Reading Comprehension III: TRAVEL
Grammar and Structure: 

· Complex sentence structure. Linking words
Special Lexis: 

· The language of travel
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Within a decade, most travel bookings are likely to move online.


(I) INSIDE an office block in downtown Chicago, two large rooms next to one another look a little like NASA's mission control. People sit at computers, facing a wall of large screens with constantly changing information. This is the heart of Orbitz, one of the big online travel agencies. Jeffrey Katz, the company's chief executive, says there is a simple reason why more and more people are using the internet to make their travel arrangements: “It's a better way to do it.”

(II) But Orbitz, which was founded by a group of big airlines, and its rivals have to make it better still. Some in the industry think that strong competition and negligible buyer loyalty will cause a big shock soon. Some of the smaller companies have already been purchased. In the past year America's Hotwire, which specialises in discount hotel accommodation, was bought by Barry Diller's IAC; Travelbag, a British long-haul travel specialist, by ebookers; and Online Travel by Britain's Lastminute.

(III) Travel makes up the biggest part of business-to-consumer (B2C) e-commerce, accounting for about one-third of online consumer spending. Last year 35m Americans bought travel online, a 17% increase on 2002, according to the PhoCusWright Consumer Travel Trends Survey. The survey found that nearly two-thirds of those travellers were happy to buy personal travel either from online agencies or directly from the websites of travel firms, and often used both for different parts of the same trip. The vast majority of customers would consult at least one online travel agency and the website of one supplier before purchasing anything online. Many more people would investigate their travel options online but then book offline.

(IV) Internet travel agents need to attract those browsing actually to book their trips with them, and to get them to buy more of their total travel needs from just one site. One way of doing this is to develop “dynamic packaging”. This allows customers to pick all the different elements of their trip from the site, including flights, hotels, car hire, local tours and even tickets to the theatre or sporting events. 

In the offline world, such packages have long been put together by tour operators in brochures displayed by travel agents. Such holidays have enjoyed huge popularity, especially with northern Europeans looking for a couple of weeks in the sun. One of the best-loved destinations used to be the Costa Brava, a stretch of coast in north-eastern Spain where package tours were pioneered in the 1950s. 
(V) Many holidaymakers now expect better-quality hotels, less crowded beaches and more activities than the Costa Brava can offer. The growth of low-cost airlines and a multitude of online travel services have made it easier and more attractive for them to book their own flights and accommodation. “People like the ability to see everything a travel agent can, and put together their own holidays,” says Robert Booth, who runs the British site of America's Travelocity. They also, he adds, want their bookings to be safe, their money secure and any problems quickly dealt with. If online companies can do all of these things, then people will return and spend more money.

What makes a successful travel package comes back to the question of value. It could be the convenience of buying everything in one place, but it could also be the satisfaction of getting a bargain. In packaged deals, the price of the individual components is often not transparent. If travellers check the rates of the airlines, hotels and car-hire firms involved, they may sometimes find that, if bought individually, the parts would cost more than the package. This is because packages involve deals between suppliers and travel agents, such as promoting one particular hotel or airline in return for a rate discounted below the lowest advertised price. 

(VI) The attraction of dynamic packaging
Tour operators have been packaging their trips this way for decades. Getting dynamic packaging to work well online for individual consumers is not so simple, but the rewards for companies that succeed could be very rich. At present, in America some 20% of travel is bought online. But many in the industry think that travel could become the first big industry with the majority of its sales online, and that the proportion could reach 50-70% within a decade. Europe is expected to follow the same pattern, but with a delay of about three years. 

If these forecasts prove accurate, they will lead to huge changes in the travel business. Dinesh Dhamija, the boss of British-based ebookers, predicts that the two largest holiday travel companies in Europe—Thomas Cook and TUI—will be replaced as market leaders by internet travel companies within five to seven years. Expedia's Mr Blachford is convinced that eventually just about every travel transaction will involve some element of online booking. 

(VII) Business class, please
Most of the big online travel agents are now also chasing the market for business travel. According to recent studies, about 60% of trips are for leisure and 40% for business; but when it comes to expenditure, the ratio is reversed. Many small companies already deal directly with online agents, but for bigger companies booking business travel is a lot more complex than leisure travel. Business travel is governed by the budgets and rules set by corporate travel departments (such as who gets to fly business class, and in what circumstances), and by discounts negotiated with particular travel suppliers. In order to win a big corporate account, an online agent may have to provide a special service. Business travellers often demand flexibility, so changing flights and other arrangements has to be easy. With their lower transaction costs, online agents are able to offer cheaper business travel than many offline agents. Some also provide additional services that could be useful for tired travellers of any kind. For instance, Orbitz employs former air-traffic controllers in its operations centre to keep an eye on potential problems. This means travellers can be alerted to flight delays by e-mail or mobile phone before they set off for the airport. 
Reading Comprehension III
1. True or False?

a. Travel makes up the greatest part of Business-to-Business (B2B) e-commerce (III)
b. Dynamic packaging is a form of online package tour  (IV)

c. The presence of many online travel firms has made it very difficult for customers to find the right holiday packages (V)

d. Business travel expenditure is higher than leisure travel expenditure (VII)

2. Answer the questions (Comprehension):

a. Why are package tours cheaper? (V)

b. What is the future of traditional travel companies in Europe? (VI)

Reading Comprehension III

3. Answer the questions (language):

a. What is a synonym of “rival” (II)?
A. lover
B. enemy
C. competitor
B. player
b. What is the antonym of “purchase” (II, III)?

A. acquire
B. buy

C. sell

e. A survey (III) is:

A. a statistical study

B. the research based on of people’s opinion
C. A research  based on a particular study
f. What is the meaning of the verb phrase “runs” in (V)?

A. jog, move fast
B. escape, flee
C. manage, direct

g. In para. (V) the word  “deal” has many forms: package deals, dealt with,  deals ……….

Can you try and translate into Italian, or explain in English the different meanings?
h. Rephrase the expression in VII “the ratio is reversed…”: 

The (proportional) relation is ………………….

i. “lower transaction costs” (VIII) mean:

A. more expensive travelling costs

B. cheaper  online costs

C. cheaper negotiation costs 
j. Which words in the text mean:
1. head administrator (n.) (I)

2. advise, ask advice (v.) (III)

3. reading of documents on the Internet (v.) (IV)

4. permit, enable (v.) (IV)

5. something bought at a cheap price (V): 

6. secure, protected (V): 
7. benefit received as payment for a service, recompense (VI): 
c. What structural elements (morphological elements) can you recognize in the words “ebookers” (II; VI); “suppliers” (V; VII)? Can you give examples of similar words?

d. This is the phonetic transcript of a word in paragraphs  I and VII
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“THE NY-LON LIFE”

Ron Kastner is a classic New Yorker: first off the plane, first out of the airport. Carrying a single small bag, he walks straight through immigration and customs. He doesn’t look like he’s spent six hours in the air (business class will do that to you), He owns an apartment in the East Village in Manhattan, but tonight London is home: a flat in Belgravia, London’s wealthiest neighbourhood. Kastner is a resident of a place called NY_LON, a single city inconveniently separated by the ocean. He flies between the two cities up to five times a month. David Eastman lives there too. A Londoner who is a VP at Agency.com in New York, he travels the JFK-Heathrow route so often he’s on a first-name basis with the Virgin Atlantic business class cabin crew.

As different as New York and London are, a growing number of people are living, working and playing in the two cities as if they were one. The cities are drawn together by a shared language and culture, but mostly by money – more of which flows through Wall Street and the City each day than all the rest of the world’s financial  centres combined. The boom in financial services attracted advertising agencies, accounting firms and management consultancies to both cities. Then came hotel and restaurant businesses, architecture and design, real estate and construction, air travel, tourism and other service industries.

Trevor Beattle, the London-based creative director of ad agency TBWA says ‘new York and London are both so trendy and so modern now in terms of fashion, art, photography, music’. ‘We dream about each other’s cities’, says Joel Kissin, a New Zealander who after 25 years in London bought a penthouse in New York’s Fifth Avenue. ‘If you’re in New York your dream is London, and if you’re in London, your dream is New York’.
BEFORE YOU READ

Look at the title of the article. What do you think the title means? Quickly read the first paragraph to find out

AFTER YOU READ

1. Is business class really that much better than economy?

2. Would you like Ron Kastner’s life?

3. Do New York and London share a culture? Or even a language?

4. What are the other boom industries these days?

5. Try to guess the meanings of the words and expressions in bold from the context
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