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Foreword

First of all I would like to give thanks to Thomas Cook Nederlands for providing me with this precious internship opportunity. It has been a great working and life experience that I benefit from. With the help of the Neckermann team, I am able to finish my internship research and this report. I would like to give my sincere appreciation to my supervisor Mrs. Femke Rozendaal and my daily advisor Mr. Raymond Dooijewaard for the feedback and advice during this internship. I would also like to thank my fellow colleagues in the E-commerce Department of Thomas Cook, especially Mrs. Annemarie Smit, Miss Kelly Meit and Miss Danielle Pape from the Neckermann Team, for the help and support during daily tasks. 

Within the E-commerce Department I worked in the Neckermann Team focusing on the website of Neckermann.nl. There were 3 interns in total in the Neckerrmann Team during my internship. I was there for 24 weeks in total and I focused on the merchandizing function. I worked daily on the product level, selecting, assessing and prioritizing products. One of my weekly tasks is to create new product placement on the website in order to serve the customers the most by offering the top products on the first several pages of the website. Within the Neckermann Team three colleagues worked on creating/managing website content and one is a merchandising specialist. We had a team meeting every Monday morning in order to share information and let each other know what we were doing, where we were, or what the results were. In this way, everyone in the team had different tasks, but still connected with each other. 

It was not easy to do the research and write this report in a 5-month internship. I’ve had some problems and difficulties during the process of writing the report with all the special terms used in the E-commerce Department and Neckermann.nl. During the research and writing process I found it very difficult to acquire useful and related literature, as this topic is innovative and practical. I’ve also had some problems of finding patterns within different kinds of data. However with the help from the supervisor and colleagues I was able to verify the data and adjust my findings to the best of my abilities. I truly hope that this report can represent my internship and my research, and show the ultimate conclusion of my findings.
Executive summary
Neckermann, one of the biggest tour operators in The Netherlands, wanted to improve the product placement on the lister pages of the website Neckermann.nl. This report provides a way to arrange the product placement for different customer segments on the website. In order to do so, the customer preferences of products were investigated and the customer segment of the Ecommerce market of Neckermann have been precisely defined. 
Both qualitative and quantitative methods were used in the research. Analysis of customer groups, product features and the website lister pages has been completed and applied. Data such as complete questionnaires and historical sales data were involved in the analysis. 

The outcome of the research defined new customer segments with detailed information on the preferences of the products. These new customer segments helped Neckermann.nl to make it clear what products should be promoted for which customer. The outcome also changed the way of arranging product placement. Instead of only changing the default setting for every customer group, nowadays Neckermann.nl can arrange the product placement for 5 customer segments: 2 adults + children (oldest 0-5 years), 2 adults + children (6-10 years), 2 segments of 2 adults (within different age groups due to different sales peaks of a year), and 4+ adults.  In this way Neckermann.nl provides different products to various customers on the website. By the end of the research a new product prioritization process has been recommended: Instead of prioritizing the top-selling products on only the main lister, product prioritization should consist of 2 parts – prioritization of the main lister and prioritization of customer segments. Each of the parts has activities of selecting, assessing and prioritizing products and has used Ecom Webtool as the platform to arrange product placement online. This new way of product prioritization will help  Neckermann.nl to start at the customers’ needs and wants. As long as customers use the party size search function, they could see products suitable for their travelling group.  
However this research can never be taken as the final result, as the research is based on historical data, and the demand of customers changes frequently. A product which was popular a year ago could be not popular this year. External factors such as political issues and natural disasters can also influence the customer purchasing decision. Moreover, this kind of product placement based on customer segments is only effective when customers use the party size search function. Therefore it is recommended at the end of this report that Neckermann.nl should not only depend on the party size search function, but also create new pages for several specific themes. Neckermann.nl should use the findings of the report as a guideline, and always combine the current situation with the customer segments in order to keep up to date with the market’s demand. 
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Glossary of the terms
Since Neckermann.nl is a Dutch website, some of the terms and all the research data are in the Dutch language. They will be explained here in the glossary of terms. The terms are in alphabetical order. 
Audience setting: The audience setting decides what position a product will be on a lister for a certain customer segment. The audience setting is changed by giving the penalty points (see definition penalty points). Neckermann.nl had Audience 2 to Audience 6, representing different customer segments. Normally, Audience 2 and 3 represent customer segments of 2 adults with children, Audience 4 represents customer segments with 4 or more than 4 adults, Audience 5 and 6 represent segments consist of 2 adults and no children. Each product involved in the product prioritization will be given penalty points on 5 different audience settings and one default setting. Showing in Screenshot 1, product 13452, for example, had 1 points on Audience 5 and 5 points for Audience 2, 3, 4 and 6, meaning that this product is put on a higher position for the customer segments of 2 adults in age group 18-35 without children.
Screenshot 1, Ecom webtool system – the final platform of the prioritization process
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Channel: on Neckermann.nl, a channel stands for a type of product. The channels are currently: flight holidays (flight holiday); car holidays (car holiday); last minute (last minute holiday); wintersport (winter sport holiday); stedentrips (city trip) and vliegtickets (flight tickets).

Commercial priority: commercial priority is the inverse way of saying penalty points (see definition penalty point). A product with high penalty points has low commercial priority and will appear on the back of a lister (see definition of lister), and low penalty points stand for high commercial priority and the product will appear in the beginning of a lister. A product can have different commercial priorities for different customer segments. 
Concept: A concept in Neckermann means a theme. Neckermann has several concept products (product with special themes), they are Aquamania (logo: [image: image2.png]


,water park theme), Xperience (logo: [image: image3.png]


,X-sport theme) and Kids club (logo: [image: image4.png]


accommodation with Neckermann kids club). 
Conversion rate: conversion rate is the total number of orders divided by the total visits (see definition visit and visitor). The term conversion rate can be applied to a single product, or to a type of product (for example, conversion rate of flight holidays in general, or conversion rate of holidays in Spain) It is an important figure when deciding if a product is popular. A product with a good conversion rate means that the product has the ability of turning customers from a seeker into a buyer. But a high conversion sometimes does not mean a good product. A product can be checked by only 20 visits, but among all the visits only one of them turns into a purchase. The average conversion rate of Neckermann.nl of all the products is 0.43%.

Default setting: The default setting determines where a product will be on lister algemeen (see definition lister). The default setting is changed also by giving the penalty points. High penalty points stand for low position on lister algemeen, and low penalty points lead the product to high position on lister algemeen. 

Dichtbij: in English: Nearby. In the lister pages it is possible to see if an accommodation has any special facilities/scenery nearby. 
Screenshot 2: Example of ‘Nearby’ showing in the lister page
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Ecom Webtool System: The Ecom Webtool System is a platform for changing the products’ commercial prioritization. Each product can be prioritized for 5 audience settings + 1 default setting.
Lister: a product lister is a page of Neckermann.nl containing a list of products. See Screenshot 2.There are several listers on Neckermann.nl. The important listers are: lister algemeen (the mian lister showing the products of homepage without verifying the party size or channels); lister flight holiday (lister of flight holiday products); lister car holiday (lister of car holiday products); lister last minute (lister of last minute flight holiday products); lister wintersport; lister city trips (lister of city trip products).
Screenshot 3: website terms: Lister, QSM, Channels and Product placement 
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Logo: Neckermann.nl has several logos indicating special service offered by accommodations. 

[image: image7.png]


 Adults only: accommodations with romantic atmosphere designed for adults.

[image: image8.png]


All inclusive: the booking price of the accommodation includes the food and drinks.

[image: image9.png]


Beregoede prijs (Children-discount): accommodation offering children discount price.
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Charme (Charm): accommodation which is small and cozy, situated in a less touristic area.

[image: image11.png]


Tip: accommodation recommended by Neckermann
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Vroegboekkorting (Early booking discount): accommodation with early booking discount
Partner hotel: Several hotel chains have created partnership with Neckermann. They are: Mareblue in Cyprus; Iberostar worldwide; Sentido worldwide; Sunrise in Egypt; Paloma in Turkey; IFA Lopesan in the Canary Island of Spain.

Party size: party size means the total amount of people within one order of a holiday. Party size normally appears as a combination of amount of people and age group. For example: 2 adults age 18-35 + 1 child age range 6+

Penalty points: After product assessment and selection, each product involved in the prioritization process is given points according to its performance and features. These points are called penalty points. The penalty points will be uploaded into the Ecom Webtool System and the system will calculate where the product will appear on a lister. Normally products with bad sales performance will get more penalty points and these products will be on a lower position than products with less penalty points. The penalty points are assigned by the merchandising personnel in the Neckermann Team. 
Product prioritization: when changing the product placement, products are assessed based on its sales performance. This process of selecting, assessing and rearranging the products is called product prioritization. During the product prioritization, products that are involved will be given penalty point; see definition of penalty points. One product can be prioritized for different customer segments. Prioritization is operated on the Ecom Webtool System. 

QSM: Quick Search Module. Looking at the website Neckermann.nl, there are many options on the left side providing options for departure week, duration, accommodation, country, region etc. Each one of these option is called a QSM. When a customer uses Neckermann.nl searching for holidays, he can use one or a combination of the QSMs to help find the holiday matching his situation. 
Sales peak period: Neckermann.nl has 2 sales peak periods during a year. One is the winter sales peak from mid-December till the end of February. The other is the last minute sales peak from May to August. 
Visit and visitor: a visit is a visit on a webpage. A visitor is a person who pays a visit to that webpage. For example: if a lister of products in Spain has 2,000 visits, it means this lister has been checked 2,000 times. But since one person can check multiple web pages, it is likely that this lister has less than 2,000 visitors.  
Views: Each entry from a visitor is a visit. Within this visit a visitor can browse one or several pages of a website. Each one of the pages counts as one view.
Zoover: Zoover is the point a customer can give to rate an accommodation. Zoover score is between 1 and 10, the higher the better. Each Zoover rating has 6 sub-Zoovers: Ligging (location), Service, Prijs/Kwaliteit (price/quality), Eten (food), Kamers (rooms), and Kindvriendelijk (children-friendly environment). Children-friendly Zoover is used the most among all the sub-Zoovers. 
Screenshot 4: Example of Zoover rating of Hotel Delta Beach Resort
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Introduction
Before the invention of the Worldwide Web, traditionally when customer made a purchase, they had to visit the local stores. Companies that wanted to sell their products need to have stores or showrooms to display their products. However the availability of internet has revolutionized the product distribution process. A research from G&A Hospitality and Resort Management Consultancy (2000) showed that the 1990s ‘can be marked as the era changing the competitiveness of companies on a global level. The location and the size in the product delivery process has been reduced significantly due to the availability of ICT (Information Communication Technology). This change also exists in the tourism industry. Mentioned by Farrokh (2009), ICT has affected the tourism industry for at least the past fifty years, especially on the distribution channels and networking. Buhalis(2008) also stated that the development of ICT will have an obvious impact on the tourism product, service and the market structure. 
Internet has been more and more commonly used by potential travellers. 95 percent of web users have searched the Internet to gather travel related information. (Lehto, Kim & Morrison, 2006). Thus with the development of the internet and information and communication technologies (ICT), E-commerce has been introduced and has become increasingly important. Local tourism enterprises have developed web shops as online agencies in order to sell more to the customers on the E-market. Unlike the traditional travel agency, web shop is a big online ‘showroom’, and customers can check more products online than in a local agency. However there is limited or no interaction between customers and sales personnel in a web shop. The products need to be well presented online with all relevant information that is supposed to be made easy to understand by the customers. Without the input of the sales personnel, the product has to sell itself.

Thomas Cook Nederland is one of the biggest tour operators in The Netherlands and it has 3 brands: Thomas Cook, Vrijuit, and Neckermann. Each brand has local retail offices (travel agencies) as well as website for the Ecommerce market. Neckermann as a brand of Thomas Cook, has been active in the Dutch tourism market for more than 40 years. It has retail market based on local travel agencies as well as online market based on Web & CCC sales (Website and Customer Contact Center). According to Kotler (2010) a company in a customer-driven market should decide which customers it will serve (segmentation and targeting) and how (differentiating). However for a long time Neckermann has been facing one problem: it is not clear for Neckermann what products their main Ecommerce customer groups prefer to buy. There were no clear customer segments and differentiation on products. It was not a big problem in the last several years until 2011.

Since the beginning of 2011, a new function – party size QSM(quick search model) has been activated on Neckermann.nl which allows customers to search for holidays based on their party size (how many adults/children and their age in the group they travel with). The problem of not knowing the customer segments has become serious. Customers use the new party size QSM to look for the products or information they need. However Neckermann.nl has not had a clear idea of what products should be shown on the website for each different customer segments. All the customers are treated in the same way with the same products. The party size QSM in this situation does not provide the result according to the party size of the customer’s. Neckermann.nl used a ‘push strategy’ to push the good selling products to the first several pages, hoping that these products are what the customer is looking for. They have realized the importance of defining more accurate customer segments. This was the reason for doing this research. 
The readers of this report are the employees in Neckermann.nl team of the Ecommerce Department of Thomas Cook Nederland. This topic is considered as innovative by them as they have not done anything quite like this. With marketing background, they know the importance of having a clear image of who the customers are and they would like to develop good customer segments for future use. Good placement of the correct products for different customer segment on the website is also what they would like to have. They have some very general ideas about who the major customers are, but they need precise research/analysis in order to establish specific customer segments. The purpose of this research is to provide a method of arranging product placement by using better-defined customer segments.

The structure used for this research can be divided into 3 parts: quantitative - questionnaire data and historical data analysis; qualitative – interviews with site editor of Thomascook.nl and site manager of Vrijuit.nl; desk research for literature. These 3 parts help each other and justify each other in order to get the most accurate outcome. Questionnaire data contains data from Neckermann questionnaire from 17 March 2010 to 28 February 2011. Historical sales data contains data from the sales records of the winter sales peak last year (17 December 2009 to 28 February 2010) and the sales records of the last-minute peak (May to September 2010). 2 interviews were completed in March 2011. 

The research is limited to the online market of Neckermann in the Dutch market. The reason for this limitation is that the historical sales data used for the research is only data from CCC & web sales (The revenue generated by the CCC belongs to Neckermann.nl). Also the questionnaire was designed only for Neckermann.nl, not for the local Neckermann travel agencies. However due to the usage of historical data, the result of this research is not 100% accurate, since many factors such as political issues; environmental issues or growth on flight price could happen during the selected time period of the research, and any of the changes could affect customer purchasing decisions.

Research problem definition
It is common sense that normally a customer wouldn’t check all 300 pages in a web shop in order to find what he is looking for. A customer most of the time will only look through the first several pages of a web shop. Susan Sweeney (2006) also confirmed that when people search on internet, they ‘rarely go beyond the first couple of pages of results’. Moreover, a study done by the CTH (Confederation of Tourism and Hospitality, 2009) shows that family cycle plays an important role when customers making the purchase decision. The impact of family cycle mostly differs on the marital status and children. A single person tends to have different choices for holidays from a young couple. Family with children have a different decision making process when purchasing a holiday comparing to a family without children. But does the impact of family cycle and age also exist among the Dutch customers of Neckermann.nl? In the finding section of this report this question will be answered. 
The goal of this report is to answer the research question: ‘How to optimize the product placement for different customer segments on the lister pages of Neckermann.nl’. Before directly heading to the solution, it is important to know what the problem exactly is and what needs to be. 

Within Neckermann.nl, to prioritize a product, or in other words, product prioritization, means to assess the products and arrange the product placement by giving different penalty points. The higher the penalty points, the lower the products will appear on a lister page of Neckermann.nl. A good product should appear on the top position on the lister page of the website. A lister page is a page of Neckermann.nl containing a list of products. The penalty points are given on the Ecom Webtool System. The Ecom Webtool System is the platform of changing the products’ commercial prioritization. 
As there were more than 3,000 products on Neckermann.nl, it was impossible to prioritize all the products and change the placement of all the products every week. Originally every week only the top 20 products from 6 major countries: Spain, Greece, Turkey, Egypt, Mexico and Portugal, in total 120 products and some products with good revenue from other destinations were prioritized and changed by the merchandising personnel in the Neckermann Team. The list of Top 20 products of 6 countries was created on every Monday by checking the revenue and the conversion rate. The conversion rate of a product is calculated as the amount of orders divided by the times the product has been viewed. Based on the merchandising experience, a product with high revenue and high conversion rate stood for a good product with potential sales. Every Friday the top 20 list would be checked manually again by looking at the revenue, the orders, and the conversion of last week. When this list was completely checked, the merchandising personnel of Neckermann.nl would prioritize all 120 products by giving them penalty points. After assessing all the products, the merchandising personnel would upload this product list online within the Ecom Webtool System. 
However during this prioritization process only the default setting was changed as products were assessed only by looking at the revenue, the orders, the visits and the conversion rate. None of the customer-related factors were considered. The default setting determined where a product would be on lister algemeen (the main lister). On the Ecom Webtool System it was possible to arrange product placement for 5 audience settings, which mean 5 different customer segments, but none of the audience settings were used during the original product prioritization. 

Screenshot 5, Party size QSM (Quick Search Model)
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Screenshot 6, Party size QSM window
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Recently a new party size QSM (Quick Search Model) has been activated on Neckermann.nl (Screenshot 5 and Screenshot 6). Party size is a term used by Neckermann and it is defined as the total amount of people on holiday in one order. The original way of product prioritization was not the best way to arrange product placement with the new search function on Neckermann.nl. This function allowed customers to search for holidays suitable for their party size. Originally there were 5 customer segments within Neckermann. They were:
· adults + children (oldest child 0-5 years old)

· adults + children (oldest child 6-17 years old)

· adults (18-39 years old) + no children

· adults (40-54 years old) + no children

· adults (55 years or older) + no children

Nevertheless these customer segments were not complete as there was no information on the product preference of each segment. In other words Neckermann had these segments but had no knowledge of what products are popular among each segment. Therefore no products were prioritized for any customer segments. The importance of commercial priority of a product is that it directly decides where in the lister and for which customer segments a product will appear. Since no products had been prioritized for any customer segment, if a customer searched with the party size QSM, he would only see the product lister as the default setting. Thus the party size QSM could not serve its original purpose – help customers to find the holiday suitable for the party size and eventually turning the customers from searcher into buyer. That is why the research problem is to optimize the product placement for different customer segments on the lister pages of Neckermann.nl. In order to do so, it is also necessary to answer a sub question, which is ‘How to precisely define the customer segments of the Ecommerce market for Neckermann.’. 
Methodology 
The research for this topic had 3 parts: quantitative research; qualitative research and literature research. Three parts supported and justified each other and created a triangulation to increase the validity. 

Figure 1: Triangulation of 3 parts of the research
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1. Quantitative research 

The method of statistical syllogism was widely used for quantitative research. The strength of this method was that it selected the most representative data and it made this research possible and less time-consuming in the short period of time. The weakness was that the outcome only showed a general trend and was not 100% accurate as in some parts of the quantitative research only the most important data were chosen as the population. During the quantitative research 3 types of data were analyzed: 

1. Lister analysis 

Any customer browsing Neckermann.nl can be considered a visitor. If the visitor entries a new page, he pays a visit to that page. And under that page if he clicks some products, it means those products generate some views. Normally the views and visits of customers can be categorized under several different listers. The products on the important lister pages with most views should be prioritized in the first place as those are most likely the products customers will check when visiting Neckermann.nl. The goal of this analysis was to verify the most important listers among all the listers on Neckermann.nl. Also it was important to see the monthly views and visits per country in order to know the promotion time. 

2, Questionnaire analysis
The main purpose of the questionnaire was to answer 3 questions: What types of holidays do people purchase, with whom do they go on a holiday, and where have they been for holidays. The limitation of the questionnaire findings was that the age groups were not the ones of Ecommerce defined when this questionnaire was created 1 and half years ago. But in a general direction the findings were reliable due to the large population and could be applied in a wide range.
3, Historical sales data analysis

This was the biggest and the most important part of the whole research. The goal of this analysis was to further define the customer segments on product level by checking which products were popular and  which were purchased by the various customer segments.  This analysis was finished with the help of the previous research on customer segments for Neckermann.nl which was made by marketing consultant Mrs. Ellen Spijker. She had discussions about the customer segments together with related colleagues of Neckermann.nl and the Product Department. The result was that new customer segments with different age groups were used for the online market of Neckermann.nl instead of the customer segments for the retail market of Neckermann. She also filed all the products which were ordered by each customer segment. Nevertheless the previous research did not indicate the product features such as destination, accommodation type, Zoover score or any other features, nor has it provided any conclusion suggesting the type of products which should be promoted among each segment. Therefore in order to know the needs and wants per segments and to prioritize the products per segment, the research of Mrs Spijker needed to be developed. 

Figure 2, Development of the customer segments 


[image: image17]
The document created by Mrs. Ellen Spijker was in Excel form and the analysis of the 2 types of historical sales data was also in Excel form. Products involved in the historical sales data analysis were checked on several product features in order to find some common patterns. 

2. Qualitative Research

Two interviews were arranged for qualitative research. One was an interview with Mr. Fred Onis, Site Editor of Thomascook.nl; another interview was with Mr. Sander Idzerda, Site Manager of Vrijuit.nl. The goal of the qualitative research was to see if any valuable experience on product prioritization could be learned from Thomascook.nl or Vrijuit.nl, and also to receive some feedback on what they think of how Neckermann.nl originally prioritize the products. 
The limitation of the qualitative research is that the interviewees did not work for Neckermann.nl, therefore they might have limited insight of how things worked with the prioritization within Neckermann.nl. Moreover, Neckermann.nl, Thomascook.nl and Vrijuit.nl had different product portfolios and have some differences on the customers served. What has been prioritized for the other two websites might not be a good choice for Neckermann.nl. Expectations for the two interviews should not be too high. 

3. Literature research
The goal of literature research is to find related academic literature to justify the theories and findings used in the qualitative and quantitative research.  Unfortunately since this topic was a very practical issue which was tailored for Neckermann.nl and was described as ‘innovative’ by the Site Manager of Neckermann.nl, it was difficult to find literature on a practical level. Some literature about customer segments was used and the literature has been considered as a general guideline during the research.

Findings
1. Interview findings
Interview with Mr. Fred Onis, Site Editor of Neckermann.nl

Mr. Onis has been working for Thomas Cook for more than 25 years. He is now the Site Editor of Thomas Cook.nl, majoring in the site content area. According to Mr. Onis, at Thomascook.nl every week the Production Department sends an email with the list of all ‘last minute discount’ products to Thomascook.nl Team in the Ecommerce Department. This list would be updated manually by the Thomas Cook team. The weekly knaller (weekly special offer) would not be promoted on the Thomas Cook website, but instead it will be shared with the customers through Twitter. Every lister had a ‘top stand’ position, which was the first position on the whole product lister. It was basically the first product a customer would see if he opened a lister page. This position was changed only every half a year.  Thomas Cook also sold some good banner spots on the website to some local tourism authority. 
Interview with Mr. Sander Idzerda, Site Manager of Vrijuit.nl

Vrijuit is one of the 3 brands within Thomas Cook and Vrijuit.nl is the website of Vrijuit. On Vrijuit.nl customers can find car holidays, Disney trips, motorbike trips, camping sites, hotels, winter sport holidays and city trips. Vrijuit.nl was more active in product placement than Thomas Cook. Every two weeks Mr. Idzerda changed the product priority for about 1,000 products on lister pages of Vrijuit.nl, which was more than 120 products per week referring to Neckermann.nl, but this was due to the different way of assessing the products. Mr. Idzerda took great importance of the conversion rate. For example, based on his knowledge and experience, he considered 0.6% conversion rate is a good rate, and then he gave all the products with at least 0.6% conversion rate the same penalty points. Some products might only have 20 visits and 1 order, which resulted in a high conversion rate. In order to avoid this problem, Mr. Idzerda took a longer period of sales records in order to generate more visits for each products. 

However this way of rearranging the product placement had a blind side, as Mr Idzerda explained, it depended too much on the conversion rate. Sometimes a good product had a bad week, so in 2-week’s time the conversion rate may not get as high as before. If it did not meet the requirement, in the last example, 0.6%, this product would not be given good priority. Instead it would receive more penalty points which will lead it to the back of a lister. In the worst scenario this product would be hardly checked by customers and can hardly generate as much revenue as before.

Another assessment which Vrijuit did differently was that Vrijuit also checked the differences between online and offline sales. Some products performed well in offline market but not online. Mr Idzerda checked these products to find the reason why they couldn’t generate high revenue in the online market. He found two reasons: 
1. Sometimes there were mistakes on the online presentation of the product, such as wrong information about the accommodation and low quality pictures. 

2. Customers were more price-sensitive in online market, as they could access much more products than in the offline market. 

Vrijuit also took customer segments into consideration. They had their customer segments, but they needed further research to find what the popular products are for each segment, which was the same issue that Neckermann had. So currently they couldn’t prioritize different products for each customer segment. What they did is to check the offline sales records, and look for some products that are popular among different segments. Then these products would receive a better priority for that segment online. 

2. Literature findings
Stockdale (2007) mentioned the necessity of identification of online market segmentation and the customer for a firm in E-tourism industry. It is described as ‘a central tenet of marketing’. She suggested that online and offline markets serve different customers. Moreover she also stated that not all customers are equally profitable, therefore it is important for the firm to understand which the most potentially profitable segments are. In her opinion, identifying the unique characteristics of customers and prioritizing segments are of great importance for a firm.
There are numerous factors to be considered when defining customer segments. In general, different literature recommended several different types of tourism segmentation. They are demographic variables, geographic variables, behavioural variables of interest, and benefits sought.

 According to Kotler (2010), one of the most important variables when defining a customer segment is the demographic variable, which contained several factors such as age, gender, income, marital status etc. Middleton and Clark (2001) also suggested that in the tourism industry, segmentation can be based on consumer behavior, lifestyle and life cycle. Moreover, CTH (Confederation of Tourism & Hospitality, 2009) listed several personal and family factors such as age and family life cycle. Therefore it is wise to create customer segments with different age groups and to define groups with or without children.

Dolnicar, S and Kemp, B (2009) believed that in the tourism industry, consumers should not be the ones which can be expected to ‘enjoy the same tourism product’. They suggested that geographic factors such as destination countries should be included in the customer segmentation. Moreover they considered behavioral variables of interest of great importance, as behavioral variables of interest have impact on the way how vacations are organized and what activities are involved. Benefits sought was also recommended (Crompton, S and Keown, L, 2009) as a must-known for marketers to understand what customers look for in a holiday. What is interesting is that benefits sought are sometimes related to the family cycle of a customer. For instance a family with children at early childhood showed more interests in seaside/inland resort with children entertainment, while a family with teenagers would go on holidays only outside of school term time; Young people preferred adventurous trips, while people at retired age chose more passive and high quality holidays. Based on these literatures, it was necessary to define the customer segments with consideration on the demographic level, the geographic level, behavioral variable of interest, and the benefits sought. Therefore each product involved in the research has been checked on these features:
· Destination country

· Destination region

· Channel (types of holidays, such as flight holidays and car holidays)
· Accommodation type (hotel, hostel, apartment etc.)
· Partner hotel type (if the accommodation is a partner hotel)

· Zoover score

· Children-friendly Zoover

· Concept (accommodation with special themes)
· Logo (accommodation with special service)
· Nearby facilities
3. Findings of the lister analysis

Data for the lister research were gathered and downloaded from the SC2 Omniture Sitecatalyst. Within this website analyzing tool it is possible to see how many visitors have visited the listers of the website during the selected period of time. The period of one year between 1-Jan-2010 to 31-Dec -2010 was used for this analysis. The data downloaded from Omniture is in Excel form, and the amount of views and visits on each lister during the whole year was summed in Excel sheets. The lister views and visits data was complex random sampling of every visitor during last year because Omniture did not support tracking personal information of visitors such as gender and age. Only 1000 listers with more than 3000 views a day were selected from the database due to the large amount of data and limited research time. 3000 views a year stood for about 8 views per day. If a lister could not generate 8 views a day then this lister is not popular among the people searching on Neckermann.nl. But since there are only 6 main listers such as lister algemeen or lister flight holidays and all sub-listers can be categorized under these 6 listers, the data was representative enough and the inaccuracy was acceptable. 

During the research, every lister page was categorized under 1 of the 6 main listers. After categorizing all listers in the population, the common QSM combinations used in each of the 6 main listers were summarized and ranked by the amount of views. Also monthly views and visits of each listers for the top 10 revenue countries of last year were summarized.

A customer could pay a visit to Neckermann.nl and browsed through three pages on one lister. In this case the visit was one and the page views were three. In general the higher the amount of visits the more popular the lister page was as it attracted more customers than other listers. Looking at the views and visits of the 6 main listers, it was obvious that Lister algemeen (the main lister) and Lister flight holidays had the most visits. They were the most important listers with most attention from the customers. Therefore among all kinds of products, flight holidays should be prioritized the most. 

It was also important to know that the views/visits ratios of all the main listers were higher than 2. This meant that more than two pages per each lister were checked. Therefore at least 30 products should be prioritized, which means the product placement of the first three pages of each lister should be taken care of, as the amount of products showing on a lister page was 10 products. What needed to be paid attention to is that the views/visits ratio stands for the amount of pages viewed by one visit. Although lister aanbiedingen (lister of discount holidays) had a ratio of 3.58, which was the highest, it only meant when customers check lister aanbiedingen, they normally went through the first three and a half pages. Lister algemeen and lister flight holidays still had far more visits than lister aanbiedingen. The popularity of a lister is determined by the amount of visit instead of the views/visits ratio. Therefore even though lister aanbiedingen had the highest views/visit, it was still not one of the most popular listers (see Table 1).

Table 1, Main lister views and visits in 2011

	Page
	Page Views
	Visits
	Views/Visits

	Lister:algemeen (main lister)
	2,303,474
	840,596
	2.74

	Lister:flight holidays
	1,721,672
	691,012
	2.49

	lister:last miture
	1,253,641
	402,448
	3.12

	lister:aanbiedingen (lister of discount holidays)
	599,296
	167,188
	3.58

	lister:car holidays
	241,537
	87,408
	2.76

	lister:winter sports
	205,264
	77,091
	2.66

	Lister:city trips
	1,467
	585
	2.51


Furthermore, showing in Chart 1, the monthly views and visits per country on lister algemeen and lister flight holidays showed a ‘W’ pattern: Every year in December and January the website welcomed the most views and visits. The amount of views and visits declined until around May, June, and July when Neckermann.nl received a new round of views and visits. This W pattern fit the two peak seasons: The winter peak season, and the last minute peak season. 

Chart 1: Example of ‘W’ pattern of lister flight holidays in Greece
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4. Findings of the historical sales data analysis

Two types of historical sales data were selected. One was historical sales data of the last winter sales peak between 17-Dec-2009 to 28-Feb-2010. Since there were 2818 products with 1 or more orders from the last peak season, the population was too large for the research during the internship. Therefore only products with at least 10 orders were selected for this analysis. This narrowed the population down to 393 products. All 393 products have been checked on the product channel, country, region, type of accommodation, Zoover score, children-friendly Zoover, Neckermann concept, logo and nearby facilities. 
However narrowing the population to products with 10 or more than 10 orders during the peak season brought some limitations. One is that there were many products with 8 or 9 orders, which makes not a lot of difference from 10 orders; there were also many products with a small amount of orders but from the same country; excluding the small number of orders could lead to inaccuracy as some destinations were actually popular while that they might have large amount of products with small order amounts. Another limitation was the period of time between 17-Dec-2009 to 28-Feb-2010. Some products might have better performance and more orders after the peak season. Thus the selected time period caused another inaccuracy of the result. External factors such as political issues and environmental issues were not considered in this analysis. Egypt might have been a top selling country in 2010 but not anymore due to the Jasmine Revolution starting in February 2011. 

The other type of historical sales data was data of the last minute season of last year between 1st May and 30st September. During this period of time Neckermann.nl had a last minute sales peak of the last minute holidays.  This analysis was also based on the research of Mrs. Ellen Spijker. She provided the same type of document for different time period. However due to the large amount of products (2953 products), the data in her document was further processed with the same collection: only products with at least 10 orders were selected for this analysis. Therefore it has the same limitation as the first sales data analysis.  

According to the previous research of Mrs. Ellen Spijker, the customer segments have been redefined for Neckermann Ecommerce market, showing in Table 2.
Table 2: Customer segments of Neckermann Ecommerce

	Original customer segments of Neckermann
	Customer segments of Neckermann Ecommerce

	adults + children (oldest child 0-5 years)

adults + children (oldest child 6-17 years)

adults (18-39 years old) + no children

adults (40-54 years old) + no children

adults (55 years or older) + no children


	2 adults+ children (oldest child 0-5 years)

2 adults+ children (oldest child 6-17 years)

2 adults (18-35 years) + no children

2 adults (36-50 years) + no children

2 adults (51+ years) + no children

4+ adults + no children


The segment with 2 adults+ children (oldest 6-17) had the highest revenue among all the customer segments in the Direct CCC & Web sales. The runner up was the segment with 2 adults (51+ years) + no children. This was new to Neckermann.nl as their original idea was that 2 adults between 18-35 years old who travel without children would be the highest revenue segment.
Chart 2: Revenue per segment in last winter peak
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(Data from Mrs Ellen Spijker)
After checking all the products with more than 10 orders in the winter peak, each segments had the following preferences for the products they purchased:

Table 3: Customer segment preferences in winter peak

	Customer segment
	Preferences

	2 adults+ children (oldest child 0-5 years)


	Looking at all of the orders,

· Top 5 countries: Spain, Greece, Turkey, Egypt and Italy

· Mostly nearby countries

· Top 10 region: The Canary Islands, Turkish River, Mallorca, Menorca, Lanzarote, Hurghada, Tenerife, Fuerteventura, Crete, Kos

Looking at the  33 products with more than 10 orders during winter peak season

· Average Zoover 8.49, children-friendly 8.54

· Accommodation type: hotel

· 15 of 33 accommodations have ‘all inclusive’ logo

· 18 accommodations have nearby water parks

· Channel type: all flight holidays

	2 adults+ children (oldest child 6-17 years)


	Looking at all of the orders,

· Top 5 countries: Spain, Turkey, Greece, Italy, Egypt

· Italy is popular for car holidays

· Top 10 region: Turkish River, Hurghada, Sharm el Sheikh, The Canary Islands, Crete, Kos, Tenerife, Lycian Coast, Rhodes, Algarve

Looking at the 59 products with more than 10 orders during winter peak season,

· Average Zoover 8.33, children-friendly Zoover 8.36
· Accommodation type: mostly hotel

· 33 accommodation have nearby water park

· Top 3 accommodations are concept products

· Among 59 accommodations 12 are concept products, which is 20%

· Mainly nearby countries.

· Channel type: mostly flight holidays, some car holidays mainly in Italy and France

	2 adults (18-35 years) + no children


	Looking at all of the orders,

· Top 5 countries: Spain, Greece, Egypt, Turkey and Mexico

· More far-away Caribbean countries

· Top 10 region: The Canary Islands, Cancun, Hurghada, Sharm el Sheikh, Tenerife, Crete, Turkish River, Punta Cana, Kos, Rhodes
Looking at the 165 products with more than 10 orders during peak season

· Average Zoover 8.19 
· Accommodation type: mostly hotel

· 41% accommodations in Spain and 38% accommodations in Greece are apartments

· 25 partner hotel, rate 15.15%

· 70 accommodation with ‘all inclusive’ logo, 45.5%

· Channel type: mostly flight holidays

	2 adults (36-50 years) + no children


	Looking at all of the orders,

· Top 5 countries: Spain, Greece, Egypt, Turkey and Mexico

· Same top 5 countries as ‘couple 18-35, no children’

· Top 10 region: The Canary Islands, Hurghada, Sharm el Sheikh, Tenerife, Crete, Turkish River, Marsa Alam, Cancun, Costa del Sol, Kos

Looking at the 119 products with more than 10 orders during winter peak season

· Average Zoover 8.3
· Accommodation type: mostly hotel

· Half of the accommodations have ‘all inclusive’ logo

· 21 partner hotel out of 119 accommodation, 19.8%

· Channel type: mostly flight holidays

	2 adults (51+ years) + no children


	Looking at all of the orders,

· Top 5 countries: Spain, Greece, Turkey, Egypt, Portugal

· Mostly nearby countries

· The amount of holidays in Spain is far ahead of other countries

· Top 10 region: The Canary Islands, Tenerife, Turkish River, Costa del Sol, Crete, Kos, Algarve, Lycian Coast, Hurghada, Sharm el Sheikh

Totally there are 294 products with more than 10 orders during peak season

· Average Zoover 8.18, lowest of all.
·  Accommodation type: mostly hotel

· 33% accommodations in Spain and 26% accommodations in Greece are apartments

· 25 partner hotel, rate 8.5%

· 98 accommodation with ‘all inclusive’ logo, 33%

· Channel type: mostly flight holidays, 2 round trips

	4+ adults + no children
	Looking at all of the orders,

· Top 5 countries: Spain, Greece, Turkey, Egypt and Portugal

· Far-away countries involved

· Top 10 region: The Canary Islands, Turkish River, Crete, Tenerife, Hurghada, Sharm el Sheikh, Kos, Lycian Coast, Algarve, Bodrum

Looking at the 55 products with more than 10 orders during winter peak season

· Average Zoover 8.39
· Accommodation type: hotel

· 39 accommodations have nearby water park

· 13 partner hotels, 23.6%

· Channel type: all flight holidays


The last minute peak had some small differences. Before the research a meeting with the Site Manager of Neckermann.nl, a colleague from the Marketing Department and Mrs Ellen Spijker was arranged. During this meeting new age groups have been defined for the last minute peak:

· 2 adults + children (oldest child 0-5 years)

· 2 adults + children (oldest child 6-17 years)

· 2 adults (18-34 years) + no children

· 2 adults (35-59 years) + no children

· 2 adults (60+ years) + no children

· 4+ adults + no children

Looking at all the segments, 2 adults (18-34 years) + no children was the segment with the highest omzet. 2 adults (60+ years) had not the lowest revenue overall, but the revenue of CCC & Web market was the lowest. 
Chart 3: Revenue per segment in last year last minute peak
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(Data from Mrs Ellen Spijker)
Table 3: Customer segment preferences in last minute peak 
	Customer segment
	Preferences

	2 adults +children

(oldest child 0-5 years)


	Looking at all of the orders

· Top 5 countries: Spain, Greece, Turkey, Portugal and Egypt

· Top 10 regions: Mallorca, The Canary Islands, Turkish River, Menorca, Crete, Tenerife, Lanzarote, Kos, Algarve, Lycian Coast.
36 products had more than 10 orders in last minute peak:

· 22 out of 36 accommodations were not hotels (apartment, apartment hotel, bungalows, holiday park)

· 13 children-discount accommodations, 13 all inclusive accommodations. 

· 19 accommodations had nearby water park, 52% of all products
· 1 car holiday in Italy Garda Lake

· Average Zoover 8.45, Children-friendly Zoover 8.57 (highest of all)

	2 adults +children (oldest child 6-17 years)


	Looking at all of the orders,

· Top 5 countries: Spain, Greece, Turkey, Austria and Egypt

· Top 10 regions: Turkish River, The Canary Islands, Crete, Mallorca, Kos, Lycian Coast, Tenerife, Sharm el Sheikh, Hurghada, Lanzarote
Totally there were 86 products with more than 10 orders in last minute peak:

· Some car holidays were booked by this party size

· Concept: Kidsclub(7) and Aquamania(4)

· Logo: All inclusive 38, which was 45%, Children-discount 26, which was 31%

· 48 accommodations had nearby water park, which was 57%

· Average Zoover 8.13, Children-friendly Zoover 8.07, not as high as winter peak

· 37 accommodations were not hotels which was 37%

	2 adults (18-34 years) + no children

	Looking at all of the orders,
· Top 5 countries: Spain, Greece, Turkey, Egypt and Portugal

· Top 10 regions: The Canary Islands, Turkish River, Crete, Rhodes, Tenerife, Mallorca, Algarve, Sharm el Sheikh, Lycian Coast, Kos
In total 358 products had more than 10 orders in last minute peak

· Far destinations: Mexico, Dominican Republic, Kenya, Cuba, Curacao, Bali

· 124 accommodations were all inclusive accommodations, which was 35%

· 35 accommodations were partner hotels, which was 10%

· 6 car holidays booked

· Average Zoover 7.9, lower than winter peak



	2 adults (35-59 years) + no children

	Looking at all of the orders,

· Top 5 countries: Spain, Greece, Turkey, Egypt and Portugal

· Top 10 regions: The Canary Island, Turkish River, Crete, Tenerife, Costa del Sol, Algarve, Kos, Mallorca, Lycian Coast, Rhodes
In total 243 products had more than 10 orders in last minute peak:

· Far destinations: Mexico,Dominicans Republic, Kenia, Curacao

· 86 all inclusive accommodations which was 35%

· 113 accommodations had nearby Wine yard, which was 46%

· 28 partner hotels which was 

· 1 car holiday in Italy Garda Lake.

· Average Zoover 8.15.



	2 adults (60+ years) + no children

	Looking at all of the orders,

· Top 5 countries: Spain, Greece, Turkey, Portugal and Egypt

· Spain took more than half of all the orders.

· Top 10 regions: The Canary Islands, Tenerife, Costa del Sol, Turkish River, Costa Blanca, Algarve, Mallorca, Crete, Lycian Coast, Kos

In total there were 76 products with 10 or more orders in last minute peak:

· Spain was really popular – 59% of the accommodations were in Spain

· 25 accommodations were all inclusive, which was 32%.

· 33 accommodations had nearby Golf court, which was 43%

· 11 partner hotels 
· Average Zoover:8.05

· No far destinations in these 76 accommodations.

· No car holidays. Only flight holidays.

	4+ adults without children

	Looking at all of the orders,

· Top 5 countries: Spain, Greece, Turkey, Austria and Egypt

· Top 10 regions: The Canary Islands, Turkish River, Tenerife, Sharm el Sheikh, Hurghada, Mallorca, Crete, Algarve, Lycian Coast, Costa del Sol
52 products had 10 or more orders in last minute peak

· 2 car holidays.

· 2 far destinations: Mexico and Dominicans Republic
· 16 partner hotels, which was 30%

· 32 accommodations had nearby water park

· Average Zoover 8.34


5. Questionnaire findings (see Appendix I and II)
The sampling of questionnaires was (potential) customers of Neckermann.nl. The questionnaire was created by Mrs. Femke Rozendaal, Site Manager of Neckermann.nl, and was put online on Neckermann.nl since 17th March 2010. The study population was 2733 completely answered questionnaires between 17 March 2010 and 28 February 2011. The outcome would be generalized for the entire online market of Neckermann.nl. Simple random sampling was used for questionnaire, as anybody who has browsed through Neckermann.nl had the chance to answer the questionnaire. 

Every time when a questionnaire has been completed by a customer, the complete questionnaire was sent automatically to the Google Doc account of Neckermann.nl. From there all the complete questionnaires were transformed into an Excel form and were available to be downloaded into Excel sheets. Data was counted and categorized with Excel.  

The age groups used in the questionnaire were different than the ones used for customer segments as the questionnaire was created before the application of the customer segments. The age groups used in the questionnaire were:

· 0-24 years old

· 25-34 years old

· 35-54 years old

· 55+ years old

The younger the age groups the higher the percentage of taking a flight holiday outside of Europe. This reflected the finding in the winter peak season that customers at younger age travelled more to far destinations, while customers at older age travelled more to nearby countries. 

The biggest percentage of the people in all 4 age groups travelled with their partner. Travelling with children is the runner-up in this category. These 2 findings about with whom do customers travel support the differentiation between travelling with and without children. It is better to define the age of children the same way as in Ecommerce segments – 0-5 years or 6-17 years. As children at 0-5 years are more dependent on the schedule of the parents, while children at 6-17 years travel more during the school holidays. 

All of the 4 age groups have chosen ‘travel with friends’ as one of the top 5 options. Therefore it is important to have special group accommodations for Neckermann.nl in order to fulfill the needs and wants of this segment. This reflects the validity of using customer segment of 4+ adults in the Ecommerce customer segmentation.

Among all age groups South Europe countries were chosen as the most popular destination. However age group 25-34 and 35-54 have chosen the Caribbean countries as one of the top 5 destinations, while age group 55+ did not choose this far destination. This questionnaire finding justified the destination choices of different customer segmentation of Ecommerce: Young people tend to travel to far destinations more than old people.

Discussion
On the commercial priority activity Neckermann.nl was far ahead of Thomascook.nl. The products placement was changed every week according to the revenue and conversion of the products in the last week. Though Thomascook.nl used social media such as Twitter, Neckermann.nl has also been active on using the social media such as Facebook, Hyves and Twitter. There was not much valuable experience from Thomascook.nl.

Vrijuit.nl was more active on product prioritization compared to Thomascook.nl. But looking at the way of prioritization, there were 2 limitations of their method:
1. Vrijuit tried to discover customer preference by comparing the sales records of online and retail market. But the retail market was different than online market as these 2 markets might serve different customers. A product that was well received by the offline market did not mean that it would be popular in the online market. 
2. Another limitation is that the amount of products involved in this method was limited, as sales personnel needed to check sales data for over a thousand products and compare with the online market. This is time-consuming. 

However one thing was found certain in the interview with Vrijuit.nl: It is important to know what types of products suited the needs and wants of different customer segments. Only by knowing the product preferences could the website promote the correct products to the correct customers. 

The questionnaire findings provide support to the historical sales data analysis. Even though the age groups are different, but in the general direction the questionnaire findings found some similar patterns of customer preferences. 

The historical sales data findings supported the hypothesis that customers with different family cycle choose different products: Family with children purchase more children-friendly holidays with children entertainment or parks. Also age differences influence the purchasing decision on destination: customers at younger age travel more to far destinations such as Mexico and Dominican Republic than customers at older age.  These findings also support the questionnaire findings.

It was also interesting to see that only the two segments with children had some car holiday products with more than 10 orders (segment 2 adults+ children (oldest child 0-5 years) had no car holiday products with more than 10 orders, but Italy was one of the top five destination of this segment if looking at all the orders, and orders of holidays in Italy mainly were car holidays). The rest of the segments had huge fever for flight holidays. This justified the lister analysis that flight holidays were the most important products and should be prioritized with the most attention.

However Neckermann should always combine the findings with the current market environment. As in tourism industry external factors such as political issues and natural disasters at destinations can influence the purchasing decision a lot. One significant example is the ‘Jasmine Revolution’ starting in the beginning of 2011, which has seriously harmed the tourism market. Neckermann has lost a significant amount of revenue from Egypt and Tunisia. Currently Egypt has been doing better than February, while products in Tunisia are still not performing well. The ash clouds from the volcano eruption in Iceland in 2010 is a typical example of natural disaster harming the tourism industry. Air traffic were delayed or even cancelled and customers were not willing to purchase.
In the last minute peak, even though the age groups were defined slightly different, it was obvious that this peak had some similarities with the winter peak. As the age group getting older, there were fewer orders for products in far destinations and more orders for nearby countries, especially in Spain. As for segments with children, it was the same as the winter peak that they prefer to purchase holidays with higher Zoover score and nearby water parks in European countries. 
Nevertheless the last minute peak also had differences from the winter peak. Austria was one of the popular destinations in the last minute peak, as customers started booking their winter sports holidays in the summer already. The preferences of nearby facilities were also different. Age group 60+ had more interests in accommodations with golf court, and age group 35-59 was more interested in accommodations with nearby wine yard.

Practical application of the findings
Combining all the findings, two cross-checking tables can be made for product prioritization. These two tables can help assessing the products during the product prioritization.
Table 4: Cross-checking table for winter peak customer segments product prioritization 

	 
	2 adults+ children (oldest child 0-5 years)
	2 adults+ children (oldest child 6-17 years)
	2 adults (18-35 years) + no children
	2 adults (36-50 years) + no children
	2 adults (51+ years) + no children
	4+ adults

	Peak
	 The least important
	Very important
	Very important
	 Medium important


	Very important

	Medium important



	Country
	Nearby countries
	Nearby countries
	Nearby+ far-away countries
	Nearby+ far-away countries
	Nearby countries
	Nearby+ limited far-away countries

	Top destinations
	Spain, Greece and Turkey, Egypt and Italy
	Spain, Greece Turkey, Egypt and Italy
	Spain, Greece Turkey, Egypt and Mexico
	Spain, Greece Turkey, Egypt and Mexico
	Spain, Greece Turkey, Egypt and Portugal
	Spain, Greece Turkey, Egypt and Portugal

	Channel
	Flight + car
	Flight + car
	Flight
	Flight
	Flight
	Flight

	Accommodation
	Hotel
	Hotel 
	Hotel + Appartment 
	Hotel + Partner hotels
	Hotel + Appartment
	Hotel

	Nearby
	Water park
	Water park
	  -------------


	 -------------


	 -------------


	 -------------



	Logo
	Children discount + All inclusive
	Children discount + All inclusive

	All inclusive
	All inclusive
	All inclusive
	 -------------



	Concept
	Kidsclub, Aquamania
	Kidsclub, Aquamania
	Xperience
	-------------
	-------------
	-------------

	Zoover
	Higher than 8.3, also high children-friendly Zoover
	Higher than 8.3, also high children-friendly Zoover
	Higher than 8
	Higher than 8
	Higher than 8
	Higher than 8.3


Table 5: Cross-checking table for last minute peak customer segments product prioritization 

	 
	2 adults+ children (oldest child 0-5 years)
	2 adults+ children (oldest child 6-17 years)
	2 adults (18-34 years) + no children
	2 adults (35-59 years) + no children
	2 adults (60+ years) + no children
	4+ adults

	Peak
	Medium important
	Medium important
	Very important
	Very important

	The least important 
	Medium important



	Country
	Nearby countries
	Nearby countries
	Nearby+ far-away countries
	Nearby+ far-away countries
	Nearby countries
	Nearby+ limited far-away countries

	Top destinations
	Spain, Greece and Turkey, Egypt and Portugal
	Spain, Greece Turkey, Austria and Egypt
	Spain, Greece Turkey, Egypt and Portugal
	Spain, Greece Turkey, Egypt and Portugal
	Spain, Greece Turkey, Egypt and Portugal
	Spain, Greece Turkey, Austria and Egypt

	Channel
	Flight + Car  holidays
	Flight + Car + Winter Sports holidays
	Flight + Car holidays
	Flight holidays
	Flight holidays
	Flight + Winter Sports holidays

	Accommodation
	Hotel
	Hotel
	Hotel 
	Hotel + Partner hotels
	Hotel + Appartment
	Hotel

	Nearby
	Water park
	Water park
	  -------------


	 Wine yard


	 Golf court

	 -------------



	Logo
	All inclusive and children discount
	All inclusive and children discount


	All inclusive
	All inclusive
	All inclusive
	 -------------



	Concept
	Kidsclub, Aquamania
	Kidsclub, Aquamania
	----------------
	-------------
	-------------
	-------------

	Zoover
	Higher than 8.4, also high Children-friendly Zoover
	Higher than 8
	Higher than 8
	Higher than 8
	Higher than 8
	Higher than 8.3


When assessing products in order to prioritize for a customer segment, only checking the revenue, order amount, and conversion is not enough. A water park-themed accommodation with good revenue is not the perfect deal for a young couple looking for a romantic honeymoon. Thus products should also be assessed at least with the features in the cross-checking table for each customer segments. And if they match all or most of the features, they should be prioritized first for that customer segment.
Several product portfolios have been created during the research. Each portfolio contains 20-100 products for one customer segment. However these products were selected from the products in the winter peak and last minute peak of last year, in other words, they are not up-to-date. One product with good sales in the previous season does not guarantee a good performance this year. Therefore sales figure such as revenue should still be involved during the assessment. This causes a limitation of this method of product prioritization: it is much more time-consuming than the previous way of product prioritization. Much more products were involved in the procedure and the assessment can only be finished mostly manually. Currently with two employees working on the product prioritization, it takes about two days to completely finish the prioritization and create a new product placement. Another limitation is that the products in the product portfolio for each customer segment were selected from the two peaks in last year. There are new products being published on the website and some of them may have met the requirement of being the products prioritized. These products are not included in the product portfolio. 

Recommendation
The findings have provided a new standard for product assessment, which is the most important procedure during the product prioritization process. This assessment helps to define the commercial priorities of each product for different customer segments. Nevertheless, several recommendations have been made to help optimize the product prioritization process.

First of all, during the assessment, different penalty points for different audience settings should be put together in one row to avoid multiple inputs. Some products may meet the requirements of several customer segments therefore they will be prioritized for different customer segments. Special attention should be paid to these products as they should appear only once on the product list in Excel format instead of twice or even more times on the product list in Excel format. As multiple values lead to unsuccessful uploading in the Ecom Webtool System, the product list after assessment should be carefully checked. 

Secondly, create some flexibility for the prioritization schedule. Due to the different size of customer segments and the amount of work and time required for prioritization, some of the customer segments do not need to be prioritized every week . Chart 5 (see below) shows the different amount of revenue generated from each customer segment from week 40 in 2009 to week 39 in 2010. During the winter peak and last minute peak every segment created more revenue than in the normal season. Therefore during two peak seasons every segment should be prioritized every week. During normal season the segment of 2 adults + children (oldest child 6-17 years) and 2 adults (18-35 years) + no children should be prioritized every week since they are the most active segments. The rest of the segments could be prioritized every other week if the working schedule is really tight. The default setting should be changed every week since lister algemeen is the most important lister with the most visits. 
Chart 5: Amount of revenue created by each customer segment from week 40, 2009 to week 39, 2010
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Flight channel should be prioritized every week, however, other channels such as car holidays and city trips could be prioritized every month. The reason is that car holidays and city trips do not sell as much as flight holidays. The car holidays and city trips sold within one week normally have a high conversion rate. However, it is because these products normally get one or several orders with a small amount of visits. Furthermore the revenue of car holidays and city trips are lower than flight holidays. It is difficult to prioritize car holidays and city trips based on the sales figures. A longer period of time will help to generate more visits, more orders and more revenue. A good product is easy to spot this way.
Moreover, Neckermann should create some pages of holidays with special themes on the website. The product prioritization for customer segments depends on the usage of party size QSM. If a customer searches without using party size QSM, it is very likely that the lister he will be led to is lister algemeen or lister flight holiday. During the internship some customers have complained that they could not find the holidays they were looking for on Neckermann.nl such as a honeymoon. The fact is Neckermann has ‘Adults only’ accommodations which are accommodations with a romantic atmosphere, ideal for a honeymoon. Therefore, besides product prioritization, it is also important to let customers get familiar with the product types. Currently Neckermann.nl has basic product channels based on the transportation type (flight or car). It also has some concept products such as ‘Xperience (accommodation with access of X-sports)’ and ‘Aquamania (accommodation with water park)’. Besides those concepts Neckremann.nl could also create some themes for some customer groups, such as ‘Family-Fun’, ‘Couples Only’, ‘Singles Adventure’, ‘Neckermann Senior’, ‘Group Roundtrip Exploration’. These themes can help to create more dimension of the website in order to differentiate Neckermann.nl from other travel websites. 
Last but not the least, when doing the products prioritization, Neckermann.nl should never forget to combine the products with the current tourism market. Several external variables such as political and environmental issues could change the popularity of one destination entirely. 

Conclusion

Product prioritization is a relatively new concept for Neckermann.nl. Since the beginning of this year this activity has been taking place on a basic level. With the help of this research it is now possible to prioritize different products for different customer segments. Product prioritization allows Neckermann.nl to serve the costumers better than before by offering the party size QSM with the products which are most likely to be the one the customers searching for. 

This new product prioritization for customer segments has change the way of prioritization a lot. It has added up a totally new flow into the whole prioritization process (see Figure 3). Originally only default setting was changed. Nowadays there are 5 audience settings besides the default setting. Each products involved in the prioritization for different customer segments is at least prioritized for one segment (Figure 3). The ideal outcome of this method of product prioritization is that whenever a customer searches with the party size QSM, he can see the best matching products with the party size he searched with. If a customer does not search with party size, on the lister algemeen or lister flight holidays he can see the top-selling products.

Figure 3: the new product prioritization process
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Appendix I, Questionnaire

The questionnaire of Neckermann.nl has been online ever since March 2009. It contains different questions and has been used for various purposes.  The questions below are from the questionnaire and are the ones used for the purpose of this research.

Met wie gaat u uw eerstvolgende holiday vieren? *De samenstelling van uw reisgezelschap

· [image: image23.wmf] Ik ga alleen op holiday

· [image: image24.wmf] Met mijn partner

· [image: image25.wmf] Met mijn gezin met 1 of meer jonge kinderen (<12jaar)

· [image: image26.wmf] Met mijn gezin met 1 of meer oudere kinderen (>=12jaar)

· [image: image27.wmf] Met mijn gezin + familieleden

· [image: image28.wmf] Met mijn gezin + vrienden

· [image: image29.wmf] Met vrienden

· [image: image30.wmf] Ik weet ik nog niet met wie ik op holiday ga

· [image: image31.wmf] Other: [image: image32.wmf]


Ik ben in het algemeen geïnteresseerd in de volgende holidaysoorten *
· [image: image33.wmf] Wintersport

· [image: image34.wmf] Campingholidays (stacaravans)

· [image: image35.wmf] Campingholidays (eigen tent / caravan)

· [image: image36.wmf] Citytrips

· [image: image37.wmf] Weekend weg

· [image: image38.wmf] Bungalowparken

· [image: image39.wmf] Motorholidays

· [image: image40.wmf] Flight holidays naar de zon binnen Europa

· [image: image41.wmf] Met de auto naar villa / appartement of hotel

· [image: image42.wmf] Rondreizen

· [image: image43.wmf] Flight holidays naar de zon buiten Europa

· [image: image44.wmf] Cruises

· [image: image45.wmf] Other: [image: image46.wmf]


Ik ben de afgelopen 5 jaar op holiday geweest in: *
· [image: image47.wmf] Scandinavië (Denemarken, Zweden, Finland of Noorwegen)

· [image: image48.wmf] Zuid Europa (Italy, Spain, France, Portugal)

· [image: image49.wmf] Verenigde Staten of Canada

· [image: image50.wmf] Azië (China, Indonesie, Japan,..)

· [image: image51.wmf] Zuid-Amerika

· [image: image52.wmf] Afrika

· [image: image53.wmf] Oost Europa (Tjechië, Slovenië, Kroatië, Hongarije, Letland, Estland, Polen,..)

· [image: image54.wmf] Oostenrijk of Zwitserland

· [image: image55.wmf] België, Luxemburg, Germany

· [image: image56.wmf] Groot-Brittannië of Ierland

· [image: image57.wmf] Caribisch gebied (Aruba, Curacao, Dom.Rep, Mexico..)

· [image: image58.wmf] Ver. Arabische Emiraten (Dubai...)

· [image: image59.wmf] Nederland

· [image: image60.wmf] Other: [image: image61.wmf]


Geslacht *
· [image: image62.wmf] Man      [image: image63.wmf] Vrouw

Leeftijd

· [image: image64.wmf] 0 - 17 jaar

· [image: image65.wmf] 18 - 34 jaar

· [image: image66.wmf] 35 - 44 jaar

· [image: image67.wmf] 45 - 59 jaar

· [image: image68.wmf] 60 jaar en ouder

Onderkant formulier

Appendix II - Results of the questionnaires
Chart 6,7,8 and 9, Different age group’s destination in the past 5 years.
Chart 6, Age group 0-24 past 5 years’ destinations     Chart 7, Age group 25-34 past 5 years’ destinations
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Chart 8, Age Group 35-54 past 5 years’ destinations
     Chart 9, Age group 55+ past 5 years’ destination
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Chart 10,11,12 and 13, Different age groups’ interested holiday type

Chart 10, Age group 0-24 interested holidays            Chart 11, Age group 25-34 interested holidays
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Chart 12, Age Group 35-54 interested holidays              Chart 13, Age group 55+ interested holidays
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Chart 14,15,16 and 17, Different age groups’ travel partner

Chart 14, Age group 0-24 travel partner                   Chart 15, Age group 25-34 travel partner
[image: image77.emf]Age group 0-24 travel partner

62%

16%

6%

4%

3%

3%

2%

2%

2%

met mijn partner

met  vrienden

other

met mijn gezin +

familieleden

met mijn gezin met 1

of meer jonge

kinderen (<12jaar)

met mijn gezin met 1

of meer oudere

kinderen (>=12jaar)

ik weet ik nog niet

met wie ik op

vakantie ga

Ik ga alleen op

vakantie

met mijn gezin +

vrienden

[image: image78.emf]Age group 25-34 travel partner

44%

29%

7%

5%

5%

4%

2%

2%

2%

met mijn partner

met mijn gezin met 1

of meer jonge

kinderen (<12jaar)

met  vrienden

other

met mijn gezin +

familieleden

Ik ga alleen op

vakantie

met mijn gezin +

vrienden

met mijn gezin met 1

of meer oudere

kinderen (>=12jaar)

ik weet ik nog niet

met wie ik op

vakantie ga


Chart 16, Age group 35-54 travel partner                   Chart 17, Age group 55+ travel partner
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Appendix III
Table 6: Example of multiple input during product prioritization

	 
	Audience 2
	Audience 3
	Audience 4
	Audience 5
	Audience 6
	Default

	12353
	1
	 
	 
	 
	 
	0

	12353
	 
	2
	 
	 
	 
	0

	12353
	 
	 
	 
	 
	4
	0


In Table 6, Product 12353 was prioritized for Audience 2, Audience 3, Audience 6 and the defult setting. However Product 12353 shows multiple input in the Excel sheet, and this sheet can not be uploaded on the Ecom Webtool System. The multiple inputs should be combined in one line on the Excel sheet. See Table 7.
Table 7: Example of multiple penalty points in one line in the Excel sheet during product prioritization

	 
	Audience 2
	Audience 3
	Audience 4
	Audience 5
	Audience 6
	Default

	12353
	1
	2
	 
	 
	4
	0
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Customer segments for E-commerce market of Neckermann.nl with more details defined on the product level





Who are the customers for Neckermann








Who are the customers of Neckermann.nl?





What products should Neckermann.nl promote to each customer segment


Defined in this report





                       The new product prioritization process





Top 20 products from 6 major countries





Products of other countries with good revenue





Products assessment on sales figures





Penalty points are given to each product on default setting





Products’ commercial priorities are uploaded on Ecom Webtool 





Testing the product prioritization on lister pages the next day





Products selected from the portfolio





Original prioritization process





New products with good sales figures





Products assessment on sales figures








Products assessed for customer segments





Penalty points are given to each product with different customer segments





Products’ commercial priorities are uploaded on Ecom Webtool 








Testing the product prioritization on lister pages the next day








Prioritization for customer segments








Change the default setting points on the products which are prioritized for customer segments
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