
	78%
	1,136
	13 Apr. 1995

	www.opodo.com
	17,237
	12%
	215
	24 Aug. 2000

	www.cheapaccommodation.com
	56,347
	41%
	303
	  5 May 1999

	www.hostelworld.com
	1,696
	80%
	1,202
	12 May 1999

	www.hotelconnect.co.uk
	9,162
	43%
	61
	  2 Apr. 1998

	www.priceline.com
	4,514
	63%
	2,825
	19 June 1997


When looking at the top ten of best ranked travel sites six of the main competitors of Studios92.com Ltd are included. The list is as following (Alexa, 2007, “Traffic Rankings”, Recreation, Travel):
1) Expedia.com (expedia.com)

2) Tripadvisor (tripadvisor.com)

3) Travelocity (travelocity.com)

4) Orbitz (orbitz.com)

5) XE.com (xe.com)

6) Universal Currency Converter (xe.com/ucc)

7) Southwest.com (southwest.com)

8) American Airlines (aa.com)

9) Kayak.com (kayak.com)
10) Cheap Tickets (cheaptickets.com)
Each of the main competitors will be discussed shortly below to show their specialities and competitive advantage.
Lastminute.com 
Via their massive advertising campaigns it is seen as a credible company. It offers more than 80,000 hotels in 871 cities and 72 countries. As one of the few online travel sites it offers gift ideas, reservations for restaurants and theatre tickets. This makes it for customers possible to book and reserve many different things at the same time. If they are known and satisfied with the Web site they will easily keep on returning to it if they need one of the services, since then they do not need to discover a new Web site. As well, it has a section where customers can create their own blog, sing up for RSS feeds and receive information on their mobile. Furthermore the Web site is available in 14 languages and customers can rate their site experience. 
Expedia.co.uk

Their Web site is launched in 1998 and has 80,000 accommodation properties, 4 million rooms and fares on over 450 airlines. The company is part of Expedia, Inc. which operates in 13 countries and has several brands including TripAdvisor.com. It is specialized in holidays and has on its Web site a special section for corporate travel. Customers have the possibility to build their own holidays with packaging technology or pre-package. Besides, clearly shown on the Web site is its section of insurance. As well the option to select a holiday type and the site will provide some suggestions. Furthermore it has an inspirator which selects holidays after having asked some questions.
TripAdvisor.com
TripAdvisor is mainly a Web site with reviews and recommendations of destinations. Videos and photos are shown from travellers. The Web site offers a cost-per-click platform to travel partners, which means travel partners can advertise on TripAdvisor and pay per click on the advertisement. The Web sites states on its main page the amount of travellers from number of countries. For example on the 8th of May 2007 it said: “11,389,535 travelers from 188 countries planned trips here this week”.  A TripAdvisor Inside section provides customers the possibility to read, write, edit and notify Inside pages. As well, there is a forum available.
Travelocity.com
Travelocity is launched in 1996. In comparison with the Web sites mentioned above Travelocity distinguishes itself by offering cruises and rail transport. Travelocity is part of Sabre Holdings and consists of key brands as holidayautos.com, lastminute.com, site59, Travelocity Business, Travelocity on Location, World Choice Travel and Zuji. In 2004 it made travel bookings for 7.4 billion US dollar (Sabre Holdings, n.d., “Travelocity”, para. 1).
Orbitz.com

Orbitz is one of the three leading brands of Travelport. Travelport has 20 consumer and business solutions brands from which Orbitz, Galileo and GTA are the leading three (“Brands”, n.d., para. 1). The Orbitz Worldwide group consists of the following brands: AoYou.com, away.com, cheaptickets.com, ebookers.com, HotelClub, Neat, Orbitz, Ratestogo and Travelbag (“Brands”, 2007, para. 1). The Web site Orbitz.com has been launched in 2001 (“Consumer Group – Orbitz Worldwide”, 2007, para. 7). The Web site of the company has almost all functions the other Web sites have; it has the RSS feeds, real-time alerts to mobiles, Insider Podcasts, Web site feedback, booking possibility of cruises and a separate business travel section.
Kayak.com
Kayak was started by founders of Orbitz, Travelocity and Expedia (“What is Kayak?”, n.d., para. 6). Kayak is not an online travel agency but a search engine which provides an overview of travel products of hundreds of travel Web sites. Therefore its revenue is established in a similar model to Google and Yahoo. It has a customer login, forums and blogs to make their customers loyal. The Web site continuously shows the number of members online. 
Opodo.com
This Web site begins different by first requiring the surfer to choose a national page (13 different ones). The company is owned by nine of Europe's leading airlines: Aer Lingus, Air France, Alitalia, Austrian Airlines, British Airways, Finnair, Iberia, KLM, Lufthansa, Amadeus GDS and a travel industry technology provider. Opodo.com offers travelling services from over 500 airlines, over 60,000 hotels and over 7,000 car hire locations world-wide, as well as travel insurance (“About us”, 2007, para. 2). Travel guides, maps, a shopping basket and my opodo are available on the Web site. Furthermore, it has many options, some specialised on the country. For example on the Web site for the UK there are special sections with Eurostar breaks and UK breaks. 
Cheapaccommodation.com
Cheapaccomodation.com operates in the same way as Kayak and therefore does not sell tickets or holidays. It is part of the Internet Business Group plc. that consists of Web sites as Henoo.com,
CheapHolidayDeals.co.uk, CheapAccommodation.com, NetFreeStuff.com and Plentypoints.com (“Home”, 2007, para. 1).
Hostelworld.com

Hostelworld is founded in 1999 and employs 70 persons (“The Hostelworld.com Charter”, 2007, para. 4). It is focussed on the booking of hostels which are made in real-time. The Web site is available in 17 languages. It provides a presentation of the staff which shows their experience in travelling. The community section on the Web site makes it possible for customers to login, share pictures and create blogs. Furthermore, on each page Hostelworld shows the logo of Unicef since it sponsors with a portion of their service charge.
Hotelconnect.co.uk
Hotelconnect is established in 1993 (“About us”, n.d., para. 1). It is focused on the booking of quality hotels and visits every one of their partners themselves. On the Web site it promises that after customers book they will receive an information pack within two working days, which will include the confirmation and hotel voucher, instructions on how to reach the hotel, a hotel brochure, a city map, and more useful information on the destination. Furthermore, customers can request a call back from the team possible in 7 languages and enter a live chat.
Priceline.com
Priceline.com consists of several travel Web sites including Priceline.com, Activehotels.com, Activereservations.com, RentalCars.com, Lowestfare.com, Travelweb.com and Breezenet.com (“Corporate Profile”, n.d., para. 2). The Web site is quite similar to expedia.co.uk and offers a login, my profile, my trips, cruises and tourist attractions. Furthermore, the Name Your Own Price option makes customers search on requests and exact prices. As well the Web site compares its rates to the ones of Expedia and shows the difference. Priceline offers accommodations in more than 60,000 hotels. 
2.9 Conclusion
In this chapter an analysis is made of the external environment of Studios92.com Ltd. The demographic situation is favourable for Studios92.com Ltd since the population, inbound tourism and spending of tourists is all growing. Customers are arriving mainly from the USA, France and Germany and stay for a length of 1-3 nights. 
Second, the economic situation is encouraging while the UK has a strong economy and within the accommodation sector the occupancy rates are increasing. London’s occupancy rate growth is even higher than the in the rest of the UK. However, London is seen as most expensive and with high wages which creates a negative image. As well, the airport restrictions make it more complicated to travel and even increase the prices. Overall, the economic environment for Studios92.com Ltd is stimulating. 
The climate change results in some risks and changes but as long as Studios92.com Ltd keeps itself informed it can calculate these risks in its budget. Regarding the new developments in technologies, communities and chat are becoming more important sources to create traffic on Web sites. Furthermore, RSS and RFID increase in popularity and are used often on Web sites. Besides, a dot-travel domain is created and more and more comparison Web sites have been developed. These advances are opportunities for Studios92.com Ltd to explore the demands of its customers and to show innovativeness.
Additionally, there are many other developments Studios92.com Ltd should keep an eye on. These are the airport restrictions for travelling, the smoking ban, threat of terrorism, increasing stressful environment and the upcoming green debate. Studios92.com Ltd can use these themes in its promotions. 
Looking at the customers of Studios92.com Ltd, they are mainly British and French between 20-29 years old and spend around 30 GBP per night. Important factors to decide on the accommodation are the visuals and descriptions on the Web site. They want to stay near attractions, the centre, are looking for cheap accommodations and have a low level of English. After segmentation the following groups develop: traditional tourists, students, business travellers, single travellers, group travellers and long-term travellers. Especially the business and single travellers have a positive growth in travelling. 
Concerning the competitors it is important for Studios92.com Ltd to differentiate itself and collect information from its customers to develop the right strategy. It should use its Unique Selling Proposition of offering many diverse accommodations in one reservation company. Compared with the competitors the traffic on the Web site of Studios92.com Ltd is low and therefore should be increased.
Overall there are enough positive developments in the external environment of Studios92.com Ltd. However the threats and weaknesses of the company should also be taken into account. The following chapter will provide an overview of the internal and external situation and result in a strategy for the company.
Chapter 3
Strategy Studios92.com Ltd
This chapter will treat the SWOT-analysis of Studios92.com Ltd in which the strengths, weaknesses, opportunities and threats will be described based on the first two chapters. These internal and external factors will be combined in the confrontation matrix which will result in the development of a new strategy for the company. Therefore the chapter is divided into the following sections:
3.1 Strengths and Weaknesses
3.2 Opportunities and Threats
3.3 Confrontation Matrix

3.4 Positioning Strategy

3.1 Strengths and Weaknesses
Based on the information of the previous chapters an analysis is made of the strengths and weaknesses of Studios92.com Ltd. This will provide a good overview of the internal situation of Studios92.com Ltd. Each strength and weakness is explained below.

	Strengths
	Weaknesses

	Connection with customer
	Continuity and broader multicultural team

	Diversity of accommodations
	Outdated Web sites and lack IT

	Multinational and young staff
	Availability system

	Quick response towards customers
	Training process and high rotation staff

	Quick development staff
	Unclear company structure

	Low labour costs
	Small budget


3.1.1 Strengths

Connection with customers 

The staff is trained to use the Cashin concept, which means: Connect, Assess, Suggest, Heighten and Inform (Cashin). When communication with the customers is done this way, trust will be established and almost every deal will be closed. Especially the first part, the connection with the customer is very important, to make customers not wanting to explain their whole story and requirements again to another company. The customer feels the agent is almost like a friend. Staff members are dealing with their own customers in order to create a personal relation and to provide the best service. Due to this every staff member has to deal with his/her follow ups and waiting bookings and keep track of there customers. This prevents customers from being lost.

Diversity of accommodations
This makes Studios92.com Ltd unique, since other companies do not offer the opportunity to book such a diversity of accommodations. Competitors often offer only hotels and/ or hostels or they offer studios and/ or apartments, but the combination Studios92.com Ltd offers is unique.
Multinational and young staff

The staff of Studios92.com Ltd.com is capable of the speaking (many) different languages. This is an extra service to international customers and they will book more easily again through a company where they can book in their mother tongue. As well, the customer can express his requirements better and more easily. Furthermore, the staff members are flexible, motivated, PMA, young and dynamic. Like explained in paragraph 1.7 there are a lot applications and therefore the company can choose the best persons. 

Quick response towards customers
The company policy is to answer every enquiry within 10 minutes. This is quite unique in England and since customers are becoming less patient it is a very important point.
Quick development staff

When a new staff member is hired, he/she will immediately in the first weeks receive different kind of trainings/workshop to provide the customers the best service. Most important is the Extreme Management Training, where participants learn in 4 days many marketing concepts and sales techniques. Furthermore there are communication, sales, interviewing, group bookings, flat share, telephone and much other type of trainings.  

Low labour costs

Since the company only pays the employees who stay longer than 6 months and the rotation of the staff is high the labour costs for the company are low in comparison to other companies.
3.1.2 Weaknesses

Continuity and broader multinational staff
There is no continuity in the multinational staff. For example, when there is only one Italian employee after he leaves there is a gap and there cannot be dealt with the customers who write in Italian. The HR department should take this into account when hiring new employees. As well, the nationalities represented in the company are mainly from West and South Europe. The company should try to attract more people from other nationalities.
Web sites and IT
The Web sites of Studios92.com Ltd in general have not been updated regularly due to lack of IT personnel. Many of the 100 Web sites have not been updated for a long time. There are a lot of problems arising which cause an unprofessional appearance (e.g. double bookings, lingual mistakes, no selection of hotels in the booking engine, obsolete pictures etc.).

Availability system

Almost all competitors have a real-time availability system which checks directly the availability of the room(s). Most competitors arranged allotments with the accommodation providers. Studios92.com Ltd does not have a system like this because they work on a request basis. Therefore Studios92.com Ltd needs extra time to contact the partners and get back to the customer. As well it occurs that the availability is checked twice by different employees for the same accommodation which creates double work.

Training process and high rotation staff
There are always new people in the company who have to be trained. Therefore people who work at the company already for a longer period need to take time to train them. Through this high rotation the company is losing knowledge all the time. As well the manager himself needs to take a lot of time to train his staff which he otherwise could have used for other purposes.

Unclear company structure

For an outsider it is complicated and unclear to separate the different companies and to see where which company stands for. This makes it more difficult to trust the company.

Small budget
The company does not make enough profit to be able to invest in marketing and promotion. According to the manager the budget is too tight to spend any money on this.

3.2 Opportunities and Threats
After having analysed the internal situation of Studios92.com Ltd the external situation will be summed up. In Chapter 2 the external environment is analysed in details and these factors will be translated into opportunities and threats for the company. Each opportunity and strength will be discussed shortly.
	Opportunities
	Threats

	Increase accommodation providers
	Competition

	Growing tourism
	Lure of new competitors

	Olympic Games London 2012
	Terrorism

	Word of mouth
	Technical environment

	Relations accommodation providers
	Restrictions on transport and other macro economical changes

	New booking engine and back office system
	Changes in legal environment

	Development of the Internet and new technologies
	Customers direct to accommodation providers


3.2.1 Opportunities

Increase accommodation providers
Increase the number of accommodation providers in different areas. New accommodation providers give the chance to enter new markets. There are thousands of hotels, hostels and other accommodation providers available worldwide. Especially private and small accommodation providers can be a good target for Studios92.com Ltd.
Growing tourism

Tourism is increasing worldwide and especially in the companies main region London. That creates the opportunity to increase the number of customers, the number of bookings and finally our turnover.

Olympic Games London 2012

This is an important event where Studios92.com Ltd can benefit from. Many persons will need accommodation and therefore there will be a high demand from which Studios92.com Ltd can benefit.
Word of mouth

Free advertisement for the company since staff, customers and partners will inform family, friends and acquaintances about their experiences with Studios92.com Ltd.
Relations accommodation providers
Improve relationships with the current accommodation providers (keep the prices up-to-date and let them remember the company). Now, many partners do not even know about Studios92.com Ltd.
New booking engine and back office system
The Sims system and current booking engine are becoming outdated and show more and more problems and limits. Nowadays, there are many booking engines available especially created for the online travel industry.
Development of the Internet and new technologies
Internet is a very useful communication tool to reach customers. The more Web sites the company owns, the more people get to know and end up at Studios92.com Ltd. Besides, videos (YouTube), chat, blogs, RSS feeds, podcasts, forums, communities etc. create new opportunities to contact the customers.
3.2.2 Threats
Competition
The competitors of Studios92.com Ltd own many Web sites and most of them are much bigger in size, have higher revenues, more employees and a larger budget. Therefore Studios92.com Ltd may not profit from the growth and profit of tourism while the competitors will.
Lure of new competitors
Throughout a growing tourism sector, new companies can be created and the competition will increase. Therefore Studios92.com Ltd turns into a red ocean company instead of blue ocean one.

Terrorism
This subject is still discussed daily and of big influence on the travel industry. If there will be a terrorism attack in England, like in 2005, the travel market growth will decrease and this will affect the profits of Studios92.com Ltd directly. 

Technical Environment

Studios92.com Ltd is fully dependent on the Internet with the Sims. If someone hacks the system or there is no connection available, the activities will slow down or need to be stopped immediately.

Restrictions put on transport and other macro economical changes
This threat is comparable with terrorism, since restrictions on travelling of tourists (e.g. as a result of the bird flue) or travelling itself will make it less easy and attractive to travel. 

Changes in legal environment
Legal changes can affect the company always and in many ways.
Customers direct to accommodation providers

Customers can contact the accommodation providers directly through which they do not need travel agencies like Studios92.com Ltd. 
3.3 Confrontation matrix

	
	
	Strengths
	
	Weaknesses

	Opportunities
	SO1
	The many different nationalities of the staff can be used to find more accommodation providers in other countries than England
	WO1
	A new booking engine and back office system will decrease the time necessary for IT to spend on the system and have more time for other tasks

	
	SO2
	The diversity of accommodations possible to book through Studios92.com Ltd creates good chances to meet the demands for the Olympic Games in 2012
	WO2
	The high rotation of staff causes an opportunity and utmost benefit of the word of mouth

	
	SO3
	Due to the quick development and trainings of the staff they are flexible and will easily adapt to a new booking engine and back office system
	WO3
	The growth of tourism makes it for Studios92.com Ltd easier improve their financial situation

	
	SO4
	By using new technologies as communities, blogs, podcasts  etc. a better connection with the customers can be created
	WO4
	With a new booking engine and back office system the real-time availability will be easier to put into practice 

	Threats
	ST1
	Creating a connection and personal relation with customers will prevent them going to competitors since they do not want to explain everything again
	WT1
	A lack of IT-persons makes the threat of a virus, crash, etc. bigger since not too much attention is given to problems and the Web sites

	
	ST2
	The broad offer of accommodations prevents customers from contacting the accommodation provider directly since then they have no options to choose from
	WT2
	Many competitors do have the availability system Studios92.com Ltd does not have and thus will Studios92.com Ltd lose customers through this

	
	ST3
	The competitors may have a larger budget but Studios92.com Ltd has less costs especially through the low labour costs
	WT3
	The small budget will make it difficult to compete with the mass promotion of competitors

	
	ST4
	The policy of answering the customer within 10 minutes will be hard to beat and keep up with for new entrants in the market
	WT4
	The time spent on training the staff at Studios92.com Ltd can be saved by new entrants who start with experienced employees


3.4 Positioning Strategy

There are four general strategies Studios92.com Ltd can use according to Ries and Trout. These are: strengthen its own current position in the consumer’s mind, grab an unoccupied position, de-position or re-position the competition in the customer’s mind and the exclusive-club strategy (Kotler, 2003, p. 309). It is advisable for Studios92.com Ltd to use the first strategy of strengthening its own current position in the consumer’s mind (market penetration). By strengthening its Web site and adapting to the new technologies its profit can go up quickly. Since the company has a tight budget it will be to difficult to move to a new unoccupied position and to compete against the promotion campaigns of the competitors.
The exclusive-club strategy will also need a lot of investments since there are many companies providing an exclusive service in travelling already and this is not the strength of Studios92.com Ltd. Its greatest strengths are the internationality of the staff and the offering of cheap accommodation. The young staff should be able to identify the trends in travelling and use them to improve the company’s position. Furthermore, a new booking engine and back office system will make the booking process more efficient through which the staff has more time for other tasks. 

As well more effort should be put on promoting the company with as little resources as possible. Create more guerrilla marketing projects and optimally use the relationships with the accommodation providers.
The positioning strategy that Studios92.com Ltd uses at the moment is quality or price positioning. The product is positioned as offering the best value. The company shows it has a lot of partners where it has arranged good prices with. Besides, it offers a service of 10-minute answering policy and has multilingual staff members. The service customers receive for the money they pay therefore is offered as a good deal.  

The next chapter will illustrate how Studios92.com Ltd should put the market penetration strategy into practice.
Chapter 4
Programme
According to the previous chapter Studios92.com Ltd should strengthen its own position in the customer’s mind. When taking into the consideration the SWOT-analysis and confrontation matrix the best two ways to reach this is to improve the Web site of Studios92.com Ltd and to increase promotion of the company. In this chapter those two tools will be explored and illustrated. The chapter will be divided as following:

4.1
Improvement Web site

4.2 
Increase promotion


4.3
Programme schedule
4.1 Improvement web site
When improving the Web site focus should be especially on the following points:

· Search/ booking engine
· Languages

· Visuals and description accommodations

· New technologies

4.1.1 Search/ booking engine

The search engine of an online travel agency is of high importance. The search engine of Studios92.com Ltd is 6 years old en built by employees of the company. It has not been updated after the first release and therefore is quite outdated. Therefore Studios92.com Ltd should invest in a new booking engine. Besides, now a lot of steps need to be done by the employees while there are many software programmes available which make the process of proceeding a booking much easier and faster. 

There are many companies offering search engines and back offices especially designed for travel agencies. Examples are:
· Amadeus UK

· Anite Travel Systems

· Anteeo Solutions Ltd 
· Bewotec

· Codegen Ltd
· Datalex 

· DPMC

· Globe Track
· HitchHiker 
· HyperTech Solutions
· ISO Travel Solutions

· Mach Associates

· Open Destinations 
· OpenJaw Technologies 
· Powersoft Computer Services

· Rezgateway 

· Softwire Technology
· Top Dog Developments Ltd

· TravelStoreMaker.com
· Traveltek Ltd
· Web Applications UK Ltd 
· Xyka 
It is important to select a company which can implement the new system on the current system of Studios92.com Ltd. For further research it is important to meet with the IT-department and discuss which characteristics the new system needs to have. As well, the marketing en sales department should be consulted about which functions are necessary and useful. 
4.1.2 Languages

The Web site should be available in more languages since it is only available in 6 languages, which is little compared to competitors who provide their Web sites in 14 languages. If Studios92.com Ltd wants to operate as a worldwide travel agent it should add more languages. Also the pages created in the different languages should be improved and updated. The Dutch Web site has quite some errors and visually the page is unattractive and illogical to read 
(Appendix 1). This can be changed easily and does not have to cost a lot of time. As well, when a surfer has clicked on the main Web site to change to another language they cannot switch to another language again. It would be easier if they could click to another language again. Furthermore, the explanation of the booking engine in Dutch does not work. This does not give a professional image and even can confuse (Dutch) customers. 
4.1.3 Visuals and description accommodations
According to research customers think the visuals and descriptions of accommodations very important by making their choice. This is why Studios92.com Ltd needs to have (clear) pictures from the accommodations on its Web site and with good descriptions. Often the pages of accommodations do not have pictures or only 1 or 2 while there is space for 4. Sometimes the pictures that are on the Web site are unclear and not attractive. Studios92.com Ltd should put 4 clear, good quality pictures on the pages of the accommodations. Second, the description of the accommodations should be attractive, clear and it would be even better if they are available in different languages as well. It could be a start to first do the translation only for the top 10 accommodations, since they already account for almost half of the bookings.
4.1.4 New technologies

There are a lot of new technologies and trends which competitors have already incorporated in their Web sites but Studios92.com Ltd did not. One of the new technologies will be already the new booking engine and back office, which will improve the efficiency and decrease the amount of time needed for a booking. Second, creating an own account for the customers would be a good tool to keep them loyal and through which the customers do not have to fill in all their details with every booking again. Furthermore the availability of blogs, RSS feeds and podcasts would show an innovative character of the company and would make the Web site more attractive for customers.
4.2 Increase promotion
Although the budget of Studios92.com Ltd is not very large it can still improve and increase its promotion. Increasing promotion through the following three main channels should create more awareness of the company:

· Forums, communities, notice boards

· Accommodation providers

· Fairs

4.2.1 Forums, communities, notice boards

Studios92.com Ltd is already promoting itself through forums and notice boards. This project is in its first stage and should be given more attention and effort. Explained in section 2.4 it is proven that the traffic coming from communities and chat applications has increased 34%. The more Studios92.com Ltd is present in these communities, forums and notice boards the more traffic will be created for its Web site. A plan should be created with long and short term goals for the number of forums, notice boards and communities. As well, it is important to create a strategy for the continuity of the channels. For example when a person leaves the company or hands the project over to a colleague the tasks should be carried over correctly and the changing in responsible persons should not harm the continuity of the promotions.
4.2.2 Accommodation provider
The accommodation providers are an important channel through which Studios92.com Ltd can reach its customers. Especially last minute customers can be well targeted through them. For example, when an accommodation provider is fully booked but the customer needs accommodation for the same night they can refer them to Studios92.com Ltd which will be able to find a room for them. However, it should be taken into account that most customers who arrive and want to find accommodation on the same day often want to pay cash which is not possible at Studios92.com Ltd. Still, customers with credit card can be directed to Studios92.com Ltd. This is why Studios92.com Ltd needs to provide their accommodation providers with promotional material of the company. Especially the 10 most popular accommodations should have some posters, flyers, business cards from Studios92.com Ltd. Then when customers who booked through Studios92.com Ltd and arrive at the accommodation see the material from the company and memorize it quicker. For customers who did not book through Studios92.com Ltd it is an opportunity to let them book the next time through Studios92.com Ltd. In return Studios92.com Ltd can offer the accommodation providers more promotion on the Web site and in the newsletter.
Second, to keep the relation with the accommodation providers up-to-date and to make them aware of Studios92.com Ltd a newsletter should be sent to them. There is a monthly email approaching them to put an advertisement in the newsletter for the customers. It would be good if in this email also some information is provided about the development of Studios92.com Ltd. For example, what kind of promotions there are going on, how the number of customers, bookings, traffic etc. is developing and so on. 
4.2.3 Fairs

At the moment there is no program developed for attending fairs by staff members of Studios92.com Ltd. It is very important to be present at these fairs to learn from the competition and to make them aware of Studios92.com Ltd. Therefore it is important to be informed about the upcoming fairs and let a few staff members be present at them. By acting out a small attention grabbing marketing stunt the promotion for the company would be even better. This could be done by using the news and trends for instance to give away a plastic bag with a small size deodorant, shampoo, toothpaste, body lotion, etc. to travel and print on each item the logo of the company and the slogan: “Your global accommodation superstore”.
The following list shows an overview of important worldwide travel fairs sorted on date:

	Name
	Place
	Date

	Travel Distribution Summit Europe 2007
	London, England
	23-24 May 2007

	Online Marketing 2007
	London, England
	26-27 June 2007

	CIBTM
	Bejing, China
	3-5 July 2007

	Group Leisure and Travel Show
	London, England
	20-21 September 2007

	ICCA exhibition
	Pattaya, Thailand
	28-31 October 2007

	World Travel Market
	London, England
	12-15 November 2007

	EIBTM
	Barcelona, Spain
	27-29 November 2007

	The Holiday and Travel Show
	London, England
	31 January – 3 February 2008

	Travel Technology Show
	London, England
	5-6 February 2008

	Business Travel Show
	London, England
	5-7 February 2008

	AIME
	Melbourne, Australia
	19-20 February 2008

	ITB
	Berlin, Germany
	5-9 March 2008

	BTTF
	Birmingham, England
	11-12 March 2008

	GIBTM
	Abu Dhabi, United Arab Emirates
	8-10 April 2008


A lot of fairs mentioned above are in London and therefore easy accessible for Studios92.com Ltd. It is important to attend the fairs especially the ones in England.

4.3 PROGRAMME SCHEDULE

On the following page the changes and improvements mentioned in the sections above are put in an overview and schedule which Studios92.com Ltd.com should follow to turn them into practice.

	Change
	Time estimated
	No. persons estimated
	Department responsible
	Phase 1
	Phase 2
	Phase 3
	Result

	New booking engine
	1 month
	4 persons
	Sales & Marketing and IT
	Ask IT and Marketing department for requirements 
(1 week)
	Find few suitable booking engines
(1 week)
	Negotiate with few selected companies and take the best
(2 weeks)
	New booking engine and back office system

	Languages
	1 month and afterwards continuous
	6-8 persons
	Sales & Marketing
	Select team responsible overall improvements language Web sites, together with manager (1 week)
	Each language 1 person responsible improvement Web site (2 weeks and continuous)
	HR department stimulating applications other nationalities
(continuous)
	No more errors on Web sites, Web sites available in more languages

	Visuals and description
	2 months
	2-3 persons
	Sales & Marketing
	Make up list requirements pictures and descriptions
(1 week)
	Check visuals & descriptions top 10 accommodations

(1 week)
	Check all other accommodations on pictures and descriptions 
(6 weeks)
	Better visuals and descriptions on the pages of accommodations

	New technologies
	2 weeks
	2 persons
	IT
	Orientation possibilities usage new technologies
(1 week)
	Set up time schedule and plan use more technologies on Web site (1 week)
	-
	Plan to use more new technologies on the Web site

	Forums, communities, notice boards
	2 weeks and afterwards continuous
	6-8 persons
	Sales & Marketing
	Analyse overview forums and set short and long term goals 
(1 week)
	Create responsible team representing as many languages as possible (1 week)
	Promote on forums, communities and notice boards (continuous)
	Increase in number of forums, communities and notice boards used for promotion

	Accommodation providers
	2 weeks and afterwards continuous
	2 persons
	Sales & Marketing
	Design posters which represent the company at the accommodations (1 week)
	Contact accommodation providers if interested in promoting Studios92.com Ltd
	Finish promotion and keep accommodation updated by monthly newsletter
	Benefit from the accommodation providers as promotion channels

	Fairs
	1 week and continuous
	1 person
	PR or Sales & Marketing
	Choose which fairs to attend from list upcoming fairs 
(1 week)
	Subscribe for fairs and develop marketing tool
(2 weeks)
	Preparations marketing tool and keep up-to-date list upcoming fairs (continuous)
	Attending fairs which creates more awareness and knowledge developments



CHAPTER 5: CONCLUSION

Studios92.com Ltd offers a unique service by enabling customers to book a wide diversity of accommodations on one Web site. This is a strong USP which is stimulated by their international team and low labour costs. After doing thorough research on how Studios92.com Ltd can improve their current position by using marketing and promotion tools, the following projects should be put into practice.
First of all, a new booking engine should be bought to make the system more efficient. The booking engine used currently is too outdated and needs a lot of time and effort from the employees. With a new engine this can be done much quicker and customers have more options to select the accommodation they are looking for.

Second, the Web sites in the different languages should be checked on mistakes and errors. As well, there more different languages should be added. This is to improve the international character of the company and to let the company grow to one which offers their service for accommodation worldwide.

Third, proven by research is that customers give high importance to visuals and descriptions of the accommodations when selecting one. This requires Studios92.com Ltd to improve their visuals and descriptions since often pictures from accommodations are missing or unclear. 

Another tool to improve the Web site of the company is to add new technologies like my account, blogs, communities, podcasts etc. This makes the image of the company innovative and stronger. It shows that the company keeps up with the latest developments and does their best for the customers.

To increase promotion of the company forums, communities and notice boards should be used, since traffic coming from these sources increased with 34%. By using these tools the traffic to the Web site will increase and with the new adaptations it will be more attractive for customers.

Besides this promotion method Studios92.com Ltd should use their database of accommodation providers to promote the company. Studios92.com Ltd should ask them to put promotional material in their accommodation and offer in return more promotion on the Web site or advertisements in the newsletter.

At last Studios92.com Ltd should attend more fairs through which they obtain knowledge about developments of the branch and create awareness amongst the competitors of Studios92.com Ltd.

All changes mentioned above will improve the Web site and therefore increase the traffic to the Web site. The promotion will create awareness and familiarity with the company. As a result, the number of enquiries and bookings will be able to rise towards the goals set by the company itself (620 bookings and 10,000 enquiries a month) through which the position of the company will improve.

Appendix 1
Dutch version of the Studios92.com Ltd.com Web site
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