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UNWTO recommendations: _\
10 keys to successful e-marketing .

1. Reach as many potential customers as possible

2. Maximize the lifetime value of customers, by
maintaining the relationship via CRM (customer
relationship management)

3. Join the social networking revolution, facilitating
user-generated content (UGC)

4. Maintain high-quality content
5. Create a compelling website experience

Source: UNWTO, 2008. Handbook on E-Marketing for Tourism

Destinations. _ _
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UNWTO recommendations: \
10 keys to successful e-marketing .

6.
7.
8.

Deliver sales, eit

Offer customized packages

Engage tourism
online

Evaluate and benchmark performance,
demonstrating return on investment

10.Ensure effective distribution of information to

visitors en-route

ner directly or indirectly

pusinesses to get their inventory

and In the destination

Source: UNWTO, 2008. Handbook on E-Marketing for Tourism

Destinations.
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v
World Internet population, 2009 <4

Asia is the #1 Internet
user market with 41% NI
of the total world

Internet population.

WORLD INTERNET USAGE AND POPULATION TICS
; Users Users
; Population Internet Users  Internet Users etration

World Regions : Growth % of

( 2008 Est.) Dec. 31, 2000 Latest Data Population) 2000.2008 = Table
Africa 975,330,899 4,514,400 54,171, 56 % | 1,100.0 % 34 %
Asia 3,780,819,792 114,304,000 657,170,816 174% | 4749%| 412%
Europe 803,903,540 105,096,093 393,373,398 489% | 2743%| 246 %

Middle East 196,767.614 3.284 800 23.3% | 1.,296.2 % 29%
North America 337,572,949 108.096.800 : 74 4 % 1325% | 157 %
Latin America/Caribbean 581 19,140 299 % 660.9 % 10.9 %

Oceania / Australia 31 Market penetration is the 3,419 60.4 % 172.7 % 1.3 %

WORLD TOTAL 6711 second lowest in the world, [0,108 23.8% 3422% 100.0 %
NOTES: {1) Internet Usage and World Populat after Only Africa_ So great |each world region name for detailed regicnal usage
information. {3) Demographic {Population) nur future grOWth potential in Bu . {4) Internet usage information comes from data

published by Niglsen Onling, by the Internatig ASia in Internet Usage ulators and other relisble sources. (5) For definitions,
disclsimer, and navigation help, please refer tc J& may be cited, giving the dus oedit to
www.internetworldstats. com. Copyright @ 2001 - 2009, Miniwsatts Marketing Group. All rights reserved worldwide




Comparison of Chinese and

foreign DMO websites

‘Previous Research Studies

|y

% DMO websites in the USA
were found to be superior to
those in China in terms of
marketing strategies and

East versus West: A
comparison of online
destination marketing
In China and the USA

destination information.
% Chinese DMO websites need

to improve in market
segmentation, positioning,
and updating of information.

% Few Chinese DMOs provided
foreign-language versions.

© 2009, Belle Tourism International



| '-1revious Research Studies

Making a great first impression
with a DMO website T

% This study developed an Zero acquaintance
online promotion evaluation benchmarking at travel

(elel Ay lgTellVe s Rl (G TRl SR | dlestination websites: What
% Aesthetic: (a) destination IS the first impression that
visualization; (b) web design. [RatiilelatzIRielfi{ g

% Informative: (a) uniqueness; [ EIZA LI R AR N ELCH
(b) monetary value; (c)
cultural promotion.

% Interactive: (a) e-travel
planners; (b) online
communities.
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o Previous Research Studies

Factors determining DMO ® b
website success T

m Ease of use Success factors for
destination marketing web

% Responsiveness :
sites

% Fulfillment
m Security and privacy
% Personalization

w

PRAINL iy S A B LA S b L R iy

% Visual appearance
% Information quality
M Trust

% Interactivity

JOURMNAL OF
TRAVEL RESEARCH
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. Previous Research Studies

Designing persuasive DMO e n.
websites - T
% Inspiration-related elements Persuasive design of
had the greatest impact on destination web sites: An
first impressions of DMO analysis of first impression

websites.
% Visually-appealing stimuli are

the most important!

= Usability was the 2"d most
Important (clear navigation).

% Credibility was 3
(trustworthiness of source).

w

PRAINL iy S A B LA S b L R iy

JOURMNAL OF
TRAVEL RESEARCH
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Roles and functions of DMO
websites

BIRETTIN AT,



Roles of DMO websites
(DMO viewpoint)

£ Provide information on the destination
EPromote destinationos pr (

£ Support and enhance traditional promotions (e.g.,
PR, advertising, and sales)

Communicatedest i nati ono0s posS.I
Build relationships with visitors and travel trade
Generate visitor databases and research

Encourage destination partnerships

Accept bookings and reservations (e-commerce)
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Functions of DMO websites
(Customer viewpoint)

Figure 1.1 Customer Journey Wheel

Customers visit DMO
websites for multiple reasons

Dreaming
and PUTPOSES Repeating Enthusing
Recommending Informing

Recollecting Planning

Selecting

Vi \
Booking A\ 4

Tra‘-.-‘elllng WORLD TOURISM ORGANIZATION
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Vi Eltll‘lg ORGANIZACION MUNDIAL DEL TURISMO
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Source: TEAM, Tourism Consulting (2007)

Source: UNWTO, 2008. Handbook on E-Marketing for Tourism Destinations.




WebEVAL DMO
China ® system

A system developed by BTl and its associated company in the USA that
uses 120 criteria to assess the effectiveness of DMO websites from four

perspectives: (1) technical; (2) customer; (3) marketing; and (4) destination
information



