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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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6. Deliver sales, either directly or indirectly

7. Offer customized packages

8. Engage tourism businesses to get their inventory 

online

9. Evaluate and benchmark performance, 

demonstrating return on investment

10.Ensure effective distribution of information to  

visitors en-route and in the destination

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

Destinations. 

UNWTO recommendations: 

10 keys to successful e-marketing
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World Internet population, 2009
Asia is the #1 Internet 

user market with 41% 

of the total world 

Internet population.

Market penetration is the 

second lowest in the world, 

after only Africa. So great 

future growth potential in 

Asia in Internet usage.



Comparison of Chinese and 

foreign DMO websites

DMO websites in the USA 

were found to be superior to 

those in China in terms of 

marketing strategies and 

destination information.

Chinese DMO websites need 

to improve in market 

segmentation, positioning, 

and updating of information.

Few Chinese DMOs provided 

foreign-language versions.

East versus West: A 

comparison of online 

destination marketing 

in China and the USA

Source: Feng, Morrison, & Ismail. 

(2003). Journal of Vacation 

Marketing, 10(1), 43-56.

Previous Research Studies
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Making a great first impression 

with a DMO website

This study developed an 

online promotion evaluation 

tool, including three factors:

Aesthetic: (a) destination 

visualization; (b) web design.

Informative: (a) uniqueness; 

(b) monetary value; (c) 

cultural promotion.

Interactive: (a) e-travel 

planners; (b) online 

communities.

Zero acquaintance 

benchmarking at travel 

destination websites: What 

is the first impression that 

national tourism 

organizations try to make?

Source: Han and Mills. 

(2006). International 

Journal of Tourism 

Research, 8(6), 405-430.

Previous Research Studies
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Factors determining DMO 

website success

Ease of use

Responsiveness

Fulfillment

Security and privacy

Personalization

Visual appearance

Information quality

Trust

Interactivity

Success factors for 

destination marketing web 

sites

Source: Park and Gretzel. (2007). 

Journal of Travel Research, 46(1), 

46-63.

Previous Research Studies
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Designing persuasive DMO 

websites

Inspiration-related elements 

had the greatest impact on 

first impressions of DMO 

websites.

Visually-appealing stimuli are 

the most important!

Usability was the 2nd most 

important (clear navigation).

Credibility was 3rd

(trustworthiness of source).

Persuasive design of 

destination web sites: An 

analysis of first impression

Source: Kim and Fesenmaier. 

(2008). Journal of Travel 

Research, 47(3), 3-13.

Previous Research Studies
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Roles and functions of DMO 

websites 



Roles of DMO websites 

(DMO viewpoint)

Provide information on the destination

Promote destinationôs products and services

Support and enhance traditional promotions (e.g., 

PR, advertising, and sales)

Communicate destinationôs positioning and branding

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)

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

Customers visit DMO 

websites for multiple reasons 

and purposes



WebEVAL DMO 

China ® system

A system developed by BTI 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
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