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ABSTRACT

Developing their e-marketing strategy, Destination Marketing Organizations (DMOs) invest in the
establishment of their Websites to provide extended accessibility, real-time information/services, and
personalization capabilities. This chapter aims to review prior tourism studies that refer to Website
evaluation by taking DM Os’ Websites as the focus of the investigation. A comprehensive literature review
on theories, models, and surveys on evaluating tourism Websites is presented and analyzed. The major
benefit of this study is the digest of multiple approaches regarding DMOs’ Website evaluation within
the tourism sector. The chapter gives an integrated overview of the historical development of Website
evaluation studies in the tourism field in order to draw conclusions about the dimensions and key factors
that drive Website success. Furthermore, the effectiveness of the DMOs’ Websites of five Mediterranean
countries are assessed through content analysis in terms of information, communication, transaction,
relationship, and technical merit dimensions based on a modified approach of the ICTRT model (Li &
Wang, 2010). The research findings should be of interest to DMOs as the findings shed light on the ef-
fectiveness of their Websites over a period of time facilitating continuous improvements and comparisons
between competitive tourism destinations/countries.
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Evaluating Destination Marketing Organizations’ Websites

INTRODUCTION

Web-based marketing strategies have become
more widely adopted by the tourism industry,
since more and more travelers use the Internet
in order to select a destination or organize their
overall travelling experience. The Information
and Communication Technologies (ICTs) have
increased the efficiency of tourism industry and
enhanced competitiveness of tourism organi-
zations and destinations (Buhalis, 2003). The
interaction between the two fields started from
1970s with the establishment of Computer Res-
ervation Systems and due to the development of
the internet and the services that it provides to
consumers - travellers, they no longer are not only
able to obtain information and make reservation
at lower time and monetary costs, but also share
their travelling experience, change opinions and
make a relationship with people from differ-
ent destinations (Buhalis and Law, 2008). The
interactive ability of the internet has made it an
important marketing tool to communicate with
travellers (Wang, 2008a).

Since today’s consumers become highly edu-
cated, tourism organizations face the marketing
challenge of how to impact consumers through ef-
fective messages (Yeoman and McMahon-Beattie,
2006). Website evaluation can help organizations
track the performance of their websites over a
period of time, and thereby facilitate continuous
improvements through comparison of site per-
formance against competitors and industry peers
(Morrison et al., 2004).

Destination Marketing Organizations (DMOs’)
are defined as organizations that have been estab-
lished to promote a specific destination to potential
travelers. In terms of geography, DMOs can be
categorized into three main categories included:

1. National tourism authorities/organizations;
Regional, provisional or state; and

3. Local, based on a smaller geographic area
or city/town (Li & Wang, 2010).

Destination marketing organizations invest
considerable amounts of money in the develop-
ment of Web sites as part of their overall marketing
strategy (Park & Gretzel, 2007). Web based desti-
nation marketing constitute a great opportunity and
agreatchallenge for DMOs’. Within this terms web
evaluation has become a critical process in DMOs’
performance measurement efforts. However, it is
fair to say that DMOs’ websites evaluation is still
inits early stages of development. As yet there are
no standardized models, dimensions, and items
for evaluating tourism websites.

The study attempts to provide an updated and
comprehensive overview of prior research on
DMOs’ website evaluation. Relevant theories and
methods along to empirical studies would provide
a significant trustworthy resource to researchers
and scholars in the tourism academic discipline.
The findings are expected to offer researchers
insights into research gap which indicate future
research on tourism website evaluation and prac-
titioners an index in judging the performance of
their websites against competitors, so that they
have useful information to facilitate continuous
improvement.

A comprehensive literature review on theo-
ries, models and surveys on evaluating tourism
destination portals is presented and analyzed.
Furthermore, the chapter utilized a modified ap-
proach of the ICTRT model (Li &Wang, 2010)
which is described below with the scope to mea-
sure the importance, complexity and the overall
effectiveness of five Mediterranean countries. The
chapter concludes with a discussion of empirical
implications and future research.

CONCEPTUAL REVIEW

The importance of website evaluation has been
addressed by many scholars (e.g. Law et al. 2010,
Morrison et al., 2004). Therefore, several models
have been developed for the evaluation of tourism
websites and measurement of their overall effec-
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