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Cloud Computing

Where in the World is Your Cloud? 
Four Compliance Best Practices

Here are four best practices regarding 
cloud and geographic compliance, from 
Forrester Research’s James Staten.

http://tinyurl.com/y59crts 

Productivity

13 Small Things to Simply Your 
Workday

Eliminate the obstacles that bog 
down your day and regain control 
of your time. Work simply and with 
focus.
 
http://zenhabits.net/
simplify-your-workday/

Loyalty

CRM Technology for Travel: 
Recognize and Reward

Does your hotel participate in a 
customer loyalty program?  
Generally, there are two aspects to 
these types of programs – recognition 
and rewards.

http://blog.libraondemand.com/

Required Reading

Are OTAs Taking over online hotel reviews?  Provided by PhoCusWright 

Traveler review sites—led by TripAdvisor—created 
and drove the growth of the traveler hotel review 
category, demonstrating the potential role of user-
generated reviews in the trip-planning process. The 
travel industry took notice. Expedia acquired TripAdvisor, 
Travelocity picked up IgoUgo, Priceline stepped in with 
MyTravelGuide, and SideStep bought TravelPost (which 
in turn was acquired by Kayak and recently sold to a 
startup led by Expedia’s original founders).

But in 2009 something very interesting happened: 
travelers posted far more reviews on OTAs than on 
traveler review sites—nearly three times as many. 
Travelers posted more than 700,000 reviews across the 

six largest OTAs in 2009, versus less than 250,000 on traveler 
review sites.

There are several factors behind this shift in where 
travelers are posting hotel reviews. While category leader 
TripAdvisor’s review volume and unique visitor traffic both 
grew considerably in 2009, the OTAs have been aggressively 
building their portfolios of hotel reviews. They have 
significantly improved their processes for collecting reviews 
from customers. Most hotel and package bookers on OTAs 
receive some kind of trip follow-up communication soliciting 
their feedback, which feeds the hotel review pipeline. 

And they have good reason for doing so: hotel review 
content appears to play an important role in the online hotel 

shopping process. Not only do more 
travelers identify hotel reviews on 
OTAs as influential in their purchasing 
decision than other types of online 
features or content, but OTA shoppers 
who visit hotel review pages are twice 
as likely to convert.

PhoCusWright's Social Media in 
Travel: Traffic & Activity is a detailed 
examination of the role of online 
social media in travel. Conducted in 
partnership with Circos Brand Karma, 
Compete and Travelport, the report 
analyzed nearly 1.9 million traveler 
reviews, and visitor referral and 
conversion traffic from more than 
50 social travel Web sites, as well as 
general social networking sites like 
Facebook and Twitter.

For more information visit:
www.phocuswright.com.

OTA Hotel Reviews	  	 Traveler Review Sites

800,000
700,000
600,000
500,000
400,000
300,000
200,000
100,000

0

 

52% 46%

74%

25%

2008			   2009 

Note: Percentages do not equal 100. Remaining reviews/posts were on social travel networks and 
trip-planning Websites.
Source: PhoCusWright's Social Media in Travel: Traffic & Activity
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