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1.Design
2.Content: managers and users
3.Copyright
4.Creative Commons
5.Usability and navigation
6.Gamification and storytelling
7.VR vs. AR 
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ñHow it worksò... Doesnôt this sound a bit like our definition of model?

ñA conceptual model is the underlying belief structure held by a person about 
how something works.ò ï Donald A. Norman, ñLiving with Complexityò, 2011

#05. Quality, standards, models
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The word ñdesignò is currently referred to appearance. For instance, hereôs how 
a Design Museum in Milan is published on the Web.

It is most important, instead, underline that every ñdesign objectò has resulted 
from an industrial process, where ñhow it worksò is the core.

#05. Quality, standards, models

image credit to Life and People Magazine
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Suppose we are part of a DMO (Destination 
Management Organization) or at least work for a 
DMO, as hopefully you will.

When we build our destinationôs web presence ï the 
website, the app, any digital communication product 
ï we may run the risk of producing something that 
appeals to us but was in fact not really designed.

We may be producing something that is not really 
meant to perform its task, but only to appeal,
like ï as Don Normanôs example goes ï Starckôs 
Alessi juicer.

So, how do we design our content?

#09. Design: content and usability
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Designing tourism content may be regarded as something easy: just read a guidebook 
or a brochure, re-write or edit the text, and publish...

Wrong. The managers of a tourism entity should think of a number of additional 
questions as far as their web content is concerned. Among these questions are

Áthe managersô own tasks, on a short term as well as on a medium term

Átheir stakeholdersô needs, which may vary in time

Átheir operatorsô needs (webmasters, content producers, social media managers)

Átheir usersô needs, which vary in time and according to market segments

Átime ï mainly intended as tourism seasons and eventsô span

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

#09. Design: content and usability
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Our lectures already took us to the point of evaluating quality.
So, we might ask ourselves how can we evaluate the quality of the content of the web 
presence of a tourism entity.

For instance, could the entityôs managers 
feel happy about the content theyôre 
publishing in their websites and their 
social presence?

Please consider that the managersô 
satisfaction depends on their tasksé
Which tasks have they undertaken?

Can we, as evaluators, find sources about 
the tasks they have undertaken? image credit to Hugh Riley

#09. Design: content and usability
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Another question we may ask ourselves when evaluating the quality of content 
published by a tourism entity is about the usersô satisfaction.

This question should be answered by 
interviewing users and analysing in time 
how tourists behave on the spot.

But when we lack these opportunities, 
what can we do to evaluate the quality of 
the content?

Well, we can pretend to be tourists 
ourselves... and pretend to belong to 
other segments than ours: families with 
kids, impaired people, visiting groups...

#09. Design: content and usability
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Other likely questions deal with specific content topics. Admittedly, answers here can 
depend on personal judgment. Yet, a reasonable balance can be kept.

Questions like these may concern:

1. Information itself. Is text content clear 
and sufficient?

2. Media. Is multimedia content clear and 
sufficient?

3. Links. Does the website provide useful 
external links?

image credit to The Ohio State University Pressbooks
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An approach to content based on descriptions of attractions may, however, not be 
enough.

This point has become particularly clear after Pine and Gilmore have published their 
studies on the role of experience and emotion in customersô satisfaction.

As a consequence, stating the quality of the content of the web presence of a tourism 
entity must also involve considering
Á the communication of events like concerts, exhibitions, fairs and the like ï which 
attract tourists emotionally ï and
Á the way in which attractions are communicated: is it ñwarmò or ñcoldò?

#09. Design: content and usability
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ñWarmò or ñcoldò that 
their communication 
may be, the 
availability of 
information on 
scheduled events is 
certainly crucial for 
the quality of the 
content.
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