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Abstract

Recently Internet becomes a large potential makdtthere are more and more people
use online shopping. That's why e-commerce beconme and more popular business and
Travelocity is a kind of e-commerce businessesvdliaity is a famous online travel websites.
This website services consumers to book hotel rooengal cars, and packaged vacations.
These services made them earn a lot of money.aBely] Travelocity have lost their market
share, their market share is not the biggest angnidrerefore, we want to analysis the
Travelocity Company in this paper and hope to realihy they lose their market share.

Keyword : Travelocity, Online travel websites, e-commerassibess model
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The First Online Website in the Travel Industry —
Travelocity.com
A. Introduction

The travel and tourism industry play an importahé in the economic. According
to the WTTC (World Travel & Tourism Council) statédht the revenue of the world
travel and tourism revenue is about US1,986 billidms industry is estimated
contribute to the world GDP about US5,751 billiordahe forecast for the future
GDP contribution by year 2020 will increasing t§11,151 billion.

The travel agent is an intermediately role betweansumers and the supplier such
as hotels, airline and restaurant and consumetitravel and tourism industry. The
emergence of E- commerce since 90s’ actually hadgdd the traditional travel
agencies. Travel ranks as one of the most comnpastgf purchases made via the
Internet today. In year 1996, Sabre Holding, theld®largest travel-distribution
system, providing an electronic marketplace in Whdonsumers and travel agents
shop for and buy products from travel suppliersitdned an online travel company
called Travelocity. Since the introduction of httywww.travelocity.com The website
had more than five million members and logs moaa t&0 million page views per
month. Travelocity.com, an online travel intermegiaad becomes a new and a
powerful player that bring an impact in the traaetl tourism industry.

B. Travelocity’'s Company

Sabre Holding corporation is a world leading tras@hmerce, the company offer a
board portfolio of leading travel marketing, dibtrtion and technology solution.
Travelocity is one of the subsidiary company of 8a&bre holding corporation. In
1995, the revenue of Sabre holding generated &@idatfrom the Travelocity.
Travelocity is a company providing the consumeeditravel service for leisure and
business travelers. The Travelocity branded welsitecontact centre is constitute
one of the largest travel agencies in the worldveé&locity provide content and
functionality to and market and sell products tlglogprivate label website for
suppliers, distribution partners and travel agencitarough the Travelocity, traveler
can access offering, pricing and information albbmiel, airline, vacation package and
other travel related services.

In the year 2005, market Travelocity internatiopdlbth directly and through joint
venture agreement. Travelocity significant expahiheir business and presence in
Europe. Travelocity purchased a leading onlinediravarketing called
lastminute.com. Besides that Travelocity enteradl@t an agreement with Zuji
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Holding limited, a joint venture operating in Astacific regions operation in Taiwan,
Hong Kong, Korea, Singapore, New Zealand, Austiatid etc. The website for
Travelocity in Asia named zuji.com and it is opergtand utilizes the Travelocity
technology. Therefore Travelocity operate througdv&locity.com, site59.com,
lastminute.com and zuji.com and its contact centeagel agencies partner and its
Travelocity partner networks.

Travelocity services are allowed for individualsieie and business traveler to shop
online gives travelers an opportunity to compar@ @mtrast everything on offer
before they make a purchase and also make trasestvagion online. The Travelocity
partner network have agreements with leading ombtelers such as Yahoo!Travel,
America Online, America Express, US Airway and Sadst Airline, AOL Travel,
Cheap Tickets, Bestfares,com, Continental Airlidasations, Delta Airlines Vacation
and etc to give the offer for the travelers to asde a database of information
regarding specific destinations, the informationhsf interest to travelers and
commutations and shopping services. The compairlitdées transaction between
travel suppliers and consumers to book and doalgempnt through the online.
Travelocity is the first online travel company iretworld, Travelocity.com had won
People’s Voice Award for best Internet travel sitel awarded “World’s Leading
Travel Internet Site” at the World Travel Awards &ix years. In year 2001,
Travelocity won the award in the category Commerce.

C. Introduction of Business Model of Travelocity

The information available online is continually hgireformatted and presented in
a more logical, easy-to-use and read format. Thenve of consumers that rely on
this information to make travel-related decisionk therefore continue to rise. In
addition, features and benefits of using the Iréeta research and book holidays are
improving and being added to all the time. Busimasslels are methods used by a
firm to generate revenue to sustain itself.

I.  Travelocity Net Program model

The ‘Net’ has meant that people can now easily pigs for themselves. This
has not only opened up a greater amount of dissawdilable to the general public,
but also given people the fun and enjoyment ofulagnand booking their own trips.
Travelocity using the net rate program to providditonal choices to travelers. Prior
to the net rate program model, Travelocity geng@dliver higher service fee
revenue per transaction than comparable transagtidar agency commission
booking fee model and as long as the net rate ganogs growing, Travelocity will
improve their cash flows as a result of receivingrpayments from customers while
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paying suppliers after the travel occurs. The hepéthe net program model to
traveler is they can often book travel at pricedothan regularly published the
traveler at the time of booking.

II. Sabre GDS (Global Distribution System) model

Travelocity bookings made through the Sabre GD®{@lDistribution System),
that is so call the Travelocity’s online bookimsghnology.Travelocity successfully
capitalized on the opportunities of internet, watlpport of Sabre GDS for booking
engine and fare search.

Global distribution system (GDS, Global Distributi8ystem) is an over $ 5 billion
per year worldwide trading platform. GDS systenmsy provide a network platform
provider by the tourism industry product supplydurct sales through the background
set, so that the world of travel agents or travesite can use this platform for
trading. As the tourism development of electrommerce, tourism, airline
computer reservation systems (CRS, ComputerizedrRatson System) system in
response to global-scale pattern of pathways arfdrpgnce integration, the
development of tourism products into a global gdtipal distribution system. With
IT applications in the growing tourism industry, S a diversified and efficient
tourism marketing technology tools to provide riéale passenger service (B2C) for
the best booking system, will travel to the pastydhe operation of reservation
systems, into the hands of the average consumer timel mouse.

[ll. Internet Business Models in Travel Industry

In these cases, there are four Internet businedglsithat can be applied to the
travel industry.

1. The merchant model, which brings buyers and seibgysther. It could be argued
that this model is effectively an online travel ag&Vebsites in this business model
category include Travelocity who have recently pased LastMinute.com and
joint venture agreement with zuji.com

2. The direct model allows the service provider thdweseto deal directly with the
general public. Travelocity provided customer conhservice centre as well.

3. The advertising model, providing valuable travébimation whilst generating revenue
through various adverts. The significant advantaghis model is its low cost base.
Travelocity is one of the most effective advertisoptions for sponsored search advertisers,
having a 6.5% click-through rate. The advertisiaigs for Travelocity vary between $25 -
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$55 CPM. Travelocity earned revenues of $1.1 billim2006, an increase of 31% over
2005.

4. The community model is one of the longest estabtisbperating models on the
Internet without having a history of generatinggngicant revenue stream. Air
travel takes a leading position in applying e-comoee@mong all industry because
of the standardization of airline business by ti¥EGwhich makes the air travel
homogenous like a commodity

Although it can be argued that Travelocity webs#esusing a mixture of several
business models, it is interesting to acknowletige just because a business
generates the majority of its revenue onlinespésih’'t mean that conventional
business models can't be applied to them.

D. Financial Analysis

CONDENSED CONSOLIDATING STATEMENTS OF INCOME (in thousands)

2004 2005 2006
Rev 5 — 5 — 5 —
D;‘Es:;:: expenses S~ 3,631 8404
= 3420 5.63 8404
Operating income (loss) (3:429) (3.651) (8.404)
Otherincome (expense) 104,336 119,738 150,379
Ezeresz income (17.689) (30.644) (64.732)
erest expense 133,895 122,063 103,592
Income from subsidiaries - _ 1331
Other, net 222502 202,157 191,770
Total other income (expense) — - —
s . 219,113 198,506 183,366
Income before provision for income taxes 73.694- jﬁ' 154 17778
Provision {credit) for income taxes — —= o
Net i 5 190419 § 172,152 5 155,538
Net income

Figure 1: the condensed consolidating income statemt of Sabre

From the Income Statement, Sabre’s net incomerdtlyear by year. In 2004,
net income was 190,419,000, but it declined to@%%000 in 2006. The company
experienced the loss from 2004-2006, this coulohfezred its market share also
declined.
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E. Travelocity Web Design

S traveloC|ty' Hello!  Sign Up

Vacation Packages Flights Hotels Cars/Rail Cruises Travel Deals Activities Las Vegas 86K @ Tweet

Search for Travel O 'savE! Flight + Hotel

What Do You Need? ® Horel Oniy
O Fright only
Where Do You [ rind Top Secret Hotels
2
Want to Go? Country
United States b
Destination or Airport Code State/Province:
-
When Do You Check-In: Check-Out:

Want to Go? mm/dd /vy mm/dd/ywyy

I Save up to 45% on Hotels
Aduits Wi Hotel Sale! Find your summer beach hote

P (18+) (0-17) with cur amazing hote
1~ Room 1 1w 0~ savings!
Read More
5 or more rooms =

Figure 2: travelocity.com homepage
Source : www.travelocity.com

To analyze this company’s website, we will lookoifiravelocity's website by
using 7C factors (Context, Content, Community, Camitation, Customization,
Connection, and Commerce).

1. Context

® Travelocity.com was the first website that alloveedtomers to schedule
information and to reserve, book, and purchasetsclithout a travel agent or
broker. The site also permits customers to bookllhobms, rental cars, cruises
and packaged vacations.

® One-stop resource for all your travel needs: Iragservice of traveling.
Services like all hotel, and experience finder.

2. Content

® Travelocity.com provides many versions of differlmguage. Lots of countries
have their Travelocity.com homepage.

® The information of this website is very completed a will provide many
special packages, like a very cheap price for Bght and hotel.

® \We can easily book tickets and hotel rooms thrahglstages provided on
Travelocity.com homepage.

® [Fare Watcher service: Fare Watcher is a free, palzed subscription service
that tracks the best round trip fares offered fotafive city pairs (round-trip
flights) of customers’ choice. When they subscrthey decide which cities to
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track, for how long and whether they want to befieot of changes to those
fares via email.
3. Community
® Travelocity.com does not offer a specific featleedommunity, but it has other
social network to provide the community, such aseBaok, and Twitter, as we
can see on the right top of the homepage, so peaplshare their comment
about Travelocity services.
4. Communication
This website provides it phone number on the rigptside of its homepage.
® This website provides the up to date flight infotimia, and special promotion on
their homepage, attracting customers to buy tiaketreserve hotel rooms
because most of them are in cheap price.
Dynamic banner with the last best deals
Emphasize on the travelocity guarantees
Social network link: twitter, facebook, youtube
Hotels review writing & read by the visitors
Customization
Last minute deals: efficiency customized plans
Easy for customers to book flights, hotels, rentiags, and etc.
Vocation packages: special sets for customer tos#o
Business class deal
Activities by travel destination: shows and evetasys, dining...
Connection
There are lots of Travelocity links, such as vawapackages, flights, hotels, cars,
cruises, last Minute Packages, activities.
® There are lots of partner sites, like holiday aut@sations.com, window Seat
Blog, world Choice Travel®, Zuji.
7. Commerce
Online booking, easy for customers to make them tnaveling schedules
® GDS (Global Distribution System): A system provi@desetwork platform to
decrease the cost for transaction.

e O 6 6 06 06 06 U 0 06 0 O [

F. Customer segmentation

Travelocity segments customers based upon thedfyjpavel services booked.
Customer segmentation by travel type further expsediervice delivery. Travelocity
also focus on the business traveler segmentatrongh the direct channel principally
through Travelocity Business product. Besides Tinavelocity is segment those
customers who need last-minute bookings by lasttaioam.
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Travelocity segments its customers through beinavattributes, shopping and

booking behavior, subscriptions, geography, psydyly

Demographics such as socio-economic status, matatls and presence of children

could be useful as well.

G. Travelocity Five-Forces Analysis

¢ interests and hobbies.

1.
1. More alternative
suppliers Threat of
2. Expand the scope new 2.

because of the entrants

efficiency of the
network.

Reduce the degree of
difference, lead to the price)
war

Disappearance of
geographical constraints,
the number of competitors

increases

Bargaining Rivalry

power of

among
suppliers

existing

competitors

Bargaining
power of

buyers

!

1. Suppliers can directly 1. It have better bargaining
' h the terminal power for traditional
reach the termina o
consumer Threat of distributors
2. Internet let suppliers substitute 2 mt?m:ft and Iowler
can supply to more products or switching cos-tsh et
competitors services (;onsu.m.ers with more
. argaining power
3. More suppliers can be

found from internet

barriers to entry
2.

1. Lower demand for physical assets & reduce

Internet allows other competitors easy to ent

Figure 3:

1. Bargaining power of suppliers

Porter’s Five Forces

Online travel websites usually provide ticketotel and car rental service. So its

suppliers are the airlines, hotels, cruise linescar rental.
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B Airline
Issue Situation Bargaining power
Concentration Strong market leadership of the airlines strong
Availability The online travel website is one of nya moderate
distributions
Input Tickets are main product and important sewrfc| Strong
revenue for online travel website
Forward Airlines began to establish their own websites rgiro
integration
H Hotel
Issue Situation Bargaining powe
Concentration | Ordinary hotel industry concentration moderate
Availability In addition to online travel websiteig,can also| strong
supply to the traditional travel agency.
Input The hotels’ rooms are main product and strong
important source of revenue for online trave
website
Forward The chain hotels are active in the forward | moderate
integration integration

B Cruise lines

Issue

Situation

Bargaining powe

Concentration

Cruise lines industry is very conaed.

strong

Availability In addition to online travel website§,can also moderate
supply to the traditional travel agency.

Input The cruise lines are not main product and | weak
important source of revenue for online trave
website

Forward The cruise lines establish their own websitesweak

integration but it is not easy to use.

B Carrental

Issue

Situation

Bargaining powe

Concentration

Car rental industry is very concdatta

strong
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Availability In addition to online travel websiteis,can also moderate
supply to the traditional travel agency.
Input The car rental companies are not main prodweeak

and important source of revenue for online
travel website

Forward The car rental companies establish their owpstrong
integration websites. They hope consumers can book g car
online.

2. Bargaining power of buyers
Consumers can usually be divided into leisure teageand business travelers.

Issue Situation Customers
bargaining power

Degree of Low level of product differentiation strong

product

standardization

The product Tickets and hotels are indispensable Strong, Consumers will

importance of elements of tour and the most of trayeend to low price.
the consumers | expenses.
Quality Consumers can not know the quality Strong, even better

of the product in advance. quality will be difficult to
compare because of

consumer preferences.

Consumer Online travel websites have weak | strong
decision-making | influence for the decision-making of
capacity consumers.

3.Rivalry among existing competitors

» Supplier web sites:

B Airlines:

Major airlines already have "one-stop shopping" sitels. Ex: American Airlines,
Delta Airlines, Northwest Airlines.

B Hotel industry:

The chains provide online reservation servicestaadowest guarantee. Ex: the Four
Season Hotel, the Ritz Carlton Hotel.

12 FCU e-Pajf2010-2011)
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» Travel search engine web site:

The main websites are Sidestep, Mobissimo, Kayaka@flights and Farechase (by
Yahoo! Acquisition). The travel search engines dbhandle consumer booking
service, and allows consumers to see the page wtithe trouble. Consumers do not
need to do reservation in the unknown websites.

» Portal web sites:

Well-known portal websites cooperate or merger Wilel search websites.
Yahoo! provides travel services through Travelodityey take the way of profit
sharing to allocate their revenue. Through M&A [Eaiase, Yahoo! provides travel
search services.

In 2005, AOL suspended cooperation with tavelogityand signed a two-year
contract with the Kelkoo. But AOL still cooperatetth Travelocity in the U.S. MSN
uses Expedia to be responsible for its tourismnass.

» Traditional travel agency web sites

» Online travel websites
B Expedia: the largest online travel website of tloelo:

B Orbitz : similar to Travelocity & Exepdia, but tleeare cost advantages in the
aviation business.

4. Threat of substitute products or services
B Global distribution system; GDS

GDS is a kind of computer reservation systemsti®online travel web sites, GDS
do not provide products, but provide technical e,

Travelocity is using sabre GDS system, the thré#tesubstitute such as Worldspan,
Galileo and Amadeus GDS system.
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Consumers Online Retailers GDS Operators GDS System

Online: Expedia, Orbitz,
Hotwire, Priceline, Other

Traditional: 16,000 Travel ’:> W0r|dspan

Agency Locations

Onling: Travelocity com,
Expedia, Hotwire and others

N

Traditional: £3,000 Travel |:> Sabre
/-" Agency Locatons \ Travel Suppliers
{ Cconsumers 465 Artines

215 Hotels

\ Online: CheapTickels com, 40 Car Rental Companies
Lodging.com, and olhers . / Olhers
\ Traditional: 43,000 Travel I::} Galileo
Agency Locatons

Online: Opodo.com,

a5 | ) Amadeus

Agency Locations

Figure 4 : The relationship between GDS and Online travel welites

Issue Situation Bargaining power

Concentration | GDS industry is very concentratetr&es moderate
parent company of Travelocity.

Availability In addition to online travel websiteGDS can | moderate
also supply to the traditional travel agency.

Input The online travel websites get related &nari | strong
products through GDS.

Forward GDS industry is not particularly set up strong

integration websites to consumers.

5 .Threat of new entrants

Before the introduction of IT (information techogy) to the travel industry,
entry to this industry was not so difficult. Howeythis situation has been changing
slowly following the development of IT technologytwGDS system and
e-commercialization. The barrier for new entramasv tougher than before but in the
near future, any new potential entrant can onliabached by having a heavy capital
investment in both marketing and good technologoglport
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H. Travelocity SWOT Analysis

Table 1: Travelocity SWOT Analysis

of

ne

=

Strengths Weaknesses

1. Travelocity.com was the first 1. Security breaches at Travelocity
website that makes them have mgre  exposed the personal information
experiences in online travel thousands of the online travel
website. company's customers.

2. Travelocity Guarantee gives 2. Their market share is decreasing.
Travelocity great Brand 3. This industry doesn't have fist
recognition. mover advantage. It's easy to be

3. They have GDS (global distribution substitute.
system) can help their work be
more efficient.

4. They have a merchant model hotel
system can increasing the sales rate
and provide customers more and
more choice.

opportunities Threats

1. Internet becomes a large potential 1. There are more and more
market. competitors.

2. More and more new technology | 2. The technology grows very fast, tk
inventions can help them earn a lot company should keep update thei
of money. websites; let it become more and

more convenient for customers.
Customer loyalty is low.
Strengths

Travelocity.com was the first website that makesrithave more experiences in
online travel website. The website services conssittebook hotel rooms, rental cars,
and packaged vacations. Travelocity is increagmgiarket share by last minute deals,
lastminute.com and it also have merchant hotelnassi and dynamic packaging
functionality.

Weaknesses

The market share of Travelocity is decreasing. Trdsistry doesn’t have fist mover
advantage. It's easy to be substitute. Securitgdires at Travelocity exposed the
personal information of thousands of the onlingdt@ompany's customers, like their

15
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names, addresses, phone numbers and e-mail addresse
Opportunities

Internet become a large potential market, therereme@ and more people use online
shopping. And more and more new technology investman help them earn a lot of
money.

Threats

Travelocity have many competitors such as Expéthiaeline and Orbitz. The
technology grows very fast, the company should kgefate their website; let it
become more and more convenient for customerstiAgidcustomer loyalty is low.
These are something bad that Travelocity shoulorbgress.

|. Capability Analysis

Currently, the website offers more than 700 aidir),000 hotels, 50 car rental
reservation service, more than 6500 kinds of paeskagrs and cruises, destination
information and variety of interesting tourism inftation and personal service.

Travelocity partner network

Travelocity partner network through co-signed vathumber of well-known websites
to strengthen delivery service and product range Y&hoo! Travel, America online.
In addition, many airlines, hotels, cruise, andreatal firms have also joined the
Travelocity partner network.

Brand leadership --- Travelocity have strong consumer awareness.

Consumers trust--- Travelocity have good customer relationshgdensive contact
with customers, and good security transaction @®ce

Rapid expansion of infrastructure --- search technology continues to evolve; the

progress of the profit system, improvement of therunterface.

€ Travelocity offers consumers a toll-free numberst@mers can check the flight
situation. In March 2002, Travelocity introducedy'messaging"”, customers
could use mobile phones to transmit related reag-filight information in the
aviation business.

€ There is P3 search engine technology to providsumers find lower price
tickets and more diversified choice of airlines.

€ Travelocity uses advanced technology so that itstemw off the room prices and
vacant room situation from the hotels’ central reggon system. And through

16 FCU e-Pajf2010-2011)
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connecting Sabre GDS and hotels, Travelocity estaad a more efficiency
inventory and revenue management system.

€ Introduction of interactive touch inquiries machiif@osk). When travelers
arrived at their destination, they can check thiokgsk and download the
required information.

Increase the integrity of services-- Customer service center, Packaging tours

€ Dynamic packaging vacation: Consumers can cho@edtvn combination of a
customized tour and complete the transaction ie.tim

€ Last minute deals

€ Provide complete travel information: the use of pdwl search engines and sites
with good user interface, providing consumers &waof tourism activities
required information.

€ Complete online booking system

€ Low-cost advantage at the hotel sales

J. Why Travelocity was losing their position as the lading travel
online website?

Travelocity encounter many new online travel compet and new method of travel
distributions such as Expedia, priceline, Orbitayk and so on.

The figures showed Travelocity had lost their pogiin the Top 10 Travel websites
in the year of 2011 compared to the year of 2010.

Top 20 Travel Websites Top 10 Travel Websites

The following report shows websites for the indusiry Travel' ranked By The following report shows websites for the industry Travel' ranked

Visits for the week ending 1010212010 by Visits for th week ending 06112011

Rank Websie Vists Share Rank Website Visits Share
1. Google Maps 1693% DO 1 Google Maps 17.63%
2. MapQuest D2 D1 2 MapOuest F41% ]
3. Expedia %I 1 3 Epedia 2a0%
4, Southwest Airines 2% 1 4 priceline.com 208% 1
5. Bing maps %7 5 Southwest Airlines (LR —
6. Yahoo! Maps 185% 1 B TripAdvisor 198% 1
7. Yahoo! Travel 170 ] 7 ‘ahoo!Maps 187T% 1
8. priceline.com 17 ] B Bingmaps 158% 1
9, TripAdvisor {15 m— (] —
10, Travehcty 14— 10 Yahoo!Travel T40%

Figure 5 : The visits share of websites
Sources: http://www.hitwise.com/us/datacenter/maimfashboard-10133.html
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In our opinions, the reasons as below:

I. Price satisfactions:
According to Market-research companies, such agefupesearch (Clarkson 2005)
and PhoCusWright (2004), found that,among majoinertravel Web sites, Orbitz led
in price satisfaction, followed by Expedia, andviiacity. In the literature of
Travelocity Becomes a Travel Retailer Smith, DarrBlieson, Guenther, Rao, and
Zouaoui (2007) the result of data of fair competitshowed that the perception that
Travelocity was offering the lowest fares less ofigan its main competitors because
some airlines give different agencies differenefaand greater access to their
inventories of cheap seats and agencies use ditfleng-fare-search (LFS)
algorithms.
Il. Rapid Technologies Changes:

The development of competing technologies or thergemce of new industry
standards may also adversely affect their competfiosition. In Europe, the
computer reservation System (CRS) industry reqaiatiad changed and Travelocity
travel marketing and distribution business areettbjto CRS, therefore competition
could result in reduced margin on their services groducts.

[ll. Systems
Compare CRS system to the main competitor ExgegiRa (Expert Searching and Pricing),
Expedia is able to offer a fare searching engiaéehables broad and deep airline fare and
schedule searches, and a common database platfareables Expedia to bundle all types
of travel services together dynamically. This igraportant improvement to the inefficiencies
in this industry since it now inhibits all necegsarformation and booking possibilities at one
site. Customers have up until now spent hours bewyin catalogs, different local travel
agencies and calling around having to listen tdemschbause music. The retailers aswell have
been inefficient in the way that they have spenetand money to bundle information and
send it out to the customers through expensive papes ads, catalogs and tv-commercials.

IV. Marketing
In term of the activities of marketing, marketingqd is lesser than other competitors.
According to the survey, the marketing funds ofvélacity only one thirds or quarter
of the competitors if compared to Expedia and Qrlihe marketing strategies is not
efficiency enough if compare to other competit@gezially Expedia.

V. Customer’s loyalty
Travelocity lack of a conversion of shoppers todrgywithin  their travel marketplace by
making the customer’s buying experience easiemaoi@ satisfying when purchasing travel.
This will also increase customer loyalty as it ditameously differentiates Travelocity from
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its competitors and raises consumer expectatiomdaf they can expect from their travel

planning experiences.

K. Summary

Travelocity is the first online travel agency andngered in the online travel
industry before in the world, Travelocity was itlepared for the changes taking place
in its industry, therefore Travelocity no longeretbest online travel website in the
travel industry and lost their major market sharéhie industry as well.

Sometimes the first mover or the first onlinendustry of the e-commerce doesn’t
mean the best, because in the e-commerce era,@aognmecognized that it needed to
change and adopt a more sophisticated businesd,megigre constant innovation
follow the change of the trend, create more ad@saes to customer and fulfill the
consumer‘s requirements of performance and funalign
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