Thetravel industry as part of the National
Information Network in Norway

Kari Aanonsen
NR, Norwegian Computing Centre
Gaustadalleen 23, P.0. 114, Blindern, 0367 Oslo, Norway
Kari.Aanonsen@nr no

In 1994 Norway launched an initiative on developing national
information networks,NIN, alongwith similar initiativesin USA and
EU. The travel industry was chosenas one of twelve applicationareas
from different sectors of the Norwegian society, and the project
“Network for co-operationand marketingin the travel industry’ was
establishedThis paperdescribeur experiencesndvisionsfrom the

first phaseof this project, when we developeda demonstratorfor

WWW called the Norwegian Tourism Guide and startedintroducing
this to the travel industry. The network will support co-operation
betweenactorsfrom different parts of the country and the industry,
based on their economical and technical conditions. The paper
describeghe organisationaleconomicalndtechnicalmodelswe have
developedfor building such a network in the travel industry. The
WWW demonstratoris describedto show how the models can be
implemented.

1. NIN - National Infor mation Network

The aim of the NIN initiative is to face the numberof political choices
thatarise,concerningthe implicationsof informationnetworksfor social
developmentgconomicopportunitiesandthe situationfor the individual.

A numberof objectiveshavebeenpointedout suchas ensuringregional
development, improving the environment, increasing economic
opportunitiesfor Norwegiantrade and industry, improving efficiency in

public administrationand giving equaland low costinformation to all

citizens.

The NIN conceptdefinesan information network as a group of people
who collaborateand exchangeinformation. The information network

includes a technicalinfrastructurewhich links a numberof usersand

operatorsThe technologicaldevelopmenteadsto a situationwherethe

technicalinfrastructures the samefor all informationnetworks.In order

to handle such an infrastructure significant demandsare made on

legislation,intellectualpropertyrights andthe developmenbf standards.
The structurealsomakesnew demandon users/operatorgith regardto

organisatiorand marketorientation,particularily in connectiorwith new

opportunitiesfor internationalisationThe NIN initiativ will addresghese
issues.



The NIN strategyfocuseson creatingsynergythrough coordinationand
supportof currentand new activities in the public and private sector,
establishingdemonstrationnetworks, developing laws and regulations
and carrying out researchand development.The NIN project includes
political steeringgroups,liaison committéescommonactivities focused
on laws, standardssecurity etc., and twelve application areasranging
from the petroleumsectorand marinenavigationto local administrations
and the travel industry.

The NIN conceptis well suited for the travel industry. A network
supporting co-operation and marketing has great potentials for an industry
with small and geographically dispersedunits working towards an
internationalmarket.As part of the NIN-project, the travel industry can
profit from the common activities concerning standards, security,
intellectual propertyrights, legislationetc. The travel industry will also
getaccesgo experiencegrom otherapplicationareaslt is importantfor
the travel industry to be part of an open general network basedon
internationalstandardsand which includesa greatnumberof users.The
travel industry needs to interact with other businebséslocally, aspart
of a local community,and globally, to reachits customersand business
partners around the world.

2. Network for co-operation and marketing in the travel
industry

Today there is no single network technology which satisfiesall the
requirementsfor a national information network. The projects within
NIN will thereforework with both generalnetworks,and networksfor
specific interestgroups. Therewill be researchactivities working with
development and experiments on new networks, bytringary activities
will be basedon well known technology.The main activities will be
development of demonstratorsand activities stimulating use of
information network in areas of great industrial and public importance.

In the travel project we will startwith existing networksand standard
tools suchas Internetwith e-mail, filetransfer,newsgroupsWorld Wide
Web (WWW) etc. We will also work with an other network system
developedspecificallyfor the travel businessthroughprojectsfollowing
the TIM" project. This systembuilds a dedicatednetwork on ISDN and
ATM lines, for transferof multimediainformation from destinationso
points-of-salesOut project will also follow closely the developmenin
technolgyfor interactiveTV. This technologyis particularily interesting
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for the tourism businesssinceit bringsinformationto the consumersat
home.

Our focus will be on introducing technology and building the
organisationahetworksneededfor co-operation An importantelement
in the NIN-strategy is to co-ordinate and support existing and new
activitiesin thefield. Todaywe seea lot of activity aroundnetworksfor
tourism, particularly the Internet. The initiatives come both from the
travel industry itself, from network operators, suppliers of
information/booking systems,marketing companiesand new entrants
who seebusinessopportunitiesin this area.Creatinga strategyfor the
travel industry, and co-ordinatingactivities that fits within the strategy,
will beanimportantpartof building the network. The strategywill focus
on high quality information,on reuseof informationandon the position
of small and medium sized tourism businesses.

The activitiesbasedon Internethavetwo focusesOneis the netasatool
for ad hoc communicationand co-operationwith standardtools like e-
mail, filetransfer, newgroups, WWW etc. The other focus is on the
WWW asa marketingtool. We havechosento startwith the last focus
becauseit gives a good platform for establishinga network for co-
operating participants.

3. Norwegian Tourism Guide on WWW

Thefirst stepin introducingWWW asa tool for marketing,wasto build
a demonstratocalledNorwegianTourism Guid€, and define modelsfor
co-operationbetweenparticipantsfor financing the systemand for the
technical solutions.

3.1 Cooperation in thetravel industry

The demonstrators built asa frameworkanda structurefor information
from different actorsin the travel businessThe objectiveis to makean
interfacefor travellerswho seekvariousinformationaboutNorway. The
information comesfrom a numberof sourcessuchas hotelsor activity
centres, local tourist boardsetinationcompaniestegionaltouristboards
andthe nationaltourist boardNORTRA. NORTRA is the main national
body for marketingNorway internationallyand plays an importantrole
both as a provider and a distributor of information. A large numberof
these actors are now producing presentationsfor WWW or are
consideringoffers from different companieswho want to the job. The
tourism business is asking for common solutiandstrategiegor how to
exploit this new medium.

? http://www.nr.no/guide. This adress is used only for the test period.



Our modelfor co-operatioris basedon the principlethateachparticipant
should own and control the information concerningtheir own products
and regions. This ienportantto getcorrectandvalid information,andto
keepit updatedOn the otherhand,sucha modelrequiresstandardools,
formats and guidelines for presentation.A trade-off between local
priorities and global availability is necessary.

The demonstratonow containsa setof centralpageswith menuesand
search forms. Pointets local presentationsvill be accessibldrom these
pages.The searchmechanismsequireaccesso someof the information
from the local providers.In our modeltherewill be a centralactorwho
maintains the central part of the system and co-ordinatetitgbutions
from local providers.NORTRA is the naturalcandidatefor sucha role.
The serveritself will probablybe run by a network operatorwho takes
careof the technicalaspectsBut it is importantthat NORTRA, asthe
centraltravel organsatiorin Norway, is responsiblefor the content,for
creating the marketing profile and for ensuring information quality.

The travel businesdn Norway is organisedin six regions.Eachregion
hasa companyon top, which is responsiblefor marketingthe region
internationally.In our model for cooperationthesecompanieswill be
reponsiblefor all informationabouttheir regions.Within eachregionthe
responsibilitycanbe distributedto destinationcompaniesor local tourist
boards,accordingto the establishedstructureswithin eachregion. The
providerswill connecttheir presentation$o the centralpageshroughthe
regionalactor.We will makesolutionsfor variationsof this modelwhere
the regionaltourist boardis unableto take this responsibility,or local
providers choose to let other types of actors take care of their
presentations.

3.2 Financing the system -businessrelationships

Our model for financing the systemis a mixture of the traditional
mechanisms, which is provisions from booking, payment for
advertisementand public supportto promotea region or a country. We
arealsolooking for solutionswhich makesit possiblefor participantsto
reuseinformation createdfor other purposesSomeprovidersare using
electonic archivesand databasedor information kiosks, for brochure
productionand for their local tourist offices. This information can be
usedas basisfor InternetpresentationsSomeprovidershave electronic
information stored at the marketing companieswhich produce their
brochures. Many of these companies are now including Web-
presentationén their servicesand canthereforebe regardedas potential
partners.



The information structure in the demonstratoris built on a model
composedf thesemechanism®f financing. The informationis divided
into threecategoriesThe first is informationabouta geographicabrea.
Theinformationdoesnot changeoften andits main purposeis to profile
thearea.Thisis oftenhandledby touristboardson behalfof a numberof
providersin anarea,andfinancedby a combinationof membershigdees,
public support and advertisments.

The secondkind of informationis productlists. This is basicinformation
containingname,adressphone-andfax number,type, categorietc. The
informationchangesnore often thanthe geographicapresentationsand
will normally be storedin a databaseaspartof a destinationinformation
system(DIS). Financingmustbe connectedo how the databasecan be
used for other purposes.

The third type of information we haveincludedin the demonstratoiis
presentations of each product. We have classified these as
advertisementsand eachproducerwill haveto pay for connectingit to
the NorwegianTourismGuide,in the sameway they pay for advertising
in a traditional brochure or publication. These presentationsnay be
complex, and will have few restrictions on format and layout. Any
restrictionswill be basedon quality requirements.The idea is that a
provider can make its own Web-presentatiorand use it in different
contexts. The income from these advertisementswill support the
production of regional presentations and product lists.

The last mechanismfor financing is provitions from sales. This
mechanisnrequiresavailability of bookableproductsand connectiongo
booking systems. This mechanismcan not be directly applied to
financingthe main partsof the system,asthe centralandregionaltourist
boardsnormally keepstheir handsoff booking and selling, exceptfor a
few nicheproducts As thisis a sensitiveareawith fine balancedbetween
public and commercial interests, we will use this mechanism carefully.

We havealso beenin touchwith companieswho sell their information
through subscription. They are currently waiting and watching the
developmentof mechanismsfor handling payment over the net,
particularily transactions involving only small amounts of money.

3.3 Technical solution

The technical solution is developed from a number of different
requirementsOne set of requirementcomesfrom the travellers. They
require a system which &ttractiveandeasyto use.This callsfor intuitiv
userinterfacesadvancedsearchmechanismsprofessionellayout and a
logical information structure based on how travellers search for



information. The Internet also introduces the challenge of making
presentations for people all over the world.

An other set of requirements come from the providéthe information.
Our solutionmustgive accesgo high quality informationthatis easyto
maintain.The solutionmustbe basedon acceptablefinancingmodels.it
is also importantto rememberthat Internetand WWW is only one of
many tools for marketingtourism products.We must createa solution
which reuses information from other systems as far as possible.

Our tehcnical solution and information structureis basedon the three
typesof informationwe introducedin the last chapter.On top of this we
havethe front page,the menusandthe searchmechanismsThe general
geographical presentations and gineductpresentationsvill normallybe
texts and pictures.Video clips may also be usedin somecases.These
presentationsre mainly HTML-coded text- and image-files.A number
of toolsmakeit easyfor "anyone"to createpresentationgn HTML-code,
but professionallayout and design requires assitansefrom marketing
people.

Sincethesepresentationsanbe linked to the main pagesthroughsimple

links (URL) they can be located on any Internet node or Web-server. This
meansthat each tourism provider can use the local Internet service
provider. The owners of the presentations can also choose to maintain and
update it whenever they like. Whether they choose to code the
presentationn HTML themselvesor buy this service,will be a question

of economyandcompetenceThe link to the main pageswill be through

the product-lists which contain the Web-adress to the presentations.

The searchroutineswe have developedare basedon the productlists.
Theroutineswill belocatedat the centralserver.They requireaccesso
informationfrom eachregionalprovider. This canbe solvedin different
ways depending on the regional provider. The solution we are
implementingfor the demonstratoris a set of cgi’-scripts which will
searchregionaldatabasesver the net. This requiresaccessibleegional
databasesn web-serversanda standardsetof minimum informationin
eachdatabaseln the demonstratowe link one of the regionaldatabases
in this way. A long term goal for the projectis to establishregional
databasedn all the regionasand connectthem the same way. An
intermediarysolutionis copyinginformationfrom the regionaldatabases
to a centraldatabaseThe centraldatabasevill only be updatedthrough
information from the regions, thus keeping the responsibility for the
information at the local level.

* common gataway interface
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