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Q1. ( Information on the site is reliable)

Q2. ( Information on the site is current)

Q3. ( Information on the site is understandable)

Q4. ( Information on the site is useful)

Q5. ( Information on the site is unique)

Q6. ( The site is visually attractive)

Q7. ( Theme or overall concept for the site projects a clear image of the desti—
nation)

8. ( The site creates a sense of personalization)

09. ( ) ( The site has multimedia functions like visual facility tour)

Q10. ( The site has used foreign social networking to promote)

Q11. ( The site provides a few clicks to locate desired information)

Q12. ( The layout of the pages makes tasks easier)

Q13. ( The URL of the site is easy to remember)

Q14. ( The site is easy to find through the search engine)

015.

( All texts and graphics are quickly loaded)
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Q16. . ( The site offers interactive features such as feedback
frequently asked questions and request for proposal)
Q17. N ( Most travel processes like accommodation booking or transporta—
tion booking can be completed via the website)
Q18. (If T have a problem I can contact the staff online easily)
Q19. ( The site clearly separates categories for different travel planners)
020. ( The site has sales staff contact information
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Evaluation of Tourism Destination Marketing Websites in Foreign Languages
— The Case of Travel China
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Abstract: The Internet is a vital communication medium in tourism destination marketing. The study established a model based on

Analytic Hierarchy Process. By measuring the weight of each dimension of the selected travel destination website in English empirical

findings revealed that the information quality of web content plays a critical role in tourism promotion. In additions overseas tourists

were invited to evaluate Travel China to compare its actual performance with the expectation. Based on the above two assessments three

strategies including strengthening the visibility of the website optimizing the interaction and strategically positioning the website are

proposed.

Key words: tourism destination marketing; website evaluation; strategy for development



