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Objectives of Study 
The aim of this study was to investigate how travel 
related user-generated content (UGC) websites (also 
known as Web 2.0 sites) are being used by consumers 
and the impact that these sites are having on the 
information search and travel behaviour of these 
people. Recommendations can then be made to 
tourism organisations for development of more effective 
e-business strategies. STCRC has produced an 
industry report for this project, located at 
www.crctourism.com.au/bookshop. 

Methodology 
The research for this project consisted of two phases. 
Phase one involved the analysis of a several tourism 
and related websites. The chosen websites did not 
represent a scientific sample of tourism websites: rather 
they represented a ‘snapshot in time’ of websites that 
are of interest to Tourism NSW, many of which 
incorporate newer Internet technologies such as Web 
2.0. The next task of Phase one involved content 
analysis, then the data was gathered analysed and 
interpreted. Phase two consisted of a survey conducted 
online in December 2007. Data was collected over a 
two-week period.  

Key Findings 
• In relation to online booking options, from the 

websites reviewed in phase one of the study, the 
most common UGC features are the ability to book 
flights, accommodation and rental cars. 

• There are two major types of UGC comments being 
made in general—those through general ‘blogs’ and 
those made via reviews of particular travel products. 

• The majority of consumer reviews sampled across 
the sites selected for this study were for 
accommodation, although some reviews were also 
presented of attractions or destinations as a whole. 

• Tourism operators and destination marketing 
organisations cannot ignore the rising popularity of 
sites containing UGC content or the role that they 
may play in the travel planning behaviour of 
consumers. These sites can provide information that 
influences the final booking plans associated with 
travel. Moreover, information on UGC sites can 
cause travellers to alter their existing travel plans. 

• Although these sites are rising in popularity, they 
are not yet considered to be as credible or 
trustworthy as existing sources of travel information 
such as state tourism websites. UGC sites appear 
to be acting as an ‘additional source of information’ 
which travellers can consider as part of their 
information search process, rather than as the only 
source of information. Most consumers are 
considering the information provided on UGC sites 
along with a wide range of other existing sources of 
information. 

• Many travellers consider that it would be useful for 
existing travel sites, including state tourism 
websites, to incorporate UGC features into their own 
sites. Again, UGC is seen as an ‘add-on’ that could 
supplement existing types of travel information 
provided on these sites, rather than as a substitute 
for other forms of content. 

• All travel operators and tourism organisations 
involved in the marketing of destinations and 
products need to be aware of what is being said 
about their respective areas on the prominent UGC 
sites noted in this report. 

• Any attempt to integrate UGC features into existing 
websites should be done with the concerns of 
travellers in mind. For instance, wherever possible 
contributors to these sites should be asked to 
provide some profile information (e.g. non-private 
details such as the type of traveller they are, the 
purpose of their travel, etc.) to enable readers to 
make an informed decision about how relevant 
postings are to their own situation. 

• Travel operators and other tourism organisations 
must not attempt to manipulate content or embellish 
postings by masquerading as real travellers. It 
appears that many users are astute enough to see 
right through these tactics and tend to form negative 
opinions about organisations that tamper with UGC. 

• The study has suggested that, for the moment 
anyway, travellers have a preference for websites 
that allow users to enter (up to) 5 star ratings for 
individual travel experiences. They are typically well 
known, have more features and usually only allow 
UGC reviews rather than general blog comments. 
 


