Η Χρήση του Internet  από τους Βρετανούς
(Απρίλιος  2006)

Espresso Points

· Το 62,9% των Βρετανών χρησιμοποίησαν το διαδίκτυο (Δεκ.2005).
· Οι Βρετανοί αντιπροσωπεύουν περίπου το 3 % των χρηστών του διαδικτύου παγκόσμια.
· Οι Βρετανοί χρήστες του διαδικτύου ανήκουν στην μέση ανώτερη κοινωνικοοικονομική τάξη.
· Η αξία της διαφήμισης στο διαδίκτυο για το 2005 εκτιμάται  στο 1δις £ για την Μεγάλη Βρετανία.
· Στην Μεγάλη Βρετανία, το 81% των «αναζητήσεων» στο διαδίκτυο γίνεται μέσα από 4 μηχανές αναζήτησης.

· Ο πιο δημοφιλής τόπος πρόσβασης στο διαδίκτυο από τους Βρετανούς  είναι το σπίτι.

· Ο μέσος Βρετανός ξοδεύει για αγορές στο διαδίκτυο κατά μέσο όρο £157 το μήνα.
· Έρευνα της Εθνικής Στατιστικής Υπηρεσίας της Βρετανίας σημειώνει ότι από τους Βρετανούς που χρησιμοποίησαν το διαδίκτυο (τους τελευταίους 12 μήνες) τo 52% είχε αγοράσει ταξίδια - διαμονή – διακοπές.
· Σύμφωνα με έρευνα της Amadeus περισσότερο από το 50% των Βρετανών ταξιδιωτών χρησιμοποιούν το διαδίκτυο για αναζήτηση πληροφοριών για τις διακοπές που προγραμματίζουν την τελευταία στιγμή παρά χρησιμοποιούν τις «παραδοσιακές μπροσούρες» .
· Σύμφωνα με την ΑΒΤΑ περισσότερο από το 40% των καταναλωτών αγοράζουν διακοπές  από online ταξιδιωτικά γραφεία.
· Η μάρκα-brand- είναι σημαντική στο διαδίκτυο: 8 στις 10  αναζητήσεις για μια «δυνατή» μάρκα οδηγούν στο εταιρικό website.
Using the Internet in the UK

(according to the new media review of the European Travel Commission)
General Information
· There were 37,800,000 Internet users in the United Kingdom (representing 62.9% of the population) in December 2005, according to Internet World Stats. (Internet World Stats, December 2005)

· 35.8 million Internet users were estimated in the UK at the end of 2005, according to eTForecasts. This represented 3.3% of the total number of internet users worldwide. This number was up from 33.11 in 2004. (eTForecasts)
· 61% of the adult population (aged 15+) in Great Britain used the Internet in December 2005 (up from 45% in April 2002), according to MORI’s Technology Tracker. Statistics on age distribution of Internet users in Great Britain in September 2005 are available below: 
· Aged 15-24: 19% of users (20% in April 02)
· Aged 25-34: 20% of users (25% in April 02)

· Aged 35-44: 22% of users (24% in April 02)

· Aged 45-54: 19% of users (17% in April 02)

· Aged 55-64: 13% of users (9% in April 02)
· Aged 65 or over: 7% of users (5% in April 02)
· The Social Grade Distribution of Internet users was as follow: 

· AB: 32% (37% in April 02)

· C1: 34% (34% in April 02)

· C2: 20% (17% in April 02)

· DE: 14% (12% in April 02) (MORI’s Technology Tracker, February 2006)
· Internet advertising expenditures in the UK for the first half of 2005 reached £490.8 million and will go over the £1 billion mark by the end of the year, according to the bi-annual advertising spend study issued by the UK Internet Advertising Bureau (UK IAB) and PricewaterhouseCoopers (PwC). The study found that online revenues increased by 62.3% on a like-for-like basis when compared to the same period in 2004, far outstripping the 3% growth in overall UK advertising spending. 
Advertising spending market share in the UK, by media (January-June 2005): 

· TV: 23.6%

· Press display: 21.7%

· Press-classified: 19.5%

· Direct mail: 13.5%

· Directories: 6.5%

· Internet: 5.8%

· Outdoor: 5.1%

· Radio: 3.6%

· Cinema: 0.8% (eMarketer, October 2005)
· The latest UK Online Search Insight Report provides details on the share of the search market held by each of the leading engines, the ways that UK consumers interact with search engines, the growth of vertical search and the major players in key verticals, as well as the degree to which search terms continue to be under-utilised. Some key insights from the report include: 

· The four leading search engines powered 81% of UK Internet searches in the four weeks ending 1st October 2005. When the UK and .com properties of Google, MSN Search, Yahoo! Search and Ask are combined, that number climbs to 94%.
· Google UK (www.google.co.uk) continues to dominate the search engine market in the UK, powering 63% of all Internet searches in the four weeks ending 1st October 2005. Collectively Google UK and Google.com powered 70% of UK Internet searches. 
· Analysis of the most visited sites among Google UK, Yahoo! UK & Ireland and MSN UK reveals unique market strengths of each: Google UK (www.google.co.uk) is primarily used for search, Yahoo! (uk.yahoo.com) is primarily used for its portal and email, and MSN (www.msn.co.uk) is primarily used for communications through email, chat and groups.
· A comparison of the search terms that consumers entered into search engines that resulted in a visit to one of the five most visited travel agencies reveals that only 9% of these terms overlap. This highlights the tremendous opportunities to acquire customers through search.
(Hitwise United Kingdom Update, October 2005)
Access 
· In the three months prior to interview, 64% of adults in Great Britain (29 million) had accessed the Internet in October 2005, according to the Office of National Statistics (ONS). This represented 92% of the adults who have ever accessed the Internet. 
The most common place to access the Internet was at home: 

· At home: 86%

· At work: 48% 

· At another person’s home: 33%

· At a place of education: 16% 

· At a public library: 10%.

Of those adults who had ever used the Internet: 

· 92% had used a search engine to find information

· 78% sent an email with an attachment

· 32% posted a message in a chat room or newsgroup

· 22% had used peer to peer file sharing, such as exchanging music and films 

· 20% had created a web page.


The ONS uses the following sources: Individuals accessing the Internet – National Statistics Omnibus Survey; Access to Internet from home – Source - Family Expenditure Survey; Expenditure and Food Survey. (Office of National Statistics – National Statistics Omnibus Survey, January 2006)


Gender 
· 53% of Internet users in Great Britain were male in December 2005, according to MORI’s Technology Tracker. (MORI’s Technology Tracker, February 2006)
E-Commerce
· Of the adults who had accessed the Internet in the three months prior to interview, 61% had bought or ordered goods, tickets or services. People aged 25-44 were most likely to buy on-line (67%), while people aged 65 and over were least likely to buy on-line (41%).

The ONS uses the following sources: Individuals accessing the Internet – National Statistics Omnibus Survey; Access to Internet from home – Source - Family Expenditure Survey; Expenditure and Food Survey. (Office of National Statistics – National Statistics Omnibus Survey, January 2006) 

· 87% of Internet users in the UK are happy to buy goods and services online costing over £50, according to new research by Internet payment provider PayPal. This figure is up from just 63% in February 2004.

One in three web users said they are happy to spend over £500 on a single item, according to the survey. The average Briton now spends £157 online each month, with around 25% of shoppers making a purchase online at least every month. 14% admit to shopping on the internet on a weekly basis, according to PayPal.

Over 50% of consumers said they use the Internet alongside the high street; 26% of respondents said they have viewed products in shops before buying them online, while 25% research products online and then buy them from a shop, the survey found.

42% of men said they would be happy to spend more than £500 in a single online transaction, compared to just 20% of women. The research found that men also buy more on the Internet, making an average of 20 purchases each month, compared to 16 for women. (IMRG, November 2005)

· Of those adults who had used the Internet for personal or private use, in the 12 months prior to interview, the most common purchases were: 

1. Travel, accommodation or holidays (52%)

2. Videos or DVDs (41%)

3. Music or CDs (40%)

4. Tickets for events (35%)
The ONS uses the following sources: Individuals accessing the Internet – National Statistics Omnibus Survey; Access to Internet from home – Source - Family Expenditure Survey; Expenditure and Food Survey. (Office of National Statistics, August 2005)

ONLINE TRAVEL MARKET
Travel planning

· Visitlondon.com is the most popular resource for individuals researching a trip to London, according to Visit London’s annual London Overseas Visitor Survey. The website outperforms all other travel and tourism websites as well as travel agents and printed material. The results of the survey show that 20% of all those surveyed said they would used visitlondon.com when planning their trip to London, up 5% on 2004 figures. The result also shows that: 

· The Internet continues to grow as the most popular source of travel planning with 51% of all respondents choosing the World Wide Web as their favoured method, up 1% on last year.

· Tourism Trade Sources decreased 5% on 2004 figures to be the favoured method for just 12% of those surveyed and newspapers and magazines were cited by just 6% of respondents. (VisitLondon, November 2005)

· An Eye For Travel Summit in London discussed the increasing importance of “blogging”. Speakers at the summit indicated that consumers will increasingly make decisions about travel according to the recommendations of strangers on the web. Travel zoo UK also agreed saying that blogging and peer-to-peer recommendations was going to grow and grow over the next five years. (travelmole, June 2005)

· More than half of people go online rather than use holiday brochures to search for last minute deals, according to a survey by Amadeus of 2,000 UK holidaymakers conducted in May 2005.
The findings show that 51% of UK travellers are turning to online travel agencies such as Opodo and Airline Network when deciding where to go on holiday, rather than using more traditional paper brochures (34%). According to the study, holidaymakers also regularly turn to: 

· Personal recommendations from friends and family (32%)

· Local high street travel agent (29%)

· Tourism websites (22%)
Only 14% of UK travellers turn to print media when planning where to go on holiday, preferring instead to explore options online or at their local travel agency. (travelmole, May 2005)

· The internet will replace national newspapers as the primary marketplace for travel advertising in the UK, according to David Soskint, CEO of Cheapflights.co.uk. David Soskin claims that agents, operators and online suppliers will ditch traditional press advertising as a generation of computer experts comes of age. Mr Soskin added that with 99% of the UK population able to access high-speed internet services by summer 2005, price comparison websites are set to become the main source for travel deals. Internet advertising will outstrip 'outdoor' advertising - including billboards, posters and transit cards next year, according to Soskin. Internet advertising has already overtaken that of cinema and radio advertising in the UK. (travelmole, May 2005)

· Allcheckin.com, a comparison shopping travel website was launched in May 2005. The website helps leisure and business travellers to search across a comprehensive range of leading travel providers for flights, hotels and car hire and to compare prices/features in one place in order to get the best deal. Allcheckin.com uses a search technology to access real-time prices and availability from leading travel suppliers. (TravelDailyNews, May 2005)
· Nearly 8 in 10 searches for leading travel, retail, and insurance brands direct visits to that company’s website, with 1 in 10 directing visits to a site offering the same or similar product, according to research from Hitwise. The research from Hitwise comes at a critical time for the search industry as recent lawsuits have attempted to hold search engines responsible for policing trademarks, whilst Thomson, Thomas Cook, and First Choice have banned third parties from bidding on their brand names. Hitwise research allows firms to quantify the extent to which they are losing potential customers to competitors and affiliates, providing critical context to this growing area of anxiety for marketers.

The key findings of the Hitwise analysis include: 

· Brand is important online: nearly 8 in 10 searches for a leading brand send visits to that company’s website; brand related searches are also important to website traffic for the leading brands as 4 out of every 10 search terms that send visits to a company’s website are for the company’s own brand. 

· It’s harder than you might think to capitalize on someone else’s brand: around 1 in 10 searches for a brand goes to another site that is offering the same or similar product. This figure is much lower for brands that do not rely on affiliates or resellers. For example, Ryanair, EasyJet, Comet, and Argoseach lose less than 3% of visits to competitor websites. 

· Firms need to be very aware of common misspellings of their brands: nearly half of searchers that misspell the brand are enticed to someone else’s website and in many cases, the brand itself is not represented in the search results. Around 1 in 10 these searches for the misspelled brand go to another site that is offering the same or similar product.
(Hoovers’ Online, April 2005)
Travel booking 
· Recently released statistics showing that those in the 50-64 age group spend nearly twice as much on package holidays as under 30s could in part be due to users not being aware of the best deals, according to travelsupermarket.com. (travelmole, January 2006)

· Visits to travel websites in the first week of January increased 15% on the same period last year and accounted for 5.41% of all online traffic, according to Hitwise. The data revealed the travel sector hit its second highest peak over the past 15 months, only marginally lower than the 5.57% share in August 2005. In the week ending December 31, visits grew 25% 

Hitwise indicates that early indications are that travel websites are set to enjoy a strong year in 2006. 


The importance of search engines was also underlined in the latest figures with a 30% increase in the number of visits generated through search engines. Search accounts for 38% of all visits to travel websites with Google driving 73% of those during December. (TravelMole, January 2006)

· The UK remained the largest online travel market in Europe in 2004, accounting for 36% of the European online travel market, according to the study (updated in November 2005) “Trends in European Internet Distribution – of Travel and Tourism Services” by Carl H. Marcussen (Centre for Regional and Tourism Research). 

In 2004, the two leading European markets, the UK and Germany accounted for 56% of the EUR 18.4 billion European online travel market. (Full material updated 29th November 2005 is available at http://www.crt.dk/trends, November 2005)

· More than 40% of consumers are buying holidays via online travel agencies, according to ABTA. The popularity in travel online has been fuelled by an 86% rise in broadband Internet connections which make searching and booking travel through the web easier, together with the growth in better website technology. The association revealed that as a result 42% of the travelling public now buy their holidays via online agencies - not all of them ABTA members.

But ABTA claimed that high street agents are holding their own against a background of an apparent increase in threats to safety overseas by proving they are the best place for face to face assurance, expertise, knowledge and convenience - while selling more tailor-made holiday arrangements.

The figures from ABTA show an overall rise of 5% in the number of British holiday visits abroad in the first six months of 2005. However, ABTA admitted that much of the growth had come from people booking no-frills flight direct on the Internet. (TravelMole, November 2005)
· Nielsen//NetRatings research found that: 

· 86% of all British surfers aged over 50 have visited a travel site in the last year. 1.5 million of them visited the secure pages of travel websites to book in September 2005. 

· The most popular travel site with the over 50’s is Expedia, surpassing by almost 900,000 visitors during summer 2005 the second-placed Lastminute.com. 

· Over half (54%) of online Britons visited a travel site; that’s over 14 million people every month representing a growth of 20% in the last year alone. 

· Surfers spend on average 40 minutes a month viewing more than 70 pages of content on a variety of travel sites, from airlines to cruise lines, hotels to travel agents. 

· Overall, pure online travel sites are more popular with the over-50’s than the traditional high street brands - Expedia, Lastminute.com, Ebookers, Opodo, and Travelocity collectively more popular than Thomson owner TUI, Thomas Cook, MyTravel and First Choice. 

· The over-50’s are “looking and booking” online more than their younger counterparts, accessing the secured section of travel websites to make bookings much more regularly.
The research firm described the lucrative over-50’s age group as a “wide and varied audience hungry for travel experiences and adept at using the Internet to get the best deals.” 

Nielsen//NetRatings indicates that the figures for the online travel sector continue to impress but what screams out is the staggering percentage of over 50’s who go online for travel. This not only has far-reaching implications for the Internet as a whole but confirms beyond doubt that the web is not just a young person’s tool.

Ranking of travel sites in the UK between May-September 2005 (unique audience) 

· Expedia: 2,398,408

· Lastminute.com: 1,531,368 

· TUI (own Thomson): 1,342,877

· Ebookers: 924,010

· Opodo: 811,994

· Thomas Cook: 768,612

· MyTravel: 725,938

· Travelocity: 671,821

· First Choice: 592,281

· Octopus: 577,167 (TravelMole, November 2005)
· Increasing numbers of business travellers now book their trips online, according to the results of a web-based poll of 410 UK corporate travellers conducted in August 2005 by Accenture. The results show that: 
· 58% book online, up from 52% last year and 47% in 2003. 
· More than three-quarters (78%) use the Internet to research flight times and availability. 

· 72% research hotel availability online, while 65% reserve rooms electronically.
But the number of business travellers checking in for flights online remains almost static at just 20%, a decline of 1% over 2004. (travelmole, October 2005)

· An online holiday search and booking functionality has been incorporated into Thomas Cook’s new Club 18-30 website. FindAndBook enables the youth operator to sell both standard seven and 14-night packages as well as tailor-made holidays of alternative durations and “significantly reduces” booking times. As a result Club 18-30 is forecasting a 10% rise in incremental business from online bookings by this time next year. A trade login function allows agents to access an exclusive area of the website using their ABTA number and password. From here, agents can make commissionable bookings with Club 18-30 online. (travelmole, August 2005)

· The German-based TUI group’s online turnover was worth 1.3 billion Euros in 2004, with the UK taking a 40% share. TUI UK head of new media, Graham Donoghue, indicated that UK online turnover was up 100% year-on-year and that the proportion of TUI UK’s online business will rise from 15.5% in 2004 to 25% in 2005 and 50% by 2009.

With an overall overseas holiday market estimated to grow from 33 million to 49 million by 2010, TUI UK revealed that the most popular online purchases are low cost flights followed by villas and cottages, last minute deals, hotels, charter flights and package holidays. TUI UK’s average online transaction value is £530 against £560 through its travel agency network.

Looking forward at the overall online travel market, the operator sees: 

· Flight-only business growing from 20% in 2004 to 31% in 2008, with dynamic packaging representing 37% and packages 32%.

· Seat-only will grow from 33% of TUI UK’s passenger mix this year to 39% in 2007, with dynamic packaging rising from just 2% to 27% and packages declining from 65% to 34%.
The company is creating a “virtual call centre” where its 7,000 agency staff can support the company’s call centres and its websites. Agency staff will be able to work from home via laptop computers and will be taught new skills through e-learning packages. (travelmole, April 2005)

· TUI UK indicates that amongst its customers Italy is the top destination for DIY holidays mainly booked online with more than 60% of people arranging their own trips, followed by Spain at 56% and Portugal at 48%. On the other hands, three quarters wanted a full package when travelling to Egypt while the Dominican Republic, Thailand, Tunisia and Morocco are seen as destinations where people are less likely to tailor make their own holiday. (travelmole, April 2005)

Travel industry online developments 
· The vast majority of travel websites are "atrocious" and lose business because they are impossible to navigate, according to a web specialist at the British Travel Trade Fair.Craig Hanna, training director at consultancy firm E-Consultancy, accused 95% of websites of "behaving like the world’s worst high streets shops." Speaking at the British Travel Travel Fair in Birmingham, Hanna urged travel companies to make searching and booking as simple a process as possible. "I believe 95% of websites are atrocious. There are exceptions, but think of the world’s worst high street shops where you don’t get any help and there is no service – that is how we are being treated by most websites," said Hanna. "How is travel doing? Not very well." He said six out of ten travel sites have "amnesia" and don’t remember repeat visitors, while in a recent test, 52% of users who were told to book a flight and hotel were unable to do so. Hanna added that websites are not just failing to convert sales but driving business directly to competitors. "Figures show that 67% click off pages because they encounter difficulties and of those, 35% go direct to competitor sites." (TravelMole, March 2006)

· Asda has launched an online travel site offering flights, package holidays, hotel bookings and travel insurance. The supermarket group has joined forces with online travel specialist Chelsea Village Travel to launch Asda-travel.co.uk. Asda will promote the service via in-store 

· Holidaymakers are "turning their backs on the traditional high-street travel agent in favour of booking trips online" reports sundayherald.com. Between 2000 and 2004, there was an 11% drop in the number of bookings made at travel agents, with only 47% of overseas holidays now being reserved through a high street travel agency, according to figures from market researchers Mintel. The report also indicates that many people book breaks by phone and just 31% of overseas trips were booked in person in 2004. The research shows that traditional sun, sand and sangria package holidays are the main type of trip booked on the high street, with just one in five domestic trips booked at travel agencies. Mintel's research shows that almost one in five UK holidays are now booked online, with consumers becoming increasingly confident about making their own travel arrangements. (Eyefortravel.com, October 2005)
· A dynamic travel comparison service has been created by travelsupermarket.com. The travel price comparison site claims to be able to simultaneously search the best price for a flight, hotel and car rental from more than 120 suppliers. The new functionality is said to deliver comprehensive results in under 30 seconds. Users of the site have the choice to search for flight, hotel or car rental separately or combine each search so they can receive simultaneous results for flights and car rental, or flights, car rental and hotels. The company indicates that users will be able to ‘dynamically’ package their own holiday by choosing from the best deals from element of travel. This could mean that they choose to combine a charter flight option from www.thomsonfly.com, with a five star hotel from www.hotelClub.com and an estate car from www.holidayautos.com, the options are endless. (Travelmole, September 2005)
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