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Millennials choose e-tourism

Topoam O. B., cmyo. |l k. BI'Y,
Hayy. pyk. cm. npen. Kocmeposa H. A.

The Internet is revolutionising the distribution and sales of travel and tourism
information. It provides direct access to the end consumers. The internet has
created a universal platform for communication and presentation. The cost of
access to the internet is decreasing, at the same time the speed of access is in-
creasing. All these factors are driving the growth in usage. The web is becoming
more useful — in terms of functions and content — as well as more userfriendly.
It is proved by the figures: Internet travel booking revenue has grown by more
than 73% over the past 5 years.

Tourism industry was once dominated by high levels of customer service and
personal contact, but now travel industry has to adapt to relatively new consumer
trend. More and more people buy a holiday abroad online. Almost 40% of all tour
and activity bookings are being made online. 60% of leisure and 41% of business
travelers are making their own travel arrangements, generally via the Internet.

For an industry that’s as fast-moving and competitive as the travel and tourism
industry, it’s logical to look ahead. It's important to understand the next genera-
tion of business, family travellers and all the other consumers, who will be the
main consumers of a whole variety of travel products and services in the next
two decades. This generation is known as Millennials. Millennials are those, who
were born between 1990 and 2000. All the figures above will continue to grow
because of this generation. The millennial generation is growing up in a techno-
logically advanced world where travelling and communication go hand-in-hand
and are easier than ever before. Being the first generation to have grown up in
the era of internet technologies, Millennials are highly connected, technologically
advanced, globally conscious and far more open to trying out new products and
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concepts than their parents or grandparents. Thinking about their summer holiday
they won't go to the travel agency. After they know the operator, what packages
this operator offers, and how much it costs, Millennials want to lock in a date, pay
for it, and receive instant email confirmation that their booking has gone through.
They are fluent and comfortable with booking travel plans online, as well as on
mobile and tablet devices.

Today e-travel is one of the major trends in tourism, but in a few years all
tourism industry will have to change. E-tourism is the digitisation of all the pro-
cesses and value chains in the tourism, travel, hospitality and catering indus-
tries that enable organisations to maximise their efficiency and effectiveness.
E-tourism increasingly determines the competitiveness of the organisation and
therefore it is critical for the competitiveness of the industry in the longer term.

One more trend, which is connected with e-travel, is personalization. It is
something which consumers are increasingly expecting online. Personalization
can offer great opportunities for marketing travel operator’s website. In travel
distribution, marketing and IT executives need to look at this new technology.

Independent travel and backpacking are now important part of the tourism
industry. Advances in computer reservations allow individual holidaymakers to
select the destination, accommodation, flight and put together their own packages.
But it takes effort and time. Besides agents have developed relations with hotels,
concierges, reservation managers. They provide expertise and give advice. That's
why travel agent is not a dead-end job, but their approach should change.

The research shows that Belarusian travel agents and operators should change
the way they work now in order to be more competitive on the market in future.
There are quite a few travel websites in Belarus (such as INTOURIST.BY) where
you can book online and pay at once. Websites show available trips, costs and you
even can reserve the whole package but you can't buy.

The internet is an important distribution source for the travel industry that's
why travel agents should use Internet technologies properly and learn new prac-
tical skills. Milliennials have high expectations of websites. Website of a tourism
agency should load fast, be easy to navigate, contain comprehensive material that
answers all the questions and let them secure a booking online.

Online adoption is the key. Travel agent should develop trip proposals. Tra-
veler views and selects online without further travel agent intervention.

Travel agents should use SMM and networks. The most popular social net-
works in Belarus are VVkonrakte, Instagram, Tweeter. Agents can stick real time
photos of happy customers up on website and social networks, as these networks
have an effect on millennials. Posting pictures on Instagram, tweeting will help
to find new clients and foster company loyalty and to provide clients with new
information. Monitoring will help to analyse most competitive locations, events,
initiatives on the market.
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Millennials are looking for tourism operators with websites that are mo-
bile-friendly, easy to navigate and book through, full of high quality content.
Tourism operators that don’t yet have this booking capability need to adapt fast.
The agency will spend less time managing bookings because of customers self-
serve. Today most websites of Belarusian agencies don’t have mobile version.
As the result they miss the opportunities.

So, travel companies need to have the ability to adapt on a short term basis to a
changing range of channels and devices to reach this new audience who continue
to seek out more ways to plan and book their holidays than ever before.

TeopeTnko-npukJIaaHble BONPOCHI
HCI0JIb30BAHUS Pe3y/IbTaTOB TAMOKEHHOI0 KOHTPOJISA
NPH A0KA3LIBAHUH 1O Jej1aM 00 aAMUHUCTPATHBHBIX

TaMOKEeHHBIX IPABOHAPYLIEHUAX

3yoyosckas A. U., macucmpanm BI'Y,
Hayu. pyx. Acaenok b. B., kano. iop. nayk, ooy.

Bbusinenue, mpeaynpexieHue U IpecedeHne aJMHHUCTPATHBHBIX IIPaBO-
HapyLICHHH, a TaKKe MPOU3BOJCTBO IO JaesiaM 00 aJMUHHCTPATHUBHBIX IIPABO-
HapYIICHHUsIX B 00JACTH TaMOXXEHHOTO JIeJa SIBISICTCS. OJHOM M3 MPUOPHTETHBIX
3aJa4 TaMOXKEHHBIX opraHoB. Ha Ham B3nisiz, BaxHEHIyI0 pOJib B JAHHOM IPO-
M3BOJICTBE HIPACT IPOLECCyallbHOE JoKa3biBaHue. OHO 00BEANHSACT B ceOe ImpaK-
THYECKYIO JIeTEJIbHOCTD 110 IPOM3BOJICTBY IPOLECCYaNbHBIX JCHCTBUI, HaIPaB-
JICHHBIX HAa coOMpaHue, (pUKCAIMIO M HCCIETOBAHNE JIOKA3aTeIbCTB, a TAKKe UX
KPUTHYECKYIO IIPOBEPKY U oLeHKy [1]. JlokazareabcTBamMu Mo ety O HapyIIeHHN
TAMO)KCHHOI'O 3aKOHOJATEIbCTBA SIBISIOTCS COCTABJICHHBIC B IOPSKE, MPEIy-
CMOTPEHHOM 3aKOHOM, JOKYMEHTEHI, YJOCTOBEPSIOIINE 00CTOATENBCTBA U (DAKTHI,
UMEIOIHE OTHOIICHHE K TPAaBOHAPYIICHHIO!

* YCTAaHOBIICHHBIC TIPH POBEICHUH TAMOXXCHHOTO KOHTPOJIS U IIPOU3BOJICTBE
TaMOXXEHHOTO 0(OPMIICHHUS,

* YCTAHOBJICHHBIC MIPU BEACHUHU IPOM3BOACTBA MO IENIy O HAPYLICHHH TaMo-
’KEHHOT'0 3aKOHO/IATENBCTBA U [IPH €TI0 PACCMOTPEHHN.

Tak, B coorBeTcTBHU co crarbed 171 denepanbHoro 3akoHa «O TaMOXKEH-
HOM perynupoBaHuu B Poccuiickoit ®enepannm» or 27.11.2010 . Ne 311-D3 pe-
3yIbTaThl IPOBEACHHUS TAMOXXEHHOTO KOHTPOJIS, OOPMIICHHBIC B COOTBETCTBHI
C TOJIOKCHUSIMH JICHCTBYIOIIETO 3aKOHOJATEIbCTBA, MOI'YT OBITH JIOMYIICHBI B
KauyeCTBE JI0Ka3aTebCTB 110 JAejiaM 00 aMHHHMCTPATHBHBIX MPABOHAPYIICHUSIX.
B Hacrosiiiee BpeMsi UMH SIBIISIFOTCS aKThl TAMOXKCHHOTO OCMOTpPa U JOCMOTpA TO-
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