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1   Introduction 

In the last 20 years, the tourism industry has been deeply affected in all its main activities and 

experiences by the rapid development of Information and Communication Technologies 

(ICTs). To explain and study this phenomenon, a new tourism online environment has been 

developed and called eTourism. This new term refers to all the ICT tools used in the tourism 

industry which help processes such as planning, development, marketing and management 

(Buhalis, 2003). In this new environment, both the role of the travel agent (TA) and that of 

destination management/marketing organisations (DMOs) have changed (Kalbaska, 2012), as 

with opportunities new challenges have been brought by ICTs and the Internet. 

TAs have mainly been found themselves struggling with increasing competition caused by 

online booking sites (Cheyne, Downes, & Legg, 2006) and the risk of disintermediation. In fact, 

consumers, empowered by the increasing availability of information and offers on the Internet, 

have started to personally book their travels online. However, it has been proved that despite 

this apparent tendency, there are still many travellers who rely on TAs to book their holidays 

(Crocker, 2011; Kalbaska, 2012; Tan, 2011) because the latter have the knowledge to make 

tourists’ experiences unforgettable (Gollan, 2015) by building a relationship of trust and 

understanding with their clients (Buhalis, 1998; Novak & Schwabe, 2009). TAs have been 

changing their role, becoming valuable advisors to increasingly demanding clients rather than 

being dispensers of information and processers of transactions (Dilts & Prough, 2003). In their 

new role, TAs must keep their knowledge updated to maintain their competitive advantage not 

only over other TAs but also over online travel agencies (OTAs) and online booking systems 

in general. 

In the eTourism era, also DMOs have changed their role, strengthening their position of 

destination marketers (Cantoni & Kalbaska, 2010) and using ICTs for organising, managing and 

supporting the partners and industries involved in the production and delivery of the tourism 

experiences connected with the destination (Kalbaska, 2012). Among the new challenges for 

DMOs increasing competition and information overload are to be mentioned, and this makes 

providing quality online information both to direct customers and trade partners such as TAs 

crucial (Choi, Lehto, & Oleary, 2007). To do so, DMOs, have, on the one hand, increased their 

presence online and on the other hand, have started to offer online learning experiences 

(eLearning) in the form of online training courses to better prepare travel professionals 
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worldwide, so that they increase their knowledge on the destination and improve their 

performance in sales. Creating courses that are effective in satisfying TAs’ needs by ensuring 

high usability becomes then essential for DMOs (Gollan, 2015). Despite the increasing 

popularity of such courses in the past decade, literature on how they should be designed and 

what makes them usable in the eyes of the TAs remains scarce. Trying to fill this gap, the main 

aim of this master’s thesis is to find a suitable framework for DMOs to create online courses 

about destinations. To do so, the creation process of the Switzerland Travel Academy (STA), 

the course by Switzerland Tourism (ST), is presented and analysed, and its usability and impact 

on TAs’ knowledge about and involvement with the destination is evaluated. 

1.1   Thesis outline 

The thesis is divided into eight chapters. The first and current chapter serves as an introduction 

to the thesis and presents its aim and the topics and issues covered. 

The second chapter presents a review of the literature and theoretical frameworks on the 

following topics: eTourism, the changing roles and needs of TAs and DMOs in this new 

domain, eLearning and usability of eLearning programmes, and the application of eLearning in 

tourism. 

In the third chapter, the aim of this master thesis is presented in detail together with the research 

questions (RQs) that have been formulated. 

The fourth chapter is dedicated to the case study. First, ST’s old eLearning platform is presented 

and secondly, the process of relaunching the new STA is explained. A first evaluation of the 

platform in the form of expert reviews was conducted and the results are provided in this 

chapter. 

The fifth chapter illustrates the second evaluation that was performed on the STA in the form 

of usability test involving a sample group of international TAs. The respective results are 

presented and analysed. 

The sixth chapter discusses the results obtained from the two studies and answers the three 

RQs, while the last chapter is dedicated to the general conclusion of this thesis, acknowledges 

the limitations encountered, and provides some inputs for future research and developments.  
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2   Literature review and theoretical background 

In this chapter, the results of the literature review that was conducted are presented, divided 

into four main subchapters each covering a topic of relevance for this master thesis. The first 

part addresses the impact of ICTs revolution on the tourism industry, presenting the concept 

of eTourism. In the second and third subchapters, the roles of TAs and DMOs in eTourism 

are explained and their new opportunities, challenges, and needs analysed. Finally, the topic of 

eLearning in tourism is tackled with a focus on online training courses about destinations. 

2.1   The concept of eTourism 

The tourism industry has been inevitably impacted by the development and diffusion of ICTs 

in the last three decades (Buhalis, 2003; Buhalis & Jun, 2011). Being tourism an information 

intensive industry (Buhalis, 2000; Gretzel, Yu-Lan, & Fesenmaier, 2000) in which products are 

highly depending on their descriptions and representations (Buhalis, 2003, p. 76), ICTs and the 

Internet have become central in both the communication and retrieval of information (Xiang, 

Magnini, & Fesenmaier, 2015). In this new era, the term eTourism has been introduced to 

describe the interrelation between tourism, ICTs, and business. In fact, according to Buhalis 

(2003) and Buhalis and Jun (2011) eTourism, or electronic tourism, “reflects the digitisation of 

all processes and value chains in the tourism, travel, hospitality and catering industries. At the 

tactical level, it includes e-commerce and applies ICTs for maximising the efficiency and 

effectiveness of the tourism organisation. At the strategic level, e-tourism revolutionises all 

business processes, the entire value chain as well as the strategic relationships of tourism 

organisation with all their stakeholders” (Buhalis & Jun, 2011, p. 6) . The concept of eTourism 

is schematically summarised in Figure 1. 
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Figure 1. The eTourism concept and eTourism domains taken from Buhalis (2003, p. 77) 

The impact of ICTs on tourism demand and supply has been explained by Buhalis (2003, p. 76) 

who stated that it is often hard to determine whether changes in tourism demand and supply 

are induced or simply facilitated by ICTs, probably the truth lies somewhere in the middle. In 

fact, “ICTs provide the tools and enable the evolution of tourism demand and supply by 

facilitating existing needs and business prospects” (Buhalis, 2003, p. 76). As a consequence, the 

tourism industry increases its needs and requirements from ICTs fostering technological 

development (Buhalis, 2003, p. 76). 

On the demand side, thanks to the rapid growth of the Internet tourists have access to an 

incredible amount of information on destinations, transportation, leisure activities, etc. and can 

plan and book their travels and experiences much quicker than before (Buhalis & Jun, 2011, p. 

26). Consequently, consumers have become more demanding and the complexity of their 

requests has increased (Buhalis & Jun, 2011). However, not all that glitters is gold and customers 

have started to experience the challenge of finding the relevant and right information (Santosa, 

Wei, & Chan, 2005). 
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Looking at the supply side, eTourism has given the opportunity to businesses to expand 

geographically, in terms of marketing and operations, and to new players to enter tourism 

marketplace (Buhalis & Jun, 2011), causing key developments to occur (Buhalis & Jun, 2011): 

•   eAirlines: airlines have developed online booking and ticket purchase systems but also 

used the Internet to improve management (Buhalis & Jun, 2011); 

•   eHospitality: hotels have started to use ICTs “to improve their operations, manage their 

inventory and maximise their profitability” (Buhalis & Jun, 2011, p. 15); 

•   eTour operators: tour operators (TOs) have begun to use the Internet for product 

promotion, customer attraction, offering the possibility to customers to directly book 

online (Buhalis & Jun, 2011); 

•   eTravel agencies: thanks to ICTs travel agencies can offer online information and 

reservation and indorse consumer-stakeholder intermediation (Buhalis & Jun, 2011, p. 

19). Furthermore, access to travel inventory and customer information was granted by 

the Internet revolution. However, for many TAs the level of ICTs integration is still 

low, as well as the exploitation of the potential offered by the Internet. This might 

prevent them from remaining competitive, especially with respect to OTAs such as 

Expedia, Lastminute, Booking etc. which are strengthening their presence and 

competitiveness on the market (Buhalis & Jun, 2011); 

•   eDestinations: ICTs are increasingly used by DMOs to enhance the tourist experience, 

to provide information, and to coordinate partners and local suppliers, also thanks to 

the integration of destination management systems (DMSs) (Buhalis & Jun, 2011). 

Because of the focus of this thesis, the next subchapters provide more details on the impact 

of eTourism on TAs and DMOs and their changing roles. 
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2.2   Travel agents and eTourism 

For travel agencies, the impact of ICTs can be seen as twofold. On the one hand, the proliferation 

of Computer Reservation Systems (CRSs) in the 1970s, Global Distribution Systems (GDSs) in 

the 1980s, and the Internet in the 1990s have provided TAs with useful tools and opportunities 

to increase effectiveness of business processes and facilitate communication between TAs and 

clients, and TAs and other tourism stakeholders (Buhalis, 2003). 

On the other hand, challenges have also arisen. In fact, traditional tourism agencies have found 

themselves struggling to survive, while trying to avoid disintermediation. In other words, the 

risk of being bypassed by the clients who have started to book their holidays on the Internet 

has started to question TAs’ role of travel service intermediary (Buhalis, 2003; Novak & 

Schwabe, 2009). This situation has been analysed by many researchers (Buhalis, 2003; Dilts & 

Prough, 2003; Law, Leung, Lo, Leung, & Nang Fong, 2015) and the main developments and 

trends that are affecting travel agencies have been assessed: 

•   introduction of online booking systems by tourism suppliers (e.g. airlines) to control 

distribution costs (e-commerce); 

•   availability of tourism stakeholders’ contact details and Internet websites; 

•   appearance and proliferation of electronic intermediaries (e.g. Expedia), which have 

increased the competition; 

•   tendency from tourism stakeholders to establish a direct contact with consumers 

without passing through the travel agency (thanks to customer relationship management 

systems and consumer incentives such as loyalty schemes); 

•   different customer expectations and behaviours, due to an increase in availability of the 

Internet and customers’ computer literacy, and to the growing presence of alternative 

online information and ticketing. 

Consequently, as it has extensively been remarked in the literature (Buhalis, 1998; Dilts & 

Prough, 2003; Heartland Information Research Inc., 2001; Novak & Schwabe, 2009; Xiang, 

Magnini, & Fesenmaier, 2015), travel agencies face the necessity to re-invent themselves and 

re-think their business strategies and value propositions taking into consideration the changes 
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in the market. The focus should be placed on customer needs and wants, and this would allow 

TAs to differentiate themselves from the competition and transforming what is perceived as a 

threat into opportunities (Dilts & Prough, 2003). 

Because of the complex situation of the tourism industry due to, among others, exponential 

increase of options available, political instability and natural disasters, as well as an overload of 

information available on tourism products and offers (Buhalis, 1998; Kalbaska, 2012), it appears 

that there are still many travellers who count on travel agencies as they require expertise 

(Kalbaska, 2012; Lam, 2016; Sheivachman, 2016). In fact, in 2016, a research conducted by 

ASTA, the America Society of Travel Agents, has shown that the number of bookings occurring 

through travel agencies is increasing in the US, especially among Millennials (Leposa, 2016; 

Sheivachman, 2016). This is an important news for travel agencies which appear to still have 

some advantages with respect to the Internet, according to several studies (Buhalis, 1998; 

Bogdanovych, Berger, Sierra, & Simoff, 2006; Dilts & Prough, 2003; Lam, 2016; Law, Leung, 

Lo, Leung, & Nang Fong, 2015). By taking these advantages, travel agencies could reposition 

themselves in the market (Novak & Schwabe, 2009). First, TAs have product knowledge and 

experience in the field, they are experts in giving advice and they can provide the relevant 

information to the right clients ensuring the best value for their offer (Gollan, 2015; Lam, 2016; 

Novak & Schwabe, 2009). Second, TAs can build a relationship of trust and understanding with 

their clients, in a way that the Internet cannot (Buhalis, 1998; Novak & Schwabe, 2009). 

It can be therefore said that a shift in the role has happened, and is still happening, according 

to which TAs have gone from being “information brokers” (Vasudavan & Standing, 1999, p. 

216) and transaction processers (Dilts & Prough, 2003, p. 97) to advisors and providers of 

“value-added information” (Dilts & Prough, 2003, p. 97). 

Considering this together with the fact that customers keep increasing their expectations on the 

“quality and versatility of information” and their demands for personalised and exclusive offers 

(Novak & Schwabe, 2009, p. 18), to maintain their competitiveness in the long run, TAs should 

constantly train and increase their knowledge on products and offers and profit from ad-hoc 

information technology (IT) tools to help them improve sales activities, aiming at specialisation 

rather than generalisation (Buhalis, 1998, p. 13; Kalbaska, 2012). 
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2.3   DMOs and eTourism 

The importance of DMOs and their role in the tourism industry has extensively been 

acknowledged (Atorough & Martin, 2012; Cantoni & Kalbaska, 2010; Frew & O'Connor, 1999). 

DMOs can operate on three levels: national, regional, and local (World Tourism Organization, 

2007) and according to the World Tourism Organization their most important assets are “its 

credibility as a strategic leader in tourism destination marketing and development and its ability 

to facilitated industry partnerships and collaboration towards a collective destination vision” 

(World Tourism Organization, 2007, p. 3). In the eTourism era, DMOs have seen their position 

of destination marketers strengthen, as, thanks to the Internet, they have spread their reach to 

potential tourists on a global scale (Cantoni & Kalbaska, 2010). As for the TAs, with new 

opportunities ICTs have brought new challenges as well. Two important ones are recognised 

by the literature: increasing competition and information overload, which creates the necessity 

of providing high-quality online information (Choi, Lehto, & Oleary, 2007). To face these 

challenges, DMOs have started to think about new strategies to use technologies in a proper 

way, having, hence, higher chances to be selected among the competitors, i.e. other destinations 

that are promoting similar tourism products and experiences, while generating added value for 

their country, region or city (Inversini & Buhalis, 2009; Kalbaska, 2013). 

The relationship between DMOs and trade partners (e.g. TAs, TOs, and OTAs) in the new 

eTourism environment has been represented by Kalbaska and Cantoni (2010) and it is shown 

in Figure 2. 

 
Figure 2. Relationship between DMOs, trade partners and customers in the eTourism environment 

On the business-to-consumer (B2C) level, DMOs use official websites to provide relevant 

information about their destinations to potential tourists (Choi, Lehto, & Oleary, 2007; 

Kalbaska, 2013). The content of these websites is extremely important and should be “accurate, 

attractive, and easily searchable” (Beirne & Curry, 1999), in order to positively influence the 

perceived image of the destination. In addition to webpages, technologies and their applications 
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(e.g. blogs, wikis, podcasts, media files, and social media) were mentioned by many researchers 

as useful tools to enhance DMO’s strategies and create more effective campaigns (Lee & Wicks, 

2010; Sigala, 2009; Xiang & Gretzel, 2010).  

On the business-to-business (B2B) level, ICTs have influenced the way DMOs interact with 

other tourism stakeholders. In fact, new technologies and the Internet have been used to 

manage the partners and industries involved in producing and delivering tourist products and 

experiences (Kalbaska, 2012). These partners also play an important role in reaching potential 

tourists, especially in certain countries (Kalbaska, 2012), as it has been illustrated in the previous 

subchapter. In fact, it has been researched that their knowledge, perception, and image of a 

destination can have a great influence on the decision-making process of potential tourists 

(Carey, Gountas, & Gilbert, 1997). Consequently, it is of extreme importance for DMOs to 

support partners and intermediaries. This can be done in two ways: on the one hand, by 

providing them with extensive, relevant, and current information regarding the destination, its 

attractions and offers, and, on the other hand, by training them to help further sell the 

destination to their clients (Kalbaska, Jovic, & Cantoni, 2012; UNWTO, 2008).  

2.4   The concept of eLearning 

In the previous chapters, the opportunities and challenges raised by eTourism have been 

presented from the point of view of both DMOs and TAs. To summarise, TAs are in need of 

constantly updated and exclusive information in order to satisfy increasingly demanding clients, 

while DMOs need to reach potential tourists through intermediaries, improving the image of 

their destination. For this they should support TAs and provide them with the information they 

need to properly sell the destination to their clients. UNWTO (2008) mentioned two strategies 

with which DMOs can support intermediaries: e-newsletters and ad-hoc online destination 

training programmes, on which this subchapter is focussed. Before tackling the topic of 

destination training courses, however, the topic of eLearning has first to be presented.  

As it has happened with the tourism industry, the recent developments in technology and the 

Internet have had an impact also on education (Cantoni, Kalbaska, & Inversini, 2009; Sigala, 

2002). In fact, ICTs have made their appearance in learning and training activities. From here, 

the term eLearning – electronic learning – was coined. A definition of eLearning was given by 

the Commission of the European Communities (CEC, 2001) which stated that eLearning 
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represents the “use of new multimedia technologies and the Internet to improve the quality of 

learning by facilitating access to resources and service as well as remote exchanges and 

collaboration” (CEC, 2001, p. 2). In the past decades, the use and importance of eLearning has 

been acknowledged researchers both in academia and industry (Bell & Federman, 2013; 

Cantoni, Botturi, Succi, & NewMinELab, 2007; Dredge, et al., 2015; Gunasekaran, McNeil, & 

Shaul, 2002; Kalbaska, 2013; Wild, Griggs, & Downing, 2002), as banks, insurances, 

pharmaceutical corporations, IT companies (Kalbaska, 2013) and tourism have been 

implementing eLearning programmes and tools to train staff members.  

The advantages and disadvantages of eLearning have been investigated by many scholars (Cho 

& Schmelzer, 2000; Collins, Buhalis, & Peters, 2003; Kalbaska, 2013; Piskurich, 2006; 

Rosenberg, 2006; Sigala, 2002; Zornada, 2005). As advantages, the following aspects have been 

mentioned: 

•   eLearning saves training costs; 

•   it increases learning effectiveness and efficiency in a shorter time; 

•   it can be accessed at any time and from anywhere; 

•   it helps learner retain more information; 

•   it offers the opportunity to integrate learning with work; 

•   it helps students to increase their competence and skills in technology, problem solving, 

critical thinking, and communication; 

•   it prepares learners for working situations; 

•   it allows staff members to learn at their own pace; 

•   and it helps maintaining performances in a market that changes very rapidly. 
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On the other hand: 

•   setting up an eLearning programme requires infrastructure and resources and the costs 

for running it can be high; 

•   in order to function, eLearning tools need Internet access; 

•   to use online tools and systems specific skills are required; 

•   eLearning can be perceived as impersonal, due to the limited interaction with the 

tutor/teacher; 

•   the management department might fail to support the implementation and promotion 

of eLearning in the company; 

•   a high-degree of discipline from the learner side is fundamental. 

As a consequence of the constant progress in the field of web-based technologies for education, 

powerful software called learning management systems (LMSs) have started to be developed to 

promote learning in multiple environments (Kakasevski, Mihajlov, Arsenovski, & Chungurski, 

2008, p. 613). LMSs have been defined by Kakasevksi et al. (2008, p. 613) as “mechanism[s] for 

delivering course content and tracking learner progress” and give the students the possibility to 

visualise lectures, multimedia, to interact with teachers and other students, access course 

materials and download it, and evaluate their knowledge through quizzes (Kakasevski, Mihajlov, 

Arsenovski, & Chungurski, 2008). 

2.4.1   Usability in eLearning 

Because of the increasing popularity of eLearning, the necessity to better understand “what 

makes an E-learning application positive or negative for the learner” (Althobaiti & Mayhew, 

2015, p. 9) has been recognised by many researchers (Althobaiti & Mayhew, 2015; Ardito, et 

al., 2004; Lanzilotti, Ardito, Costabile, & De Angeli, 2006; Kakasevski, Mihajlov, Arsenovski, 

& Chungurski, 2008; Zaharias, 2009). In fact, if eLearning programmes present low usability 

dropout rates might be rather high (Zaharias, 2009), since learners must “spend more time 

learning how to use the software rather than learning the content” (Lanzilotti, Ardito, Costabile, 

& De Angeli, 2006, p. 42). 
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A definition of usability that is widely accepted by scholars was given by the International 

Organization for Standardization (1998), according to which usability is the “extent to which a 

product can be used by specified users to achieve specified goals with effectiveness, efficiency 

and satisfaction in a specified context of use” (International Organization for Standardization, 

1998). However, as it has been highlighted in the literature (Constantine & Lockwood, 1999; 

Costabile, De Marsico, Lanzillotti, Plantamura, & Roselli, 2005; Norman, 1993; Soloway & 

Pryor, 1996; Srivastava, Chandra, & Lam, 2009; Venkatesh, Morris, Davis, & Davis, 2003), the 

definition of usability of eLearning programmes need to be expanded by including more aspects 

and connotations than for other information systems, such as their pedagogical value (Zaharias, 

2009); 

According to researchers, usable, effective, and efficient e-learning systems should: 

•   be more user-centred rather than a technology-centred (Srivastava, Chandra, & Lam, 

2009); 

•   focus on learners’ needs and aims (Ardito, et al., 2004, p. 80; Theofanos & Redish, 

2003), allowing them to complete their learning tasks (Venkatesh, Morris, Davis, & 

Davis, 2003); 

•   achieve “learnability, rememberability, efficiency in use, reliability in use, and user 

satisfaction” (Constantine & Lockwood, 1999; Srivastava, Chandra, & Lam, 2009, p. 

3898) 

•   be attractive, interactive and engaging, provide feedback, trigger curiosity, motivate, be 

challenging, provide suitable tools, avoid anything that might interrupt the learning flow 

(Ardito, et al., 2004, p. 80; Srivastava, Chandra, & Lam, 2009, p. 3898); 

•   consider the “affective domain of learning” (Zaharias, 2009, p. 75) (e.g. motivation to 

learn and engagement with the system); 

•   have a simple user interface to provide learners with the smoothest possible experience, 

while hiding the complexity of sophisticated and advanced functions (Triacca, Bolchini, 

Botturi, & Inversini, 2004). 
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In addition to new definitions, scholars have also proposed new frameworks for analysing and 

evaluating LMSs from a pedagogical and institutional perspective (Lanzilotti, Ardito, Costabile, 

& De Angeli, 2006; Triacca, Bolchini, Botturi, & Inversini, 2004). The most recent studies found 

in the literature are reported in the following. 

Reeves et al. (2002) developed a protocol for eLearning heuristic evaluation, expanding 

Nielsen’s heuristics (1995) and ensuring their suitability for the evaluation of eLearning 

programmes. Their new protocol includes fifteen usability and instructional design (ID) 

heuristics (Reeves, et al., 2002), which were also used as theoretical background for designing 

certain aspects of the STA:  

1.   Visibility of system status: eLearning constantly provides information in the form of 

feedback to the user on what is happening. 

2.   Match between system and the real world: words, phrases and concepts used in the 

programme are appropriate to the content and familiar to the user. System-oriented 

terms are avoided. 

3.   Error recovery and exiting: the programme gives the possibility to the learner to 

recover from mistakes and provides a clear exit option without passing through an 

extended dialogue. 

4.   Consistency and standards: when appropriate, the programme follows “general 

software conventions” and is “consistent in its use of different words, situations, or 

actions”. 

5.   Error prevention: the design of the programme prevents common problems from 

happening. 

6.   Navigation support: objects, options, and actions are visible in a way that users do not 

have to remember information. Instructions are also visible or easily retrievable.  

7.   Aesthetics: the programme does not display superfluous and irrelevant information 

and additional features just for the sake of embellishment.  

8.   Help and documentation: help and documentation are provided in a clear and concise 

manner by the programme, accessible to the user at any time, and easy to understand. 
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9.   Interactivity: interactions are related to the content to meaningfully support learning. 

10.  Message design: the programme presents messages “in accord with sound 

information-processing principles”. 

11.  Learning design: interactions are designed following “sound principles of learning 

theory”. 

12.  Media integration: the media inserted in the programme have clear pedagogical 

and/or motivational purposes. 

13.  Instructional assessment: assessment is provided in the programme and is aligned 

with its content and aims. 

14.  Resources: access to the necessary resources to foster effective learning is provided. 

15.  Feedback: relevant feedback is provided for “the problem or task in which the user is 

engaged”. 

Guidelines for usability were also proposed by Ardito et al. (2004) who adapted the SUE 

inspection (Systematic Usability Evaluation) to the eLearning domain, deriving four dimensions 

of evaluation: presentation, hypermediality, application proactivity, user’s activity (p. 82). 

Another adaptation of an existing methodology to the eLearning domain was proposed by 

Triacca et al. (2004) who presented how the MiLE methodology (Milano-Lugano Evaluation 

Method), widely used for usability evaluation of web applications, could be applied to eLearning 

systems. With a combination of scenario-based evaluation with heuristic-driven evaluation, this 

new methodology considers “user requirements, their goals and scenarios of use” (p. 4405). 

Furthermore, Lanzilotti et al. (2006) designed a framework for designing and evaluating 

eLearning systems called TICS (Technology, Interaction, Content, Services), which integrates 

the interactive dimension with quality dimensions of eLearning. Furthermore, the authors 

developed the eLSE (e-Learning Systematic Evaluation) evaluation methodology (p. 48), which 

merges inspection activities conducted by evaluators with user-testing. According to eLSE the 

TICS dimensions should be used for the analysis of the system together with what the authors 

call Abstract Tasks (ATs), which outline which actions must be performed by evaluators to 

analyse specific objects (p. 48). 
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Finally, Zaharias (2009) validated the efficiency of questionnaire-based usability evaluation, 

proposing a method that “extends conventional web usability criteria and integrates them with 

criteria derived from instructional design” (p. 8), addressing both users and learners and 

assessing users’ affective engagement. In fact, he suggested users’ motivation as a new type of 

usability measurement (p. 8). 

Ehlers (2004) took a different path, analysing the learner’s perspective in the quality debate by 

conducting a survey with learners with experience in eLearning. He investigated their 

preferences and their idea of quality eLearning based on seven quality fields: tutor support, 

collaboration, technology, costs-expectations-benefits, information transparency of 

provided/course, course structure/presence courses, didactics (Ehlers, 2004).  

Studies have also been conducted on usability of LMSs, among which Moodle (Debevc, Povalej, 

Verlic, & Stjepanovic, 2007; Bremer & Bryant, 2005; Melton, 2006; Monari, 2005). 

After having presented the studies conducted on eLearning platforms in general, in the next 

subchapter, the focus is set on eLearning in tourism. 

2.5   eLearning in tourism 

Because of the tourism industry’s structure and particularities such as diversity of types of 

businesses and of staff performances and competences, companies’ size and “geographical 

spread, seasonality, skills shortage, [and] high level of turnover” (Kalbaska, 2013, p. 15), the 

sector is faced with some challenges when it comes to staff training and education. Access to 

training, “deliverability of the training offer”, cost, and needed time to complete the training 

(Baum, 2006; Kalbaska, 2013, p. 15) are among the most important ones. Because of the 

previously mentioned advantages, eLearning has been seen as a possible solution to bridge the 

gap between the current market requirements and qualification strategies in the tourism industry 

(Cantoni, Kalbaska, & Inversini, 2009; Kalbaska, 2012). Due to its increasing importance, in the 

past years, researchers have started to study the phenomenon of eLearning in tourism, though 

the literature on the topic is not abundant. 

On a general level, the latest available classification of the different types of eLearning tools and 

courses in tourism was made by Cantoni, Kalbaska, and Inversini (2009) who have found four 

categories of online courses: 
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•   Academic courses 

•   Corporate courses 

•   DMO courses 

•   Independent courses 

It has to be considered that, as everything in the Internet world changes so quickly, in the last 

years, new types of courses have been introduced. Massive Open Online Courses (MOOCs) 

can be mentioned as an example, “where universities are opening traditional in-campus courses 

through an open access portal to students across the globe for free” (Kalbaska, 2013, p. 26).  

Focussing on destination online training courses, their presence was investigated by Cantoni 

and Kalbaska (2010) and expanded by Kalbaska (2012), who included an analysis of “their main 

characteristics and settings, contents and key providers” (Kalbaska, 2012, p. 3). According to 

her research, since 2006, DMOs around the world have begun to offer eLearning courses to 

provide TAs and other intermediaries with the necessary knowledge and skills to sell their 

destinations to prospective tourists and travellers (Kalbaska, 2012, p. 3). The number of these 

platforms is increasing every year and this shows that the interest in this type of courses about 

destinations is very much alive (Kalbaska, 2012, p. 4). In fact, the study results show that, in 

2011, 69 of the 192 countries who are official members of the United Nations provided TAs 

with a destination online course. On a global scale, this means that 36% of the world countries 

offered training programmes to TAs, doubling the number of courses since 2009. The highest 

density of courses was found in European National DMOs, while the lowest number occurred 

in Australia and the Pacific. The characteristics of these courses were summarise by Kalbaska 

(2012) in the following: 

•   the courses had variable length (average time required: 4-5 hours) (Kalbaska, 2012, p. 4); 

•   the majority of the courses was free of charge for TAs (Kalbaska, 2012, p. 4); 

•   evaluation activities were in form of objective test (e.g. true/false and multiple choice 

questions) (Kalbaska, 2012, p. 5); 

•   with respect to 2009, links to social media websites and possibility of sharing content 

were increasingly present; information was more updated; media (text, images, videos), 
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animation, and interactivity was increasingly used; downloadable content was available 

in many of the courses (Kalbaska, 2012, p. 4). 

Regarding the courses’ content, Kalbaska’s analysis (2012, p. 6) reports that the content of these 

courses generally included information about the destination (geography, culture, history, 

languages, etc.), the transportation and accommodation systems, and selling tips for TAs. 

Moreover, some courses provided help with itinerary planning. 

TAs’ point of view on DMOs’ courses was analysed by Kalbaska et al. (2013, p. 10) who 

investigated UK TAs’ perception of these courses, the factors influencing the decision of 

undertaking such a course, and the aspects affecting their satisfaction. As a result, the researchers 

reported that, in general, participants showed positive attitudes towards DMOs’ eLearning 

courses (Kalbaska, Lee, Cantoni, & Law, 2013, p. 12). In fact, TAs stated that online training 

“added value to their overall knowledge of tourism destinations worldwide, helped them to sell 

packages, and gave them more confidence in serving clients” (Kalbaska, Lee, Cantoni, & Law, 

2013, p. 12). Moreover, it was found that age and type of agency were the factors affecting TAs’ 

decision to take an online course, while “the number of previous courses attended, the knowledge 

obtained, and the increase in confidence as a result of participation” had an influence on their 

satisfaction with the course (Kalbaska, Lee, Cantoni, & Law, 2013, p. 12). 

Scarcer literature was found on specific DMOs’ courses, especially regarding their creation 

process and their usability and quality assessment, even though usability is considered as 

fundamental for B2C and B2B sites and online tourism educational resources (Kalbaska, Jovic, 

& Cantoni, 2012). 

At the regional level, the Ticino Switzerland Travel Specialist (TSTS) course was analysed both 

by Kalbaska et al. (2012) and Adukaite et al. (2014). The process of creating and evaluating the 

TSTS course was presented by Adukaite et al. (2014), while both papers evaluated the platform. 

The results contributed “to a better understanding of a learning experience on an e-learning 

platform concerning a specific tourism destination and how TAs construct knowledge about a 

tourism destination for professionals” (Adukaite, Kalbaska, & Cantoni, 2014, p. 34). 

Furthermore, they suggested that the “key elements of a usable eLearning course are: structure 

and content of the didactic materials, quality of the content (images, videos, maps), interactivity, 

and duration of the course, well designed testing activities and clear navigational paths” 

(Kalbaska, Jovic, & Cantoni, 2012, p. 34).  
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Furthermore, Adukaite, Cantoni, and Kalbaska (2016) investigated the formality and informality 

of the eLearning context. In the first part of the study, the different conceptual frameworks and 

perspectives of formality and informality present in the literature were introduced and applied 

to current destination eLearning courses (77 online destination courses were offered by DMOs 

at the national level worldwide at the time of the study) (Adukaite, Cantoni, & Kalbaska, 2016). 

Secondly, an analysis of the TSTS course was conducted, assessing learners’ perspectives on 

“the degree of formality and informality of the online course” (Adukaite, Cantoni, & Kalbaska, 

2016, p. 98). The authors’ conclusions were twofold: first, considering the produced 

courseware, eLearning courses about tourism destinations can be defined as formal learning, as 

their content and structure is rather rigorously designed and generally, a final test is proposed 

to receive a certification (Adukaite, Cantoni, & Kalbaska, 2016, p. 107). However, when 

analysing the actual learning experience of the TAs, several informal learning features were 

identified (Adukaite, Cantoni, & Kalbaska, 2016, p. 107). Furthermore, it was found that further 

informal learning activities among the TAs (e.g. discussions about the destination, visits to 

relevant websites) can result from destination online courses (Adukaite, Cantoni, & Kalbaska, 

2016, p. 107). 

Regarding DMOs’ course at the national level, Kalbaska (2014, p. 36) presented the case of ST’s 

old online destination course, outlining the strategies that were used for the development of the 

platform, to integrate the platform in online training promotion and positioning of the 

company, and evaluating its managing. 

Another ST’s platform, the Switzerland Advisor Program, which was the former training 

programme for North American TAs, was analysed by Ansermet (2015). The aim of his 

research was to assess users’ satisfaction about the course’s content and format and to providing 

practical recommendation to ST North America and other markets (Ansermet, 2015, p. 23) on 

how to create interactive online training course. Through an online survey and interviews, he 

observed that increasing their destination knowledge and being more confident in selling it were 

the two main motivators for taking the course. After graduating from the course, TAs 

mentioned that their knowledge of the country increased, as well as their and confidence in 

selling it, thanks to the programme (Ansermet, 2015, p. 36). More than half of the respondents 

thought that the course helped them increase sales of the destination. In general, respondents 

expressed their satisfaction for the course and their expectations in terms of information 

provided were met.  
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A similar study was conducted by O’Donnell (2012), who researched the ways in which 

eLearning can provide support to the tourism industry and evaluated the effectiveness of New 

Zealand’s eLearning programme from the users’ perspective in terms of usability, access, design, 

navigation, instructions, completion time, recovery from mistakes, content, and provision, by 

analysing data collected through surveys and interviews with UK TAs (O'Donnell, 2012). In 

general, the participants to the study expressed a positive feedback regarding their eLearning 

experience, which helped them improve self-confidence and “motivation, product knowledge 

and awareness of the destination”, which consequently led to better customer service 

(O'Donnell, 2012, p. 103). 

Considering the literature that was analysed for this thesis, while many scholars have dedicated 

themselves to developing new theories and frameworks on usability and evaluation of eLearning 

programmes in general, little research has been found on the specific case of eLearning 

programmes about tourism destinations. Studies conducted so far show positive attitudes 

towards these courses both from DMOs’ and TAs’ perspectives, and this surely encourages 

further research on the topic. 
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3   Research questions 

This research intends to fill the gap in and contribute to the literature about eLearning in 

tourism by practically applying theoretical models and frameworks first, for the creation of an 

online destination course at the national level, and then, for its usability analysis and the 

investigation of its impact on users. The main aim of this thesis is twofold: on the one hand, 

this study intends to propose a framework for DMOs to create online courses about 

destinations. To do so, the creation of the STA is presented as case study and the usability of 

the platform is analysed. On the other hand, the impact that such a tool can have on users’ 

knowledge and their involvement with the destination is investigated, trying to understand the 

potential that such eLearning tools can have. In order to achieve this, the following three RQs 

were formulated, together with their objectives: 

RQ 1: How can a destination design an online training tool to provide constantly updated information 

and knowledge to travel professionals?  

The objective behind this question is to identify the crucial steps and elements that one must 

consider when developing an online training tool about a destination to provide relevant and 

updated information to the end users. Travel professionals are considered in this thesis as the 

main end users of such a platform, even though other types of users can be foreseen. 

RQ 2: What are the most important aspects to consider when creating such a platform in order to 

ensure high usability and a good learning experience to the users? 

With the second RQ, the author intends to investigate the most important aspects that have to 

be considered in order to create a high-quality destination eLearning platform in terms of 

usability and learning experience. 

RQ 3: Is it possible to have an impact on users’ knowledge of and involvement with the destination, in 

this case, Switzerland through an ad-hoc developed eLearning course?  

This question’s objective is to understand whether it is possible to impact the involvement of 

users with and their knowledge about a destination, in terms of involvement, willingness to 

recommend the destination to the clients, confidence in selling it, opinion about the destination, 

and keywords associated with it are analysed.  
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4   Case Study: Switzerland Travel Academy 

In the first part of this chapter, features and content of ST’s old STA are presented. In the 

second part, the creation and development of the new version of ST’s eLearning course is 

presented as a case study. This project was commissioned to webatelier.net and eLab, two 

laboratories at USI, and I was hired as Project Manager by webatelier.net.  

Throughout the chapter, information drawn from internal documents such as project proposals, 

presentations, and emails is used. These documents have been composed by and exchanged 

between the team members and between the team and ST during the project. The reference 

“internal documents” is used when content from internal communication is mentioned. 

4.1   The old Switzerland Travel Academy 

ST had the idea of creating the first version of the STA in January 2004 and in December 2005, 

the old platform was launched, making ST a pioneer in the field of eLearning for travel 

professionals. The old STA was developed by Xiag AG, an external agency based in Zurich, under 

the coordination of ST’s IT department, by using the following technologies (Kalbaska, 2013): 

•   UNIX/Linux; 

•   programming language: PHP5; 

•   database: Oracle 10g; 

•   user-Interface/CMS: AJAX, DHTML. 

The platform is accessible at myswitzerland.com/oldacademy until December 31, 2017, when 

it will be completely substituted by the new platform. The content presented in this subchapter 

is mainly drawn from the website of the old STA. 
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Figure 3. Old STA, homepage 

In the homepage, shown in Figure 3, the following pieces of information are present 

(Switzerland Tourism, 2007): 

•   “choose language” option; 

•   side bar (left side of the page) with: search function, clickable menu of seminars with 

respective chapters that are present in every page of the course, even when a user logs in, 

and the log-in bars. After log-in, a section with user information including performance 

and certificate(s) is displayed below the index of the modules (see Figure 4); 

•   specification of the version of the old STA: either international or market-specific 

versions; 
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•   small introduction to what the old STA is: an eLearning course; 

•   aim: educating users by providing practical information on how and where to travel in 

Switzerland, and hence, helping TAs and TOs plan and market trips to Switzerland; 

•   main end users: TAs and TOs; 

•   structure of the course: eight seminars divided into chapters and subchapters; 

•   learning scenario: self-paced course; 

•   length: 2-4 hours per each seminar; 

•   evaluation activities: tests at the end of each seminar; 

•   certification: Certified Switzerland Specialist certificate; 

•   costs and benefits: free course; official certificate; transparent door sticker; rights to 

use the Certified Specialist logo for letters/brochures/internet; regular newsletter with 

the latest updates from ST. 

Each seminar is divided into chapters which, in turn, are divided into subchapters, each 

corresponding to a page with learning material. The old STA’s list of seminars, chapters, and 

subchapters is presented in Table 1. 

Table 1. Structure of the old STA 

Seminars Chapters Subchapters 

1. Welcome to 
Switzerland 

General Information Location; Country name and history; 
Population and Culture; Language; 
Geography; Weather and Climate; Facts 
and figures; Public holidays 

Four seasons Four seasons; Spring; Summer; Autumn; 
Winter 

Travel Tips Before you travel; Passport and visas; 
How to get there; By air; By train; By car; 
Car rental; Public transport, the Swiss 
Travel System; Currency, Exchange and 
Credit Cards; Prices and budgeting, 
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customs / duty-free; Shopping; Business 
hours, tipping, postage; Sales Tax (VAT) / 
Cash refund; Time zone and electricity; 
Mobile phones; Health, insurance and 
security; Useful information and 
emergency call numbers; Climate and 
Clothing 

Food and Wine Wine; Chocolate; Cheese 1; Cheese 2; 
Cheese 3; Make your own cheese; 
Emmental Show Dairy – Holes in the 
Cheese; ShowDairy Monastery Engelberg; 
Alpine Cheese Dairy Morteratsch; La 
Maison du Gruyère, Pringy-Gruyères; 
Open cheese dairy Riederalp; Alpine dairy: 
Sennerei Samnaun; Appenzeller Show 
Dairy, Stein AT; Cuisine; Lake Geneva 
Region Specialities; Valais Specialities; 
Geneva Region Specialities; Fribourg 
Region Specialities; Ticino Specialities; 
Zürich Region Specialities; Basel Region 
Specialities; Eastern Switzerland and 
Liechtenstein Specialities; Engadin St. 
Moritz Specialities 

2. Summer Introduction summer Our Alpine summer; Hiking; Switzerland: 
mountain-bike and cycling country; Some 
great tours 

Summer regions Most important summer regions 1; Most 
important summer regions 2 

SwitzerlandMobility Discover Switzerland – the active way; 
SwitzerlandMobility – different activities; 
Pointing the way; Planning; Combine rail, 
bus and boat; Great services; Guides and 
maps; Effortless, thanks to Flyer and cycle 
hire 

Hiking paradise 
Switzerland 

Top 12 hiking routes (1-6); Top 12 hiking 
routes (7-12) 
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 Swiss nature parks Swiss nature parks; Basel Region; 
Graubünden; Valais; Neuchâtel / Jura / 
Bernese Jura; Bernese Oberland; Bern 
Region; Lake Geneva Region; Zürich 
Region 

 11 UNESCO World 
Heritage Sites and 2 
Biosphere Reserves 

11 UNESCO World Heritage Sites and 2 
Biosphere Reserves; Graubünden; Ticino; 
Bern Region; Eastern Switzerland / 
Liechtenstein; Neuchâtel / Jura / Bernese 
Jura; Lake Geneva Region; Valais; Central 
Switzerland 

Family resorts, special 
activities for families, 
excursions 

Families; Family resorts, seal of quality; 
Excursions and Activities (Saas-Fee); 
Excursions and Activities (Lenzerheide); 
Excursions and Activities (Liechtenstein) 

Culture & Events The most important sports and cultural 
events during summer 

3. Cities Swiss Cities Switzerland’s Cities; Aarau; Baden; Basel; 
Bellinzona; Bern; Biel/Bienne; Chur; 
Fribourg; Geneva; La Chaux-de-Fonds; 
Lausanne; Locarno; Lucerne; Lugano; 
Montreux Riviera; Neuchâtel; 
Schaffhausen; Solothurn; St. Gallen; Thun; 
Winterthur; Zug; Zürich 

4. Winter Introduction winter Switzerland – winter paradise; Learn 
skiing; Winter resorts; Winter sports 
report; Highest winter sports resorts; 
Highest snow sports regions 

Most important winter 
regions 

Graubünden; Valais; Lake Geneva Region; 
Bernese Oberland; Jungfrau Region; 
Central Switzerland; Eastern Switzerland 
and Liechtenstein; Fribourg Region 
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 Top winter destinations Zermatt (Valais); Engelberg-Titlis (Central 
Switzerland); Saas-Fee (Valais); Verbier 
(Valais); Flims Laax Falera (Graubünden); 
Engadin St. Moritz (Graubünden); 
Lenzerheide (Graubünden); Davos 
Klosters (Graubünden); Scuol (Engadin); 
Grindelwald (Bernese Oberland); Gstaad-
Saanenland (Bernese Oberland); 
Adelboden (Bernese Oberland); Villars-
sur-Ollon/Gryon (Lake Geneva Region); 
Crans-Montana (Valais) 

Skiing and 
snowboarding 

Long runs; Night slopes; Mogul runs; 
Summer skiing; The 5 ski resorts with the 
most ski runs (Portes du Soleil, Valais): 
650 km; The 5 ski resorts with the most 
ski runs (Les 4 Vallées-Verbier, Valais): 
410 km; The 5 ski resorts with the most 
ski runs (Sierre Anniviers, Valais); The 5 
ski resorts with the most ski runs (Engadin 
St. Moritz, Graubünden): 350 km; The 5 
ski resorts with the most ski runs (Davos 
Klosters, Graubünden): 320 km; The 5 ski 
resorts with the most ski runs (Flims Laay 
Falera, Graubünden): 220 km 

Activities in the snow Winter hiking trails; Snowshoeing; Cross-
country skiing; Tobogganing; Freestyle 

Wellbeing Wellbeing overview; Engadin Scuol; 
Leukerbad; Bad Zurzach; Baden; 
Charmey; Gstaad; Weggis Vitznau Rigi 

Families Swiss Family Hotels; Family resorts; Kids 
in the snow 

Mountain huts with a 
twist 

Mountain huts with a twist 

Culture & Events Annual sports events in winter; Annual 
cultural events in winter 
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5. Accommodation Accommodation Various types of accommodation; Tips 
when staying at a hotel; Product 
Campaigns; Typically Swiss Hotels; 
Wellness Hotels; Swiss Deluxe Hotels; 
Swiss Family Hotels; Inspiring Meeting 
Hotels; Design & Lifestyle Hotels; Swiss 
Historic Hotels; ICOMOS; Interhome: 
holiday homes and apartments 

6. Transport Transport International Transport; Travel to 
Switzerland: by air; Travel to Switzerland: 
by public transport; Travel in Switzerland: 
by air; Travel in Switzerland, by public 
transport: train, boat, bus and cable cars; 
Travel in Switzerland, public transport 
tickets part 1; Travel in Switzerland, public 
transport tickets part 2; Travel in 
Switzerland, by taxi; Travel in Switzerland, 
by bicycle; Travel in Switzerland, by car; 
the Gotthard Base Tunnel 

Panoramic routes Glacier Express; Bernina Express; 
GoldenPass Line; Wilhelm Tell Express; 
Palm Express; Voralpen Express; BLS 
RegioExpress Lötschberger 

More scenic routes Centovalli Line; Mont-Blanc and St. 
Bernard Express; Over the Central Alps 
passes by postbus; Railways of the 
Jungfrau Region; Lavaux Line; Jura Foot 
Line; Three City Line 

Zürich Airport, 
gateway to Switzerland 

Zürich Airport; Arriving at Zürich 
Airport; Departing from Zürich Airport; 
Zürich Airport 

7. Meetings/MICE Welcome to 
Switzerland! 

Meetings and Incentives; Why 
Switzerland?; The journey is the 
destination; Infrastructure 

Small and medium 
meetings 

Definition; Cities; Mountains; Lake, region 
and resorts 
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 Larger meetings and 
congress 

SCIB Service; Swiss Convention Centres; 
SWISS Official Carrier Agreement; Added 
values 

Social programmes Group activities; Technical visits; Evening 
events 

8. Top attractions Top attractions List of top attractions 

 

When clicking on a seminar, an index page appears as shown in Figure 4: chapters and 

subchapters are marked in turquoise and black respectively, are both clickable, and bring the 

user to the desired page (an example of a content page is illustrated in Figure 5). 

 
Figure 4. Old STA, example of an index page 



 29 

 
Figure 5. Old STA, example of a content page 

The content is presented in form of text accompanied, at times, by maps and images. Navigation 

bars are present on the left side and top of the page. 

At the end of each seminar, there are evaluation activities, called tests. The length of the tests 

varies from 10 to 20 questions, depending on the seminar. Figure 6 represents part of a test 

(five questions) as example. 
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Figure 6. Old STA, example of a test 

After passing all eight tests (one for each module) a Switzerland Specialist certificate with no 

expiry date is issued from ST’s main office in Zurich and sent by email or even by mail to the 

user (an example is shown in Figure 7). 
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Figure 7. Old STA, example of certificate 

4.2   Relaunching the Switzerland Travel Academy 

Due to the constantly changing needs of the tourism market and of travel professionals, 

and the continuous evolution and progress of ITs, ST decided that it was time to launch a 

new online platform. In general, the main rationale behind this decision was to provide a 

state-of-the-art tool that could improve the learning experience for travel professionals and 

at the same time facilitate the internal management of the platform by ST’s market 

representatives, while reinforcing the awareness of Switzerland as a travel destination. More 
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specifically, there were different reasons behind the need for a new online course about 

Switzerland (internal documents): 

•   changing trends in the creation and development of eLearning courses. Issues with the 

previous Academy included outdated technology and graphics, length, complex and at 

times unclear content structure, scarce usage of multimedia such as images and videos, 

and lack of gamifications elements and interactions, inconsistencies and no clear 

structure in the information architecture (IA); 

•   development of new products and communication strategies by ST (the previous 

version of the STA was never updated with new content); 

•   acquired knowledge and experience by ST on travel trade training; 

•   increasing need for travel professionals to remain updated on the latest news in the 

tourism sector; 

•   growing popularity and distribution of MOOCs (Massive Open Online Courses); 

•   increasing strong competition between tourism destinations globally; 

•   new technologies and possibilities (e.g. mobile and tablet friendly software offering an 

improved user experience). 

As mentioned before, because of their expertise in eLearning in tourism, ID, and IT, 

webatelier.net and the eLab, two research laboratories at the Università della Svizzera italiana 

(USI) in Lugano (Switzerland) were commissioned by ST to create a new version of the STA in 

March 2016. The project, for which I had the opportunity to work as a project manager, started 

in April 2016 and finished in April 2017 with the official launch of the international version of 

the platform1. Market-specific platforms have started to be launched after that. Many different 

stakeholders were involved in the project and are presented in Table 2 together with their role 

and tasks (internal documents). 

 

 
                                                
1 This master thesis refers only to the international version of the platform. 
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Table 2. Stakeholders involved in the project 

Stakeholder Role People working on 
the project 

Task 

webatelier.net Project 
management 

-   Scientific director of 
webatelier.net 

-   Project leader 
-   Project manager 
-   Assistant project 

manager 

-   Coordination of the project 
-   Courseware, instructional 

and interaction design 
-   Content development for 

the international version in 
collaboration with ST 

-   Evaluation activities 
-   Learning analytics 
-   Training on the platform 

management 
-   Creation of manual 

eLab Technical 
development 

-   Executive director 
of eLab 

-   IT developers and 
engineers 

-   Graphic designer 
-   Video maker 

-   Platform creation and 
graphic personalisation 

-   Technical development of 
interactions and 
gamification elements 

-   Training on the platform 
management 

-   Technical support and 
delivery 

-   Cloning of platforms 

ST Project 
owner 

-   Executive Vice 
President Markets 
and MICE 

-   Marketing Manager 
Germany 

-   Trade & Media 
Manager 

-   Trade Manager East 
Coast 

-   Content development for 
the international version in 
collaboration with 
webatelier.net  

-   Integration of the training 
platform into company 
communication strategy 
and partnerships 

-   Platform promotion 
-   Continuous content update 

of the international version 
-   Through ST 

representatives: contact 
with webatelier.net and 
eLab to provide feedback 
on the project development 
process 
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ST market 
representatives 

Owners of 
the regional 
training 
platform 

Markets involved in the 
training sessions and 
creation of market-
specific platforms2: 

-   International 
-   ASEAN 

(Association of 
Southeast Asian 
Nations) 

-   Australia and New 
Zealand 

-   Brazil 
-   Emerging Markets 
-   GCC (Golf 

Cooperation 
Council) 

-   Germany 
-   Korea 
-   North America 
-   Nordics 
-   Spain 
-   UK 

-   Content development for 
market-specific modules 

-   Development and 
implementation of 
incentives strategies  

-   Market-specific platform 
promotion 

-   Continuous content update 
of the market-specific 
versions 

 

4.2.1   Methodology: the ADDIE model 

In order to give structure to the platform creation and development process, the ADDIE model 

was used as main guideline to organise the workflow and coordinate the different stakeholders. 

This model “is a five-phase outline […] for the creation of educational, instructive, and training 

materials” (Danver, 2016, p. 60) and consists of analysis, design, development, implementation, 

and evaluation (hence, ADDIE). The ADDIE model was first conceived as a linear model and 

made its first appearance in 1975, when it was created by the Center for Educational Technology 

at Florida State University (Clark, 2015). Throughout the years, it has evolved to become more 

“iterative, dynamic, and user friendly” (Clark, 2015) and has been portrayed in the literature in 

 
                                                
2 This list refers to the markets who have decided to develop a market-specific platform before the launch of the 
platform in April 2017. Any market that might join or have joined the project after the launch is not mentioned 
here. 
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many ways all positioned on a continuum going from total linearity to extreme non-linearity. 

Examples of the three possible interpretations of the model are given by Piskurich (2006) in his 

book Rapid instructional design and are shown in Figure 8.1 (extreme linearity), 8.2, and 8.3 

(extreme non-linearity). 

8.1. 8.2.  

8.3.  

Figure 8.1. Linear ADDIE model, Figure 8.2. Cyclic ADDIE model, Figure 8.3. Spiderweb ADDIE model 
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For the project, a version of the model (see Figure 9) that tries to represent STA’s creation 

process in the best possible way has been sketched, adapting several models taken from the 

literature (Clark, 2015; Czaja & Sharit, 2013; Forest, 2014; Piskurich, 2006). 

 
Figure 9. Proposed version of the ADDIE model 

The model is circularly structured to represent the non-linearity of the platform creation 

process. The scheme shows how the first four phases of the ADDIE model (analysis, design, 

development, and implementation) overlap to different extents, depending on how clearly the 

line between two phases can be drawn. The boundary between the analysis and design phase is 

rather straightforward, nonetheless, being these first two phases dedicated to plan the 

framework of the course some overlapping has to be considered. Once the layout is designed, 

the development phase can start. Now it is not about planning but about creating, which is why 

the overlap between the design and development phases is rather small. As it was experienced 

during the project, development and implementation, the third and fourth phases, are the 

hardest to distinguish. In fact, a continuous exchange occurred between these two phases, since 

once an element, be it technical or content related, was developed, it would also be implemented 

on the platform. In the above model, there are two types of evaluation. Internal evaluation 

should be conducted in every phase by the development team. If needed, elements should be 
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re-analysed, re-designed, re-developed, and re-implemented. Hence, the two-sided arrow, 

indicating that the project flow can go both forward and backwards. On the other hand, external 

evaluation should be done by people not familiar with the project once the alpha version of the 

platform is ready, to identify possible usability issues, inconsistency, and aspects to improve. 

Replicating this non-linearity on a thesis would be very confusing for the reader. For this reason, 

a linear version of the model is used as framework instead (Figure 10).  

 
Figure 10. Linear ADDIE model, adapted from Piskurich (2006, p. 4) 

Therefore, each step of the process is presented in a very structured and neat way, including 

only the final decisions made by the development team for each phase. However, while reading 

the following chapters, the reader should keep in mind the non-linear model and consider that 

some iteration might have led to some changes in the different steps. 

Applying this model to the project resulted in the timeline presented in Figure 11. 

 
Figure 11. Timeline of the project 

 
 
 
 
 

Analysis Design Development Implementation Evaluation

Apr 2016

• Analysis
• Focus group 

with ST
• Benchmarking 

of existing 
eLearning 
courses about 
destinations

May 2016

• Design
• IA and ID: 

structure of the 
international 
version

Jun 2016 -
Jan 2017

• Development
• Development of 

the platform on 
Moodle

mid-Jan 2017

• Implementation
• Functional 

platform for 
alpha testing

end of Jan -
Feb 2017

• Evaluation
• Usability tests
• Study with travel 

professionals
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4.2.2   Analysis 

The first phase of the model is fundamental for the whole ID process, as it is here that 

instructional challenges, goals, and objectives are identified, setting the end user in the centre 

of the focus (Forest, 2014; Goodman, 2009; Training Industry, 2017). For the STA, four 

elements adapted from Cantoni et al. (2007) were taken into consideration: 

a)   analysis of the client’s needs; 

b)   context analysis; 

c)   end user analysis;  

d)   educational and objectives analysis. 

Different methods were used to collect data regarding the above-mentioned elements. Firstly, 

a focus group with ST was organised in the form of a kick-off meeting to understand the client’s 

needs and expectations regarding the project and to learn about their experience in the field of 

training travel professionals. Secondly, benchmarking was conducted to analyse the type of 

courses offered by other DMOs, focussing on courses’ characteristics, features, modules, and 

incentives offered. For a complete list of the eLearning courses that were analysed see 

Annex 9.1. Thirdly, an analysis of the extensive research conducted by webatelier.net and Dr. 

Nadzeya Kalbaska, among others, on online courses for the training of travel professionals was 

performed. As a result, the four elements were clarified as following: 

a)   Analysis of the client’s needs: to update the outdated version of the STA in terms of 

content and technology providing travel professionals with a state-of-the-art tool and 

hence, improving their learning experience, while increasing the awareness of the 

destination Switzerland and positively reinforcing its image. 

b)   Context analysis: the number of eLearning courses has increased in the past decade, 

resulting in more 77 destinations having an online tool to train travel professionals at 

the national level (Adukaite, Cantoni, & Kalbaska, 2016). Most of these courses are text 

based and make limited use of media, interactions, gamification elements. Furthermore, 

the connection with other official destination communication channels is poor. 

Nonetheless, a change in these patterns can be observed in the last years: for example, 

New Zealand’s training programme was revised and relaunched in April 2013 (Tourism 
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New Zealand, 2013) and the Aussie Specialist Program in September 2015 (Tourism 

Australia, 2015). 

c)   End user analysis: the main end users are international travel professionals and local 

tourism players, aged from 25 to 60, who want to learn more about Switzerland to sell 

it to their clients. They have access to a computer and the Internet, which is essential 

considering that the STA is an online course. Additional users are ST’s and partners’ 

new employees, who use the platform to learn about the company they have just started 

to work for and about tourism in Switzerland. Other users such as tourism students and 

people moving to Switzerland might also be considered, as the registration to the course 

is not limited to anybody. However, for the analysis of users’ motivations, needs, and 

requirement only travel professionals were taken into consideration. Main end users’ 

motivations to take an online course: learning from a platform that was created 

specifically for them; selling Switzerland to clients better and more confidently; keeping 

knowledge updated; receiving certification and recognition from the DMO (Ansermet, 

2015; Kalbaska, 2013). 

Main end users’ needs and requirements: flexibility in terms of learning pace (self-

paced course and possibility of interrupting the studying process and resume it at any 

time), time (possibility of taking the course at any time), and place (possibility of 

studying from office and/or home) (Ansermet, 2015; Kalbaska, 2013). 

d)   Educational and objective analysis: the STA is thought for travel professionals to 

learn about Switzerland’s geography, language, culture, technical facts (currency, etc.), 

most important must-sees and activities, transportation system and network, to know 

from where to retrieve further information (e.g. useful external websites), and to be able 

to combine different offers and attractions to best accommodate clients’ needs and 

requirements. 
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4.2.3   Design 

According to Cantoni et al. (2007), in the second phase, an eLearning course has to be designed, 

its structure and features decided, and a training strategy by using IA and ID delineated. The 

first step consists in determining the type of learning to use on the platform, and this decision 

has an impact on how the tool is designed and developed. In the case of the STA, asynchronous 

eLearning was considered as the best option that took into account the client’s and users’ needs 

and requirements (analysed and presented in chapter 4.2.2). Asynchronous eLearning has been 

defined by Piskurich (2006, p. 306) as eLearning “done in a self-instructional mode”, without 

having an instructor following users in real time. This type of learning requires, hence, some 

attention on specific elements, such as the course structure and users’ guidance, motivation, 

interactions, and evaluations. Considering this, the overall structure of the STA and its 

characteristics were defined and designed, and are listed in Table 3. In the table, the reasons 

why certain choices were made are also presented. 

Table 3. Overall structure and main characteristics of the STA 

Overall structure Reason 

The STA is divided into two main parts: 

-   Core modules (compulsory to receive the 
certificate) 

-   Specialisation modules (optional) 

 

For more details on the structure, see Table 4. 

The structure of the platform was 
designed considering: 

-   ST’s requirements and needs; 
-   benchmarking of other 

destinations’ courses’ structure; 
-   webatelier.net’s previous 

experience acquired through 
research (Kalbaska, 2013). 

Characteristic Description Reason(s) 

Certification Three downloadable certificates are 
available on the STA: 

-   Switzerland Travel Expert 
(STE) certificate + logo, given 
to users who pass the exam of 
the core modules 
-   valid until December 31 of 

the following year 
-   to be renewed after that date 

Thanks to benchmarking, it was 
noticed that the vast majority of 
eLearning courses about 
destinations provide users with an 
official certificate. Furthermore, 
according to previous research, 
receiving an official certificate 
motivates travel professionals to 
take an online course (Kalbaska, 
2013), as it provides a showable 
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-   A specialisation certificate is 
available for download to users 
who have completed at least 
one of the specialisation 
modules 
-   no expiry date 
-   available only after receiving 

the STE certificate 
-   STA for employees’ certificate 

-   no end date 
-   available only after receiving 

the STE certificate 

proof of their expertise 
(competitive advantage). 

The number and validity of the 
certificates was mainly decided by 
ST according to their needs and 
wishes, still following the 
development team’s advice. 

Costs The STA is free of charge. ST’s idea is to reach the highest 
number of users possible. 

eTutoring 
and 
interactions 
with ST and 
other users 

On the platform: 

-   moderated discussion forum 
-   automatic reminders and 

notifications sent to users 
-   contact and help point (email 

account managed by ST) 

The moderated forum was a 
request from ST. 

In asynchronous courses, a support 
function is considered as necessary 
to provide assistance to users and 
ensure a smooth learning 
experience (Piskurich, 2006). The 
forum is also a contact point with 
ST and other users, who might be 
able to answer some questions 
themselves. 

Keeping the users motivated is also 
crucial in asynchronous eLearning 
and therefore, two reminders were 
created to be automatically sent out 
to users after 10 and 21 days, the 
first encouraging them to finish the 
core modules and the second to 
take the exam. 

Evaluation 
elements 

Two types of evaluation elements 
are provided: 

-   tests: they occur after every 
core module to practise for the 
final exam (the results of these 
tests do not prevent a user 
from taking the final exam) 

Moodle’s multiple choice quizzes 
were chosen as evaluation activities, 
being the most suitable for the 
scope of the platform. 

As the final exam after the core 
modules includes quite some 
material (five modules), it was 
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-   exams: occur 
-   after the core modules: 25 

questions (5 on each 
module) 

-   after each specialisation 
module: 10 questions 

In general: 

-   the correct answer is given 
-   pass grade: 80% 
-   maximum three attempts 

decided to design intermediate tests 
to provide learners with the chance 
to practice smaller chunks of 
knowledge after each module. 

The requirements to pass the 
exams were decided together with 
ST. 

Incentives International version: 

-   certification upon graduation 
-   rights to user the STE logo for 

letters/brochures/website/ 
email signature 

Several options were given to ST 
markets for more personalised 
incentives: 

-   invitation to webinars, 
additional online courses 

-   invitation to exclusive events 
-   familiarisation trips 
-   special offers/deals/discounts 

at the destination 
-   priority for visa applications 
-   training credits 
-   offline material to be sent out 

-   badges (similar/identical to 
the highway Vignette) 

-   cardboards 
-   gift packages, promotional 

gadgets and marketing 
materials (e.g. in case of 
recommendation of the 
platform to other users) 

More incentives add further 
motivation for the user to take the 
course. The incentives for the 
international platform were kept 
very general, as it can be hard and 
expensive to reach the users of this 
platform who come from several 
countries around the world (e.g. 
packages might not arrive, etc.). 

After having conducted the 
benchmarking analysis, several 
suggestions were given to ST for 
the market-specific platforms, 
according to what other 
destinations offer. 
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Instructions 
and 
guidelines 

Instructions and guidelines were 
designed to clarify the structure of 
the course, introduce the different 
sections of the STA, outline the 
content of the modules, explain the 
certification procedure, and 
highlight the requirements to pass 
exams. 

The lack of a real-time instructor 
and/or tutor increases the 
importance of instructions and 
guidelines to avoid confusion from 
users (Piskurich, 2006). 

Interactive 
elements 

The following elements were 
designed:  

-   gamification elements (multiple 
choice, image choice, and drag 
& drop quizzes); 

-   hotspot images and maps. 

Interaction is of extreme 
importance in asynchronous 
eLearning (Piskurich, 2006), as it 
renders the learning experience 
diverse. Thanks to the interactive 
elements added to the platform, not 
only do users learn by reading but 
also by doing, namely by answering 
questions and receiving immediate 
feedback. 

Language English (for the international 
version), some of the market-
specific platforms will be translated. 

For the international version, 
English was chosen as it is the 
language usually used at an 
international level. 

Market-specific platforms will be 
created (as clones of the 
international version) and some will 
be translated. 

Learning 
scenario 

Asynchronous course 

Self-studying/self-paced course, 
possibility of interrupting the 
learning process and resume it at 
any time. An inactive user is 
automatically logged out from the 
platform only after four hours. In 
tests/exams, answers are saved 
after one minute and even if users 
log out or are logged out from the 
platform, they can continue from 
their last attempt when they log in 
again. 

Learners’ constraints influenced 
this choice of scenario: 

-   international users, different 
time zones: need to be able to 
access the course at any time; 

-   need for studying while 
working and for interrupting 
the process and resuming it 
after a while. 
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Length 3-4 hours to complete all core 
modules, 30-40 minutes for each 
specialisation module. 

TAs are usually very busy, and 
therefore, they should be able to 
learn the most important 
information about Switzerland 
without spending too many hours 
studying. 

Multimedia Text + major integration of ST 
images and videos 

By using ST’s images and video 
copyright issues are avoided. 

Furthermore, it is important to give 
a consistent image of Switzerland 
to the clients, and hence, the same 
style of images and video as in the 
official website and communication 
should be used. 

The importance of making the 
learning experience attractive and 
diverse plays also an important role 
and therefore, texts should alternate 
with video and images. 

Name Academy: Switzerland Travel 
Academy; 

Certification: Switzerland Travel 
Expert. 

The name of the academy was 
taken from the old eLearning 
course to avoid confusion and to 
keep the identity of the academy 
clear. 

Different possible names for the 
certified users and the certificate 
were suggested to ST (Switzerland 
Travel Specialist, Switzerland 
Travel Expert, and  

Switzerland Travel Advisor), 
Switzerland Travel Specialist was 
chosen in agreement with the 
development team. 
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Social media Social media integration: sharing of 
the certificate and of the STA link 

Integration of social media was 
implemented to increase the 
visibility of the STA and create 
word of mouth among users and 
potential users. 

With the increasing importance and 
use of social media nowadays, 
people might feel motivated to take 
the exam and receive a diploma if 
they can then share it on their 
social media accounts. 

Software LMS “Moodle” Moodle was chosen because: 
-   it is an open source platform; 
-   it is independent from other 

organisations (Cantoni, Botturi, 
Succi, & NewMinELab, 2007); 

-   it does not need a licence; 
-   it is easily manageable (in terms 

of both content and user 
management); 

-   it allows modular training; 
-   it provides good learning 

analytics; 
-   it supports responsive design 

and is fully adaptive to mobile 
and tablet; 

-   it supports interfaces in the 
main worldwide languages. 

Statistics Use of Moodle analytics and design 
of additional specific reports 

Analytics and statistics are useful 
tools to understand, for example, 
how the platform is performing, 
which modules are the most 
popular, which ones are the least 
popular, how many users have 
succeeded in receiving a certificate, 
which module users mostly fail, etc. 
These insights allow for 
improvements on the platform.  
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Training 
material 

Sources for training material: 

-   ST website: myswitzerland.com 
-   trade website: corner.stnet.ch 
-   old STA 
-   North American eLearning 

course: Switzerland Advisor 
Program 

-   ST’s social media accounts 

Form of training material: 

-   texts 
-   interactive activities 
-   pictures and videos 
-   key take-home messages, at the 

end of each module 
summarising the content (also 
printable) 

-   links to useful external 
resources (e.g. sales manuals, 
videos and picture databases, 
pages on myswitzerland.com, 
etc.) 

Content of training material: 

-   general information about the 
destination 

-   main highlights and activities 
-   transportation system 
-   information about where to 

find external resources and 
additional information about 
the destination 

-   local tips and insights 
-   how to sell the destination 
-   new products and events 

The reasons why official ST’s tools, 
websites, and accounts were chosen 
as sources are twofold: 

-   importance of providing up-to-
date content and to revise it to 
ensure that only the newest 
information about Switzerland 
reaches travel professionals and 
consequently travellers; 

-   importance of keeping a 
consistent communication 
strategy. 

As it has already been mentioned, 
various forms of training material 
were selected to ensure a varied and 
interactive learning experience. 

The choice of the actual training 
material was mainly based on ST’s 
needs and requirements and on 
previous research conducted by 
Ansermet (2015) and Kalbaska 
(2012). 
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After having defined the main characteristics of the STA, which are illustrated in the previous 

table, the structure of the platform had to be designed. The result is shown in Table 4. 

Table 4. Structure of the STA 

Section Module Evaluation Certification 

Core modules Welcome to Switzerland Final exam STE certificate 

Basic and practical 
knowledge 

How to travel to and around 
Switzerland 

Switzerland in 3, 5 or 10 
days 

News from Switzerland 
(updated every year) 

Sales materials and resources 
(mainly downloadable 
material) 

- 

 Market-specific content 
(only in market-specific 
platforms) 

- 

Specialisation modules on 
Swiss Travel Products 

Cultural attractions and city 
breaks 

Exam Specialised in 
… 

Family holidays Exam Specialised in 
… 

Grand Tour of Switzerland Exam Specialised in 
… 

Luxury, wellness, and 
lifestyle 

Exam Specialised in 
… 

Meetings, congresses, and 
incentive planners 

Exam Specialised in 
… 

Nature and outdoor 
activities 

Exam Specialised in 
… 
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Perfect accommodation Exam Specialised in 
… 

Snow and winter activities Exam Specialised in 
… 

Swiss Travel System Exam Specialised in 
… 

Specialisation modules on 
Swiss Regions & 
Destinations 

So far, no modules have 
been created in this category 

Exam Specialised in 
… 

Switzerland Travel 
Academy for employees 

Switzerland Travel Academy 
for employees 

Exam Employee 
certificate 

 

After having defined the structure, two certification processed were delineated: one, divided 

into two further steps (Figure 12 and Figure 13) for the core modules, and one for the 

specialisation modules (Figure 14).  

 
Figure 12. Storyboard of the core modules’ certification process 

 
Figure 13. Storyboard of the STE certificate’s renewal process 
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Figure 14. Storyboard of the specialisation modules' certification process 

Determining the timeline of the certificate renewal process was not straightforward. Agreement 

was reached regarding the validity of the certificate and a suggestion was made for the upload 

date of the new “News from Switzerland” module. However, it will become clearer in the next 

years, whether ST is ready to launch the new module in April of each year. 

4.2.4   Development 

In the third phase, four steps were undertaken:  

a)   technical development (including certificates, automatic emails and reports 

automatically generated by the platform); 

b)   training content and materials development + welcome page content (before log-in); 

c)   evaluation activities development; 

d)   instructions and guidelines development; 

It has to be considered that this list does not represent a sequence of tasks, as technical 

development occurred parallel to the development of the other elements. However, for the sake 

of this thesis, they are here described one after the other. 

Technical development (a) was performed by informatics engineers and included the 

development of the platform itself, of the welcome page, and of interactive elements (quizzes 

and interactive images). The following technologies were used: 

 



 50 

•   Software: Moodle 3.0 was used for the development of the platform, which was then 

migrated to Moodle 3.1 after testing; 

•   Programming language: PHP; 

•   Database: MySQL; 

•   User interface: AJAX, HTML5, JavaScript; 

•   Server: Linux Red Hat 6, virtual machine installed on TI-EDU3 VMware infrastructure. 

As previously mentioned, the LMS Moodle was chosen as the software for the implementation 

of the STA, because it is open source, easily manageable and user friendly. The look and feel of 

the software was changed under the supervision of a graphic designer in order to match ST’s 

corporate design as closely as possible. However, some technical limitations were encountered, 

as the software did not allow for complete freedom. In these cases, the best possible solution 

was looked for. Moreover, it was ensured that the platform would be responsive and mobile 

and tablet friendly. Regarding interactivity inside the modules, Moodle offered some quiz 

options, which, however, did not match the rest of the platform and the client requirements in 

terms of interactivity and layout. Therefore, the following four types of quizzes and interactions 

were developed separately and then integrated in the platform: multiple choice, image choice 

(similarly to the multiple choice quiz, options are given in form of images instead of text), drag 

& drop quizzes, and hotspots images/maps (interactive images/maps). Multiple choice and 

image choice quizzes were coded in a way to be easily modified and managed, once included in 

the platform. Developing the certificates and the emails that are automatically sent by the 

platform meant creating layouts compliant with ST’s corporate design (done by a graphic 

designer), developing the function on Moodle to generate the certificate (done by an informatics 

engineer), and creating the content of the certificate. Additionally, reports were developed to 

provide platform’s managers with statistics and insights on users and their activity on the 

platform. It has to be mentioned that during the development phase, internal usability tests 

were constantly performed to evaluate every technical implementation on the platform. In 

addition, feedback was also asked to the client. Constantly testing the functionality and graphics 

 
                                                
3 TI-EDU are the informatics and communications services used by USI. 
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of such a tool is important when working for an external client, to avoid having to make major 

changes in the platform once arrived at the end of the project.  

As far as the content development (b) of an eLearning course for TAs is concerned, there are 

some aspects to take into consideration. Firstly, the size of the texts should not be too long. In 

fact, research has demonstrated that when reading from a computer people are slower and feel 

more tired (Nielsen, 2000, p. 101) and therefore, text should be kept short and concise and 

users should never have to extensively scroll to read the whole content (Piskurich, 2006, p. 333). 

To maintain the text short but at the same time to ensure access to more information, links to 

external website complementing the content of the page were inserted. Secondly, what Nielsen 

(2000, pp. 104-106) defines as “scannability” should be considered, since when online, people 

tend to skim instead of reading. This means that texts should be presented in a more schematic 

way, by using headings, paragraphs, and bullet lists (pp. 104-106) so that the important 

information arrives even to the user that does not read every word of a page. However, being 

this an eLearning course, it can be assumed that the user is keener on reading every word than 

in another type of website, and consequently, for this project, scannability was considered only 

partially, giving priority to the quality and the level of details needed. Thirdly, clear titles should 

be used to introduce the topic of the content (Piskurich, 2006, p. 333). In addition, learning 

objectives should often be mentioned, especially in the first part of each module (Piskurich, 

2006, p. 333). Finally, to avoid a monotonous learning environment, text should be 

interchanged with images, videos, and interactive elements (quizzes) so that the user can learn 

through different channels more actively. Considering these aspects, scripts with the content 

for each module were prepared, using information mainly found on the official website of ST, 

ST brochures and databases, ST YouTube channel, and the old STA. In this way, copyright 

issues were avoided and consistency with ST communication strategy was ensured. The scripts 

included the following elements: 

•   textual training content divided into pages, including an introduction with learning 

objectives for each module, and clear titles for each page; 

•   indications of the media (images and videos) to be used. The images and videos were 

taken from ST’s databases and YouTube channel and adapted; 
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•   text for the quizzes to be included inside the module; 

•   a summary of the information presented in the form of key take-home messages. 

Two additional videos were created by eLab’s video maker: an inspirational video that was 

inserted in the first module of the STA to inspire the learners, and a demo presenting the course 

which was inserted in the welcome page to explain the functioning of the platform and the 

structure of the course. This video can also be used as a promotional tool. Content was prepared 

for the welcome page as well: it had to be exhaustive but at the same time clear and simple. 

Additionally, images were selected trying to reproduce Switzerland in its complexity and 

diversity to inspire the user when arriving on the welcome page. 

Evaluation activities (c) were developed based on the learning content presented in the module. 

Multiple choice questions were created to verify that users understood and assimilated the 

important concepts for each module. As a ground rule, nothing that is not mentioned in the 

pages of the module should be asked. A question bank was prepared for each module to allow 

for some rotation and avoid too many repetitions in the shuffled question selection. 

Instructions and guidelines (d) are extremely important in an asynchronous online course 

(Piskurich, 2006, p. 327), as there is neither a teacher nor a tutor present when the user studies 

on the course. For this reason, clear indications regarding the structure of the platform, the 

procedure and requirements to take the exams and receive the certificate were created. In 

addition, a contact and help section was added on the left side of the page and made accessible 

from every page in the platform. In this way, users can ask for support at any time during their 

learning experience. 
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4.2.5   Implementation 

In this last phase, the actual look and feel of the platform was created. Figure 15 shows the 

welcome page (before log-in) of the new STA.  

 
Figure 15. Welcome page of the new STA 

 



 54 

When accessing the website, the first thing a user sees is the slideshow (1) with a welcome 

message “Welcome to the Switzerland Travel Academy”, a call to action “BECOME A 

CERTIFIED SWITZERLAND TRAVEL EXPERT” and information regarding the location 

represented in the picture. The slideshow is made of 12 images that automatically flow on the 

screen and want to reproduce the diversity that a visitor encounters when coming to Switzerland 

by representing cities, nature, culture, transportation, UNESCO World Heritage Sites, and 

different activities. When scrolling down, a counter (2) shows the number of travel professionals 

who have completed the STA since its launch, the idea being that of motivating people to join 

this group of certified travel professionals. Below, a video (3), set in auto play, appears with a 

message by ST CEO Jürg Schmid. After the video, three text boxes (4) illustrate the academy 

structure, the certification process, and the benefits for graduates. Below this section, the demo 

video is inserted as a hyperlink (5) to give users the option of watching the information given 

in (4) instead of reading them. The last element of the welcome page is the footer, which 

contains the link to ST social media accounts, the terms of use, the imprint, and a contact-and-

help link. The ST logo is well represented in the top-right corner as required by the company’s 

corporate design. There are two buttons to register to the platform: on the top-right corner, 

together with the log-in button, and on the slideshow. 

After the registration and/or the log-in, users land on the home page of the academy, 

represented in Figure 16.  
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Figure 16. Home page of the new STA 

The page is divided into two main parts: core modules and specialisation modules, the latter 

being divided into categories (NB: at the platform launch, only one category was available on 

the platform) in order not to extend the length of the home page excessively. As it can be seen 

in the image, instructions and guidelines are given both for the core and the specialisation 

modules, telling the user about the content of the section and what should be done to receive 

the certificates. 
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In addition, employees of ST, the Swiss Travel System and the Swiss Travel Commission have 

access to a specific module called “Switzerland Travel Academy for employees” (Figure 17) that 

has the aim of teaching them what they need to know about ST as a company and Swiss Tourism 

in general. 

 
Figure 17. “Switzerland Travel Academy for employees” module 

Going back to the homepage, on the left side, there is a sidebar that is open when the user logs 

into the platform (Figure 18) to increase its visibility and then automatically closes (Figure 19). 
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Figure 18. Home page with the open sidebar 

 
Figure 19. Home page with the closed sidebar 

The sidebar includes the following elements: 

a)   a tag cloud in which users can insert three reasons why they are in love with Switzerland; 

b)   the link to access the forum where users have the chance to discuss and give their 

contribution to topics they are passionate about, ask questions, and interact with other users; 

c)   the link to access the “Your progress” section where users can visualise in one page the 

available modules on the platform, the modules they are enrolled in, the ones they have 

completed and download their certificates; 

d)   the contact and help information. 
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By entering the core modules’ section, the list of modules appears. Figure 20 shows two of the 

core modules, as an example. Every module has a title, an image, and a little description of the 

content. 

 
Figure 20. Example of two core modules 

In this section, users also find additional sales materials and resources that they can download. 

At the end, there is the exam that users must pass in order to become certified STEs. To access 

the content of a module, users click on either the module’s title or image and land on the module 

description page (Figure 21), which contains an image, guidelines, the content of the module, 

and a test to practise their knowledge after the having taken the module. 



 59 

 
Figure 21. Example of a core module description page 

The tick next to the content of the module indicates to the user that s/he has entirely visualised 

the learning material and can pass to the next module. 

The specialisation modules are presented in a similar way (Figure 22). 

 
Figure 22. Example of two specialisation modules in the category “Specialisation modules on Swiss Travel Products” 
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The module description page is slightly different, as it contains the exam instead of the test your 

knowledge (Figure 23). 

 
Figure 23. Example of a specialisation module description page 

Inside each module, there is the training content that can be accessed by clicking on “Content 

of the module” in the module description page. The first page of every module, represented in 

Figure 24, gives the user an introduction to the whole content.  

 
Figure 24. Example of a content page of a module 
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There are two possible structures for a content page: 

a)   image / title / text 

b)   title / text / video, or title / video / text 

Each image is provided with a mouse over description (visible in Figure 24) which indicates 

where the picture was taken and what it represents. The mouse over appears when the user 

passes with the pointer over the picture. Navigation elements are present in the form of “next” 

and “prev” buttons.  

Interactive elements are also included in the content of the module in the form of quizzes 

(multiple choice, image choice, and drag & drop) and hotspots images/maps. An example of a 

multiple choice quiz is illustrated in Figure 25. 

 
Figure 25. Example of a multiple choice quiz 

 

 

 



 62 

When the user answers to the questions, regardless of the answer given, a feedback appears 

with the correct answer and some additional information. The idea is that even if the user does 

not know the answer they can try to guess it and learn something new in case of both wrong 

and correct answer thanks to the feedback. The other type of interaction is shown in Figure 26, 

where we have an image with some red plus signs that, once clicked, give additional information 

to the user. 

 
Figure 26. Example of a hotspot image 

Evaluation activities were implemented and resulted into multiple choice tests and exams as 

shown in Figure 27. 
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Figure 27. Example of two exam questions 

After passing the core modules’ final exam, users receive the STE certificate, which was 

implemented as shown in Figure 28. 

 
Figure 28. Example of the STE certificate 
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Figure 29 illustrates the certificate obtained after completing a specialisation module. 

 
Figure 29. Example of the specialisation certificate 

In order to give users an overview of their progress on the platform, a section called “Your 

progress” was implemented under the user profile information (Figure 30). 
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Figure 30. Example of the "Your progress" section 

Regarding the communication from the platform to the user, the following automatic emails 

were implemented (for examples of these emails see Annex 9.2): 

•   confirmation email sent after a user’s registration with the account confirmation link; 

•   welcome email sent after the user has confirmed the account (an example is found in 

Figure 31); 

•   a congratulation email sent after the user has passed the final exam on the core modules 

with the link to download the STE certificate; 

•   a congratulation email sent after the user has passed the exam of a specialisation 

module with the link to download the certificate; if users have not passed the core 

modules’ exam they cannot download the certificate of specialisation, and hence, 

receive a slightly different email reminding them to take the exam of the core modules 

so that they can have access to their certificates; 

•   two reminders: one sent after 10 days to users who have not visualised the whole 

content of at least one core module; the second sent after 21 days to users who have 

not passed the core modules’ final exam. 
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Figure 31. Example of the welcome email 

From a managerial perspective, the following downloadable reports have been implemented on 

the platform, also considering the requests from ST employees: 

•   users overview report, showing the number of specialisation modules which each user 

is enrolled in, the number of specialisation modules which each user has completed, 

and whether each user has completed the core modules; 

•   modules overview report, showing the list of all the modules available on the platform 

with the number of users enrolled in each module, the number of users who have 

completed each module, and the number of users who have not completed each 

module; 

•   user reminders report, showing the list of users who received at least a reminder from 

the platform, when they received it, and whether they did something after receiving the 

reminder(s); 
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•   tags overview report, showing which words have been inserted by users in the tag cloud 

and how many times they have been mentioned; 

•   certified users per month report, showing how many users have received a certificate 

each month; 

•   only in the international version: reports on the market-specific platforms. 

Managers also receive the following reports via email once a month: 

•   a report with the list of new users who registered to the platform during that month; 

•   a report with the list of new users who completed a specialisation module during that 

month; 

•   a report with the list of new users who completed the core modules during that month; 

•   only to the manager(s) of the international platform: report with the list of users who 

completed the STA for employees during that month. 

An example of a report is shown in Figure 32. 

 
Figure 32. Example of a report sent to the managers of each platform once a month 

 
 



 68 

In this implementation phase, a training session was also organised with the ST employees who 

would become managers of the different platforms (international and market-specific) to teach 

them how to manage the platform and its users. The session took place over two days, on 

February 2 and 3, 2017, at USI, in Lugano. Eleven employees from ST’s offices in Barcelona, 

Brazil, Frankfurt, New York, São Paulo, Singapore, Stockholm, and Zurich took part in the 

training. The two days were structured alternating presentations of the platform’s functionalities 

and hands-on exercises with focus group discussions about the structure of the platform, its 

content and functionalities, and its promotion and integration in each market. For a more 

detailed schedule of the training session, consult Annex 9.3. It has to be highlighted that having 

the opportunity to share mutual concerns and opinions about the platform with ST’s employees 

was very formative. 

Furthermore, a skype session was organised on March 7, 2017, with ST employees from Sydney 

and Dubai, who could not have been present in Lugano. Due to the different settings of the 

training a short version of the in-person training was proposed to them, focussing on how to 

manage content and users on the platform and its statistics. To complement the in-person and 

skype trainings and to ensure that future ST platform managers would have the necessary 

information and instructions to be able to administer the platform, a training manual on 

platform and user management was created and delivered together with the platform. 

4.2.6   Evaluation – Expert reviews 

At the end of January 2017, a functional alpha version of the platform was ready for testing and 

hence, reviews involving experts in the fields of usability, ICTs, ID, and tourism were 

conducted. For the scope of this thesis, in addition to this type of evaluation, usability testing 

involving a sample of the actual main end user population (travel professionals) was also 

performed to complement the results obtained from the expert reviews. In the following 

subchapters, the purpose, methodology, and results of the expert reviews are illustrated, while 

usability testing with travel professionals is presented in chapter 5. 
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4.2.6.1   Purpose 

In expert reviews, the product or system is evaluated by usability specialists and experts in the 

topic who apply usability principles (heuristics) and professional experience to discover 

potential usability issues, at the same time considering the point of view of the end users (Rubin 

& Chisnell, 2008; U.S. Department of Health & Human Services, 2017). The traditional 

framework of expert reviews was adapted to the scope of the project, taking into consideration 

specific usability needs connected to eLearning that were of greatest concern for the 

development team. The reason why not every function of the platform was tested in this phase 

lays in the fact that during the whole development process more general issues and tasks had 

already been tested by the team. The purpose of the first part of the expert reviews was hence 

to analyse the elements/processes showed in Table 5 with the aim of assessing whether issues 

that had previously been encountered were solved and no new issue had appeared instead 

(Rubin & Chisnell, 2008, p. 35). 

Table 5. Elements analysed in the expert reviews 

Element/process Reason 

Registration process Registration is the first contact point that the user has with the 
platform (besides the welcome page before log-in), and 
therefore, the process has to be as smooth and as clear as 
possible, otherwise possible users might be lost. 

Navigation inside the 
specialisation modules 

Deciding how to present the specialisation modules to ensure 
their visibility and at the same time a user-friendly experience 
was not an easy process. After having found a possible solution 
of dividing the modules into categories, it was necessary to see 
whether this layout was actually as clear and as user-friendly as 
thought. 

Visibility and clarity of 
the sidebar and tag 
cloud 

The sidebar is an important part of the STA, as it contains the 
possibility to access the tag cloud, containing the users’ reasons 
to fall in love with Switzerland, the forum, the “Your progress” 
section, and to contact the platform managers. It is presented on 
the platform as a lateral menu bar with icons representing the 
different options. Its visibility and the clarity of its icons have 
been objects of many discussions inside the development team. 
After having found a possible solution to make the sidebar 
visible and clear without disrupting the learning experience, it 
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was necessary to understand whether the user could easily find it 
and recognise the meaning of the different icons, according to 
the usability principles of “recognition rather than recall” 
(Nielsen, 1995) and “navigation support” (Reeves, et al., 2002). 

Visibility of the forum The forum is the place where users can ask questions and share 
their opinions on topics of interest, interacting with other users 
and ST’s market responsible. It is, therefore, an important 
feature whose existence should be evident to the user. For this 
reason, its visibility and ease of access had to be tested. 

Accessibility and clarity 
of the “Your progress” 
section 

This section is important, as it gives users an overview of the 
whole academy, showing them their progress and the available 
modules, and allowing them to download their certificate(s). It 
was taken into consideration for the expert review following the 
heuristic principle of representing the information in a natural 
and logical order that the user can understand (“match between 
system and the real world”) (Nielsen, 1995; Reeves, et al., 2002), 
since it was crucial to understand whether users could find it and 
most importantly interpret it. 

 

In the second part, experts were left free to navigate the platform with the aim to find further 

usability problems that might not have appeared in the first part of the review. 

4.2.6.2   Methodology and participants 

After having defined the purpose of the expert reviews and the elements to be analysed, a plan 

was created combining the framework for the traditional expert review with the one for usability 

testing given by Rubin and Chisnell (2008). The result was a two-part test in which experts had 

to identify themselves with the end users. For the first part, a validation test was designed with 

five specific tasks to be completed in order to answer some usability questions. These five tasks 

were chosen considering the reasons explained in the previous chapter and Reeves et al.’s (2002) 

usability and ID heuristics for the evaluation of an eLearning programme (for more details see 

chapter 2.4.1). Successful completion criteria (SCC) were defined for each task. In the second 

part, experts were left free to navigate the platform using the think-aloud method, converting 

their thoughts into words (Nielsen, 2012). During the reviews, experts were asked to keep users 

in mind when analysing the platform.  
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The following table illustrates the plan that was designed for the reviews. 

Table 6. Expert reviews’ plan 

Element Description 

Scope The object of the study was the functional platform for alpha testing of 
the STA.  

Purpose The purpose was to analyse the usability of the following elements of the 
platform: 

-   Registration process 
-   Navigation inside the specialisation modules 
-   Sidebar 
-   Forum 
-   “Your progress” section 

Usability 
questions 

Registration process: 

-   Is the registration process smooth? 
-   Is the participant able to understand the registration form? 

Navigation inside the specialisation modules: 

-   Is the presentation of the specialisation modules clear? 
-   Is the participant able to find a specific module that is of interest for 

him/her? 
-   Does the participant use the search function? 

Sidebar: 

-   Is the sidebar visible to the participant? Does s/he notice it? 
-   Can the participant find the tag cloud? Is the function of the tag cloud 

clear? Is the process of inserting the three tags smooth? 

Forum: 

-   Is the participant able to find the forum on the platform? 

“Your progress” section: 

-   Are the instructions of the automatically generated email to access the 
section and download the certificate given in a clear way? 

-   Is the participant able to download the certificate? 
-   Are the content and the structure of the “Your progress” section 

presented clearly? 

Schedule and 
location 

End of January – beginning of March 2017, USI 
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Sessions 30 minutes 

Equipment Office PC, System: Windows, Browser: Firefox 53.0.3 

Participants Experts were recruited via email (see Annex 9.4), which was sent to USI 
collaborators, student assistants, and people experts in the fields of 
informatics, ID, and tourism. 

In total, nine people took part in the expert reviews. Eight of them are 
USI collaborators and student assistants working either for webatelier.net 
and eLab. They were chosen because of their knowledge and skills in the 
fields of usability, informatics, tourism, ICTs, and ID so that they could 
provide insightful feedback on several aspects of the platform. These are 
what Rubin and Chisnell (2008, p. 19) call “double” experts, namely 
experts both in usability and in the product/system domain. The ninth 
participant who works for ST office in Beijing was chosen for her 
expertise in promoting Switzerland abroad. 

Test design Within-subjects design, each participant had hence to complete all tasks. 

Tasks 1st part: scenarios (about 15 minutes) 

Task 1: access the website and register 
-   aim: participant is able to register to the platform, receives the account 

confirmation email and access to the platform in a rather short time 
(about 2 minutes) 

Task 2: find a specialisation module about winter offers 
-   aim: participant finds the specialisation module about snow and winter 

activities 
Task 3: access the forum and post a comment/question 

-   aim: participant finds the forum and is able to post a 
comment/question 

Task 4: insert tags in the tag cloud 
-   aim: participant is able to find the tag cloud, understand what it 

represents and insert the tags 
Task 5: access the “Your progress” section and download the certificate 

and the STE logo 
-   aim: participant finds the section, understands what it represents and 

is able to download the certificate and the STE logo 

2nd part: free navigation with think-aloud method (about 15 minutes). 

The task description that was given to the experts taking part in the test 
can be found in Annex 9.5. 
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The expert reviews were conducted in Italian and English and notes of each session about issues 

encountered by the participants and interesting behaviours were taken. Questions were asked 

at the end of each task to collect any possible comments and feedback from the participants as 

well as to understand whether the function of the element under testing (e.g. the “Your 

progress” section) was understood. It has to be mentioned that only the first four participants 

were asked to perform both parts of the test, while the rest only performed the free navigation 

on the platform. The reason behind this lays in the fact that after four participants the saturation 

point was reached, in other words, no more usability issues regarding the five tasks were found. 

Therefore, it was decided to focus only on the free navigation, extending the time dedicated to 

this part to the whole 30 minutes. 

4.2.6.3   Results 

During the expert reviews, no critical issues were found and participants were able to complete 

all tasks, meaning that the SCC set for each task were fulfilled. On the other hand, non-critical 

issues arose during the testing, highlighting some usability issues. Notes were taken of each 

issue, and solutions, when possible, were found. A summary of the results obtained from the 

first part of the expert reviews is presented in Table 7, where the first column indicates the task 

to which each issue belongs, the second column illustrates the issue, the third one the number 

of times this issue was encountered and the last column presents the solutions to the issues. 

Table 7. Summary of results of expert reviews – First part 

Task Non-critical 
issue 

No. of 
mentions 

Solution and implementation 

1 Terms of use not 
clickable in the 
registration form. 

3/4 The hyperlink to the terms of use was inserted. 

2 Expert has not 
used the search 
function. 

4/4 The search function was deleted. 

Division in 
categories not 
clear. 

3/4 More detailed explanation was added. 
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There is no 
possibility of 
freely navigating 
the module (no 
progress bar). 

3/4 Due to software limitations, it was not possible to 
add a progress bar. A table of content with links 
to the main chapters was inserted in the 
introduction of each module instead, together 
with page numbering (x/y, where “x” is the 
current page and “y” the total number of pages). 

3 Sidebar not clearly 
visible. 

4/4 Other locations for the sidebar were sought. 
However, to ensure the access to the forum and 
the contact/help details from every page in the 
platform, the side of the page was still considered 
the best place to insert it. To improve its visibility 
its opening time at the first log-in was increased. 

4 No possibility of 
deleting text from 
the text bars, 
when inserting the 
tags. 

1/4 Issue fixed. 

5 Download link of 
the STE logo not 
extremely visible. 

2/4 The dimension of the certificate’s download 
button was decreased to make the link below the 
button more visible. 

 

The main issues and comments emerging from the second part of the test (free navigation) are 

summarised in Table 8 divided according to the topic to which they refer. 

Table 8. Summary of results of expert reviews – Second part 

Topic Issue / comment Solution / Implementation 

Welcome page Too much text on the welcome 
page (before log-in), important 
information should be more 
visible. 

For time reasons, a more schematic 
welcome page could not be created. 
As an alternative, text was reduced 
and formatted so to increase visibility 
of the most important information 
(i.e. using bold font, bullet lists, and 
shorter sentences). 

It should be mentioned that the 
course is free. 

This information was added to the 
welcome page (before log-in). 
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The indication of completion 
time of the core modules should 
be mentioned. 

This information was added to the 
welcome page (before log-in). 

The information regarding the 
type of platform should be 
mentioned (e.g. international, 
Australian, etc.). 

This information was added to the 
welcome page (before log-in). 

Mentioning how many people 
have received the certification 
might make the course more 
appealing for others. 

A counter that automatically shows 
the number of certified travel 
professionals was added to the 
welcome page (before log-in). 

The size of the images is too big 
and it takes quite some time to 
load them. 

The size of the images was reduced 
both in the welcome page and inside 
the platform. 

Registration 
and user 
profile 

Sometimes it took about 2-3 
minutes before receiving the 
automatic email to confirm the 
account. 

The time could not be reduced 
because of technological reasons. 

The contact email is missing 
from the instruction page after 
registration. 

The contact email was inserted. 

Users should be motivated to 
improve their profile. 

A sentence regarding the completion 
of the profile was inserted in the 
welcome email. 

In the registration form, add 
“other” in the company type 
option. 

This field was added to the form. 

Homepage 
and list of 
modules 

The black-and-white colouring 
of the modules in which a user 
is not enrolled might make them 
seem not clickable. 

This colouring was maintained, as 
most of the experts liked the fact that 
the cover picture of a module is 
coloured only when the users has 
enrolled in it. 

Sidebar not extremely intuitive, 
the # icon might not be clear to 
everybody. 

Icon # kept but a clearer mouse over 
indicating the content of the tag was 
inserted. 
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Sidebar Possibility to cluster similar 
words together in one single tag 
(e.g. mountain, mountains, 
Mountain could appear as one 
word). 

Including the recommendation into 
the platform would have been 
technically complex, and for time 
reasons it was not possible to develop 
a dictionary for the software that 
could recognise similar words and 
cluster them together in one single 
tag before the launch of the platform. 

The access to the forum and the 
contact email should be 
available from every page. 

The sidebar containing the contact 
email and access to the forum was 
inserted on every page. In this way, 
users can ask questions and explain 
their issues at any point in the course. 

Forum page in the sidebar: 
choice of word for the button 
not ideal. 

The words on the button were 
changed. 

Instructions 
and 
requirements 

Some clarity in the core 
modules’ requirements is 
missing. 

More exhaustive and clear 
explanations were added (less text but 
more pertinent). 

It is not always clear what is 
mandatory and what is not. 

Clearer and more to-the-point 
explanations were added in more than 
one place. It was noted, in fact, that 
explaining procedures, rules, etc. only 
one time was often not enough for 
the participants who most of the time 
missed the information. 

Exam rules are not always clear 
and visible. 

The rules were repeated in various 
places and the most important 
information was highlighted. 

Navigation Too many possibilities to exit 
the content of the module once 
the last page is reached. 

Exit possibilities were reduced. 

There should be a list of the 
modules included in each 
category (a text could be put 
over the cover images of the 
categories). 

Due to technical reasons, it was not 
possible to insert a text over the 
cover images of the categories. An 
alternative solution was looked for, 
but nothing convincing was found. 
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Improve titles of certain pages, 
avoid using (1) and (2). 

This suggestion was implemented. 

Content Sometimes foreign words (e.g. 
Merlot) are not clear, they 
should be explained in English. 

Foreign words were explained as 
much as possible. 

Internet connection is not good 
in China, it took a long time for 
images to open. 

The size of images was reduced. 

Presence of broken links. Broken links were fixed. 

Media and 
interactions 

In the image choice quiz, it 
would be nice to know what the 
other pictures represent. 

The image used for the quiz with the 
location of each options was inserted 
in the solution. 

Add more quizzes (especially in 
the specialisation modules). 

This suggestion was implemented. 

Add more maps with some 
reference points. 

This suggestion was implemented. 

Progress of the 
user 

No possibility of seeing what 
core modules have been 
completed. 

A tick was set to appear next to the 
title of each core module once the 
module is completed. 

The layout of the “Your 
progress” section is not 
appealing/clear. 

The layout was slightly changed to 
make the separation between core 
and specialisation modules clearer. 

When in the “Your progress” 
session, the user should be 
motivated to take other 
modules. 

The list of the specialisation modules 
still available was added to the list of 
modules in which the user is enrolled 
and the modules which the user has 
completed. 

 

To conclude, as it has been presented in this chapter, in this evaluation phase, solutions to most 

of the issues were found and implemented on the platform. Suggestions were discussed inside 

the development team, and the ones that were found technically feasible and consistent with 

the scope of the project were integrated to create a beta version of the platform.  
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5   Usability test 

To complement the results obtained from the expert reviews with data collected from the end 

users of the platform, namely travel professionals, beta testing in the form of a usability test was 

conducted for this master thesis. In this chapter, the purpose, methodology, and results of these 

tests are presented. 

5.1   Purpose 

As Rubin and Chisnell (2008, pp. 22-23) state, the purpose of a usability test is to collect data 

to identify and correct usability issues that exist in a certain product before its launch, involving 

a sample of the end user population. Considering that most of the usability issues were fixed 

throughout the development process and during the alpha testing of the platform (expert 

reviews), the main purpose of this test was to complement the more technical results obtained 

from the expert reviews with more content- and experience-related data to ensure a more 

complete view on the topic of usability of an online course and provide answers to the following 

RQs, previously presented in chapter 3: 

RQ2: What are the most important aspects to consider when creating such a platform in order to ensure 

high usability to the users? 

RQ3: Is it possible to have an impact on users’ involvement with the destination, in this case, 

Switzerland through an ad-hoc developed eLearning course? 

5.2   Methodology and participants 

For this second study, international travel professionals were recruited via email at the end of 

February 2017, using webatelier.net’s mailing list and social. Having the possibility to use an 

extensive database of email addresses collected thanks to previous research on the topic 

conducted by webatelier.net has greatly facilitated the recruitment process. An email was sent 

to 693 international travel professionals, while others were contacted via LinkedIn and FB 

groups about eLearning and tourism and eTourism media (the content of the recruiting message 

is illustrated in Annex 9.6). To best fit the profile of the main potential users of the platform, 
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travel professionals working either for a TA or a TO, tour guides, and generally people who sell 

and promote destinations (or activities at destinations) with little knowledge about Switzerland 

as a tourism destination and who had been to the country only once or twice (or never) were 

looked for. 34 travel professionals responded to the recruiting email expressing their interest in 

taking part in the study. Another email was then sent to them explaining the tasks they had to 

do to complete the study and providing them with the links to two questionnaires and to the 

platform. 

Considering the different locations and time zones of the participants, their busy schedules as 

travel professionals, and the study’s length and complexity, an online questionnaire was judged 

to be the best way to collect the necessary data for this study over phone interviews/Skype calls 

and focus groups. As theoretical background, the Kirkpatrick model (Kirkpatrick & 

Kirkpatrick, 2006) for evaluating training programmes was used combined with Wright’s criteria 

for assessing the quality of online courses (2003) and the questionnaire proposed by Zaharias 

and Poylymenakou (2009) for evaluating eLearning applications. These frameworks and models 

were adapted to the scope of this study. Kirkpatrick’s model, largely used in eLearning research, 

consists of the following four levels according to which learning and training programmes can 

be evaluated (Kirkpatrick & Kirkpatrick, 2006): 

1.   reaction: to what extent users are satisfied with the programme;  

2.   learning: to what extent users “change attitudes, improve knowledge, and/or increase 

skill[s]” (Kirkpatrick & Kirkpatrick, 2006, p. 22) after having completed the training; 

3.   behaviour: the extent to which users apply the knowledge acquired during the 

programme; 

4.   results: the extent to which the programme has an impact on users’ activities and 

business outcomes, such as increased production/sales, improved quality, etc. 

For the scope of this thesis, only the first two levels were considered for the evaluation of the 

STA. In fact, since evaluation questionnaire had to be filled in by users immediately after having 

attended the STA, it could not be possible to investigate the extent to which knowledge was 

applied on their job tasks (level 3) and the results obtained (level 4). 
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Being the aim of this usability study to understand whether the course could have an impact on 

users’ involvement with the destination (RQ3), in addition to what the most important aspects 

to consider when creating such a platform are (RQ2), two questionnaires were prepared using 

a web survey tool: one to be taken before navigating the modules on the platform and one to 

be taken after. In this way, the answers given in the first questionnaires could be compared with 

those of the second one to see whether a change occurred after the participants studied on the 

STA. The first questionnaire included the following parts: 

i.   personal data; 

ii.   job-related information; 

iii.   expectations of online courses, to understand what type of information should be 

provided in an online course about a destination. The following ones were chosen 

according to the results of Ansermet’s (2015) survey conducted with travel professionals 

and were given to the participants to be ranked from the most important to the least 

important: 

a.   information about the main activities and attractions at the destination; 

b.   information about transportation; 

c.   information about where to find additional resources and information about the 

destination; 

d.   local tips and insights; 

e.   information about how to sell the destination, and about new products and 

offers; 

iv.   involvement with the destination, to understand participants’ level of knowledge 

about Switzerland, their confidence in selling Switzerland to clients, their attitudes of 

the participants towards the destination, and the keywords they associate with it. 

The second questionnaire consisted of the following parts: 

i.   personal data, to be able to compare each participant’s evaluation questionnaire with 

the preliminary one; 
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ii.   evaluation of the platform, in terms of content, learning material, evaluation activities, 

and instructions to understand the participants’ impressions about the STA and what 

could be improved (level 1 of the Kirkpatrick model); 

iii.   expectation of online courses, to understand whether participants’ expectations, 

mentioned in the first questionnaire, were met (level 1 of the Kirkpatrick model); 

iv.   involvement with the destination, to understand whether the course had an impact 

on participants’ knowledge about Switzerland, their confidence in selling Switzerland to 

clients, their attitudes towards the destination, and the keywords they associate with it 

(level 2 of the Kirkpatrick model). 

A complete version of both questionnaires can be found in Annex 9.7. 

To complete the study, participants had to undertake the following steps: 

i.   completion of the preliminary questionnaire; 

ii.   registration to the STA and completion of the core modules. It was decided to focus on 

the core modules, as this is the part of the course that must be done in order to receive 

the STE certification; 

iii.   completion of the evaluation questionnaire. 

A deadline was set to complete the whole study, but not for the single steps, and hence, each 

participant could complete them with his/her own rhythm. 

Of the travel professionals who took an interest in the study, 23 completed the preliminary 

questionnaire (about 68%), but only eight (about 24%) completed all three steps and were taken 

into consideration for the usability test. We were aware of the fact that the test was quite 

demanding and time-consuming, especially considering that the travel professionals we 

recruited are employed. For this reason, eight participants were considered as a good number 

to obtain interesting insights. The characteristics of the participants are reported in Table 9. 
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Table 9. Participants' characteristics 

Total 8 participants 

Age 32 – 45 

45 – 57 
3  
5 

Countries in which they 
operate 

Chile 
China 
Ghana 
Peru 
Poland 
Serbia 
Turkey 
USA 

1 
1 
1 
1 
1 
1 
1 
1 

Work experience as travel 
professionals 

1-5 years 
5-10 years 
More than 10 years 

2 
3 
3 

Travel professionals already 
selling Switzerland 

Yes 
No 

3 
5 

Completion of the old STA Yes 
No 

4 

4 

Completion of other online 
courses 

Yes 
No 

5 
3 

 

5.3   Results 

In this chapter, the results of the usability test conducted with travel professionals are presented. 

To complete the study, participants had first to answer a preliminary questionnaire whose aim 

was to understand their expectations of online courses and their involvement with and opinion 

about the destination Switzerland before taking the core modules on the academy. As second 

step, they had to register on the platform, complete the core modules, and fill in an evaluation 

questionnaire, focussing on the evaluation of the platform, on whether their expectations had 

been met, and on their involvement with and opinion about Switzerland after having studied 

on the STA. 



 83 

The results are illustrated in the next subchapters: first, data regarding participants’ expectations 

of online courses about destinations, collected through the third part of the preliminary 

questionnaire, are illustrated. Second, the results of the second (evaluation of the platform) and 

third part (meeting expectations) of the evaluation questionnaire are presented. The third 

subchapter is dedicated to the data collected from the comparison of the last part of both 

questionnaires. 

5.3.1   Preliminary questionnaire 

In the first questionnaire, participants had to rank different types of information that they 

expect to learn in an online course about a destination from the most important to the least 

important. The results are presented in Table 10, which illustrates the ranking of the types of 

information according to participants’ preferences.  

Table 10. Types of information rearranged from the most important to the least important according to the preferences of 
the participants 

Ranking Type of information No. of mentions 

1 General information about the destination 
(geography, language, culture, currency, food, etc.) 

8/8 

2 Information about the main activities and 
attractions at the destination (museum, events, 
must sees, restaurants, etc.) 

5/8 

3 Information about transportation (price, tickets, 
how to get there and around, etc.) 

4/8 

4 Local tips and insights 4/8 

5/6 Information about where to find additional 
resources and information about the destination 

Information about how to sell the destination 

5th: 2/8, 6th: 3/8 (for both 
types) 

7 Information about new products and offers 5/8 

8 User generated content and statistics  1/8 (7/8 left the “other” 
field empty and in the 8th 
place) 
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The three types of information that were considered as most important by the majority of the 

participants were general information about the destination, information about the destination’s 

main activities and attractions, and information about transportation. This was not surprising, 

as these three types of information together give travel professionals a good overview of the 

destination. This result reflects the findings of previous research on the topic (Ansermet, 2015). 

Local tips and insights ranked fourth. This can be due to the fact that TAs might look for expert 

and exclusive information that cannot be found on the Internet. Having this type of knowledge 

would guarantee travel professionals a competitive advantage with respect to what clients could 

find on their own and to competitors who did not completed the STA. Regarding the fifth and 

sixth places, no clear preference was expressed between information about where to find 

additional resources and information about how to sell the destination, while information about 

new products and offers ranked seventh. This result might depend on the type of clients that 

travel professionals have: first timers might in fact be less interested in events and more in 

visiting the main attractions of the destination. In the eight place, only one participant indicated 

two additional types of information that could be provided on the platform, namely “some user 

generated content combined with some statistics, for example what percentage of tourists visits 

/ has top opinions about certain places / experiences” (participant 1). This result goes again in 

the direction of travel professionals looking for expert and exclusive knowledge. 

Table 11 presents the different sources from which travel professionals acquired the knowledge 

they have about Switzerland before completing the core modules on the STA.  

Table 11. Sources of knowledge about Switzerland mentioned by participants 

Source of knowledge No. of mentions 

MySwitzerland.com 5 

Brochures and catalogues 4 

Social media 4 

Other websites on the destination 3 

Road shows organised by ST 1 

Other 

-   TV Show 

 

1 
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It can be noted that the official website of ST, MySwitzerland.com, is the most mentioned 

source, while road shows, together with TV Show, are the least used to acquire knowledge about 

Switzerland. Knowing this, a DMO should plan a good integration and promotion of the 

platform through the most relevant channels. 

The last part of the preliminary questionnaire concerning the involvement of the participants 

with the destination is presented in subchapter 5.3.3. 

5.3.2   Evaluation questionnaire 

The results of the evaluation questionnaire are presented in this subchapter. The first three 

tables (Table 12, Table 13, and Table 14) comprise the results of the second part of the 

questionnaire in which the participants had to evaluate the platform in terms of content, 

learning material, evaluation activities and instructions. 

Table 12 illustrates the average opinion of the participants (rated on a scale from 1 to 5) on the 

usefulness of the learning materials, evaluation activities, and instructions present on the 

platform and the engagement provided by them. 

Table 12. Participants' answers evaluating the usefulness of and engagement provided by the learning materials, evaluation 
materials, and instructions 

Learning materials / Instructions Average score (1 = 
not useful at all, 5 = 
very useful) 

Average score (1 = 
not engaging at all, 
5 = very engaging) 

Quizzes inside the module (multiple 
choice, image choice, drag & drop) 

5 5 

Evaluation activities after each core 
module (“Test your knowledge”) and 
exams 

5 4.875 

Downloadable material 5 4.75 

Texts 4.875 4.875 

Instructions provided before each module 
and exam  

4.875 4.875 

Images with mouse over description 4.75 4.875 
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Links to external websites such as 
mySwitzerland.com 

4.875 4.625 

Interactive images with hotspots 4.75 4.75 

Video 4.625 4.5 

Key take-home messages 4.625 4.375 

 

In general, the average scores for both usefulness and engagement provided were high, ranging 

from 4.375 to 5. The three elements that were rated as most useful were quizzes, downloadable 

material, and the evaluation activities. An explanation for the usefulness of quizzes and 

exams/test your knowledge can be found in the fact that evaluation activities give users a good 

idea of where they stand in the learning process, helping them assess whether the knowledge 

has been acquired or not. Furthermore, this result could also be read as an endorsement for the 

validity of the claim that active learning, in other words learning by doing, is very effective and 

should be integrated in eLearning platforms. Downloadable material can be useful to easily 

recollect information without having to log into the STA, once users have completed the 

modules on the platform. 

When looking at the third column of the table, only quizzes received the highest score in terms 

of engagement from the user. This is an interesting result, which supports the idea that users 

are looking for interactivity on eLearning platforms and shows appreciation for the types of 

interactions designed and developed for the STA. Videos and key-take home messages were 

considered less useful (4.625) and they were also rated as the least engaging, scoring and average 

of 4.5 and 4.375 respectively. To make videos more useful and engaging, some ad-hoc videos 

could be created for the platform and, taking the success of the quizzes and hotspots, some 

interactivity could be added into these videos. The key take-home messages, on the other hand, 

might have been perceived as less engaging because of their format. In fact, all the key take-

home messages were created in textual form, with the possibility of being downloaded and 

therefore, their design might not be the most appealing. To improve their attractiveness, some 

images could be inserted or they could be presented in a more graphical way. 

The level of agreement on general statements about the platform is shown in Table 13. 



 87 

Table 13. Participants' answers indicating their level of agreement on statements about the platform and its modules 

Statement Average score (1 = 
disagree, 5 = agree) 

The design of the platform is presented in an attractive way. 4.875 

The language used in the modules is clear and direct. 4.875 

The information provided was helpful. 4.875 

It was easy to find what I was looking for. 4.375 

The interactions within the modules (quizzes, hotspots, etc.) are 
enough. 

4.375 

The information provided was new to me. 4.25 

The difficulty of the evaluation activities is appropriate. 4.125 

The modules are boring. 1.5 

The modules are too long. 1.5 

 

The three statements with the highest average level of agreements are: “the design of the 

platform is presented in an attractive way”; “the language used in the modules is clear and 

direct”; and “the information provided was helpful”. This is an encouraging result, showing to 

the development team that users were happy with the content and design of the platform. To 

further improve the platform, instructions were revised according to the fact that the statement 

“it was easy to find what I was looking for” had one of the lowest scores. According to the 

results other aspects that could be improved in the future are: interaction within the course, 

which could be increased with new features and quizzes; the type of information provided, 

which could be even more exclusive to make sure that travel professionals do not know it 

already (this need of exclusive information has been highlighted throughout the whole results 

chapter); and the difficulty of the evaluation activities, which might be revised and some 

questions could be less specific (see Table 14). On average, participants disagreed (1.5) with two 

sentences: “the modules are boring”, “the modules are too long”, which means that they were 

satisfied with the length of the modules and they considered the learning content interesting.  

The last part of the questionnaire’s evaluation section included two open-ended questions. 

Participants were asked to describe their experience on the platform, to give their opinion on 
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possible improvements, and list the issues that they encountered. Their answers are summarised 

in Table 14 with the corresponding implementation on the platform, in the case that the 

suggestion was considered as feasible by the development team. 

Table 14. Improvements suggested and issues encountered by participants 

Topic Issue encountered / suggestion 
for improvement 

Implementation 

Content Geographical references are 
missing. 

Some maps were added to provide 
geographical context to the 
information provided. 

It should be possible to download 
the whole content of the modules. 

For time reasons, it was not 
possible to upload downloadable 
scripts of the modules. However, 
this is something that might be 
discussed and maybe implemented 
in the future. 

Evaluation 
activities 

Some questions were too specific. All the questions were revised and 
the ones that were considered too 
specific or not effective were 
deleted. 

The possibility of saving progress 
during the learning process and 
exams should exist. 

Bookmarks were a possible 
solution, however, due to technical 
limitations this option could not be 
implemented on the platform. 
However, it might become available 
in future updates of the software. 
As mentioned before, as an 
alternative, the time before being 
logged-out from the platform was 
increased. 
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Media and 
interactions 

More videos should be added. This suggestion was implemented. 

More interaction with travel 
professionals in Switzerland should 
be possible to exchange tips in 
selling the country. 

For time reasons, this suggestion 
could not be implemented. For 
future improvement, ST could use 
the forum or a special FB group 
connected with the academy where 
travel professionals can interact 
with each other. 

Mobile 
version 

The platform could be better 
designed for mobile. 

The mobile version provided was 
the best possible one considering 
the time and technology available to 
the development team. 
Improvements could be considered 
for a future version of the academy. 

Navigation It is not easy to understand what to 
do when entering the academy. 

Clearer explanations were provided 
both on the welcome page (before 
log-in) and on the home page of the 
academy (after log-in). 

Progress There should be the possibility to 
know where you are in the module. 

As mentioned before, the software 
chosen did not give the possibility 
to insert a progress bar in each 
module. This feature might be 
available in future software updates. 
Table of contents and page 
numbering were used to 
compensate for the lack of 
guidance insider the modules. 

Social media Some social media and website (e.g. 
YouTube) are not available in 
certain countries, for example in 
China. 

This should be considered for a 
future version of the international 
platform and for market-specific 
platforms.  

Technical 
issues 

Tables in hotspot’s markers are not 
totally visible. 

The issue was fixed. 
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In general, concerning their experience on the platform, participants gave positive and 

enthusiastic answers. The design of the platform, defined as “modern and attractive” 

(participant 1), and the organisation of the modules, whose content was found interactive and 

informative, were appreciated by most of them. In particular, images, videos, and links were 

considered as entertaining and very useful. An observation was made on the fourth core 

module, “Switzerland in 3, 5 or 10 days”, regarding the necessary time to finish the module and 

the level of knowledge required to pass the exam, which was not easy to be determined by the 

participant. This was the hardest module to design and develop and, for time reasons, major 

changes in the structure of this module could not be implemented. As an alternative, the module 

was separated into three content books, one for each tour, to make the navigation smoother. 

Different solutions might be developed in the future. 

In the third part of the questionnaire, participants were asked if their expectations of the 

information provided on the platform were met. Answers are summarised in Table 15. 

Table 15. Participants' answers to the question whether their expectations of the types of information provided on the 
platform were met 

Expectation Yes No 

General information about the destination (geography, language, 
culture, currency, food, etc.) 

8 0 

Information about where to find additional resources and 
information about the destination 

8 0 

Information about new products and offers 8 0 

Information about the main activities and attractions at the 
destination (museum, events, must sees, restaurants, etc.) 

7 1 

Information about how to sell the destination 7 1 

Information about transportation (price, tickets, how to get there 
and around, etc.) 

6 2 

Local tips and insights 6 2 
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Participants’ expectations of general information about the destination and information about 

new products and offers provided on the platform were totally met. On the other hand, two 

out of eight participants were expecting different, or possibly also more, information on 

transportation and local tips and insights. This should be taken into consideration for future 

improvements of the platform, especially considering that according to the results of the 

preliminary questionnaire, information about transportation and local tips and insights is 

considered very important by travel professionals (see Table 10). Nonetheless, most of the 

participants found the pieces of information they were looking for, even though there is 

certainly room for improvement. 

In general, it can be stated that, looking at the results presented in this subchapter, participants’ 

reaction to the course was positive. 

The last part of the evaluation questionnaire concerning the involvement of the participants 

with the destination is presented in the next subchapter. 
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5.3.3   Comparison between the two questionnaires 

A comparison of the results obtained for the fourth part of both questionnaires was made and 

is presented in this subchapter. 

In Table 16, the average level of knowledge expressed by the participants on different topics 

before and after having taken the online course is illustrated.  

Table 16. Average level of knowledge on different topics expressed by travel professionals before and after having studied 
on the STA 

Topic Preliminary 
questionnaire’s 
average level 
of knowledge 

Evaluation 
questionnaire’s 
average level 
of knowledge 

Difference 

(1 = no knowledge at all, 5 = 
expert knowledge) 

Switzerland’s top events 2.125 4.25 2.125 

Switzerland’s accommodation options 2.75 4.25 1.5 

Switzerland’s transportation system 3.25 4.625 1.375 

Switzerland’s must-sees and attractions 3 4.375 1.375 

Switzerland’s traditions and culture 2.625 3.75 1.125 

Switzerland’s top activities 3.375 4.375 1 

 

It can be seen that the average level of knowledge indicated in the preliminary questionnaire 

has increased for every topic in the evaluation questionnaire. In fact, in the preliminary 

questionnaire, the knowledge of travel professionals reached maximum 3.375, while in the 

evaluation questionnaire the lowest score was 3.75, indicating that in any case, some knowledge 

must have been acquired thanks to the STA. This is an encouraging result as it shows that 

participants assimilated the knowledge provided on the platform and feel more familiar with 

important topics about the destination Switzerland. It is also interesting to note that 

participants’ knowledge about Switzerland’s top activities, the topic that presented the highest 

average level of knowledge in the preliminary questionnaire, showed the lowest increase. On 

the other hand, the highest increase in knowledge occurred for the topic with which participants 
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expressed the least familiarity in the preliminary questionnaire, namely Switzerland’s top events. 

In this case, the average level of knowledge doubled, going from 2.125 to 4.25. This result can 

prove the usefulness of the “News from Switzerland” module, which informs users about the 

newest events and openings happening in the country. Focussing only on the data obtained 

from the evaluation questionnaire, participants showed the highest level of knowledge for 

Switzerland’s transportation system, while the topic with which participants were less familiar, 

even after having studied on the STA, was Swiss traditions and culture. This result is important 

as it gives some insights on what could be improved on the platform, and on which topic travel 

professionals might need more information.  

Table 17 presents participants’ average willingness to recommend Switzerland to their clients 

and their confidence in selling it before and after having studied on the STA. 

Table 17. Average level of agreement on two statements before and after having studied on the STA 

Statement (before) Preliminary 
questionnaire’s 
average score 

Evaluation 
questionnaire’s 
average score 

Statement (after) 

(1 = disagree, 5 = agree) 

I would recommend 
Switzerland to my clients 
as a destination for their 
holidays. 

5 5 

After having studied at 
the Academy, I would 
recommend Switzerland 
to my clients as a 
destination for their 
holidays.  

I would feel confident in 
selling Switzerland to my 
clients. 

4.5 4.75 

After having studied at 
the Academy, I feel 
confident about selling 
Switzerland to my clients. 

 

In this case, travel professionals’ attitudes towards recommending Switzerland as a destination 

to their clients did not change after having completed the core modules on the STA, while there 

was only a slight improvement in their confidence about selling Switzerland, which was already 

very high before their learning experience on the STA.  
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No particular difference, if not for a slight increase, can be observed in participant’s average 

opinion about Switzerland before and after having studied on the STA (Table 18). 

Table 18. Participants' average opinion about Switzerland before and after having studied on the STA 

Participants’ average opinion about 
Switzerland before having studied on the 
STA 

Participants’ average opinion about 
Switzerland after having studied on the 
STA 

4.875 5 

 

The results of the last two tables might be a consequence of the fact that, being the usability 

test quite demanding, people who took part in it might have had good attitudes towards 

Switzerland and a good image of the destination already before taking the course, which is what 

has probably motivated them to join the study. 

In the last part of both questionnaires, participants were asked to list five keywords that they 

associate with Switzerland as a tourism destination. These keywords were divided into 

categories according to different topics, and the ones mentioned in the first questionnaire were 

compared with those listed in the second questionnaire: first, the words that were repeated in 

both questionnaires are listed and afterwards the words that appeared in only one of the 

questionnaires are mentioned. The results are presented in Table 19. 

Table 19. Comparison of the keywords associated with Switzerland as a tourism destination 

Topic Keywords from 
the preliminary 
questionnaire 

No. of 
mentions 

Keywords from 
the evaluation 
questionnaire 

No. of 
mentions 

1. Activities and 
facilities 

Winter sports 1 Sports 1 

Ski resorts 1 
Quality 
accommodation 1 

Total  2  2 

2. Culture, history, 
tradition, and 
politics 

Cultural attractions 1 Cultural sites 1 

Culture 1 Culture 2 

Rich culture 1   
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Historic cities and 
towns 

1 Historic cities and 
towns 

1 

History 1 Historic 1 

Tradition 1 Tradition(s) 3 

Folklore 1 Cantons 1 

  
Four major 
languages 1 

  UNESCO World 
Heritage Sites 

1 

Total  7  11 

3. Food Food 1 Food 1 

Chocolate 1   

Total  2  1 

4. General 
description of the 
destination and its 
people 

Beautiful 
destination 1 Beautiful 1 

Clean destination 1 Clean 1 

Safe / safety 2 Safe / safety 2 

Expensive 1 On time 1 

Good quality 1 Comfort 1 

Small country 1 Technology 1 

Class of people 1 Friendly 1 

Swiss people 1   

Total  9  8 

5. Nature and 
landscape 

Beautiful landscape 
/ landscape 2 

Beautiful natural 
landscape 1 

Natural landscape 1 Landscapes 1 

Mountain(s) 2 Mountain(s) 3 

  Lakes and 
mountains 

1 

Nature 3 Nature 4 
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Outdoors 1 Glaciers 1 

Alps / alpine 2   

Total  11  11 

6. Regions and 
destinations 

Bern 1   

Lake Lugano and 
Ticino 

1   

Lake Geneva 1   

Lucerne 1   

Swiss National Park 1   

Total  5  0 

7. Transportation Very good / 
excellent transport 
organisation 

2 
Transportation / 
transport 
organisation 

2 

  Swiss Travel 
System 1 

  Trains 1 

  Road toll 1 

Total  2  5 

8. Type of 
holiday/travel 

Agrotourism 1 Luxury travel 1 

General tourism 1 Rest 1 

Total  2  2 

TOTAL  40  40 

 

The three categories containing the highest number of keywords are: culture, history, tradition, 

and politics (with seven keywords in the preliminary questionnaire and eleven in the evaluation 

one), general description of the destination and its people (nine and eight keywords respectively), 

and nature and landscape (eleven keywords in both questionnaires). Looking at the keywords on 

culture, history, tradition, and politics, it can be noticed that the words “culture”, “cultural 

attractions” / “cultural sites”, “historic towns and cities”, “history” / “historic”, and “tradition”, 
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which were mentioned in both questionnaires, are of course relevant for Switzerland, but at the 

same time they are also rather general and could be applied to other destinations. Nonetheless, 

the fact that in the evaluation questionnaire this type of words were mentioned more times and 

the fact that some keywords that are more specifically connected to Switzerland such as 

“cantons”, “four major languages” and “UNESCO World Heritage Sites” were present can be 

the result of having learned more precise information about Switzerland and having understood 

the importance of its culture and traditions. Regarding the fourth and fifth categories, both sets 

of keywords go in a similar direction and there is no remarkable difference between them. 

Switzerland is seen as a clean, comfortable, safe, friendly, beautiful, and technological country, 

and this indicates that travel professionals have a positive image of the country. Only one time 

the adjective “expensive” was used (in the preliminary questionnaire), suggesting that this is not 

the first characteristic that came to the participants’ minds. What appears to be very much 

associated with Switzerland, on the other hand, are nature, mountains, lakes, and landscapes. The 

sixth and seventh category present quite opposite situations: in the first case, participants 

mentioned five keywords about regions and destinations in the preliminary questionnaire, while 

in the evaluation questionnaire no keyword was found regarding this topic. For the seventh 

category, an association between Switzerland and transportation was made only twice in the 

preliminary questionnaire. However, in the second questionnaire, keywords about transportation 

were mentioned five times and were more differentiated and specific (see for example “Swiss 

Travel System”). This could be the result of the fact that one of the core module is exactly on 

Switzerland’s transportation system, and hence, some learning must have occurred. Not many 

keywords were mentioned in relation with categories 1, 3, and 8. Regarding the activities and 

facilities, it is interesting to highlight that, while the keywords from the preliminary questionnaire 

were focussed more on winter and winter activities, in the evaluation questionnaire the keyword 

used, “sports”, was broader and not connected to a specific season. 

To summarise, it can be stated that the travel professionals who took part in the test mostly have 

a positive image about Switzerland, and nature, mountains, landscapes, culture, history, and 

tradition are their most common associations with the country. According to these results it seems 

that the platform failed in transmitting the innovative and technological side of Switzerland to the 

participants. Therefore, depending on the DMO’s intention and desires regarding the image that 

they want to create in the minds of travel professionals, this message could be better highlighted 

in the STA.  
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6   Discussion 

In this chapter, findings collected from the case study, the evaluation reviews, and the usability 

test are discussed with the aim of answering the three RQs that were formulated at the beginning 

of this thesis (see chapter 3). 

6.1   Answer to RQ1 

The first RQ concerned the creation process of an online destination training tool and was 

formulated as the following: 

RQ 1: How can a destination design an online training tool to provide constantly updated information 

and knowledge to travel professionals?  

This question was answered with the case study, which has given a good overview on how the 

process of creating the STA was structured. In fact, considering the experience collected, it can 

be stated that giving a good structure and timeline to such a project is a good way of designing 

an online training tool. As it was presented for the STA, a model that can be used as a guideline 

to divide the project flow into smaller steps is the ADDIE model, which consists of five phases: 

analysis, design, development, implementation, and evaluation. As mentioned before, however, 

due to the complexity of such a project, the model’s structure cannot be followed linearly, and 

hence, a new model should be taken into consideration. A possible one was proposed in this 

master thesis (see Figure 9) intending to represent the STA’s creation process as precisely as 

possible. As explained in chapter 4.2.1 and as proved during the creation of the STA, the phases 

of the model overlap, especially the development and implementation phases. Analysis and 

design are more clearly distinguishable, as it is in these two moments that the skeleton of the 

course is defined before starting to design or develop anything. Consider, however, that the 

decisions made in these first two phases are not set in stone, and, if necessary, should be revised 

at any point during the project. Development and implementation are the two phases that most 

overlap. In fact, once an element was developed for the STA, be it a quiz/exam or the content 

of a module, it was also directly implemented and tested on the platform. Consequently, 

evaluation should not occur only at the end of the process, but during every phase. Two types 

of evaluation should be differentiated: internal and external. Internal evaluation should be done 

by the development team members together with the client to ensure that the decisions taken 
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are compliant with their needs and requirements. Moreover, internal evaluation creates iteration 

between the phases and allows for issues to be raised and solved with enough time, without 

having to rush at the end of the project. Internal evaluation should be combined with external 

evaluation, which, however, should be conducted by people who are not familiar with the online 

course when a first functioning version of the platform (alpha version) is ready. In the case of 

the STA, combining an evaluation done by experts in usability and ID together with another 

evaluation conducted with a sample of the end user population proved to be an effective way 

to find usability issues and at the same time to understand whether the information and 

knowledge provided on the platform was suitable. 

To ensure constantly updated information and knowledge, two measures were taken: first, an 

open-source and easy-to-manage software was chosen to encourage the DMO to update the 

content on the platform. Second, a module called “News from Switzerland” was introduced in 

the STA with the idea that platform managers should update the content of this module every 

year. The value of this module could be seen in the result of the questionnaires (see chapter 

5.3.3). In fact, in the preliminary questionnaire, participants declared a rather low level of 

knowledge on Switzerland’s top events. This knowledge was increased after their learning 

experience on the STA most probably thanks to the information provided in the “News from 

Switzerland” module, whose focus is on upcoming events and openings. 

Both measures are extremely important, as an online course about a destination should keep 

evolving and being updated, since travel professionals want and need the latest information 

about a destination to provide a good service to their clients. 

It has to be acknowledged that during the platform’s creation process difficulties were 

encountered and challenges were faced by the development team.  

•   Interactions had to be designed in a way that could work on Moodle, the software 

chosen for the creation of the platform, and at the same time be manageable and easily 

modifiable by the future managers of the platform. After thinking about different 

solutions, ad-hoc quizzes and interactive images were programmed and then 

implemented on the platform. 

•   Delineating the process of updating the “News from Switzerland” module and the 

renewal of the certificate was rather challenging. A good solution to regularly involve 
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travel professionals and keep them updated without losing them had to be found. 

Moreover, the time frame for uploading the updated “News from Switzerland” module 

was hard to define, not knowing exactly when ST would be able to collect information 

regarding the upcoming events and news from the different partners. For these reasons, 

the initial idea of a one-year certificate was substituted with a certificate that is valid for 

two years. Hence, travel professionals should retake the core modules’ exam to renew 

their certificate once every two years in the best-case scenario. This might still cause 

some user losses and should be further analysed in future research. 

•   How to provide a smooth and clear navigation throughout the platform and inside the 

modules was matter of many discussions. In fact, due to software limitations navigation 

bars could not be inserted and, therefore, alternative solutions had to be found.  

6.2   Answer to RQ2 

The second RQ addressed the usability of the platform:  

RQ 2: What are the most important aspects to consider when creating such a platform in order to 

ensure high usability and a good learning experience to the users? 

Platform’s usability was analysed through expert reviews and usability test. Expert reviews 

focussed more on the technical and ID issues, while usability test concentrated more on the 

content of and the learning experience on the platform from the point of view of the end users. 

The results highlighted important aspects to consider when creating an eLearning platform to 

ensure high usability and a good learning experience to the user, providing the answer to the 

second RQ. These aspects were grouped into categories according to topic and are presented 

in the following table in the forms of recommendations. 
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Table 20. Recommendations for the creation of an online course about a destination 

Topic Aspect 

Before 
log-in 

Welcome page  The welcome page should be concise and appealing at the 
same time (inspiring videos and images, call for action), 
showing only the relevant information (structure of the course, 
including cost and length, certification process, benefits, 
platform version/language). 

Registration 
process 

The registration process should be rather quick, and users 
should not have to fill too many fields in the form. However, 
from a DMO point of view it is important to ensure that 
relevant information about the user is collected. 

After 
log-in 

Structure, 
layout, and 
user progress 

The structure should be presented in a neat way to ensure a 
smooth user journey on the platform, stating clearly what is 
compulsory, what is not, and what type of content is where. 

The layout of the platform should be intuitive, preventing 
users from getting lost in the course. 

An overview of users’ general progress on the course (which 
modules have been completed and which ones are still to be 
completed) as well as inside each module (e.g. page number, 
navigation bar) should be provided. Additionally, each module 
should contain an overview of the content. Furthermore, the 
possibility of saving users’ progress inside the modules and 
exams should be given. 

Instructions 
and 
terminology 

Instructions and rules should be extremely clear and repeated a 
few times in different places to allow users to read them at 
least once. In fact, online courses about a destination usually 
propose asynchronous learning and therefore, users should be 
guided through every step of the experience to avoid 
confusion and misunderstandings. 

Terms should be used consistently (e.g. a module should 
always be called module). 
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 Learning 
material, 
interactions 
with the 
platform and 
evaluation 
activities 

The learning material provided on the platform should: 

-   mirror the expectations of travel professionals. The results 
of the study indicated that general information about the 
destination, information about the main activities and 
attractions at the destination, information about 
transportation, and local tips and insights were considered 
as most important (for more detailed results see chapter 
5.3.1); 
 

-   be new, exclusive and updated. Travel professionals should 
be motivated to take the course instead of simply looking 
for the information on the Internet. For example, one 
participant expressed desire for more user generated 
content and statistics, such as success stories, opinions 
from other travel professionals, and some numbers 
referring to the most visited/appreciated places. This 
information could be inserted in the content of the 
modules and would give value to the platform, giving it a 
more exclusive tone. Links to external webpages or 
resources should regularly be controlled and replaced in 
case they are broken; 
 

-   be differentiated. Texts should alternate with images, 
videos, and interactive elements, which ensure diversity in 
the learning experience and engagement for the user. In 
fact, according to the results of the evaluation questionnaire 
these elements were appreciated by the participants and 
considered both useful and engaging; 
 

-   be downloadable. In the STA summaries of the modules 
were provided to users in downloadable form. Moreover, a 
couple of participants asked for a script of all the modules. 
DMOs might think of uploading a pdf version of the 
learning content. 
 

-   be contextualised. The issue of missing reference points 
was raised by more than one participant in the two tests: 
when talking about locations in a destination or when 
images are posted, geographical references should always 
be given; 
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  Interactions on the platform among travel professionals and 
with the DMO should exist. Interestingly, a participant 
suggested that more interaction with travel professionals 
working in Switzerland should be offered to exchange tips in 
selling the country. This idea could be implemented on the 
STA and even lead to the creation of a STA group on social 
media (e.g. FB) to share knowledge, tips, insights, success 
stories, etc. This could then bring higher visibility to the 
academy and create a higher involvement of the travel 
professionals. User interaction with the platform is also very 
important and was appreciated by the participants: small 
quizzes and interactive images should be inserted in the 
modules to give users the opportunity of learning actively, by 
answering to the questions asked in the quizzes. 

Evaluation activities, which were rated as “very useful” by the 
participants in the study, should have the appropriate 
difficulty. Some questions on the STA were considered as too 
detailed according to the results of the evaluation 
questionnaire, and hence, some questions might be revised in 
the future. Furthermore, the number of questions asked 
should be proportional to the length of the module. 25 
questions were chosen for the core modules’ exam after 3-4 
hours of study, also to allow enough questions on each of the 
five modules. 

Contact and 
interaction 
with platform 
managers 

The possibility of contacting the manager(s) of the platform 
asking for help should be given to users at any time during the 
learning experience. 

Internet 
connection 
and mobile 
version 

It should be taken into account that not every user has a high-
speed internet connection and therefore, image’s size should 
be adequate. 

A mobile version of the course should be created, as travel 
professionals might study either from a tablet or the mobile 
phones. 
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6.3   Answer to RQ3 

The third RQ aimed at investigating the impact of the platform on users’ involvement with the 

destination:  

RQ 3: Is it possible to have an impact on users’ knowledge of and involvement with the destination, in 

this case, Switzerland through an ad-hoc developed eLearning course?  

The results of the usability test obtained by comparing the answers given in the preliminary 

questionnaire with the ones given in the evaluation questionnaire showed that participants’ 

knowledge quite increased after studying on the STA. In fact, a clear difference could be seen 

between the knowledge assessment participants gave on several topics regarding the destination 

Switzerland before and after having completed the core modules. This is a very interesting result 

as it shows that the eLearning platform has had a positive impact on travel professionals’ 

knowledge, and this knowledge is most likely what they will apply when working. Providing 

correct, consistent, and updated information becomes, hence, crucial, as what travel 

professionals learn on the course is what they will be repeating to their clients. 

No important difference was detected between participants’ confidence in selling Switzerland 

to their clients before and after having studied on the STA. When relating this results with the 

level of knowledge declared in the preliminary questionnaire, a trend seems to exist according 

to which travel professionals are confident in selling Switzerland despite their low level of 

knowledge on certain topics. This result seems contradictory and should be further investigated, 

trying to understand how travel professionals who have not completed the STA portray and 

sell Switzerland to their clients.  

Participants’ opinions about the destination only showed a slight improvement, which, 

however, still encourages future research to go in this direction, including a bigger sample and 

trying to understand whether negative opinions about a country can be changed through the 

information about and image of that destination provided on an online course. 

The results provided by the comparison between the keywords listed by participants before and 

after having completed the core modules on the STA also showed that travel professionals’ 

image about a destination can be impacted. This is an important information for ST, in what 

the keywords mentioned in the questionnaires mirror the idea and image of Switzerland that 

these travel professionals have abroad. Words mostly on Switzerland’s culture, traditions, and 
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nature were mentioned in both questionnaires and this is an indicator of the type of image that 

travel professionals around the world have about Switzerland and that consequently will 

transmit to their clients. However, a change was noted in the keywords mentioned in the 

evaluation questionnaire, which means that it is possible to have an impact on users’ image of 

and involvement with the destination depending on the type of information that is provided on 

such platforms. Consequently, travel professionals might sell Switzerland in a different way, 

highlighting aspects of the country which were previously shadowed by other more common 

or even stereotypical. 
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7   Conclusion 

The aim of this thesis was twofold: to propose a framework for DMOs to create online 

destination courses and understand the impact that such a tool can have on users’ involvement 

with a destination in terms of knowledge and image. To achieve this aim, the fascinating project 

of the STA, an online destination course at the national level was used as a case study. In the 

first part of this thesis, following the five steps of the ADDIE model (analysis, design, 

development, implementation, and evaluation) the platform creation process was presented 

drawing on the author’s personal experience thanks to her involvement with the project. 

Evaluation of the platform occurred on two levels: first, expert reviews were conducted on the 

alpha version. Secondly, a usability test with TAs was performed to evaluate the platform from 

the end users’ perspective and investigate its impact on their involvement with the destination, 

in terms of changes in knowledge and opinion. For the study, participants had to fill in a 

preliminary questionnaire, study the core modules on the STA, and complete an evaluation 

questionnaire. 

Insights and data collected from the case study presentation, the expert reviews, and the 

usability test provided answers to the RQs. In order to create an online training course, a DMO 

should first structure the flow of the project. An adapted version of the ADDIE model was 

suggested in this thesis as a possible guideline. Secondly, choosing an easy-to-manage and easy-

to-update software (e.g. LMS Moodle) allows DMOs to keep the content of the platform 

constantly updated. The most important aspects to ensure high platform usability and a good 

experience to the users are: simple and intuitive structure, straightforward and frequent 

instructions, clear requirements, and available contact/help function. Regarding the content, 

learning material should most importantly meet users’ expectations, taking into consideration 

their needs and requirements, be exclusive, updated, varied, and interactive.  

By comparing the results of the preliminary and evaluation questionnaires, it was found that 

TAs’ knowledge about Switzerland improved by studying on the course, as well as their 

confidence in selling the country. Furthermore, the type of information provided proved to 

have an impact on users’ image of the destination. 

In general, results align with recent studies on what eLearning tools and programmes in other 

sectors should provide in order to be usable and effective and support researchers’ believe that 
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conventional web usability criteria should be extended, including user-related factors such as 

their needs and requirements. This study contributed to the literature on eLearning in tourism 

by providing for the first time, according to the authors’ knowledge, insights and inputs derived 

from actual experience of creating a destination eLearning course for a national DMO, and 

analysing its usability and impact on users. Nonetheless, as this master thesis has just begun to 

scratch the surface of the vast research possibilities that can be conducted in this field, some 

suggestions are presented in the following subchapter together with the limitations encountered 

in this thesis.  

7.1   Limitations and future research 

A first limitation that has to be mentioned is that, since this thesis was based on only one 

platform, namely the STA, the author is aware that the conclusions drawn from the case study 

and the results of the questionnaires might not apply to other destinations. Nonetheless, they 

attempt to provide insightful inputs that could be considered by DMOs when creating another 

online course for a destination. 

A second limitation regarded the time available to conduct the usability test, which was rather 

short to allow for the integration of the questionnaires’ results before the platform’s launch 

(April 6, 2017). Considering this and the fact that the study was rather demanding for the 

participants, questionnaires were chosen to collect data instead of phone interview, which might 

have provided more in-depth information on certain aspects but would also have been more 

time-consuming. However, interviews should be considered in future research to complement 

the questionnaires’ results to ask the participants for more details on certain answers. 

Future studies could focus on the following aspects. First, a similar study should be repeated 

with more participants to obtain data on a bigger scale, focussing on investigating the impact 

of the STA on their knowledge, opinion about and image of the destination. In fact, the extent 

to which an online destination course can change travel professionals’ opinion about a 

destination should be analysed, by considering a larger and more representative sample than the 

one used for this thesis, so to include travel professionals with an initial negative opinion about 

the destination. Furthermore, it could be investigated whether a relationship between variables 

such as users’ opinion of the destination, perceived usefulness of eLearning tools, willingness 
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to updated their knowledge, and their satisfaction of the learning experience and course 

completion rates exist. 

The same type of research could be applied to the STA market-specific platforms, assessing 

their performance to evaluate users’ level of satisfaction and the platforms’ impacts throughout 

different markets. The results could be compared in order to differentiate market-specific 

patterns from more general ones that can be applied to every platform. Moreover, similar 

studies on other DMOs’ online courses should be conducted to investigate whether similarities 

exist for different destinations. 

Second, it should be understood why many participants rated their knowledge on certain topics 

as rather low (2-3) but nonetheless expressed confidence (4-5) in selling Switzerland to their 

clients by analysing how Switzerland is sold abroad. This could provide useful insights on 

whether Switzerland is truthfully represented by travel professionals, matching the image that 

ST portrays. Furthermore, the impact of the STA on participants could be measured after some 

time to analyse, on the one hand, the extent to which users apply the knowledge acquired during 

the programme to work activities (level 3 of the Kirkpatrick model). 

On the other hand, the programme’s effect on users’ activities and business outcomes (e.g. an 

increase in sales) could be assessed (level 4 of the Kirkpatrick model). Fourthly, it could be 

useful to research how many TAs renew the certificate and how many only do it once or more 

times, to see whether this requirement is beneficial or rather detrimental for the academy. 

In terms of usage, it could be of interest to understand the behaviour of users on the 

international platform through web analytics, for example, by looking at when users register, 

when they graduate, if there are usage peaks throughout the year, etc. Again, a cross-platform 

analysis could be conducted by comparing data of the international platform with market-

specific data: different trends might arise and provide insights on the best time to upload new 

content or updates on the platforms and even when Switzerland could be advertised to TAs as 

a holiday destination for their clients. 

Additionally, data on platform usage could be compared with the timing of holiday bookings 

(when clients start thinking about holidays, when they go to a TAs to book their holidays, etc.) 

to understand whether there is a correlation between clients’ willingness to book holidays and 

TAs increasing their knowledge about Switzerland. Furthermore, eye tracking testing could be 
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performed on the STA (other platforms could be tested as well) to understand, for example, 

how TAs study, on what they focus their attention, what is read thoroughly and what is 

skimmed, with the aim of improving the usability of the platform and users’ learning experience.  

From a DMO’s perspective it could be investigated how different DMOs advertise their online 

training platforms and how they integrate them with their business strategy to find best 

practices. Furthermore, by defining some key performance indicators (KPIs), for example, 

increasing visits and bookings, the return on investment (ROI) of designing and creating such 

a platform could be analysed. 
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9   Annexes 

9.1   List of courses analysed 

In the following table, a list with all the eLearning courses that were analysed in the 

benchmarking phase is presented. The courses were taken from the website 

www.elearning4tourism.com. 

 
Course Country 

A-Z Antigua & Barbuda Antigua & Barbuda 

The Aussie Specialist Program Australia 

Austrian Certified Travel Specialist Austria 

Bahamas Specialist Program Bahamas 

Belize Travel Specialist Belize 

Basic Course on Bhutan Bhutan 

Botswana Tourism Training Course Botswana 

Brazil Training Course Brazil 

Canada Specialist Program Canada 

Niagara Ambassador Canada 

Quebec Canada 

PATA Academy – Indocina Cambodia 

Chile Specialist Program Chile 

PATA Academy – China China 

Hong Kong China 

Macau China 

Taiwan China 

Expert in Dominican Republic Dominican Republic 

Egypt Specialist Program Egypt 

El Salvador Specialist Graduate El Salvador 

Fiji Specialist Fiji 

Destination Training Upper Rhine France/Germany 

New Caledonia France 
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Nice France 

Visit Berlin Germany 

Hamburg Specialist Training Germany 

SouthWest Germany Cuckoo Training Germany 

Basic Course on Goa India 

PATA Academy – Indonesia Indonesia 

Ireland Specialist Ireland 

Jamaica Training Program Jamaica 

Japan Travel Specialist Japan 

Jordan Travel Specialist Jordan 

Jambo Kenya Kenya 

Korea Travel Expert Korea 

Tourism Malaysia e-Training Malaysia 

Basic Course on Maldives Maldives 

Learn Malta Malta 

Mauritius Destination Training Programme Mauritius 

Magic of Mexico Mexico 

Acapulco Academy Mexico 

Cancun Mexico 

Guadalupe Mexico 

Los Cabos Mexico 

Mazatlán Mexico 

Puerto Vallarta Mexico 

Monaco Expert Program Monaco 

Namibia Know It All Namibia 

Kiwi Specialist Programme New Zealand 

Oman Academy Oman 

Panama Specialist Program Panama 

Papua New Guinea Specialist Papua New Guinea 

Peru Travel Specialist Peru 

Sell Samoa Samoa 

Selling Serbia Serbia 
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Seychelles Training Programme Seychelles 

Singapore Singapore 

South African Expert Training South Africa 

Eastern Cape South Africa 

Spain Specialist Spain 

Gran Canaria Spain 

Tenerife Spain 

Sri Lanka Training Sri Lanka 

Saint Lucia Expert St. Lucia 

St. Lucia – Local Lowdown St. Lucia 

Basel Specialist – Du bist Basel Switzerland 

Tanzania Travel Specialist Tanzania 

Thailand’s Treasures Thailand 

Trinidad and Tobago Specialist Trinidad & Tobago 

Teach me Tunisia Tunisia 

Britain Agent United Kingdom 

England Expert United Kingdom 

SCOTSagent United Kingdom 

Visit USA Training USA 

Alaska USA 

Anaheim USA 

California Expert USA 

Colorado USA 

Hawaii USA 

Las Vegas USA 

Miami USA 

New York USA 

Orlando Travel Academy USA 

Puerto Rico USA 

PATA Academy – Indocina Vietnam 

 



 120 

9.2   Examples of emails sent by the STA 

In this annex, examples of the different emails automatically sent by the platform are presented. 

 

Figure 33. Example of the email received by a user after passing the core modules' exam 
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Figure 34. Example of the email received by a user after passing a specialisation module's exam 

NB: if users have finished a specialisation module without having completed the core modules, 

a slightly different email from the one in  

Figure 34 is sent to them as a reminder to take the core modules’ final exam in order to be able 

to download their certificates. 
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Figure 35. Example of the first reminder, received by a user after 10 days, if they have not visualised the whole content of 
at least one core module 

 

Figure 36. Example of the second reminder, received by a user after 21 days, if they have visualised the whole content of 
the core modules but have not passed the core modules' final exam 
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9.3   Training programme 

In this annex, the programme that was prepared for the two-day training sessions with ST’s 

market representatives and employees is illustrated. 

 
February 2 Thursday 
Time What 
08.30 - 09.00 Arrival and welcome coffee 
09.00 - 09.15  Greetings and welcome from Urs Eberhard and Lorenzo Cantoni 
09.15 - 09.45  Introduction to the project + rationale behind it by Nadia Kalbaska (NK) 
09.45 - 10.00 Coffee break 

10.00 - 11.00  
Presentation of the front end Elide Garbani Nerini (EG) and Christian 
Milani (CM) + discussion 

11.00 - 12.00  Back-end (i): user management and statistics EG and CM 
12.15 - 13.30  Lunch in the university canteen 
13.30 - 15.30 Back-end (ii): hands-on experience by Christos Petrakis (CP), EG, and CM 

15.30 - 17.00 
Discussion on the preparations for the platform launch by Urs Eberhard 
and NK 

17.00 - 19.00 Free time 
19.00 - 21.00 Dinner at La Fattoria di Guido Sassi  
February 3 Friday 
Time What 
08.30 - 09.30 Back-end (i): content management and creation by EG and CM 
09.30 - 12.30 Back-end (ii): hands-on experience by CP, EG, and CM 
12.30 - 13.30 Lunch in the university canteen 
13.30 - 14.30 Discussion 
14.30 END 
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9.4   Recruitment email for expert reviews 

This annex presents the email that was sent to recruit the participants for the expert reviews. 

Dear all,  

I hope you are well! 

As you might now, I am currently working with Nadia and other colleagues from the eLab at a project 
commissioned by Switzerland Tourism to webatelier.net to create a new eLearning course about 
Switzerland, namely the Switzerland Travel Academy 2.0.  

At the same time, I am also writing my thesis on the project, focusing on the evaluation of the platform’s 
usability.  

For this reason and to keep improving the platform, we are planning to conduct expert reviews, for 
which we are looking for volunteers. The data collected will help the whole team and me understand 
how to improve the functioning of the platform, both considering the technical/navigational and 
communicational/instructional aspects. 

Each session will last about 30 minutes. During this time, you will have to navigate on the platform and 
tell me about your experience out loud. I will audio-record the sessions and also take notes of interesting 
findings. 

The data will be treated confidentially and only used for the scope of this research. 

If you have time and feel like helping us with the project, please, contact me and we will fix a date and 
time for the expert reviews. 

I thank you very much in advance for your time and help! 

 

Best, 

Elide 
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9.5   Tasks for expert reviews 

The description of the tasks that the participants of the study had to perform is shown in this 

annex. 

Switzerland Travel Academy – Expert reviews 

General scenario 
You are a travel agent working in a travel agency and you would like to learn more about 

Switzerland as a tourism destination in order to be able to sell it better to your clients. You find 

out that Switzerland Tourism offers an online course called the Switzerland Travel Academy 

and you decide to visit the official website. 

First part 
Task 1 

Go on sta.elearninglab.org and create a new account (complete procedure). 

Task 2 

Many of your clients would like to spend their winter holidays in Switzerland and therefore, ask 

you for advice. Since your knowledge about Swiss winter offers is not extensive enough, go to 

the Switzerland Travel Academy and take a specific module that can give you the knowledge 

and information you need. Enter the module and skim read through its content until the end 

of the module, then stop. 

Task 3 

You have a question regarding bike hotels in Switzerland and you would like to share it with 

the other platform’s users. Go to the forum and ask your question. 

Task 4 

The Switzerland Travel Academy gives its user the possibility to express what they think about 

Switzerland: everybody’s answer is then shown on a tag cloud. Insert there your three reasons 

to fall in love with the country. 

Task 5 

You have completed the core modules and passed the final exam. Hence, you receive the 

following email. Read it: 
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Dear Sir/Madam, 

Congratulations on completing the core modules at the Switzerland Travel Academy, you are now a 
Switzerland Travel Expert, well done!! 

To download your certificate, o to the section “Your progress” (you will find it in your account options), 
where you find a list of all the modules you have accomplished so far and their respective certificates. 

In this section, below the link to download the certificate, you also find the official Switzerland Travel 
Expert logo, which you may use on your documents, brochures, emails, website, etc. 

Have you already discovered the specialisation modules offered by the platform? Have a look, you might 
find something that interests you! 

We wish you all the best in selling Switzerland and hope that you will keep studying at the Switzerland 
Travel Academy! 

Best regards, 

Switzerland Travel Academy Intl. 
 
Download the certificate and the Switzerland Travel Expert logo. 

Second part 
Now freely navigate the Switzerland Travel Academy platform while stating aloud any 

comment, observation, positive and negative feedback that comes to your mind in relation with 

what you do and experience. 
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9.6   Recruitment email/message for usability test 

This annex presents the email that was sent to recruit international TAs for the second study 

that was conducted on the STA. The email was sent by Dr. Nadzeya Kalbaska to the mail list 

of webatelier.net: 

Dear Sir/Madam, 

I hope this email finds you well. 

Webatelier.net, a scientific laboratory of the Università della Svizzera italiana (USI), is currently working 
on a project commissioned by Switzerland Tourism to create a new eLearning course about 
Switzerland: the Switzerland Travel Academy 2.0.  

In order to provide the users with the best possible experience, we are conducting a study to understand 
the perception and opinion of the learning experience that users might have on the course. Hence, we 
are looking for travel professionals who have never been to Switzerland and are willing to be among 
the first people to study at the Switzerland Travel Academy and receive the official certificate of 
Switzerland Travel Expert before its launch. 

The data collected with the study will help us understand how to improve the platform and to make 
learning about Switzerland useful and engaging. 

Your participation in the study is completely voluntary and all of your responses to the survey will be 
kept confidential and only used for the scope of this research. 

If you have time and feel like helping us with the project, please, send an email 
to elide.garbani.nerini@usi.ch. Your cooperation is very important and appreciated! 

I thank you very much in advance for your time! 

 

Yours faithfully, 

Nadia 

-------------------------------------------------------------------------- 
Nadzeya Kalbaska, PhD 
Postdoctoral Researcher and Lecturer 
Institute of Communication Technologies 
Università della Svizzera italiana (USI) 
Via G. Buffi 13, 6904 Lugano, Switzerland 
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9.7   Preliminary and evaluation questionnaires 

Switzerland Travel Academy – Preliminary questionnaire 
This study aims at understanding how to improve the Switzerland Travel Academy 2.0 platform in order 
to provide the users with the best experience possible. It will take you about 5 minutes to fill in this 
preliminary questionnaire. Afterwards, you will be invited to join the new Switzerland Tourism's 
eLearning platform. Thank you for your time! 
 
Q1 Name 
 
Q2 Surname 
 
Q3 Age 
 
Q4 Email 
 
Q5 In which country are you currently based? 
 
Q6 How long is your experience as a travel professional? 
m   less than 1 year (1) 
m   1-5 years (2) 
m   5-10 years (3) 
m   More than 10 years (4) 
 
Q7 As a travel professional, do you already sell Switzerland as a destination? 
m   Yes (1) 
m   No (2) 
 
Q8 Have you done Switzerland Tourism's previous online course? 
m   Yes (1) 
m   No (2) 
 
Q9 Have you done any other online courses about a destination? 
m   Yes (1) 
m   No (2) 
 
Display This Question: 

If Have you ever enrolled in online courses about destination? Yes Is Selected 
Q10 If yes, please specify for which destination 
 
Display This Question: 

If Have you done any other online courses about a destination? Yes Is Selected 
Q11 Please shortly describe your experience 
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Q12 Rate your knowledge of technology and the Internet from 1 to 5 (1 = no knowledge at all, 5 = 
expert knowledge) 

 1 (1) 2 (2) 3 (3) 4 (4) 5 (5) 
Knowledge of 
the Internet (1) m    m    m    m    m    

Computer/tablet 
skills (2) m    m    m    m    m    

 
Q13 How often do you use 

 Every day (1) More than once a 
week (2) Once a week (3) Once a month 

(4) 
the Internet (1) m    m    m    m    

a computer 
and/or a tablet 

(2) 
m    m    m    m    

 
Q14 What do you expect to learn from an online course about a destination? Rank the following aspects 
from the most important to the least important. To do so, drag each statement up or down to the desired 
place in the list. 
______ General information about the destination (geography, language, culture, currency, food, etc.) 
(1) 
______ Information about the main activities and attractions at the destination (museums, events, must 
sees, restaurants, etc.) (2) 
______ Information about transportation (price, tickets, how to get there and around, etc.) (3) 
______ Information about where to find additional resources and information about the destination (4) 
______ Local tips and insights (5) 
______ Information about how to sell the destination (6) 
______ Information on new products and offers (7) 
______ Other, please specify (8) 
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Q15 Rate your level of knowledge on the following topics from 1 to 5 (1 = no knowledge at all, 5 = 
expert knowledge) 

 1 (1) 2 (2) 3 (3) 4 (4) 5 (5) 
Switzerland's 
traditions and 

culture (1) 
m    m    m    m    m    

Switzerland's 
must-sees and 
attractions (2) 

m    m    m    m    m    

Switzerland's 
top activities (3) m    m    m    m    m    

Switzerland's 
accommodation 

options (4) 
m    m    m    m    m    

Switzerland's 
transportation 

system (5) 
m    m    m    m    m    

Switzerland's 
top events (6) m    m    m    m    m    

 
Q16 From where did you acquire the knowledge on the above-mentioned topics? (More than one answer 
possible) 
q   Brochures and catalogues (1) 
q   Social media (2) 
q   MySwitzerland.com, Switzerland Tourism's official website (3) 
q   Other websites on the destination (4) 
q   Road shows organised by Switzerland Tourism (5) 
q   Other (6) ____________________ 
 
Q17 Rate the following statements with your level of agreement/disagreement 

 Disagree (1) Somewhat 
disagree (2) 

Neither agree 
nor disagree 

(3) 

Somewhat 
agree (4) Agree (5) 

I would 
recommend 

Switzerland to 
my clients as a 
destination for 
their holidays 

(1) 

m    m    m    m    m    

I would feel 
confident in 

selling 
Switzerland to 
my clients (2) 

m    m    m    m    m    
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Q18 Rate your general opinion about Switzerland as a tourism destination from 1 to 5 (1 = very negative 
opinion, 5 = very positive opinion) 

 1 (1) 2 (2) 3 (3) 4 (4) 5 (5) 
My opinion 

about 
Switzerland (1) 

m    m    m    m    m    

 
Q19 Give five keywords that you associate with Switzerland as a tourism destination 

Keyword 1 (1) 
Keyword 2 (2) 
Keyword 3 (3) 
Keyword 4 (4) 
Keyword 5 (5) 
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Switzerland Travel Academy – Evaluation questionnaire 
After having studied at the new Switzerland Tourism’s eLearning platform, we kindly ask you to share 
your feedback on the course with us. It will take you up to 10 minutes to complete this evaluation 
questionnaire. Thank you for your time! 
 
Q1 Name 
 
Q2 Surname 
 
Q3 Email 
 
Q4 In the modules, you were exposed to different learning materials. 

 
How useful were they for your 

learning experience? (1 =  not useful 
at all, 5 = very useful) 

How engaging were they? (1 =  not 
engaging at all, 5 = very engaging) 

 1 (1) 2 (2) 3 (3) 4 (4) 5 (5) 1 (1) 2 (2) 3 (3) 4 (4) 5 (5) 
Quizzes inside the 
module (multiple 

choice, image 
choice, drag and 

drop) (1) 

m    m    m    m    m    m    m    m    m    m    

Images with mouse 
over description (2) m    m    m    m    m    m    m    m    m    m    

Interactive images 
with hotspots (3) m    m    m    m    m    m    m    m    m    m    

Texts (4) m    m    m    m    m    m    m    m    m    m    
Videos (5) m    m    m    m    m    m    m    m    m    m    

Links to external 
websites such as 

MySwitzerland.com 
(6) 

m    m    m    m    m    m    m    m    m    m    

Downloadable 
material (7) m    m    m    m    m    m    m    m    m    m    

Key take-home 
messages (8) m    m    m    m    m    m    m    m    m    m    

Evaluation 
activities after each 
core module ("Test 
your knowledge") 

and exams (9) 

m    m    m    m    m    m    m    m    m    m    

Instructions 
provided before 
each module and 

exam (10) 

m    m    m    m    m    m    m    m    m    m    

 



 133 

Q5 Indicate your level of agreement with the following statements: 

 Disagree (1) Somewhat 
disagree (2) 

Neither agree 
nor disagree 

(3) 

Somewhat 
agree (4) Agree (5) 

The design of 
the platform is 
presented in 
an attractive 

way (1) 

m    m    m    m    m    

The language 
used in the 
modules is 
clear and 
direct (2) 

m    m    m    m    m    

The modules 
are boring (3) m    m    m    m    m    

The modules 
are too long 

(4) 
m    m    m    m    m    

The 
information 

provided was 
new to me (5) 

m    m    m    m    m    

The 
information 

provided was 
helpful (6) 

m    m    m    m    m    

It was easy to 
find what I 
was looking 

for (7) 

m    m    m    m    m    

The 
interactions 
within the 
modules 
(quizzes, 

hotspots, etc.) 
are enough (8) 

m    m    m    m    m    

The difficulty 
of the 

evaluation 
activities is 

appropriate (9) 

m    m    m    m    m    

 
Q6 In general, how would you describe your experience on the platform? Any positive and/or negative 
comments? 
 
Q7 How could the Switzerland Travel Academy be improved (content, design, interactivity, etc.)? 
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Q8 Did we meet your expectations in terms of ... 
 Yes (1) No (2) 

General information about the 
destination (geography, 

language, culture, currency, 
food, etc.) (1) 

m    m    

Information about the main 
activities and attractions at the 
destination (museums, events, 
must sees, restaurants, etc.) (2) 

m    m    

Information about 
transportation (price, tickets, 
how to get there and around, 

etc.) (3) 

m    m    

Information about where to 
find additional resources and 

information about the 
destination (4) 

m    m    

Local tips and insights (5) m    m    
Information about how to sell 

the destination (6) m    m    

Information about new 
products and offers (7) m    m    

 
Q9 After having studied at the Switzerland Travel Academy, rate your level of knowledge on the 
following topics from 1 to 5(1 = no knowledge at all, 5 = expert knowledge) 

 1 (1) 2 (2) 3 (3) 4 (4) 5 (5) 
Switzerland's 
traditions and 

culture (1) 
m    m    m    m    m    

Switzerland's 
must-sees and 
attractions (2) 

m    m    m    m    m    

Switzerland's 
top activities (3) m    m    m    m    m    

Switzerland's 
accommodation 

options (4) 
m    m    m    m    m    

Switzerland's 
transportation 

system (5) 
m    m    m    m    m    

Switzerland's 
top events (6) m    m    m    m    m    

 
 



 135 

Q10 Rate the following statements with your level of agreement/disagreement 

 Disagree (2) Somewhat 
disagree (3) 

Neither agree 
nor disagree 

(4) 

Somewhat 
agree (5) Agree (6) 

After having 
studied at the 
Academy, I 

would 
recommend 

Switzerland to 
my clients as a 
destination for 
their holidays 

(1) 

m    m    m    m    m    

After having 
studied at the 
Academy, I 

feel confident 
about selling 

Switzerland to 
my clients (13) 

m    m    m    m    m    

 
Q11 After having studied at the Academy, rate your general opinion about Switzerland as a tourism 
destination from 1 to 5(1 = very negative opinion, 5 = very positive opinion) 

 1 (1) 2 (2) 3 (3) 4 (4) 5 (5) 
My opinion 

about 
Switzerland (3) 

m    m    m    m    m    

 
Q12 After having studied at the Academy, give five keywords that you associate with Switzerland as a 
tourism destination (they can be the same as in the preliminary questionnaire or new ones) 

Keyword 1 (4) 
Keyword 2 (5) 
Keyword 3 (6) 
Keyword 4 (7) 
Keyword 5 (8) 

 
 


