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What are we talking about this time?
1.Design

3.Copyright
4.Creative Commons

6. Gamification and storytelling
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Don Norman, again

fiHow It wor@s Doesithis sound a bit like our definitiomie?

A conceptual modehis underlying belief strutield:by a person about
now something wookdonald A. Normdnying with Complexit@11
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Design in practice

Suppose we are part of a DMO (Destination
Management Organization) or at least work for
DMOQO, as hopefully you will.

When weuildour destinatierweb presencehe
website, the app, any digital communication pr
I we may run the risk of producing something t
appealto us but was in faotreallydesigned

We may be producing somethingribhateslly
meantoperform its tagdbut only to appeal,
likeT as Don Normarexample goéesStarcis
Alessi juicer.

So, how do we design our content?
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Designing may be regarded as something easy: just read a guidel
or a brochure Angite or edit the text, and publish...

Wrong. The managersiofia should think of a number of additional
guestions as far as theiromwelb-nis concerned. Among these guestions are
Athe managédiswn ,on a short term as well as on a medium term

Atheir ~which may vary!in

Athelir (webmasters, content producers, social media managers
Atheir ~which vary in time and according to market segments
Atimei mainly intended as toudsssonand evenfspan

Which content should be published, to satisfy these different needs?




Content & managers

Our lectures already took us to the point of evaluating quality.
So, we might ask ourselves how can we evaiuate tighe-ontenof the web
presence of a tourism entity.

For 1 nstancenjpnaecoe
f eel happy about ¢
publishing in their websites and their
social presence?

Pl ease consi der t«
satistactiodepends on thiiske
Whicliaskchave they undertaken?

Can we, as evaluators,findceabout ° | _
the tasks they have undertaken? image credit o,/ iy
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Another guestion we may ask ourselves when evaluaiirig irie
published by a tourism entity is aboui the

This question should be answered | TIFT
users and analysing .
how tourists behave on the spot. ‘\(

But when we lack these opportunitie
what can we do to evaluate the quUajEN
the content? : ‘

Well, we cen tourists
ourselves... and pretend to belong t
other segments than ours: families ™
kids, impaired people, visiting groups...




Other likely questions deal with specific content topics. Admittedly, answers h
depend on £Yet, a reasonable balance can be kept.

Questions like these may concern:

1. Information itselfidsicontent clear
and sufficient?

2. Media. Is content clear and

sufficient?
3. Links. Does the website provide useft @
?
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An approach to content based on descriptionsiofimay, however, not be
enough.

This point has become particularly cleamaftan have published their
studies on the role of experienceiarichin customeisatisfaction.

As a consequence, stating the quality of the content of the web presence of a
entity must also involve considering

Athe communicatior= ofnidike concerts, exhibitions, fairs and iheHhilcé

attract tourists emotioriadiyd

Athe way in which attractions are communicgitea it o !¢




Events

AWar mo or
their communication
may be, the
availability of
Informatioon
scheduled events Is
certainlyruciafor

the quality of the
content.
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