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So … OTWCs is late again.  Southern California was deluged in rain from the 31st of December when I launched into this fray -- through the 2nd of January.  And OTWC fell victim to the rains … or rather, to leaks that resulted from the rains as the deluge continued.  

My “postgraduate” education continues at Aloha Airlines.  It seems that at with each step forward, some new dynamic comes into play that forces the airline into yet another sidestep..  Following months of searching, culling, and acquitting investors and parallel months of negotiations and juxtaposing ideas between unions, shareholders, government, investors, and the courts – a plan was finally agreed (to the great credit of David Banmiller) and the airline was set to exit bankruptcy on the 15th of December.  However, “the plan” which was approved by the bankruptcy judge, was rebuffed by the PBGC (Pension Benefit Guarantee Corporation) and appealed to higher courts.  And so the process continues.  The challenge will be to live long enough to write a book about it!  It has and remains a unique mind-expanding experience.     

 

… So are the nation's 100,000 or so travel agents headed for the same fate as blacksmiths and buggy-whip makers - near extinction? The US Bureau of Labor Statistics expects positions as travel agents to decline through 2012 and warns those considering the profession to expect "keen competition for jobs."  But balancing that are a couple of factors: (1) The travel market in general is expected to continue to grow, and (2) despite growing comfort with the Internet, some people are expected to still want personal service and expertise from another human being. Recognizing this, online travel agencies such as Expedia.com have expanded to offer bookings by contacting a real, live travel agent via its toll-free phone line - no computer needed.  

…. The American Society of Travel Agents (ASTA) is working hard to get out a strong "we're not dead yet" message. It's motto "Without a Travel Agent, You're On Your Own," appeals to travelers who want to know that someone will act as their advocate if something goes wrong.  Those who use agents aren't all computer-phobic senior citizens, either. ASTA points to statistics that show that 43 percent of its customers are between the ages of 35 and 54, and 33 percent are younger travelers, ages 18-to-34.

Travel agents are still big players in the market. According to a 2004 survey, they sell nearly 9 out of every 10 cruise packages, 8 out of 10 tours and tour packages, and about half of all airline tickets, hotel rooms, and car rentals.  But those percentages are likely to shrink in years to come, according to a November report from PhoCusWright, a research firm that tracks the travel market. This year, online bookings will represent nearly 30 percent of the US travel market, PhoCusWright says. And it projects that within two years they will rise to well over half of all bookings.

To defend its members' market share, ASTA is cosponsoring, along with Marriott International and the University of South Carolina, a major research project aimed at better understanding "the strategies, attitudes, and characteristics" of financially successful travel agencies. … “The study will help identify the innovators [that are succeeding against Internet offerings] and what makes them tick,” [a University of South Carolina spokesman said].  

 Meanwhile, travel has become a mainstay of Internet commerce. Airlines and hotel-chain websites are evolving into low-cost, full-service, vacation-planning sites. Online travel agencies such as Orbitz.com, Expedia.com, Travelocity.com, and Priceline.com gather airline tickets, hotel rooms, car rentals, and cruises into one-stop shopping sites.  Expedia, for example, touts the fact that customers save an average of $189 by booking their flight and hotel as a package. But they also continue to expand their offerings. Expedia bills itself as a full-service travel agency offering cruises, adventure travel (including special trips to historic World Heritage sites around the world), travel tips, even destination activities.  If you book a flight to Maui, you can book a shuttle from the airport to your hotel, a dinner cruise on the harbor, or a helicopter tour as well, says Kari Swartz, product manager for leisure travel for Expedia.com. … No matter how sophisticated its computerized online booking system becomes, "We will never, ever remove the human [element] from our business," she says.  

That sounds a whole lot like what old-fashioned travel agents offer. And at a lower cost. Expedia, for example, charges $5 to book an airline flight. The average ASTA member charges $27.

 


Eastman's "Off-the-Wall Comment(s)"©  … 
For the sake of space in “Off-the-Wall Comment(s)”, the story above was edited.  As you can surmise from what was quoted, the story features the cross-conflict between automated transaction services and the value-add of human interaction to provide similar or identical services.  As is the editorial premise of The Christina Science Monitor, the story attempts to make an unbiased presentation of the opposing dichotomies as in the counter-point to the US Bureau of Labor Statistics analysis that suggests grown in the travel market and the need for personal services and expertise; the public education program of ASTA as contrasted with the evolving Internet products as exampled by Expedia, etc.  The story quotes many similar opposing examples which, to save space, were removed
.  

While the Christian Science Monitor story noted above reflects on the plight of the U.S. travel distribution mix, the dichotomy between the full-service traditional agency and the Internet agencies is paralleled throughout much of the world.  If one reads the trades in Europe, in Australia, and throughout many parts of Asia – the theme of agent-service versus self-service is consistent; although not yet as “mature” in other parts of the world.  The discussion is, however, just as virulent.   

The author too, has biases … on both sides of the argument.  Readers of OTWC will recognize that the example of automated “packaging” by Expedia cited in the story has long been anticipated in OTWC.  On the other hand, OTWC is also a strong proponent of the fact that it is not possible to take “people” out of the travel packaging mix.  But the realities of the travel distribution market in transition are brought home very quickly by the last paragraph of the quoted piece above – Expedia (implicitly, most online travel outlets) charges $5 to book an airline flight; the average ASTA member charges $27.  Now, on top of that, consider that the airlines and hotels themselves do not charge anything for identical bookings, at this point in time, even when they “package” their core product with some complementary offering from another vendor.

There is little doubt that the Phocuswright study accurately reflects the trend within the industry – but the story presents a sort of “real picture” of today’s existing travel distribution dynamic and fails to reflect the real drivers of change or reflect accurately on where the industry is headed.  

The author is in the middle of reading a yet-to-be-published book by Thomas Tunstall entitled “The Market Benchmark
.”  Some of you OTWC readers will recognize the name.  Tom is a former “Sabre-ite” now working with BearingPoint Consulting.  Tom’s book discusses how markets and outsourcing will supplant traditional management and business processes.  

A major emphasis of Tom’s thesis is that increased transaction efficiency drives all large corporate profits – and that in the “new economy” (whether one calls it the digital, knowledge, or information economy), the ubiquitous availability of information means that specialization will begin to rapidly evolve as business’ and innovators strive to serve increasingly smaller arenas of various service-sectors.  Tom suggests that service-sector measurement criteria as to how people are performing in supplying service driven solutions will become as measured as are manufacturing processes today.

Essentially, the disparity of paying $5 versus $27 for virtually identical transaction service cannot sustain itself in a market-driven society – which is the point behind “The Market Benchmark.”  Tom makes the point that this disparity cannot sustain itself among competing companies; nor can it sustain itself within a single corporate entity.  As service-sector processes become increasingly competitive, external specialists will make it more cost effective to outsource a service need than to retain a function within a company’s internal management structure.  In other words, it will be cheaper to outsource the “transaction” aspect of a common business process or service than to develop and maintain it internally.  

Essentially, it is this service-sector transaction process that is “in play” in the dynamic between the traditional travel agent and the internet travel agents. The essence of the story in the Christian Science Monitor suggests that two distinct services are in play – the transaction process and the service function.  Tom’s book suggests that they are one-in-the same; that service is also a transaction.  Implicit in that assumption is that the service function will soon become automated.     

In slightly different terms, this was discussed in the May, 2005 OTWC in forecasting the evolution of Internet travel offerings to “Google-type” travel-search tools  … 

<< Since both information and transaction processes are becoming digitized and
automated – the value-add comes from providing the right information response
when queried and/or packaging the integrated whole transaction on the consumer's
request
. The ability to interactively "package" multiple elements of a travel offering
tailored to a consumer's query leads directly to a sale that includes dynamically
packaged travel products that are price-inclusive (i.e. opaque pricing for the
individual commodity elements of the travel offering).

This is, conceptually, a Google-type query from a "gamer" (see February's Off-
the-Wall Comment(s) if you don't recognize the term)
 where the business-rules
engine behind the Google-like travel query-scoring is populated with CRM-
recognized values for the person making the query – and then integrates the
tiered responses reflecting (a) the buyer's travel scored needs and (b) the packaged
available inventory (air, hotel, car, and relevant ground services such as tee or
stable or bike-tour departure times) identified in real-time interactively from
the suppliers – packages offered to the potential buyer as a function of his
buying criteria; but where equal suppliers are available, optimized for margins
or mark-ups by the intermediary!

It is impossible to go down this intermediary path without a valid query
optimization scoring tool! And because the transaction processes will soon
be totally automated – if you are a company in the digital travel information
business, you must begin to build the dynamic packaging solution now if
you are to sustain your revenues and margins in the future.>>

The dynamic packaging process noted in May is essentially what Expedia describes in its discussion of the Maui flights above.  Yet it is this same “packaging with human interaction” that the ASTA travel slogan and marketing push is trying to dispel. The core issue comes down to “transaction” costs – not just the transaction to create the booking; but the transaction of providing the service when something needs human intervention.  

There are two key facets working on the side of the “agents” however – but they are NOT the “growing travel market” or the “need for insight or personal service” of a human as defined in the quote above.  

The “growing travel market,” however true, is growing out of age group that is Internet literate and at ease … even prefers … the digital world as a resource for information (see the February issue of OTWC reference above4).  And even within the elder age group of the demographic identified by ASTA above, more than 50% of those people are linked to high speed Internet via DSL or cable outlets
; increasingly active users of the new digital paradigm.  

The “need for insight or personal service”, particularly an “advocate for when things go wrong,” is a very real need.  Few of us are “experts” in all things – and if one does not travel frequently, the need for travel expertise is a true value-add that buyers expect.  One of the overlooked factors in the explosion of Internet travel is that buyers have learned that the Internet providers have as good, and sometimes greater, “value-add” than the traditional travel agent – particularly when there is a $22 transaction price differentiation!  

But that’s a key point – Internet travel service providers have or are rapidly overcoming the perceived do-it-yourself to get a low fare mentality; once the foundation of the Internet travel e-commerce.  Improved technology, search solutions, packaging, and service are all driving this transformation – even the telephone service agents supporting the automated search and booking tools.  

What’s really important about this human intervention dynamic to understand is that human intervention is not going away – but it is changing!  The very value-added service-transaction function that the average ASTA agent charges $27 for is now becoming automated.  For the traditional agent, this is a “hard pill” to swallow. 

Yet for the young up-and-coming agent, the change represents a transformation opportunity.  In lieu of working the telephone all day long, the new generation “agent” will focus on customizing the supporting automated infrastructure to serve the increasingly “niche” needs of each customer’s travel needs.  

Instead of keeping customer information in their heads, customer preferences and desires will make their way into customer relationship management data resources – to support the customer as he/she searches out new travel needs across the digital spectrum of information.  Such digital tools will identify travel opportunities with customer desires or whims and pro-actively message or inform prospects of these opportunities.  

Increasingly, the “traditional travel agent” will morph into “travel information mangers” – still supporting and responding to customer-driven needs and desires; but using interactive digital means in lieu of the traditional serve-my-customer mentality.  As the next generation of web-based tools matures
, the need for the specialized process of today’s Internet travel agency products will wane.  Even the smallest home-based travel agents will have interactive access to the technology tools that drive the economy.   

Thus, this new level of travel service does not represent the demise of one-to-one service; rather, it reflects the reality of adding value in a digitally based society where information is ubiquitous, and “value-add” is tied to the ability to sort through multiple-thousands of relevant personal needs and match those needs in an even larger matrix of “virtually-now” potential opportunities.  With both speed-of-offering and speed-of-transaction increasing logarithmically, the matrix of availabilities will exponentially expand with each new virtual need of the buyer.  

As gifted as the human mind is, it is not capable of tracking and responding to constantly changing matrixes of that size.  But the mind is capable of developing, managing, and enhancing the tools that can – and will!  It is into the roles of developing, managing, and enhancing such tools that the new-era travel agent will evolve.  The “transaction” of the new-era travel agent will be, as it was in the past, turning digital information into knowledge – but knowledge based on access to ubiquitous information, not the selective or disparate channels of information used by the traditional travel agent of the past. 




Eastman's "Off-the-Wall Comment(s)"©  … 
Long time readers of Off-the-Wall Comment(s) will recognize the impending “showdown” for what it is … the beginning of the culmination of the transformation of travel distribution.  I have often been quoted by readers of OTWCs as predicting the demise of the GDSs as we know them.  In recent years, I’ve pointed to the technology transformation taking place within all of the GDSs in anticipation of the need to serve different distribution needs.  

The Business Week story, which is edited minimally until I cut it off
, reflects a surprisingly accurate picture of the problem confronting airlines, the GDSs, travel agencies – and travel buyers.  It also reflects OTWC predictions, some of which date back before 1999 (which is when we started keeping track of OTWC).  This December of 1999 piece about a Priceline/Worldspan lawsuit pretty much says it all …     

<< Lets assume that e-tickets become the norm (as they already represent 

about 50% of all travel  -- …  and "direct links" to the airline inventory systems [evolve] 

... VIOLA!!! -- a global Internet distribution solution

... without the need of ARC's high cost processing solution and
without the need of travel agents to inject command-line transactions to
generate segment bookings.

… Such a solution suggests increased dependency on ...
(a) GDS bypass
(b) Corporate bulk buying (i.e., risk taking) to ensure corporate travel
and provide the airlines with a stable base of revenue in key market
segments
(c) As (b) evolves, aggregated buying by other key distribution outlets
in the form of risk-taking consolidators, corporate agencies on behalf of
smaller corporate clients, and tour operators -- in each case, to ensure
optimum pricing for their clients and/or packaged products.
(c) Rapid evolution of net fares for non-bulk purchased air travel
product (if you are an airline, why pay GDS and/or commissions?) -- which
means a reversal of the traditional agent's role in the distribution model
to where the agent charges the buyer for packaging and buying -- not
processing a transaction.
(d) Over the next two years, the auction concept will evolve to a new
model for bulk purchase of airline seats through some sort of interactive
e-commerce bid process.
(e) Over a longer term, the evolution of "travel packages" ... not
packaging of commodity products
.>>


I edited the issues pertaining to the lawsuit from the OTWC quote to stay focused on the point; that the GDSs distribution structure as it was then and remains largely today – is too costly.  Note in that in (c), it was the Internet travel agencies that pioneered the risk-taking purchases, not consolidators or corporate agencies.  Note also the forecast in (d) where the validity of commissions or service fees is challenged.  In (e) I expected the Priceline auction concept to mature.  The Priceline premise still exists, but in fact, the “auction” piece took a different form.  The “auction” became a self-service solution, using Internet to search for low fares.  The implied value of an opaque auction eroded in the competitive onslaught of ubiquitous digital information.  The longer term (f) aspect of “travel packages” is just now beginning to evolve as noted in the comment above.   

As this piece from 1999 demonstrates, predicting the exact form of how things will evolve can be imprecise – but recognizing the trends and the pressure-points acting on “today’s” environment can provide fairly accurate agendas of change that can and must take place.  

The interesting dilemma presented in the Business Week story is that none of the “distribution players” noted … airlines, GDSs, or travel agents … are yet ready for this “showdown.”   I suspect that they all think they are … but as is often the case, it appears to me that the perception of necessity is in front of ability to implement.  

The legacy carriers are caught between a rock and a hard place.  They must get their distribution costs in line with the low cost carriers (LCCs) who do not typically use the GDSs.  Further, the legacy carriers “manufacture” far too many seats in too many disparate markets to allow them to shift solely to Internet booking models.  Conversely, the LCCs use holistic technology platforms that cannot, on balance, support open Internet, let alone GDS distribution solutions.  Thus, the LCCs are pretty much dependent on direct access across their web booking portals.  

Finally, neither legacy or LCCs have made the technology investments necessary to bridge these distribution channel discrepancies (although I can speak with some authority when I say that Aloha Airlines is making that investment “;-]] ). 

The GDSs, in turn, have done a better job of preparing for the transformation in a technology perspective.  While each of the major GDSs has approached the problem differently, they appear able to respond in whatever direction the airlines decide to go.  The GDSs’ problem is that no matter which direction the airlines do decide to move – the primary revenue stream of the GDSs will erode.  Over time, so will the costs as the technology platforms are replaced – but the transition will be painful; very painful!  Perhaps even more important, each GDS will be impacted differently depending on how the collective whole of the airlines opt to move tactically forward.  If the airlines move in concert, one or two GDSs will prevail; the others will wane away.  

But I suspect that the new opportunities and the lack of preparation by the carriers will result in different airlines taking different tactics – in some cases, influenced heavily by their host providers or the dominant GDSs in their key markets.  This is particularly true of GDSs that serve as conduits for significant bookings from the five major travel agencies.  This suggests a period of even greater instability in the airline distribution sector.  

While the Business Week story suggests that agencies make up the third part of this “triangular showdown” … Business Week may have missed the mark on that item.  Certainly the agencies are caught in a squeeze … particularly the Internet agencies.  The Internet agencies are more dependent on “overrides” and transaction cost off-sets than the more traditional agency.  But unlike the traditional agency, most of the Internet agencies have the technology and the infrastructure to modify their pricing and purchasing platforms to reflect whatever new distribution solution evolves.  Many will, if at all possible, work out ways to purchase direct from the vendors and opaque their margins in the price.  That assumes that the vendors can provide product interactively in one form or another.  

 Most of the traditional agencies, particularly the large ones, have already transformed their business model to reflect real costs – or in the case of large bulk corporate buyers, shared costs.  The really interesting aspects of the evolving dilemma have been the large corporate travel buyers … who are probably the least prepared for this “showdown.”  

It is not necessarily the agencies that serve them; but mega-corporations that buy travel which are unprepared.  On balance, these corporate buyers account for a significant percentage of highly valued repeat travel on most airlines.  But these travel managers are, in large part, middle managers – most looking after cost centers within either finance or purchasing departments.  On balance, few of these managers have the internal corporate “political power” to transform their buying processes – and thus, they have been the most reticent of travel buyers to adapt or transform their purchasing requirements to new technology solutions.  

One of the greatest inhibitors for these travel managers and the large travel agencies that serve them is the ongoing dependence on the old travel agency accounting and reporting systems.  These systems represent a installed process that few of the corporate travel managers understand; let alone have any idea on how they must change their systems if they are to participate interactively in e-commerce.  Accordingly, these managers “default” to the solutions offered by the agencies that support them; who in turn, “default” to the GDSs that have traditionally provided both the back office accounting systems and the automated ARC/BSP settlement process upon which the legacy system is dependent (note in my 1999 thread above, the reference to the high cost of the ARC settlement process and the need to bypass it as well).  

What the Business Week story seems to imply is that the “showdown” is coming in 2006.  I suspect that this is true … for the cost dynamics and the corporate airline culture element or recognition of the need for change is present.  While the GDSs continue to attempt to control the dynamics of this “change factor” to sustain their revenue needs, the competitive imbalance of distribution costs has finally surfaced as a meaningful number as the legacy carriers have gotten labor and benefit programs in line with the LCCs.  The real question will be … what approach(s) will the legacy carriers take to resolve this cost distortion?   




Eastman's "Off-the-Wall Comment(s)"©  … 
People … it always comes back to people. 

Consider the “play it safe” mentality … as it relates to the comments above pertaining to the mindset of the traditional travel agents; agents that want/need to believe that they way they were successful in the past cannot be replaced by technology.  Consider the “play it safe” mentality … as it relates to airline, GDS, travel agency, and corporate travel managers; the lost opportunities created by “playing it safe” in doing what others told them or expected with no regard to the reality of change that confronted them.  

How often do people participate in committees for the purpose of sharing responsibility?  How frequently do committee tasks revert to the lowest common acceptable denominator of change?  How commonly do internal committee’s accept as “fact” the input of a preferred outside vendor whose answers actually serve the current needs of the vendor’s revenue base?  When was the last time somebody got fired for participating in a committee that retained the services of a “brand name” provider like IBM … or Sabre … or American Express, etc.?  

But the reality of “playing it safe” is, as Tom Watson says,  “… destructive of our most valuable human asset.”  

I would suggest to readers that “playing it safe” is what got the legacy carriers into the financial dilemma that now threatens the entire airline industry.  “Playing it safe” is why the GDSs remain burdened with their 6-bit and costly legacy hosting and distribution platforms.  Corporate travel managers, “playing it safe,” remain dependent on the historic back-office travel accounting systems even though, for the most part, their respective corporations run modern and contemporary purchasing and accounting systems for virtually all other aspects of their business.  “Playing it safe” is a mental mindset … and it is destructive to individuals just as it is destructive to the companies they serve.  

++++++++++
Well, time has run out on me again.  
Respectfully, 
\\ Richard

Copyright © 2006, The Eastman Group, Inc.   

Address feedback to << reastman@eastmangroup.com >> 







From Orange County Register, 2 January, 2006


Quoted from a Column by Harvey Mackay … “Your Full Potential” 





Thomas Watson Jr., the highly respected former chairman of IBM said: “Several instances have come to my attention recently of a practice that will work against our keeping our company going in the right direction – this is the practice of ‘playing it safe.’ It appears in many forms – from excessive copying of people in correspondence to committees organized not for thoughtful deliberation but to share responsibility. “Even more serious than the resulting waste and lost opportunities is the effect this practice has on those who look to us as examples. We go to great lengths to bring people into IBM who have the potential for developing into strong leaders capable of positive decisions based on sound judgment and firm conviction. The manager who sets the example of ‘playing it safe’ is destructive of our most valuable human asset.”�


http://www.ocregister.com/ocregister/money/columns/article_925166.php





GDS costs are 2.5% of some airlines' revenue -- about $160 million a year for Continental and $500 million a year for American. "It's in the top five costs," says David Cush, American vice-president for distribution. "Fuel is No. 1, then labor, then airplane ownership, and then distribution." 





But major airlines' contracts with the GDS companies will run out by midyear -- and airlines want to cut their GDS costs by 50%. …  Since GDS companies pay travel agencies like Expedia and American Express (AXP) for their business, a prolonged fight could force the agencies to hike their charges to replace revenue in order to ensure they can continue offering consumers the lowest available fares. "It's going to be a three-way shootout between the airlines, the GDS [companies], and the online travel agents," Forrester Research analyst Henry Harteveldt says. 





So consumers can expect a more difficult hunt for cheap fares, whether bought directly from an airline or through an agency that uses an airline-preferred GDS. And they can also expect higher service fees from travel agents, who have to make up the revenue they expect to lose when airlines cut GDS payments. "The cost of providing our services isn't going to go down," says Jack O'Neill, chief operating officer of Carlson Wagonlit Travel. 





… Technology has slashed the cost of alternatives. If a customer books a ticket directly on the airline's site and not that of a travel agent, the transaction can cost the carrier as little as $3. Startups ITA Software and G2 Switchworks have also invented low-cost GDS substitutes that let agents process reservations for $3 or less by using open-source software and skipping extra services GDS companies offer. ….





From BusinessWeek Online.Com©, December 29, 2005


The Airlines' $5 Billion Showdown by Timothy Mullaney





A battle is looming between carriers and the companies that help them sell tickets, which may make cheap seats harder to find.  Ever since the September 11 terrorist attacks nearly destroyed the U.S. airline industry, major carriers have struggled to get back to profitability. Labor costs have fallen, but fuel prices have whacked airlines anew. As AMR's (AMR ) American Airlines and Continental Airlines (CAL ) move toward the black and United, Northwest, and Delta are in bankruptcy court, carriers hope 2006 will be the year they can attack one of their most persistently high costs -- the price of the technology they use to process tickets. 





The new year promises a $5 billion showdown between airlines and the companies that process reservations. Known as global distribution service (GDS) companies, they include Sabre Holdings (TSG), Cendant's (CD) Galileo unit, and privately held Worldspan. These outfits charge airlines $12 to $13 per round-trip to crunch fare schedules and let travel agents connect with airline reservation systems to make bookings. 


…continues
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From The Christian Science Monitor©, December 12, 2005


Travel agents find routes to survival by Gregory Lamb








� The story can be reviewed at << � HYPERLINK "http://www.csmonitor.com/2005/1212/p13s02-litr.html" ��http://www.csmonitor.com/2005/1212/p13s02-litr.html� >>


� “The Market Benchmark : Why Markets and Outsourcing Will Topple Old School Management Styles, Thomas Tunstall, PhD, © Copyright 2005 Thomas Tunstall (� HYPERLINK "mailto:thomasntunstall@yahoo.com" ��thomasntunstall@yahoo.com�) : unpublished manuscript. All Rights Reserved


� http://www.eastmangroup.com/otwc/otwc~apr2005.html


� http://www.eastmangroup.com/otwc/otwc~feb2005.html


� VENTURE CAPITAL JOURNAL, August 1, 2005, “Internet 2.0,” by Tom Stein. © Copyright 2005 by Thomson Financial, Inc. All rights reserved.





� “Web 2.0 Users in a Whole New Era,” Trends E-Magazine, December 2005, Page 25


� http://www.businessweek.com/technology/content/dec2005/tc20051229_680100.htm?campaign_id=search


� http://www.eastmangroup.com/otwc/1999/otwc~dec1999.html
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