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Abstract

It is widely accepted that Information and Communication Technologies are rapidly expanding and have affected the way businesses are performed and the way organizations compete. Like many other industries, tourism is an information-intensive industry and is widely supported by current information technology and communications system. Unlike consumer durable and industrial goods, the intangible tourism service cannot be physically displayed or inspected at the point of sale. Tourism orders are reserved before the time of servicing and away from the place of consumption. Therefore internet and websites play an important role in tourism industry and the quantity of information distributed today on the Internet, especially through the World Wide Web, is rising much more quickly than the quantity of information available through other mass media. The World Wide Web is a very complex information technology network currently consisting of several hundred million web pages and over a hundred million users. Each day, users search websites in order to find the most convenient, relevant, and up-to-date information they need. Consequently website quality evaluations become an important issue in tourism industry.  So in this sense the aim of this research is to compare the official tourism websites of the EU countries including EU candidates in the Mediterranean Region, such as Spain, France, Italy, Malta, Slovenia, Greece,  Cyprus (South), Turkey, Croatia through content analysis and to determine the quality of these official websites. Additionally the relationship between the international tourist arrivals and the annual reach value to their official websites will be investigated.  

Özet
Bilgi ve iletişim teknolojilerinin süratle geliştiği ve işlerin yapılış şekilleri ile organizasyonların rekabete etme  yollarını  etkilediği büyük ölçüde kabul edilmektedir. Diğer birçok endüstride olduğu gibi turizm de bilgi yoğun bir endüstridir ve günümüzün bilgi teknolojileri ve iletişim sistemleri ile desteklenmektedir. Dayanıklı tüketim ürünleri ve endüstri mallarından farklı olarak fiziksel varlığı olmayan turizm hizmetleri satış noktalarında fiziksel olarak sergilenemez ve tetkik edilemezler. Turizm siparişleri hizmet sunumundan önce ve tüketim yerinden uzakta tahsis edilirler. Bu nedenle internet ve web siteleri turizm sektöründe oldukça önemli bir rol oynamaktadır ve günümüzde internet aracılığıyla ve özellikle de WorldWideWeb aracılığıyla dağılan bilgilerin miktarı diğer toplu iletişim ortamlarında dağılan bilgilerin miktarından çok daha fazla artmaktadır. WorldWideWeb günümüzde birkaç yüz milyon web sayfası ve bir milyonun üzerinde kullanıcıdan oluşan karmaşık bir bilgi teknolojisidir. Günümüzde kullanıcılar ihtiyaç duydukları en güncel, en gerekli ve en uygun bilgileri websitelerinde aramaktadırlar. Bu sebepten dolayı web sitelerinin kalitelerinin değerlendirilmesi turizm endüstrisinde çok önemli bir konu halini almaktadır. Bu anlamda yapılan çalışmanın amacı Akdeniz bölgesinde bulunan İspanya, Fransa, İtalya, Malta, Slovenya, Yunanistan, Güney Kıbrıs, Türkiye ve Hırvatistan gibi Avrupa Birliğine üye ve aday ülkelerin resmi turizm web sitelerinin içerik analizi yöntemi ile karşılaştırılması ve bu ülkelere ait resmi turizm web sitelerinin kalitelerinin belirlenmesidir. Buna ek olarak ülkelere gelen yabancı turist sayısı ile ülkelerin resmi turizm sitelerine yıllık ortalama erişim oranı arasındaki ilişki de incelenecektir. 

1. Introduction 

With the rapid growth on internet and web technologies, the importance of websites and their quality has become an important issue in e-applications especially in e-tourism. Consequently the rapid development of WorldWideWeb has enabled people to interact globally. In 2007 some 880 million Internet access devices of various kinds may be sold worldwide (www2.cio.com/metrics), (Zviran-Glezer-Avni,2006:157). As far as these developments are concerned, it is not surprising that there is a need for identifying the principles of the website quality. In order to understand the needs of web users and to capture their feelings, several researchers were made for assessing the web site performance.  Because due to these developments and new economy, performance of websites is essential for market success (Öncüer–Yılmaz,2006). The internet and the development of Information Communication Technologies have caused great changes in many industries like in the tourism industry by generating new business models, changing the structure of distribution channels. The Internet especially World Wide Web has a great impact on the hospitality and tourism industry especially in recent years (Zafiropoulos–Vrana-Paschaloudis, 2006:2). It plays an important role mediating between tourists and hotel companies as a place for information acquisition and business transactions. Organizations of any size and any sector can benefit from the Internet. However the presence on internet doesn’t guarantee the success of any kind of organization (Liang and Law, 2003). Therefore this fact makes the website quality issue an important topic in information communication area.

According to Forrester Research results which are indicated in Zafiropoulos et la’s article, it is argued that “poor Web design will cause a loss of 50 per cent of potential sales due to users being unable to find what they want, and a loss of 40 per cent of potential repeat visits due to initial negative experience. Many hospitality companies are not capable of preparing a useful website. For instance some hotels or official tourism websites have placed a lot of information onto their websites but do not include relevant information or arrange the information in an appropriate order. Additionally hotel websites and are not updated regularly. This can cause negative effects in e-tourism. Therefore the business opportunity offered by the Internet presents a challenge to new comers and existing players in the tourism industry to provide effective tourism web sites.

Organizations investing in web technologies and applications are looking forward to realizing the benefits of these investments, however, this would not be possible without an appropriate tool for measuring the quality of their web sites.(Aladwani-Palvia, 2002:467). Therefore the objective of this study is to make a content analysis of official tourism websites with the help of the website quality dimension which were determined by developing an instrument for a user perceived website quality. The current research has focused mainly on content because it was believed that content would be the ultimate key factor for effective web sites.

2. Literature review

Information System (IS) researchers and practitioners have made various researches on website quality as they have captured the importance of evaluating information systems (IS) and websites success so long ago. Evaluation is a challenging task and Serafeimidis and Smithson have made researches on evaluation practices (Serafeimidis-Smithson,1996:205), and what is more,  IS investment is related to intangible benefits and indirect costs, which makes the e-business and e-tourism evaluation more difficult. (Lee-Kozar,2005:1).

2.1.  Studies concerning evaluation of information success system 
During the past decades, companies made large investments in the implementation of information systems with the expectation of productivity gains, competitiveness enhancement, and the reduction of market, administrative and operational costs. However, such claims have not been validated by empirical data. Therefore, researchers have made efforts to propose a better way of evaluating information systems. These studies can be divided into two groups. One is to develop methods for evaluating information systems, and the other is to identify factors affecting information system success. Many theoretical models have been proposed for measuring IS success. Out of them, DeLone and McLean’s IS success model is the most highly cited. By synthesizing previous IS success models, DeLone and McLean’s model demonstrates the interplay of six information systems success factors including information quality, system quality, use, user satisfaction, individual impact, and organizational impact. DeLone and McLean state: System quality and information quality singularly and jointly affect both Use and User Satisfaction (Lee-Kozar,2005:2). The amount of Use and degree of User Satisfaction–positively or negatively– influences each other, they are interrelated. The model has been applied successfully to measure the success of a variety of information systems, and nearly 300 articles in refereed journals have cited the model (DeLone – McLean, 2003:9-30)

2.2.  Studies concerning website quality

Quality is not a new concept in information systems management and research. Information systems practitioners have always been aware of the need to improve the information systems function so it can react to external and internal pressures and face the critical challenges to its growth and sustainability (Aladwani-Palvia, 2002:468). Due to this reason there has been some effort to define quality in the context of the Internet. However, the web quality concept could not be defined exactly. Aladwani and Palvia have reviewed the studies in website quality and summarized them in their articles very briefly (Aladwani-Palvia, 2002:468).  Liu and Arnett have made researches on the key dimensions of web design quality as related to consumer responses. In their studies they have identified the key dimensions that significantly influence the design quality of an electronic market on the web. Additionally they have identified the consumer reactions to design quality of websites (Liu-Arnet, 2001:70). Liu and Arnett have also made another research so as to explore the factors associated with Web site success in the context of electronic commerce. As the widespread use and dependency on Web technology increases, so does the need to assess factors associated with Web site success. The framework of their research was derived from information systems and marketing literature. Webmasters from Fortune 1000 companies were used as the target group for a survey. Four factors that are critical to Web site success in e- commerce were identified: 1. information and service quality, 2. system use, 3. playfulness, and 4. system design quality. An analysis of the data provides valuable managerial implications for Web site success in the context of electronic commerce. (Liu-Arnet, 2000:23)  Huizingh focused on two aspects of web quality: content and design. In order to support the emergence of a solid knowledge base for analyzing Web activity, a framework is developed to analyze and categorize the capabilities of Web sites. This distinguishes content from design. Content refers to the information, features, or services that are offered in the Web site, design to the way the content is made available for Web visitors. Both concepts have been operationalized by means of objective and subjective measures to capture features as well as perceptions. This framework has been applied to study how different groups of companies are using the Web for commercial purposes. Web sites are compared based on their source, industry, and size. On average, larger Web sites seem to be richer and more advanced (Huizingh,2000:123). Wan  divided web quality attributes into four categories: information, friendliness, responsiveness, and reliability. A description is given of a framework of analysis that categorizes features of Website design in a matrix of business functions versus customer values. The framework supports a development plan for a commercial Website that may involve all aspects of a transaction. It also includes examples of Web features that could be evaluated from the visitor or customer perspective. As customers might have a different view from the company, the framework chooses Web features that are directly related to customer values: Those which may bring only strategic advantages to the company but are intangible to customers are deliberately ignored (Wan,2000:15). Misic and Johnson suggested such web-related criteria as finding contact information (e.g. e-mail, people, phones, and mail address), finding main page, speed, uniqueness of functionality, ease of navigation, counter, currency, wording, and color and style (Misic-Johnson,1999:383). Bell and Tang identified factors such as access to the web, content, graphics, structure, user friendliness, navigation, usefulness, and unique features (Bell-Tang,1998;219) Another useful research is proposed by Schacklett, in which nine tips for improving web site quality, including effective use of graphics and colors, 24/7 web site accessibility, and ease of web site use and navigation are indicated (Schacklett, 2000:12). In addition to these studies, several researchers have begun to investigate consumer perceptions of website (Soyoung- Leslie, 2004:109). According to the assumption in these studies a company’s website is a key tool for communication. Additionally it is the primary interface for Internet users who are searching for either information and/or products

Rachman and Richins evaluated Web sites of NewZealand tour operators to determine their development status. They identified 43 Web site features and then reviewed 50 New Zealand tour operator Web sites and determined the percentage of Web sites that displayed each feature. New Zealand tour operators’ Web sites’ main purpose was to provide logistical data and information (Rachman-Richins,1997:62-67). Processing features were still elementary and business transactions were facilitated mainly through emails. According to the results, New Zealand tour operator Web sites were still in an early stage of development as a marketing tool. (Leixia- Jaclyn- Shu, 2004:220). Rachman and Buchanan’s study in this area is the most detailed one consisted of two parts: a Web-based survey and a review of tourism Web sites in New Zealand and the world. The first part (Rachman- Buchanan, 1999) includes three groups of respondents, tourism academicians, tourism industry professionals, and tourists, ranking the importance of 59 tourism Web site features. The researchers found a uniformity of overall responses from the three groups, meaning that they agreed on the importance of many features on the Web sites. Eleven of the top 15 features considered important were the same for all three groups of respondents. The 11 features include: price of products/services; products/services; email; online reservation/ordering; on-line customer service; travel schedules/planners; availability checking; maps; transport information; itineraries information; and travel guides. In the second part of their study, Rachman and Buchanan (1999b) calculated the expectation score for the 59 features. The expectation score was the importance of the Web site feature with scores ranging from 1=not important to 5=extremely important. They averaged the scores of the three categories of respondents on each feature to determine the overall mean for the 59 features. Values above 3.5 constituted high expectations (respondents expected the feature to be on a Web site) and 31 features had expectation scores above 3.5. The highest five expectation means were email (4.66), price of products/services (4.62), online reservation (4.34), availability checking (4.27) and products/services (4.23). (Rachmann- Buchanan,1999b:42). 

In addition to these studies Buhalis has also analyzed e-commerce in China in the case of travel and investigated influential factors of adopting eShopping for tourism products. (Buhalis- Li, 2006:164)

3. E- Tourism and website evaluation

In tourism industry it is important to answer the question of why people choose to travel to one destination instead of other destination. The answer to this question can vary as far as different aspects are concerned. But ICT and tourism websites have an impact on people’s choice to one destination. As tourism industry considered as a solution in development efforts by developing countries due to quick investment returns, providing high added value and potential employment, it is important to understand the perception of people on websites. Researchers studying on information technologies which are defined as collecting, analyzing, storing and delivering of information have been emphasizing on the importance of using information technologies. It has been observed that destinations using intensively information technologies are much more competitive compared to low information technology destinations. Studies have proved that destinations using intensively information technologies intensively have great competition advantage against the destinations using poor information technologies (Eren-Sarı,3003:4).

In addition to this tourism has become one of the most significant economic activities in terms of economic growth and employment for many countries. World tourism demand is growing and new destinations will be developed. In this sense tourism can be seen as an opportunity for the economic growth of developing regions (Juan L Eugenio-Martin, 2003:341).

However the Internet has dramatically changed the competitive dynamics of the tourism industry. In contrast to the traditional ways of doing business, the Internet accommodates the many-to-many business environment that lodging firms use to conduct business with their customers. Customers are becoming more attached to the company via the Internet, easily acquiring needed information on products and services for their ultimate purchase decisions (Jeong – Lambert, 2001:130).

As a result information communication technologies can provide a powerful and strategic tool for tourism organizations by enabling them to achieve competitive advantage through cost, product and time differentiation or via focus strategy. Tourism organizations and destinations that would like to satisfy the tourism demand and survive in the long term have no choice but to

· take the advantage of new ICT tools;

· research the requirement of their target markets;

· ensure the accuracy and currency of their online information;

· coordinate online and offline branding and pricing issues, in collaboration with partners;

· develop appropriate solutions online

· enhance their interactivity with the marketplace (Buhalis, 2003:134)  

When these mentioned aspects in tourism industry are regarded as major factor influencing the tourism demand and the presence in internet can be achieved only by websites, the importance of website evaluation in e-tourism becomes more obvious.
4. Restructuring within the tourism industry
Tourism is an information intensive industry and its organizations rely on the communication with tourists through different ways to build customer relationships. In recent years internet has become one of the most effective means for tourists to search information and plan their trips. Since the Internet possesses the capability for high levels of interactivity and can be customized to a great extent, it can provide highly tailored content to users according to their idiosyncratic preferences (Newhagen-Rafaeli, 1996:4). As the websites include huge amount of information, tourists can not find the relevant information they are seeking and are overwhelmed with this huge amount of information. Therefore online tourism and vacation planning on the web can be a frustrating experience for tourists. A recent study by Plog Research shows that the Internet has become one of the most important sources for tourist information acquisition: about 95% of web surfers use the Internet to gather travel-related content; about 93% indicate that they visited tourism websites when planning for vacations; and nearly one half said they used email to gather information (Lake,2001). For detailed preparation prior to the trip, the internet is a better choice since it is universally accessible and contains a large quantity of information (Pan and Fesenmaier 2000).

The tourism industry has already reported dramatic changes in its structure over the last few years. The customers desire more frequent but shorter travel. Last minute reservations, global advice, service quality, market transparency and a certain self-service mentality are required. The advances in the information, computer, and telecommunication technologies that led the inception of the “cybertrend” also triggered the restructuring within the tourism industry.(Rachman-Buchanan, 1999:12) The significant changes in the information and communication technologies have altered the way the tourism organizations compete. Tourism has been traditionally characterized as a “people industry”, it is now coming face-to-face with the realities of the massive advances in technology that have occurred over the past several decades (Goeldner-Ritchie, 2003:565)

5. Research methodology

In this study content analysis is used to compare the official tourism websites of EU countries and candidates such as Spain, France, Italy, Malta, Slovenia, Greece, Cyprus (South), Türkiye, Croatia in the Mediterranean Region. The below stated websites are  regarded as the official tourism websites as they are stated as official in the website of World Tourism Organization (WTO). All these countries are members of WTO (http://www.world-tourism.org/states/eng.html).   

Spain:

 http://www.spain.info
France: 
 www.franceguide.com
Italy:  

 http://www.enit.it
Malta:

 http://www.visitmalta.com/
Slovenia:
 www.slovenia.info/intro/index.asp
Greece: 
 www.gnto.gr
Cyprus(South)    www.visitcyprus.org.cy
Turkey

  www.kultur.gov.tr
Croatia

  www.croatia.hr
In order to conduct this study technical adequacy, specific content, content quality and web appearance are taken into consideration as major website quality dimensions. These are regarded as the main dimensions in the study of Aladwani and Palvia (Aladwani and Palvia2002:467–476), in which the “user perceived website quality instrument” was developed. Although there are several papers concerning website quality, in this study it is preferred to use the dimensions stated by Aladwani and Palvia, because the developed instrument for user perceived evaluation of websites has shown high values by validity studies. 

In order to compare these websites with the help of these four dimensions, items for each dimension are identified and each website is analyzed according to these items. In that research technical adequacy is defined with security, ease of navigation (site map), search facilities, availability, valid links, personalization (customization), speed of page loading, interactivity, ease of accessing the site. Content quality is defined with usefulness, completeness, clarity, currency, and conciseness, whereas finding contact information, firm general information, product, service details, customer policies and support are the items for specific content. Web appearance is defined with attractiveness, organization, proper use of fonts, colors and multimedia. Technical adequacy and specific content can be validated objectively whereas other dimensions are mainly based on perceptions. In this study these dimensions and their related item were analyzed through content analysis.  

6. Data analysis and results

The content analysis of these official tourism websites is conducted by e-commerce specialists and teachers. According to their evaluation, the below stated ranking for the official tourism websites is achieved (Table 1). 

Table 1. Official tourism websites evaluation

	
	
	Croatia
	Cyprus (South)
	France
	Greece
	Italy
	Malta
	Slovenia
	Spain
	Türkiye

	Technical adequacy
	Security
	 
	 
	 
	 
	 
	 
	 
	 
	 

	
	Ease of navigation -  site map                                        
	3
	2
	1
	4
	3
	3
	3
	5
	3

	
	Search facilities
	3
	2
	3
	4
	4
	2
	4
	5
	3

	
	Availability
	5
	5
	5
	5
	4
	5
	4
	5
	5

	
	Valid links                                                                                                                                                                    
	5
	5
	5
	5
	5
	5
	5
	5
	4

	
	Personalization or customization                                    
	1
	1
	1
	3
	5
	5
	5
	4
	2

	
	Speed of page loading
	4
	5
	5
	5
	4
	3
	1
	2
	3

	
	Interactivity                                                                      
	3
	2
	2
	4
	5
	5
	4
	5
	2

	
	Ease of accessing the site
	5
	5
	5
	5
	5
	5
	5
	5
	5

	
	
	
	
	
	
	
	
	
	
	

	Content Quality
	Usefulness                                                                     
	3
	2
	2
	4
	4
	3
	4
	5
	2

	
	Completeness                                                                  
	3
	2
	2
	4
	3
	3
	5
	5
	2

	
	Clarity                                                                              
	2
	2
	2
	4
	4,5
	3
	3
	5
	2

	
	Currency                                                                
	5
	4
	2
	5
	5
	5
	5
	5
	2

	
	Conciseness
	4
	3
	3
	4
	3,5
	4
	4
	4
	2

	
	Accuracy
	5
	5
	5
	5
	5
	5
	5
	5
	5

	
	
	
	
	
	
	
	
	
	
	

	Specific content
	Finding contact information                                        
	3
	3
	5
	3
	5
	4
	3
	3
	3

	
	Finding firm general information                          
	3
	2
	3
	5
	4
	2
	2
	4
	3

	
	Finding products/services details                                   
	3
	2
	2
	4
	4
	3
	3
	5
	2

	
	Finding customers’ policies (e.g. dispute policies)
	3
	1
	4
	1
	1
	4
	3
	4
	3

	
	Finding customer support                                                 
	3
	1
	3
	3
	4
	4
	3
	4
	1

	
	
	
	
	
	
	
	
	
	
	

	Web Appearance
	Attractiveness                                                              
	3
	1
	2
	4
	3,5
	3
	2
	4
	1

	
	Organization
	2
	1
	3
	4
	4
	2
	2
	4
	1

	
	Proper use of fonts                                                                       
	4
	4
	4
	3
	4
	3
	5
	4
	4

	
	Proper use of colors                                                                 
	5
	2
	5
	5
	5
	5
	5
	5
	3

	
	Proper use of multimedia                                       
	3
	2
	2
	3
	3
	3
	3
	4
	2

	
	
	
	
	
	
	
	
	
	
	

	
	Total
	83
	64
	76
	96
	97,5
	89
	88
	106
	65

	
	Ranking
	6
	9
	7
	3
	2
	5
	4
	1
	8


In addition to the content analysis, a questionnaire for measuring user-perceived web quality based on Aladwani and Palvia’s article was sent to 120 MBA students via e-mail.  Out of 120 questionnaires, 52 questionnaires (response rate 43,33 %)  were received and analyzed. In these questionnaires, technical adequacy and specific content dimension of the website quality instrument were excluded. Remaining dimensions in the questionnaire were content quality and web appearance.

Of the students that participated in this study a majority were business majors 75 % and 51,9 % females. They were 22 to 35 years old with an average of 24,62 (Std.dev 2,94).

Reliability scores were ,8661 and ,8085 for content quality and web appearance, respectively. The overall reliability of 10-item scale was ,9741.

Mean values for each item and average values of two dimensions is be summarized in Table 2.

Table 2. Official tourism websites “content quality” and “web appearance” evaluation 

(MBA students)

	
	
	Croatia
	Cyprus (South)
	France
	Greece
	Italy
	Malta
	Slovenia
	Spain
	Türkiye

	
	
	
	
	
	
	
	
	
	
	

	Content Quality
	Usefulness                                                                     
	3,77
	2,93
	3,44
	3,83
	4,06
	3,87
	3,72
	4,08
	3,61

	
	Completeness                                                                  
	3,70
	2,94
	3,53
	3,78
	3,94
	3,81
	4,08
	3,98
	3,57

	
	Clarity                                                                              
	3,74
	2,93
	3,39
	3,81
	4,17
	3,85
	3,77
	4,10
	3,57

	
	Currency                                                                
	4,12
	3,15
	3,80
	4,04
	4,03
	4,09
	4,17
	4,15
	3,91

	
	Conciseness
	3,81
	3,10
	3,50
	3,82
	3,73
	3,79
	3,79
	4,08
	3,51

	
	
	
	
	
	
	
	
	
	
	

	Web Appearance
	Attractiveness                                                              
	3,7
	2,55
	3,28
	3,98
	3,63
	3,81
	3,39
	4,21
	3,41

	
	Organization
	3,62
	2,60
	3,23
	4,00
	3,67
	3,83
	3,79
	4,16
	3,36

	
	Proper use of fonts                                                                       
	3,81
	2,84
	3,50
	4,02
	3,74
	3,60
	4,00
	3,96
	3,43

	
	Proper use of colors                                                                 
	3,88
	2,70
	3,49
	4,16
	3,99
	3,82
	3,94
	4,10
	3,21

	
	Proper use of multimedia                                       
	3,60
	2,31
	3,38
	3,20
	3,77
	3,30
	3,62
	4,26
	3,44

	
	
	
	
	
	
	
	
	
	
	

	
	Average
	3,89
	3,00
	3,60
	3,97
	3,98
	3,89
	3,93
	4,19
	3,64

	
	Ranking
	5
	9
	8
	3
	2
	5
	4
	1
	7


Depend on these average values the official website of Spain the best one within these countries depending on the mentioned variables followed by Greece, Croatia, Malta and Italy.

After evaluating the website quality of the official tourism websites for these mentioned 9 countries, the relationship between the number of tourists coming to these countries and the quality of the official tourism websites are investigated.  As the content of the websites for the previous years are not available for comparing with the tourist arrivals, tourist arrivals between the years 2002 and 2005 (Table 3) are compared with average annual reach of the official tourism websites (Table 4).  

Table 3: Tourist arrivals 2002-2005

	
	2002
	2003
	2004
	2005

	Croatia
	6.944
	7.409
	7.912
	8348

	Cyprus (South)
	2.418
	2.303
	2.349
	2.470

	France
	77.011
	75.048
	75.121
	76.000

	Greece
	14.180
	13.969
	13.312
	14.276

	Italy
	39.799
	39.604
	37.071
	36.500

	Malta
	1.134
	1.126
	1.156
	1.171

	Slovenia
	1.302
	1.373
	1.499
	1.564

	Spain
	52.327
	50.854
	52.430
	55.577

	Türkiye
	12.790
	13.341
	16.826
	20.300

	Total
	207.905
	205.027
	207.676
	216.206


Source: 
World Tourism Organization, Tourism Market Trends, 2005, Edition – Annex, Tourism Indicators » Inbound Tourism » International Tourist Arrivals & Tourism, Receipts by country, International Tourist Arrivals, http://www.unwto.org/facts /menu.html, (09.08.2006).

Table 4: Average annual reach 2003-2005 (per million)

	
	2003
	2004
	2005

	Croatia
	14,20
	14,42
	16,31

	Cyprus (South)
	5,82
	7,23
	9,16

	France
	46,54
	52,13
	93,12

	Greece
	38,29
	32,16
	39,96

	İtaly
	25,84
	24,96
	24,90

	Malta
	14,62
	14,68
	14,70

	Slovenia
	6,89
	8,23
	9,36

	Spain
	36,06
	33,69
	75,00

	Türkiye
	24,88
	28,53
	46,98

	Total
	205.027
	207.676
	216.206


Source: 

http://www.alexa.com/data/details/traffic_details?&range=max&size=large&compare_sites=&y=r&url=www.slovenia.info
http://www.alexa.com/data/details/traffic_details?&range=max&size=large&compare_sites=&y=r&url=www.franceguide.com

http://www.alexa.com/data/details/traffic_details?&range=max&size=large&compare_sites=&y=r&url=www.enit.it

http://www.alexa.com/data/details/traffic_details?&range=max&size=large&compare_sites=&y=r&url=www.gnto.gr

http://www.alexa.com/data/details/traffic_details?&range=max&size=large&compare_sites=&y=r&url=www.spain.info

http://www.alexa.com/data/details/traffic_details?&range=max&size=large&compare_sites=&y=r&url=www.visitmalta.com

http://www.alexa.com/data/details/traffic_details?&range=max&size=large&compare_sites=&y=r&url=www.visitcyprus.org.cy

http://www.alexa.com/data/details/traffic_details?&range=max&size=large&compare_sites=&y=r&url=www.kultur.gov.tr

http://www.alexa.com/data/details/traffic_details?&range=max&size=large&compare_sites=&y=r&url=www.croatia.hr

The correlation between “tourist arrivals” and “average annual reach” are calculated using SPSS 10.0 for Windows, and found a positive correlation as 80,4 % significant at the 0,01 level (2-tailed).

The related points of the data set were plotted using curve estimation program, and decided to use power function which fits best to the given data set. The fraction of total variation in the dependent variable “tourist arrivals” explained by the given regression equation is 64 % (R-square) (Table 5). 

Table 5: “Tourist arrivals – average annual reach” regression analysis

	 
	Multiple R
	R- square
	F
	F Sig.

	
	0,80
	0,64
	45,91
	4,21E-07

	
	
	
	
	

	Variable 
	Parameter
	St. Error
	t Stat
	p-value

	Intercept
	-3836,50
	4978,57
	-0,77
	0,45

	Reach
	965,30
	142,46
	6,78
	4,21E-07


7. Conclusion

In this research the official tourism websites were analyzed and a ranking between these websites was established through content analysis made by e-commerce specialists and teachers. In addition to this another ranking was made by MBA students via questionnaire.  It has been concluded that the rankings determined by these two groups did not differ tremendously. By evaluating the websites it has been noticed that the appearance and design of the websites start to be very similar to each other (isomorphism). For instance in tourism website, the colors used, the location of the sitemap, search on the webpage, logos etc. are nearly standardized. As these are the official tourism websites the colors of the ensigns are generally used in the visual design of the websites.   

By investigating the relationship between the tourist arrivals and the website quality, it has been realized that the number of tourist arrivals correlate with average annual reach. In order to be able to generalize this assumption a further research consisting of more countries and surveys will be helpful.

It’s obvious that if the number of tourist arrivals increases the reach will also increase where more people will search information. It is important that the positive correlation between these two facts also states that if reach increases tourists arrivals will also increase. That means the competing countries should try to increase the reach value of their official sites. Where the sites are getting similar they have to find out a way to differentiate their sites. Official tourism websites are roads to the county beginning in the e-world and hopefully ending in the real-world, country.

There were some inherent limitations to this study. First of all content analysis which is used to compare and rank websites is exploratory in nature and relies on subjective judgments to some extent. 

In order to investigate the relationship between the number of tourist arrivals and the quality of the official websites (average annual reach for each official websites) we had to take the official number of tourist arrivals into consideration. So as to get these official data, statistical offices of each country were contacted via e-mail. However the information received from the statistical offices varied from the numbers of tourist arrivals that were also declared as official in different resources such as WTO and Eurostat. It was not easy to find the updated information for some countries where only the provisional data were available in some countries even for the previous years.

Reach values of the websites are only available for the last few years and the data can be only obtained from the website www.alexa.com. And therefore can not be cross-checked.  

In this research we can only evaluate the present websites of the countries and we do not have the chance to compare them with their previous versions. 

Consequently we can not compare the changes between the number of tourist arrivals and the developments and alterations made in the official tourism websites. For finding out the relationship if exists the evaluation should be repeated in the following years.

Extend to this study including the rest of the Mediterranean countries for evaluation will be valuable. 
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