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Cunadzl Is one of the lead-
Ing natlons In Its use of
technology. We are blessed
with a superlor Infrastruc-
ture that encourages enter-
prises to use technology to
carry out thelr dally busl-
ness. This applles to the

tourlsm Industry as well,
The Canadlan telecommunicatlons Infrastructure has
enabled the development of alrline computer reservation sys-
tems (CRSg), accommodation booking systems and electron-
Ic marketing services for all types of travel,

Our tourlsm Industry has the poltentlal to use technology to
develop a competitive edge. Multl-media, digital transmisslon
and other broad band appllca-
tions are changing the structure
of the tourlsm Industry and offer-
Ing new ways to Improve produc-
tivity. Already, over 95% of
Canadian travel agents have
on-line access to reservatlons
systems. We have developed
Internationally recognlzed cen-
trallzed reservatlons systems,
especlally In Nova Scolla,
Ontarlo and British Columbla.
VIA Rail is the first rallway In the
world to provide on-line booking
capabllity on CRSs comparable
to that of the alrlines. Canadians
are now developing new and excitlng Internet World Wide
Web (WWW) sites to sell our travel experlences here and
abroad.

Computer and software vendors are lurning thelr attentlon to
the home market. On-line users have very attractive demo-
graphic characteristics: they are well educated, well traveled
professionals with high Incomes. A virtual explosion Is now
taking place In the electronic access and distribution of
Information via databases such as CompuServe, Prodigy and
America Online, the Internet and the Introduction of other
computer-based services llke Microsoft s on-line network.

These new and alternative distributlon channels provide an
electronic shell on which tourlsm suppliers can Hst thelr
products. Electronlc listings will allow small and medlum
slzed firms Lo promote themselves on a level playing fleld
and to reach more customers eastly and efficlently.

However, while Canada Is home o a leading computing and
telecommunications Industry, the majority of plavers in the

tourlsm Industry are not making maximum use of new tech-
nologles, glven developments of the last decade. While there
Is no firm data on the preclse levels of technology diffusion
In Canada, nor comparative data on penetration levels In
other countries, all indicatlons are that the use of technology
to enhance travel for customers and to reach them electronl-
cally Is still low to moderate.

The structure of the industry In Canada encourages smaller
scale, proprietary local database applications rather than
International solutions and Canadian Information Is diffused
In a serles of destinatlon data bases, developed In Isolatlon
from one another. This multiplicity of systems remalns
unconnected to Internatlonal distribution channels. Because
not enongh Canadlan products are listed on the systems
which travel agents use for one-stop shopping, this Informa-
tion I1s not avallable to elther
domestic or forelgn travelers,

The volume of information on
Canadlan travel products
which Is currently avallable
electronleally 1s not Keeping
pace with the competition,
particularly In the U.S. The
range of Canadlan tourlsm
products and thelr avallabllity
Is not well reflecled in the new
Interactive travel distribution
systems. The challenge Is
achieve the critical mass of
Information on Canadian Lrav-
el products required to highlight Canada as a leading travel
destinatlon while serving local markets and promoting dls-
tinetive regional product lines.

The marketing structure which worked for close In or domes-
tie markets In the past, will not work for expanding global
markets which demonstrate the greatest potentlal for
growth. Fragmented destinatlon Information hinders forelgn
travelers seeking Canadlan travel experlences, who cannot
easlly lentify ndividual provinces or reglons. At the same
time, the ldea of a coordinated natlonal system Is not consid-
ered appropriale by many In the Industry because of domes-
Lic market competition.

There 15 an excellent opportunity to use multl-media In mar-
keting and Improve connectlvity between Individual systems.
Digitized product Information can be shared and avallable
from a number of access points at the customer and retall
level. [nformation partnerships in the form of Integrated
product databases and reservation systems, shared market
Intelligence, nquiry lulfiiment and referral systems can pro-
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vide cooperating flrms with market bargalning power.
Current Informatlon technologles can link smaller units
together Into a networked web of Information. Each member
remains Independent while the customer gets the Informa-
tion.

Many tourlsm operators do not understand the enabling
effects of technology and how to Integrate technology Into
thelr operations. They do not have an easy source of neutral
and expert advice o which to base technology Investment
declslons. Canadlan tourlsm flrms need support to link Into
electronlc Information networks and technology-based decl-
slon asslst tools. At the same Ume, everything suggests that
technology suppllers are chasing after tourlam operators for
content. The smaller Independents, especlally, are perplexed
by avallable optlons and competing supplier clalms and are
overwhelmed by the amount of Information avallable. Firms
need business case justification models, Informatlon on on-
llne services, marketing technologles and productivity
Improvement software that can support business declslons.

In splte of these pressing Issues, Canada will undoubtedly
continue to offer telecommunications services at higher
speeds and at lower costs than most other countries. This
ghould facllitate the deployment of technology In all sectors,
Including tourism.

The exploitation of the shortcomings of alrline CRSs, In the
form of emerging alternate Interactive travel distribution sys-
tems, promlses to continue. Public data networks such as
CompuServe, America On-llne and Prodlgy are developing
Into communities to which people will pay to belong. They
have enjoyed phenomenal growth In recent years because of
the menu of cholces they offer to the customer and the
on-ramps they provide to the Internet. Total on-line member-
ship Is now over elght mlillon with an Increase of over 60%
since 1994. New entrants llke AT&T have announced plans to
make on-line services as common and easy to use as the
telephone. Many of the software applications orlginally
developed for travel agents are now announcing plans for
wider distribution of destinatlon data on on-line services.

While the Internet suffers from the fragmented and specific
nature of what Is avallable, there Is an Increasingly popular
trend towards consolidation of travel Information on the Net,
By keeping updated lists of links and resources, key travel
sites make It posslble to navigate through a large

amount of Information over the Net.

Belng listed on one of these sites makes It an affordable way
for small and medlum-sized travel businesses to access glob-
al markets. It remalns too early to know exactly what the
returns will be from Internet launch sites. Evidence so far
suggests that businesses are becoming connected to elec-
tronlc systems for strateglc reasons, such as bullding an
on-line proflle, rather than profit reasons.

The kind of demographic Information which advertisers need,
data on market reach, conversion rates and Identiflable mar-
ket characteristics, Is scarce at present. Some Web slles
gather this kind of Information about customers but often on
the condition that this information will be kept confidentlal.

As tourlsm operators become more sophisticated users of
this medla and there Is Independently audited Information on
the customers examining thelr products, tourlsm operalors
will have access to this kind of data to develop thelr market-
Ing strategles. The level of computer penelration In homes
and offices suggests that developments In Canada have the
potential o oulpace those In other countrles. Recent surveys
show that more than one milllon Canadians are now connect-
ed to the Internet from thelr homes. Industry watchers
belleve that Internet use will double again In the next two
years, mostly In North Amerlca.

In response to the challenges of this environment, The
Conference Board of Canadas Canadlan Tourlsm Research
Institute announced plans In July 1995 to provide leadership
In assisting the tourlsm and travel Industry make better use
of leading-edge technology. The CTRI s mission Is to be the
leading provider of Intelligence to enhance the competitive-
ness of the Canadian tourlsm and hospltality Industry.
Technology will enable the tourlsm Industry to compete glob-
ally and enhance travel experlences for the customer.

The Canadlan Tourlsm Research Institute will work Lo pro-
vide tourlsm operators with Information to help them choose
technologles which can Improve their bottom line. The CTRI
will use technology to disseminate this Information to the
Industry. The Institute plans to Improve packaging and elec-
tronic avallabllity of research and analysls to Industry,
Including best practices In tourlsm technology applications
and to deliver value added travel research through electronlc
distribution channels.

In 1995/46, CTRI plans to establlish a Business Council on
Travel Technology Solutlons. This group wlil serve as a net-
work and forum for dlscusslon of technology Issues facing
the Industry and may undertake specific projects to benefit
the Industry as a whole. Plans are also underway to organlze
a national serle of workshops to be held In early 1996 on the
subject of on-line travel distribution networks and optlons
for Canadlan operators to become lsted electronlcally. This
workshop serles Is belng developed In partnership with the
Canadian Tourism Commission.

Through these and other Inltlatives, CTRI alms to develop an
Information network among producers and users ol lechnolo-
gy Information while lmproving awareness of the beneflts of
technology applications In tourism.

The Canadian tourism Industry 1s well positloned to explolt
the limitless possibllities offered by new technology. Even
though firms and organizatlons have different priorities and
scarce marketlng resources, technology will allow them to
reduce operating costs and collaborate with complementary,
and even competing firms Lo share resources. Operators can
make better use of exlsting channels to Improve awareness
and bookings. But, In order for the tourlsm Industry to distin-
gulsh Itself, It has to embrace technology. Those who buck
the technology trend are postponing the Inevtmhle._’,
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