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Abstract: There are different existing options for the travel trade on learning about tourism destinations: attending 

training sessions organized by the tourism offices, by listening to TV programs, or by visiting a destination itself. 
Travel agents are also using specifically designed for them online training courses. We might envisage that they 

subscribe to such training activities due to the flexibility of the training offer. So far the motivations of the travel agents 

on doing eLearning courses about tourism destinations are still unknown. Phone interviews with the travel agents based 
in the United Kingdom, India and New Zealand were done in order to investigate what motivates and discourages them 

to participate in such training activities. 
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Research Context  
 

Several changes in the last twenty years have influenced the hospitality and tourism industry, such as political, social and 

economic factors. However, the principal change has been seen thanks to the advancements of technology. Tourism is one of 

those industries that is exceptionally suitable for the adoption, integration and successful use of Information and 

Communication Technologies (ICTs) (Buhalis & Law, 2008; Xiang & Gretzel, 2010). For instance, travel related products 

are a major group of goods that are being sold with the help of the internet nowadays. The world of tourism and hospitality 

has been deeply reorganized due to the development of ICTs not just in terms of how tourism products are being marketed, 

sold and purchased, destinations being promoted, hotels and airline companies being ranked online, but also in the ways in 

which tourism and hospitality personnel is being trained. ICTs enabled managers of hospitality and tourism companies to 

better support and prepare their employees and external partners with more extensive and current information through online 

training activities.  

 

There are several structural issues within the industry, such as very high level of staff turnover, seasonality, high number of 

Small and Medium Enterprises, and big international chains, such as hotel chains, car rentals and cruise companies that impact 

the training need within the tourism and hospitality industry. Training and knowledge delivery as such are becoming very 

costly and complex activities. All this brought to fast development of eLearning as a training delivery option within the 

industry.  

The research of eLearning in the tourism domain has been rather fragmented so far and in most cases was limited to the 

representation of successful cases of eLearning integration (Adukaite, et al., 2017; Liburd & Christensen, 2013; Mejia & 

Phelan, 2014; Morellato, 2017; Murphy, et al., 2014; 2017; Yap, 2015). Furthermore, limited attention has been paid to 

eLearning courses offered by the tourism offices to the travel trade that need to know more about the destination they sell and 

then possibly sell it with higher confidence to the potential travellers.  
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Online training courses about tourism destinations have been framed within the overall map of existing eLearning courses in 

the hospitality and tourism domain (Cantoni, et. al, 2009). Furthermore they have been approached in the benchmarking 

studies on the structure of such a training offer (Kalbaska, 2012; 2014) or evaluating formality/informality of such learning 

contexts (Adukaite, et. al, 2016).  

Destination Management Organizations (DMOs) have started to design eLearning courses in the last decade so to provide an 

additional training offer for their trade partners: travel agents and tour operators. The later ones serve as intermediators among 

the destination and potential travellers. As the travel trade needs to sell the product ‒ tourism destination ‒ to the end client, 

they need to get trained on it. In this case DMOs are using online training courses to provide education on how to sell a 

country or a region as a tourism destination to the largest possible number of travel trade, the number they wouldn’t be able 

to serve with traditional modes of knowledge delivery, for instance through in-presence training sessions.  

On the other side, the nature of the tourism industry became more complex and competitive, where ICTs have threatened the 

work of traditional travel agents, as travellers nowadays can do simple bookings on themselves. In this situation travel agents 

need to look for possible differentiations, and further knowledge acquisition and specialization is believed to be one of them.  

Currently, about 70 eLearning courses are offered by DMOs at the national level, while no estimation is available on the 

number of regional training offers. Examples of such courses include Canada Specialist Program initiated by the Canadian 

Tourism Commission, Dubai Expert provided by the Dubai Department of Tourism, Commerce and Marketing, and Ticino 

Switzerland Travel Specialist, created by Ticino Turismo, regional tourism board in Switzerland (Kalbaska, 2012).  

eLearning courses about tourism destinations are designed specifically for the needs of the travel agents and provide travel 

consultants and distributors with a comprehensive view of what a destination is about, what it has to offer, and give to the 

trade partners the knowledge and skills to sell the destination effectively and to the right people (Kalbaska, 2014).  

The content of such courses covers general information about the destination itself, which might include geographical 

position, demographics, languages spoken, etc., as well as history, culture and traditions, accommodation and transportation 

systems, formality issues, selling tips, and the help in itinerary planning. Usually such courses evaluate the knowledge 

received by a travel agent through testing activities. After successfully finishing testing activities, travel agents are able to 

receive a certificate, which confirms their knowledge about considered destination.  

From a previous research on the topic (Kalbaska & Cantoni, 2018) knowledge upgrade strategies among the travel trade based 

in the United Kingdom, India and New Zealand when it comes to their need of learning about tourism destinations became 

known. Except for eLearning courses about tourism destinations, the following strategies were shared the most among travel 

agents in the three studied countries: on-the-job training; travelling to tourism destinations; online search; attendance of the 

“road shows” and reading books and other printed materials. Furthermore, the rates of current usages and awareness of 

eLearning courses about tourism destinations by travel agents are known from the same study. The study suggests that there 

is a demand among travel agents in in the United Kingdom, India and New Zealand on attending eLearning courses about 

tourism destinations, though the demand varies from country to country. The highest demand is among travel agents based in 

the United Kingdom, where nearly 55% of the travel agents have previously took eLearning courses about tourism 

destinations. Among travel agents based in New Zealand the number is lower and accounts for 33.3%. The last country among 

three studied markets is India, where just 26.5% of the working outbound travel agents have previously done eLearning 

courses about tourism destinations. In addition, the level of awareness varies among travel agents from the three studied 

countries. Travel agents who are based in the two developed countries: United Kingdom and New Zealand have similar level 

of awareness of the existence of the eLearning courses about tourism destinations. It accounts for more than 65% and 69% 

accordingly, while in India the level is of 36.5%.  

To our knowledge, so far no empirical research has been done on the context of such an online training offer, while evaluating 

at how travel agents are studying with the help of eLearning courses about tourism destinations, how many courses they have 

done in the past, which ones they prefer and believe to bring benefit to them. Furthermore, the question why they are/not 

undertaking such a training activity hasn’t been studied yet.  

 

 

Research design and methods  

 
The purpose of this study is to understand what drives travel agents in the United Kingdom, India and New Zealand to 

subscribe and actively study with the help of eLearning courses about tourism destinations, besides browsing websites about 
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tourism destinations, which were created mainly for the travellers and note for the professionals in the field; attending in-

presence workshops; or attending any other available at their market formal or informal training offer. At the same time, this 

research will attempt to understand what discourages travel agents in the three studied countries to participate in the eLearning 

activities. 

  

This research will answer the following research questions: 

 

What is the context of eLearning usage among travel agents based in the United Kingdom, India and New Zealand? 

What motivates travel agents on attending eLearning courses about tourism destinations? 

What are the barriers for travel agents on possible participation in the DMO eLearning courses? 

 

Phone interviews were done in 2013 with the travel agents based in the United Kingdom, India and New Zealand. Three 

chosen countries are based in two different geographical zones: Europe and Asia-Pacific and  represent two mature tourism 

markets, which were benefiting from the outbound tourism development during the last century; as well as an emerging one 

– India, where mass outbound tourism has started to develop in the last years. According to Li (2003), developing tourism 

markets have a low level of tourism market penetration, higher market growth than developed ones, and require higher 

investments into the establishment of the tourism distribution channels and in the development of market-specific knowledge.  

Nowadays the needs of travellers in the three studied markets are different, where in the United Kingdom and in New Zealand 

many tourists have been travelling as Free Independent Travellers, Indian travellers are starting to discover this option, hence 

still relying significantly on the help of the travel agents and travel consultants. Additionally to that, Indian travellers need to 

possess a visa in order to enter the majority of the countries around the globe, which means that they still rely most on the 

help of the travel trade (UNWTO, 2009). All three countries still have a very fragmented travel trade industry, where in the 

United Kingdom and in New Zealand the process of the travel trade industry consolidation has started (Reid & Pearce, 2008; 

Cope, 2000), it’s in the initial stage in India.  

Phone interviews were chosen as a strategy in order to answer above mentioned research questions. They give the possibility 

to decide and control the structure of the population, and make the results comparable between the three studied countries – 

United Kingdom, India and New Zealand. Phone interviews by nature help to get the highest response rates of the unmotivated 

user, in case of this study – of the travel agents who have not previously done eLearning courses.  

 

The phone interview process was guided by an interview protocol, including the purpose of the study and the information on 

the confidentiality of the participant’s responses. Phone interviews were done with the help of VoiP system Skype. Their 

lengths was from six to eight minutes, including a mix of close-ended and open-ended questions. Those travel agents who 

have done eLearning courses previously, had fourteen questions to answer, while those who had no previous experience on 

studying online had eight questions to respond to. A few questions on the participant’s professional and educational 

background and experience were asked at the beginning of the interview. They were followed by the leading research 

questions, which included participants’ motivation and lack of motivation to begin an eLearning activity. Those travel agents 

who have taken previously eLearning courses about tourism destinations were asked to specify, if the decision to participate 

was voluntary, mandatory or it was encouraged by the management of the company. Additionally, they were asked how they 

have learned about the existence of such courses; how many of them they have taken in the last two years, additionally they 

were invited to nominate the best courses they had taken so far. 

A pilot study was done with three British, three Indian and three travel agents based in New Zealand working in different 

types of agencies in order to minimize the ambiguity and wording, as well as ensuring the content validity of the research 

questions. The pilot study ensured the right flow of the questionnaire, proper usage of the terminology, which can be 

understandable in all three studied countries. It also gave an indication on the time needed for the completion of the phone 

interview (Burke & Miller, 2001). Phone interview questions have been modified based on the feedback obtained. As travel 

agents were contacted by phone, while being busy with their working commitments, the decision was undertaken on 

contacting them in less busy periods of the day. National celebrations and holidays were also taken into consideration. 

Quantitative data from phone interviews were entered into the IBM SPSS Statistics 19. General descriptive statistics 

procedures were first applied. Additionally correlations among variables were done using Pearson Chi-Square test.  

 

 

 



Research results 

 
Within this study, 1093 phone calls were done in order to achieve 627 successful interviews with the travel agents in the 

United Kingdom, India and New Zealand (Table 1.). On a country-by-country basis, the next results were obtained: United 

Kingdom – 341 calls brought 190 interviews, and accounted for 55% response rate; India – 364 calls brought 272 interviews 

with 75% response rate. New Zealand – 388 calls brought 165 interviews, bringing to 42% response rate.  

Research results will be presented along the following structure: first, the (i) characteristics of the respondents will be shown, 

synthetically presenting the gender of the respondents; their age and years of work in the tourism industry; their level of 

education; and the agency type travel agents work for. Then (ii) frequencies and participation rates in the eLearning courses 

about tourism destinations in the United Kingdom, India and New Zealand will be stated, followed by the context of the 

eLearning participation among travel agents in the three studied countries will be presented. Finally results will be concluded 

with the (v) motivations and (vi) barriers nominated by the travel agents on following or not eLearning courses about tourism 

destinations.  

(i) Characteristics of the respondents 

Characteristics of the respondents to the phone interviews in the three countries where the research was undertaken: United 

Kingdom, India and New Zealand, are synthetically presented in Table 1. It includes the specification of the gender of the 

respondents and their age; level of education; and the type of the agency they work for.  

 

  
United 

Kingdom 
India 

 New Zealand 
Total 

Total  190 272  165 627  

Gender 
Male 71 (37.4%) 154 (56.6%) 65 (39.4%) 290 (46.3%) 

Female 119 (62.6%) 118 (43.4%) 100 (60.6%) 337 (53.7%) 

Age 

<32 56 (29.5%) 99 (36.4%) 43 (26.1%) 198 (31.6%) 

32 - 47 68 (35.8%) 140 (51.5%) 58 (35.2%) 266 (42.4%) 

>47 66 (34.7%) 33 (12.1%) 64 (38.8%) 163 (26%) 

Agency 

type 

Independent 42 (22.1%) 76 (27.9%) 94 (57.0%) 212 (33.8%) 

Chain 148 (77.9%) 196 (72.1%) 71 (43.0%) 415 (66.2%) 

Education 

Secondary School 70 (36.8%) 13 (4.8%) 38 (23%) 121 (19.3%) 

Vocational 

training 
81 (42.6%) 83 (30.5%) 

68 (41.2%) 
232 (37.0%) 

University degree 39 (20.6%) 176 (64.7%) 59 (35.8%) 274 (43.7%) 

Table 1: Characteristics of the respondents to phone interviews. Number of respondents 627 

Gender. From the obtained results, it can be noted that in the United Kingdom and in New Zealand more than 60% of the 

respondents were women, while in India women accounted for 43.4%. Above-mentioned numbers are aligned with a common 

gender distribution in the hospitality and tourism field in the developed countries, where female employees prevail.  

Age. Three main age groups were identified within this research: the first group, which include the respondents younger than 

32 years old, represents the employees of the “generation Y”, those that were born and raised with technologies and are 

believed to have different use of technologies for working purposes as well as for their knowledge upgrade (Rapetti & Cantoni, 

2010; Selwyn, 2009). In the United Kingdom and in New Zealand three age groups are equally distributed, with about 88% 

of Indian travel agents that are younger than 47 years old, and as a result Indian respondents were younger than those in other 

two nations.  



Agency type. In the United Kingdom 77.9% of the travel agents were working in independent agencies and 22.1% in chains 

or franchising companies. In India those proportions are 72.1% and 27.9%; while in New Zealand 57.0% and 43.0% 

accordingly.  

Level of education. The largest difference in the level of education is seen among travel agents based in the United Kingdom 

and in India. Indian agents are mostly well educated, where 64.7% of them possess a university degree, followed by 30.5% 

of the respondents in this country, who hold vocational school degrees, while less than 5% are working in the travel agency 

after graduating from a secondary school. This can be explained by the importance of the role that is given to the work in the 

travel agency sector in India, as well as by a higher requested entry level for these types of jobs, which is set by the employers 

in developing countries due to the scarcity of working positions. While looking at British travel agents, it can be noted that 

42.6% of them possess a vocational school degree, followed by 36.8% with a secondary school diploma and 20.5% have 

graduated from a university. The majority of the travel agents who are based in New Zealand (41.2%) have been educated to 

satisfy vocational school standards, while 23% having completed high school. 35.8% of the travel agents based in New 

Zealand were educated to a University level.  

(ii) Frequencies and participation rates in the eLearning courses about tourism destinations in the United Kingdom, 

India and New Zealand 

The following table presents frequencies and participation rates in eLearning courses about tourism destinations in the three 

studies countries, stratified by gender, age, agency type, and educational level of the interviewed travel agents.  

  
United 

Kingdom 
India New Zealand Total 

Total  103 (54.2%) 72 (26.5%) 55 (33.3%) 230 (36.7%) 

Gender 
Male 29 (40.8%) 36 (23.4%) 16 (24.6%) 81 (27.9%) 

Female 74 (62.2%) 36 (30.5%) 39 (39.0%) 149 (44.2%) 

      

Age 

<32 28 (50.0%) 23 (23.3%) 7 (16.3%) 58 (29.3%) 

32 - 47 35 (51.5%) 42 (30.0%) 21 (36.2%) 98 (36.8%) 

>47 40 (60.6%) 7 (21.2%) 27 (42.2%) 74 (45.4%) 

      

Agency type 
Independent 71 (48.0%) 37 (18.9%) 24 (25.5%) 132 (30.1%) 

Chain 32 (76.2%) 35 (46.1%) 31 (43.7%) 98 (51.9%) 

      

Education 

Secondary School 40 (57.1%) 1 (7.7%) 14 (36.8%) 55 (45.5%) 

Vocational training 45 (55.6%) 7 (8.4%) 19 (27.9%) 71 (30.6%) 

University degree 18 (46.2%) 64 (36.4%) 22 (37.3%) 104 (38.0%) 

Table 2: Frequencies and participation rates in the eLearning courses about tourism destinations in the United 

Kingdom, India and New Zealand 

Travel agents who are working for chains or franchising companies are undertaking more often eLearning courses about 

tourism destinations in all countries: e.g. 48% of British travel agents who are working for independent enterprises have done 

eLearning courses in the past, while 76.2% of the respondents working for chains or franchising companies have done the 

same.  



Significant differences can be observed in terms of the age of the eLearning users, for instance 60.6% of the interviewed 

British travel agents who are older than 47 years have done eLearning courses. This number is lower in New Zealand (42.2%), 

and much lower within the same category in India (21.2%). While analysing gender and the use of technologies, there are 

several studies (Bromley & Apple, 1998; Klein, 2007), which suggest that a gender bias exists in the way the technology is 

used, where male users are more likely to use technologies. Travel agency sector has proved to be different, as the use of 

technologies (e.g. management of the reservation systems) is essential for the day-to-day operations. In fact in all studied 

countries, the behaviour of travel agents in terms of gender is similar, as female agents are proportionally participating more 

in eLearning experiences than male agents. The results of the phone interviews show that 36.4% of the travel agents who 

possess a university degree in India have previously done eLearning courses; while only 8.4% of those who have a vocational 

degree and 7.7% of those having secondary school degree have done the same.  

 

 (iii) Nominated motivations on doing eLearning courses about tourism destinations 

The following motivations on attending eLearning courses about tourism destinations were mentioned during phone 

interviews in the three studied countries. Each respondent could propose up to five items. 

The most important motivation was the following: “because they help me to better serve clients”. It has been mentioned by 

54.3% of the travel agents in all three countries. It has been followed by the reasoning that with the help of the eLearning 

courses travel agents “can study from the office” (47.4%); “can update their knowledge” about tourism destinations (47.0%); 

“get certified” (34.8%), and become “recognized by a DMO” (31.7%) as destination specialists.  

Other mentioned reasons were the next ones: eLearning courses about tourism destinations are helpful to “sell more” (23.0%) 

and “be more confident” (23.0%) while serving clients. They give a possible access to “familiarization or educational” trips 

(18.3%) as well as to “get discounts from a DMO” (16.5%) on tourism packages and offers. Additionally, interviewed travel 

agents appreciated an opportunity to “study from home” (15.7%) and get the information about “the destinations they have 

not visited so far” (13.5%).  

National differences on motivations are presented in Table 3. in the form of national and total rankings (r.). 

 United Kingdom India New Zealand Total 

 N (%) r N (%) r N (%) r  N (%) 

it helps me to better serve clients 57 (55.3%) (1) 
41 

(56.9%) 
(1) 

27 

(49.1%) 
(2) 

125 

(54.3%) 

I can study in the office (e.g. 

when there are no clients) 
43 (41.7%) (3) 

38 

(52.8%) 
(3) 

28 

(50.9%) 
(1) 

109 

(47.4%) 

I can acquire new knowledge 

about the destination 
51 (49.5%) (2) 

41 

(56.9%) 
(1) 

16 

(29.1%) 
(5) 

108 

(47.0%) 

I receive an official certificate 32 (31.1%) (5) 
30 

(41.7%) 
(5) 

18 

(32.7%) 
(4) 80 (34.8%) 

I can be registered on the official 

travel agent list of the destination 

better serve clients 

17 (16.5%) (9) 
33 

(45.8%) 
(4) 

23 

(41.8%) 
(3) 73 (31.7%) 

 I can sell more and earn more 36 (35.0%) (4) 8 (11.1%) (12) 
9 

(16.4%) 
(10) 53 (23.0%) 

 I feel more confident in serving 

clients 
19 (18.4%) (8) 

23 

(31.9%) 
(6) 

11 

(20.0%) 
(8) 53 (23.0%) 



I can win an educational/ 

familiarization trip 
11 (10.7%) (12) 

20 

(27.8%) 
(7) 

11 

(20.0%) 
(8) 42 (18.3%) 

I can get access to special offers/ 

discounts from the destination 
28 (27.2%) (6) 4 (5.6%) (16) 

6 

(10.9%) 
(12) 38 (16.5%) 

I am able to access training away 

from work (e.g. from home) 
14 (13.6%) (10) 6 (8.3%) (15) 

16 

(29.1%) 
(5) 36 (15.7%) 

I can get information about 

destination I haven't been 
12 (11.7%) (11) 

16 

(22.2%) 
(8) 3 (5.5%) (17) 31 (13.5%) 

it’s quick 24 (23.3%) (7) 4 (5.6%) (16) 0 (0.0%) (19) 28 (12.2%) 

it’s free of charge 2 (1.9%) (18) 
10 

(13.9%) 
(9) 

12 

(21.8%) 
(7) 24 (10.4%) 

training content is relevant for 

my job, as it was created 

specifically for travel agents 

3 (2.9%) (17) 8 (11.1%) (12) 
8 

(14.5%) 
(11) 19 (8.3%) 

I receive some form of explicit 

compensation (e.g. salary, 

promotion) 

11 (10.7%) (12) 2 (2.8%) (18) 
6 

(10.9%) 
(12) 19 (8.3%) 

it helps me to get a competitive 

advantage over other TAs in my 

company/region 

5 (4.9%) (16) 9 (12.5%) (11) 4 (7.3%) (15) 18 (7.8%) 

it helps me to keep my skills 

updated 
11 (10.7%) (12) 2 (2.8%) (18) 3 (5.5%) (17) 16 (7.0%) 

it’s enjoyable 8 (7.8%) (15) 1 (1.4%) (20) 4 (7.3%) (15) 13 (5.7%) 

it enriches my curriculum 0 (0.0%) (21) 
10 

(13.9%) 
(9) 0 (0.0%) (19) 10 (4.3%) 

I can use logo for marketing 2 (1.9%) (18) 8 (11.1%) (12) 0 (0.0%) (19) 10 (4.3%) 

my learning is assessed 2 (1.9%) (18) 1 (1.4%) (20) 5 (9.1%) (14) 8 (3.5%) 

Total N (%) 
103 

(100%)  72 (100%)  55 (100%) 230 (100%) 

Table 3: Motivations of travel agents in three countries: United Kingdom, India and New Zealand on attending eLearning 

courses about tourism destinations. Number of respondents 230 

 

(vi) Barriers on undertaking eLearning courses about tourism destinations 

Below main motivational blockers/barriers for travel agents who have not taken eLearning courses about tourism destinations 

but were aware that these training options exist for them will be discussed and presented synthetically in Table 4.  

 

 



 United Kingdom India New Zealand Total 

Have no time 20 (35.1%) 21 (28.8%) 13 (17.1%) 54 (26.2%) 

Already follow trainings from tour 

operators 
6 (10.5%) 23 (31.5%) 8 (10.5%) 37 (18%) 

Follow company internal training 6 (10.5%) 10 (13.7%) 12 (15.8%) 28 (13.6%) 

Haven’t seen online training courses about 

destinations that I sell 
5 (8.8%) 5 (6.8%) 6 (7.9%) 16 (7.8%) 

Prefer travelling to the destinations 4 (7.0%) 2 (2.7%) 9 (11.8%) 15 (7.3%) 

Too old or to experienced to do trainings 7 (12.3%) 4 (5.5%) 2 (2.6%) 13 (6.3%) 

Not useful 5 (8.8%) 7 (9.6%) 0 (0%) 12 (5.8%) 

Don't like technologies, and prefer in-

presence training sessions 
1 (1.8%) 1 (1.4%) 8 (10.5%) 10 (4.9%) 

Have previously travelled to the 

destinations, so no need of additional 

knowledge 

0 (0%) 0 (0%) 7 (9.2%) 7 (3.4%) 

Other (e.g. not encouraged by the 

company) 
0 (0%) 0 (0%) 7 (9.2%) 7 (3.4%) 

Prefer doing other online training courses 

(e.g. on sales, marketing, etc.) 
0 (0%) 0 (0%) 4 (5.3%) 4 (1.9%) 

Not interested 3 (5.3%) 0 (0%) 0 (0%) 3 (1.5%) 

Total 57 (100%) 73 (100%) 76 (100%) 206 (100%) 

Table 4: Motivations on not attending eLearning courses among travel agents in the United Kingdom, India and New Zealand. 

Number of respondents 206 

Three most popular reasons on not taking eLearning training courses about tourism destinations among travel agents in three 

studied countries were the next ones:  

- “have no time” (26.2%);  

- “already follow trainings from tour operators on the destinations I sell” (18%); 

- “follow company internal training” (13.6%).  

 

The absence of time has been nominated as the primary blocker to starting online training in the United Kingdom (35.1%) 

and in New Zealand (17.1%), while Indian travel agents are not primarily doing eLearning courses about tourism destinations 

as they are already “following training courses from tour operators” about the destinations they sell. This reason has been 

shared by 31.5% of Indian travel agents and by 10.5% of the respondents both in the United Kingdom and in New Zealand.  

Other important reasons for not taking eLearning courses about tourism destinations are as follows:  



- “haven’t seen online training courses about destinations that I sell”, which has been mentioned by 7.8% of the 

respondents, with minimum differences of rates among three countries;  

- “prefer travelling to the destinations”, which has been shared by 7.3% of the studied sample (United Kingdom: 7.0%; 

India: 2.7%; and New Zealand: 11.8%);  

- “too old or too experienced to do trainings”, which was mentioned by 6.3% of the travel agents in all three countries 

(United Kingdom: 12.3%; India: 5.5%; and New Zealand: 2.6%).  

 

Other differences in the motivational blockers can be seen among travel agents based in New Zealand, who have indicated 

almost exclusively the following ones:  

- “don’t like technologies, and prefer in-presence training sessions” (10.5%);  

- “have previously travelled to the destinations, so there is no need to upgrade the knowledge” about tourism 

destination (9.2%);  

- “other”, e.g. travel agents feel not to be encouraged by the company to undertake any training activities, including 

eLearning courses (9.2%). 

 

8.8% of the travel agents based in the United Kingdom and 9.6% of those based in India think that doing eLearning courses 

about tourism destinations is “not useful”, while at the same time none of the travel agents based in New Zealand thinks the 

same.  

Other mentioned reasons were: “not interested in such a training option”, which was shared by 5.3% of British travel agents 

and have never been mentioned by the travel agents in other two studied countries; “prefer doing other eLearning courses, 

e.g. on sales, marketing, etc., which was nominated by 5.3% of the travel agents based in New Zealand, and again never 

mentioned by the travel agents in other two studied countries. 

Understanding the lack of motivation can be very important for the developers of the eLearning courses as well as for the 

marketers of the training activities. An interesting finding from this research is that 7.6% of the travel agents in all three 

countries, were looking for eLearning training options about tourism destinations that they sell but were not able to find them. 

Several cases were mentioned during phone interviews: more specialized trainings are currently missing, for instance, online 

training courses about honeymoon destinations, safari travel, destinations for senior people, etc. Implementation of eLearning 

courses with those topics can create more training, marketing and sales industry partnerships as well as further advancements 

of the eLearning courses development, and as a result higher satisfaction of the training needs for travel trade partners globally.  

 

 

Conclusions and limitations 

 

Chosen strategy on undertaking phone interviews through simple random sampling of officially registered travel agents in the 

United Kingdom, India and New Zealand in order to answer research questions has resulted in rich and deep data that is 

unlikely to have emerged from the use of other research techniques. Phone interviews confirmed to be a successful method to 

carry on with current research and allowed to answer research questions with the highest level of precision, as the response 

rates were ranging from 42% to 75%.  

This research allowed to understand the context of eLearning usage among a specific group: travel agents that are selling 

tourism destinations. It showed who are currently undertaking eLearning courses and their demographic characteristics. 

 

Furthermore, it brought the light on what motivates travel agents in the three studied countries: United Kingdom, India and 

New Zealand to subscribe to the eLearning courses, instead of looking for other modes of knowledge acquisition about tourism 

destinations. This study showed positive benefits of eLearning as a new form of training for travel agents specifically. 

eLearning courses are believed to be a convenient mode of training, which gives a greater access to education for travel agents 

globally, also to those based in geographically isolated locations (e.g. New Zealand). From the perspective of travel agents, 

eLearning courses about tourism destinations give them a possibility to receive flexible training in a convenient location, for 

instance, from home, while being in a quiet and relaxed environment or from the office, when they have no clients and have 

the possibility to discuss training materials with colleagues or a manager. Travel agents believe that eLearning courses bring 

significant benefits to their personal development, such as knowledge acquisition and confidence, as well as to the overall 



performance of the company and business generation for instance, increased sales. Additionally eLearning courses are helpful 

as travel trade partners are able to be more effective and efficient while serving potential clients.  

 

Last but not least, this research provided the main reason on why travel agents are not starting such a training activity, even 

if they were aware of its existence. The main provided reasons were: “have no time”; “already follow trainings from tour 

operators on the destinations I sell”; “follow company internal trainings”; “haven’t seen online training courses about 

destinations that I sell”, and “prefer travelling to the destinations”.  

Even if the results of this research have provided significant contribution to the knowledge and the context of eLearning usage 

among British, Indian and Kiwi travel agents, several limitations should be mentioned. One was introduced with the use of 

the phone interviews method. Few questions with a simplified structure were asked both due to the nature of the phone 

interviews and to the fact that travel agents were contacted during their busy working hours. Additionally, supervisors or 

colleagues that were present during interviews in the offices might have influenced the responses. An online survey with the 

travel agents based in the three studied country might be planned in order to assess further their motivations/barriers on 

attending eLearning courses about tourism destinations and factors that influence them.  

Given the infancy of the studied field along with the results obtained within this study, future research is encouraged to 

investigate the use of ICTs for Human Resource Management within tourism field in general and for travel agents in particular. 

Thus, the next area concerning the demand side of the destinational eLearning offer are worthy of further exploration. The 

results of future studies might provide researchers, policy makers as well as industry representatives with advanced knowledge 

on the perspectives of such a training on offer. Such research can also help representatives of the DMOs to understand better 

the role of online training for travel agents, and therefore develop more efficient and effective strategies and actions in their 

trade and training partnerships globally.  
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