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Potential of online travel

Local players lagging behind in adoption rate

By SHARIFAH KASIM
._..r..-.«_n-.__”._.._.._._..__.._..{._..:..q!u.

HE local travel and
tourism sector will
. need to drop its

wait-nnd-see  approach
and increase efforts to
seize opportunities in the

enlingé travel market.

Compared to their coun-
terparts in other countries
in the region such as Sin-
gapore and Hong Kong, lo-
cal players are still left
behind in embracing this
type of business, said in-
dustry observors.

According to Meraj K.
Huda, principal eonaultant
of travel and tourism man-
agement consueltant forum
ling:com, online travel ia 4
fast-growing business that
lneal players should tap
into.

He said a recent Pho-
cusWright Ine study, for

| example, shows that Asia-

Parifie's online travel mar-
ket is due to grow from
US54 billion (RM15.2 hil-
lion) to T/S%13 billion be-
tween 2002 and 2004,

“This is an incredible
growth rate for the travel
seetor,” he told Compu-
times 1ecently,

Yet, there are only a
small npumber of local
players in the online travel
industry despite the fact
that Malaysia iz a major

tourist destination in this:

region, he added.
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Identifying the right solution
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“The danger, of course, is
by the time the teaditionnl
_players want to react (and
embrace onling travel), it
may be too late for their
aurvival"

According to Meraj, in
frrrms of mankat segment,
onling travel is still pre-
dominantly more accepted
by international than local
CONBUIMETS,

“International users, es-
pecially: from Enrnp&;
North America, Australia
and Japan tend to be more
Internet-savvy due to the
level of maturity of their
Inteérnet markets.

“They also tend to be
more trusting of the Inter-
net due to proven securs
payment gateways in thé:r
markets," he said,

Nevertheless; efforts by

the Government to plﬂ.(:ﬁ
more hmaﬂhaml connectiv-
ity within the residential
sector as wall geeure pay-

mant Eateways will be key

in increasing more:

in online travel among lo-

ol consumers,

To successfully embark
ona buginess-to-consumer
(B2C) venture, players in
the loeal travel and tour-
ism sector will need to
identify the right technalo-
gy solution, said Helinnee
Provel.com's business de-
velopment moanager Day-
rin Goh,

Ho said local companies
have to seek for a dynamic
vagation packaging solu-

tion fo pull live inventory.

and that is by creating o

unique package that will

appeal to the online maes
market,

‘For example, group

packages are hard to puah
online as they require
mare human-touch inier-
face, hence this market
sepment needs ceriain cus-
tomisation in a B2C ap-
proach. ' _

In addition, Meraj said
loeal companies will have
to understand that online
customers are essentially
bargain hunters and they
can compare rates faster
than the traditional meth-
od, t[mmgh a click of the

mouse.
' - to Goh, local

companies that wish to

embark on a ‘B2C initia-

“tive must realise that

trading online might not.

neceszarily be cheaper

than traditional means,
“The cost of maintaining

‘a Web site and cost of

transaction online vis pay-
ment gateways and clear-
hg*’hn.uh can actually re-
duce the already thin mar-

gin,” he said.

annl players who plan
to venture into online trav-
el must be mindful to
build a strong brand recog-
nition by varefully seloct-
ing a cost-effective medi-
um as the profit margin
for the industry is nbout
seven per cent, said Alex
Kong, chief executive offic-
er of online travel eo
Asiatravelmart Sdn :

Er_a'md an Asiatravel-
mart’s experience, ho anid
word-of-mouth advertising
is eritical 4 one-third of
the company's new ugers

-and bookings are referred

by existing customers

‘through its member-got-

member programmes and
viag B,000 partners’ Web

Aites,




