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1. INTRODUCTION 

 

The development of information and communication technologies (ICTs) and the spread 

of the Internet have multiplied easily retrievable information about tourism destinations 

and consumers are faced with many, and sometimes contradicting, information from a 

number of different online sources. The figure of the travel professional has therefore 

re-gained importance since it provides clients with updated, precise, and personalised 

information that better suit their travel needs. eLearning is an important tool in the 

acquisition and upgrade of knowledge and it is now gaining success among both 

students and professionals in a variety of fields (Attwell, 2016). In the last two decades, 

the emergence and rapid growth of eLearning courses on tourism destinations have 

shaped the way in which tourism professionals can acquire or upgrade their knowledge 

about a destination that they can then sell to their clients (Cantoni, Kalbaska & Inversini, 

2009). It is crucial for travel professionals today to get access to quality information 

about a destination so that they can provide a more personalised service and better face 

the ever-growing competition of Online Travel Agencies (OTAs) which have created 

the risk of disintermediation (Buhalis, 2001). Nowadays, the figure of the travel agent 

is in fact shifting from a ticket-booking agent towards a provider of a personalised 

holiday experience (Lawton & Weaver, 2009) and eLearning courses represent a new 

and valuable method in the transmission of the quality information travel professionals 

need. While destinational eLearning courses start to proliferate, there is still the lack of 

a comprehensive framework on how to evaluate such courses. Many approaches have 

been implemented in time to evaluate the success of traditional learning tools and most 

of these methods have been lately applied to eLearning as well. To evaluate the 

performance of eLearning tools, researchers have to take into consideration different 

aspects that relate both to the tool itself, the learners’ behaviour, the level of satisfaction 

learners reach with regard to the learning tool, and what the outcomes and the impacts 

are of the learning experience. 

 

In April 2017, Switzerland Tourism (ST), the national tourism board of Switzerland, 

launched a new eLearning course for travel professionals about Switzerland as a leisure 

and business destination. This course, called the Switzerland Travel Academy (STA), 
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aims at transferring knowledge about Switzerland as a destination to travel professionals 

worldwide who will then improve their abilities in selling the country to their clients. 

The conception of the Switzerland Travel Academy followed the ADDIE process 

(Analysis, Design, Development, Implementation, and Evaluation) and after the official 

launch of the platform, the possibility for summative evaluation arose. In this thesis, a 

two-step evaluation was carried out using both an online survey and web analytics. 

Efforts are concentrated on the assessment of the level of satisfaction of users with 

regard to the platform and their behaviour when interacting with it. Therefore, at the end 

of this research, the level of users’ satisfaction, transfer of knowledge, and confidence 

in selling Switzerland will be determined and the way in which they use the STA will 

be unveiled. This information could lead to a better understanding of the level of success 

of the STA while finding possible areas for improvement. Moreover, for research 

reasons, the evaluation of the Switzerland Travel Academy can be used as a case study 

to investigate the efficacy of other eLearning tools while aiming at producing some 

guidelines on the creation of future destinational eLearning courses. 

 

1.1 Thesis outline 

This thesis is divided into eight chapters. The introduction and this thesis outline 

represent chapter one. 

 

The literature review, present in chapter two, contains the definitions of eLearning, the 

benefits and disadvantages of eLearning for tourism professionals, the relationship 

between eLearning and destination management organizations (DMOs), and some 

eLearning evaluation techniques. In particular, these techniques are online surveys, web 

analytics, and usability testing. 

 

In chapter three, the context of study is outlined with focus on the Switzerland Travel 

Academy, its structure, content, and functionalities. Moreover, the localisation of the 

STA in its different versions is explained. 

 

The goals of this research and the research questions (RQs) will then be described in 

chapter four. 
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The methodology used for this research will follow in chapter five. The methodology 

contains two sub-chapters on web analytics and the online survey, the two methods used 

in the summative evaluation of the STA. 

 

Results are presented in chapter six, which is divided into results from web analytics 

and results from the online survey. Results for web analytics are presented following 

the different topics considered in the analysis while results from the online survey are 

presented following the Kirkpatrick’s model structure. 

 

The results will then be discussed in chapter seven where an answer will be given to 

each research question (RQ). 

 

The conclusions in chapter eight will close this thesis. 

  



Nicole Regazzoni 

4 
 

2. LITERATURE REVIEW 

 

In this chapter, some definitions of eLearning are given and the literature review needed 

for this study is outlined. The focus is on eLearning in general and in the context of 

tourism destinations more specifically. The benefits gained by travel professionals when 

acquiring or updating their knowledge on a tourism destination using eLearning tools 

are explained together with an overview of what the implementation of an eLearning 

course means to destination management organizations (DMOs). Finally, some 

evaluation methods are presented with a focus on online surveys, web analytics, and 

usability testing. 

 

2.1 Definitions of eLearning 

In broad terms, eLearning is defined in the Cambridge Dictionary Online as “learning 

done by studying at home using computers and courses provided on the internet” 

(Cambridge Dictionary Online, 2008)1. The Commission of the European Communities 

defines it as “the use of new multimedia technologies and the Internet to improve the 

quality of learning by facilitating access to resources and services as well as remote 

exchanges and collaboration” (CEC, 2001, p.1). By analysing these definitions more 

into details by dividing them into chunks, it is possible to have a better understanding 

of what eLearning means. First, eLearning is a type of learning that has to be supported 

by multimedia technologies and the Internet, from here the prefix ‘e-’, which stands for 

‘electronic’. Apart from this technical aspect, from the above definition, we understand 

that the goal of eLearning is that of facilitating the access to the learning resources while 

potentially connecting, in a virtual way, people who would not have the possibility of 

collaborating otherwise. Moreover, eLearning can be done at home but it should be 

noticed that it is being increasingly used at the workplace and, thanks to mobile 

technologies, courses can even be accessed on the go. The definition provided by the 

Commission of the European Communities additionally underlines the improvement in 

quality of the learning experience that can be achieved through eLearning but this 

element remains contradictory since an improvement in quality is difficult to assess and 

                                                           
1 Retrieved from: https://dictionary.cambridge.org/it/dizionario/inglese/e-learning  

https://dictionary.cambridge.org/it/dizionario/inglese/e-learning
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it is not a natural outcome of eLearning when compared to traditional learning (Cantoni 

et. al., 2007). eLearning for tourism destinations is part of the new wave of possibilities 

opened up by eTourism. Buhalis has defined eTourism as the “digitisation of all the 

processes and value chains in the tourism, travel, hospitality and catering industries that 

enable organisations to maximise their efficiency and effectiveness” (Buhalis, 2003, 

p.76). eTourism encompasses everything that makes use of ICTs to deal with tourism-

related issues in order to create a certain business outcome (Buhalis, 2003). Being 

tourism an information-driven industry, ICTs and the Internet have played an important 

role in the proliferation of information for both tourism professionals and tourists. In 

this context, eTourism in general and eLearning in particular can be used to help travel 

professionals offer a better service to their clients by augmenting their job-related 

efficiency. With eLearning on tourism destinations, travel professionals have in fact the 

chance to learn something, or upgrade their knowledge, about a destination in order to 

better sell it to potential clients and everything can be done in one click while sitting in 

the office, at home, or on the go with a smartphone/tablet and an available Internet 

connection. 

 

2.2 Benefits and disadvantages of eLearning for tourism professionals 

The fields in which eLearning tools are used nowadays are numerous and the 

development of eLearning products is “one of the most fast growing areas of education 

and training” (Attwell, 2006, p.7). In the case of travel and tourism, in the last two 

decades, the eLearning courses about tourism destinations have seen a relevant increase 

in number and have shaped the way in which travel professionals can access information 

and acquire or upgrade their knowledge about a destination (Cantoni, Kalbaska & 

Inversini, 2009). Many eLearning courses about tourism destinations are created by 

national or regional destination management organisations (DMOs). The aim of such 

courses is to give to travel professionals around the world a tool to acquire knowledge 

about the destination so that they would feel more prepared in selling the destination to 

potential, and always more demanding, clients. From the travel professionals’ 

perspective, an eLearning course brings the benefit of not having to physically attend a 

course, seminar or roadshow, since the course can be taken at home, at the workplace 

or on the go thanks to the compatibility of most courses with mobile devices. In fact, 
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thanks to the recent advancements in smartphones’ technology, it has become always 

more important to adapt the learning content to be mobile-friendly (Haag, 2011).  Most 

of the tourism destination courses are self-paced meaning that the travel professionals 

can decide when to access the course and when to study which topic depending on their 

needs and the time they dispose of (FAO, 2011). eLearning courses on tourism 

destinations are mainly based on asynchronous learning, meaning that the relation 

between the learner and the tutor in charge of the eLearning course is only possible 

through forums or email exchanges so that the two do not have to be online at the same 

moment (Hrastinski, 2008). The flexibility of eLearning courses makes them 

particularly useful for full-time employees who want to continue their education or 

upgrade their skills and knowledge without having to compromise their actual job. As 

it is the case with the STA, most eLearning courses about tourism destinations offer to 

the registered users who pass a final test, or other kinds of evaluations, a certificate. This 

certificate proves their expertise and knowledge when it comes to selling a specific 

destination; the certification can then be displayed in the agency or place of work 

(Kalbaska et. al., 2013). These kind of certificates can be used to captivate a clientele 

with an interest in a certain destination since they are the proof that the travel 

professional who owns one is knowledgeable when it comes to suggesting activities and 

planning a travel or congress at the destination of choice. 

 

eLearning also has some disadvantages. For example, the fact that the learners are 

physically distant from every possible contact with the tutor and sometimes, as in the 

case of eLearning for tourism destinations, the figure of the tutor is absent. The lack of 

a tutor consequently creates a lack of responses to possible questions that learners may 

have. In the case of the Switzerland Travel Academy, this shortcoming has been partly 

erased by the presence of a discussion forum in which users can post questions and 

discuss among themselves together with the possibility of contacting the platform’s 

managers directly via email. Another important issue regards the assessments users have 

to go through in order to become certified. In a classroom environment, it is possible to 

have a good degree of control over cheating while in the case of eLearning, users could 

have the possibility of looking for answers they do not know or do not remember by 

simply surfing the web (Wong, 2007). However, in the case of destinational eLearning 
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courses, the goal is not necessarily to have users learn information by heart but providing 

them with a platform where specific information they need may be easily retrievable. 

 

2.3 Destination Management Organizations and eLearning 

With the rise of ICTs, also the role of DMOs has changed. New technologies are adopted 

to give to travel professionals quality information about a destination and eLearning is 

one of these (Cantoni & Kalbaska, 2010). For DMOs, one way to maintain prosperity 

in the long-term and be one-step ahead of their competitors is to keep innovating through 

the new technologies available in order to answer to tourists’ needs but also to tourism 

stakeholders’ requirements (Buhalis, 2011). When implementing an eLearning course 

on tourism destinations, the ultimate goal from the DMO’s perspective is to increase the 

number of tourist arrivals at the destination, raise awareness, and create a positive image 

of the destination worldwide, hence gaining a competitive advantage in comparison with 

other destinations (Glaesser, 2006). One of the main tasks of a DMO is to “facilitate 

industry partnerships and collaboration towards a collective destination vision” (WTO, 

2007, p.3).  Through an eLearning course aimed at travel professionals around the 

world, the DMO can provide them with precise information, which help creating a clear 

destination image and brand identity. In a later stage, once information are internalised 

by the travel professionals, they will be transmitted to the potential clients. For a DMO, 

it is important to have as much control as possible on the image of the destination which 

travel professionals transfer to potential clients; it is in fact proven that the image of a 

destination is a proxy in the decision-making process of potential tourists (Sirakaya & 

Woodside, 2004). Moreover, in the interaction between travel agents and potential 

clients, the more knowledgeable and confident the travel agent is, the less the customer 

will perceive the risks associated with the intangibility of the tourism-related products 

(Suki, 2007) and therefore become more inclined to decide positively for that destination 

(Glaesser, 2006). The reduction of perceived risk that takes place during the interaction 

between clients and travel agents is additionally enhanced by the fact that most 

destinational eLearning courses provide travel professionals with a certification that 

proves their knowledge; a reassuring element for most clients. 
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The reason for a DMO to implement an eLearning course is not only to have educated 

travel agents who could sell the destination better but also that of making important 

information accessible even in markets where there is no active market representative 

(Kalbaska, 2014). In different markets, travel professionals require different information 

tailored to the needs of the clients of that specific market. This is why localisation should 

be considered by a DMO when developing destinational eLearning tools. 

 

More and more funds are used by DMOs to implement eLearning platforms about 

destinations and it is therefore important to assess the return on investment (ROI) made 

by the funder(s) of the project and prove to stakeholders the importance and efficiency 

of the eLearning tool (Wang & Wilcox, 2006). Even though costs can be considerable, 

to deliver an eLearning tool has a much lower cost than having traditional learning 

events as for example roadshows (FAO, 2011).  However, not only the ROI is important 

but also the positive outcomes of the learning experience for the participants who, 

especially in the case of travel agents, will then reflect in a better job-related 

performance when it comes to selling the destination. This is why, in this Master’s 

thesis, factors related to the participants’ reaction to the eLearning course together with 

the outcome of the learning experience will be assessed. This way, an evaluation will 

be provided of the extent to which the STA is able to achieve the goal of training travel 

professionals and transfer the right information about Switzerland as a destination. 

 

2.4 Evaluation techniques of eLearning platforms 

The evaluation of eLearning courses is becoming a crucial issue since always more 

funds are used to finance new eLearning platforms but it is sometimes difficult to 

evaluate the success of the investment in terms of ROI. However, evaluation is not only 

used to find out the degree of success of an initial investment based on the ROI but it 

also takes into consideration the effects that the learning tool has on its users with the 

aim of improving the course, if needed, and maximize the level of knowledge that is 

transferred from the eLearning tool to the learners. To evaluate also means to provide 

feedbacks that can be used to improve the eLearning tool or take managerial decisions 

about its future. A summative evaluation, meaning an evaluation conducted to determine 

if the intended training goals are achieved, is particularly important for this reason and 
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also because it discovers areas of the training that do not live up to the stakeholders’ 

expectations (Wang & Wilcox, 2006). In the Kirkpatrick’s model, the authors specify 

that to evaluate training programmes is important both to maximize the transfer of 

learning to behaviour and to improve the programme itself (Kirkpatrick, 2015). If the 

programme is “well received by the users and the key information are learned”, and 

therefore transmitted from the learning tool to the learners, “the program is to be 

considered as an effective training” (Kirkpatrick, 2015, p.3). 

 

Depending on the evaluation needs, researchers who want to evaluate the success of an 

eLearning tool have to look for data, which can be both quantitative and/or qualitative, 

that are useful in identifying what the outcomes of the learning experience are. Models 

as the one created by Kirkpatrick can help researchers to “understand the nature, 

functions, or purposes of evaluation from different perspectives” and consequently 

“facilitate data collection and analysis” (Wang & Wilcox, 2006, p.530). To evaluate the 

benefits that can come by using an eLearning tool, it is important to evaluate both short-

term and long-term outcomes (Grohmann & Kauffeld, 2013). To represent this, Wang 

and Wilcox divided the summative evaluation of learning tools in short-term outcomes 

(reactions of learners and learning by participants) and long-term outcomes (behaviour 

on the job and organizational impact together with ROI) (Wang & Wilcox, 2006). In the 

case of the Switzerland Travel Academy, a summative evaluation was carried out a few 

months after the launch of the platform. Even though the focus was on both short- and 

long-term reactions and impacts, at the moment when the research was conducted, users 

may had not been able to acknowledge the real impact the STA had on their business-

related activities yet. Among the range of evaluation techniques used for eLearning, 

three are outlined in the next sections, namely online surveys, web analytics, and 

usability testing. 

 

2.4.1 Online Surveys 

In the evaluation of eLearning courses, online surveys have been widely used. Online 

surveys enable researchers to collect quantitative and qualitative data about the 

participants of an eLearning course in order to investigate different areas of interest. 

Models can be helpful in building an online survey in order to obtain the right data to 
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answer to specific research questions. Among these models, the most popular is the 

Kirkpatrick’s model. 

 

Kirkpatrick’s Model. One of the most successful models in the evaluation of learning 

tools is the Kirkpatrick’s model, invented and implemented by Dr. Don Kirkpatrick in 

1959. This evaluation model is applied worldwide both in practice and in research 

(Grohmann & Kauffeld, 2013). The model is of particular importance for this research 

since it provided the base upon which part of the evaluation of the Switzerland Travel 

Academy was built since it guided the creation of the online survey. The Kirkpatrick’s 

model is divided into four different levels, namely ‘reaction’, ‘learning’, ‘behaviour’, 

and ‘results’. 

 

Fig. 1: The Kirkpatrick's Model of Evaluation taken from Kirkpatrick (2015, p.10) 

 

The first level of the model, ‘reaction’, is about looking at learners’ satisfaction, 

engagement, and perceived relevance of the learning material. Overall, it measures “the 

degree to which learners react favourably to the learning event(s)”, hence how they like 

the course (Kirkpatrick, 2015, p.4). ‘Learning’, level 2, tries to investigate the skills and 

knowledge that the learners can acquire from the course and it encompasses elements 

like the learners’ motivation, confidence, commitment, and change in attitudes 

(Kirkpatrick, 2015). These elements are considered as pre-requisites to achieve the 

transfer of knowledge from the learning experience to the profession, which is what 

level 3, ‘behaviour’, measures. With eLearning courses about tourism destinations, this 

is particularly important since in order to sell the destination to potential clients, 

information must have been internalized and then used by travel professionals while 

directly interacting with the customers. Level 4 is called ‘results’ and it is described as 



Nicole Regazzoni 

11 
 

“the degree to which targeted outcomes occur as a result of the learning event(s)”, 

namely the business outcome (Kirkpatrick, 2015, p.4). In the case of eLearning courses 

about tourism destinations, especially those implemented by DMOs, the targeted 

outcomes are an increase in tourism arrivals at the destination thanks to the abilities of 

properly trained travel professionals to sell the destination to their clients. In our case, 

it is difficult to assess the degree to which the STA has had an impact on tourism arrivals 

in Switzerland. The only way to get closer to the idea of assessing the ‘results’ as defined 

by the Kirkpatrick’s model is to ask travel professionals about the perceived increase in 

sales of travels to Switzerland after having taken the STA. 

 

In the case of destinational eLearning courses, surveys based on the Kirkpatrick’s model 

have proved to be useful in order to investigate travel agents’ perceptions towards 

courses offered by DMOs as it can be seen in the exploratory study about UK travel 

agents by Kalbaska et. al. (2013). In the study, the questionnaire used in the online 

survey permitted to touch upon three of the four levels of the Kirkpatrick’s model, 

namely ‘reaction’, ‘learning’, and ‘behaviour’ (Kalbaska et. al., 2013). From the data 

collected, it became possible to assess the respondents’ level of satisfaction with regard 

to the learning tool and three main factors that shape the level of satisfaction were found, 

namely “the number of previous courses attended, the knowledge obtained, and the 

increase in confidence as a result of participation” (Kalbaska et. al., 2013, p.12). 

Adukaite, Cantoni & Kalbaska, (2016) and Kalbaska (2012) conducted a similar study 

with a focus on the eLearning platform implemented by Ticino Turismo, the regional 

DMO for Canton Ticino (Switzerland). In Adukaite et. al.’s study, an online survey was 

sent to travel professionals inscribed on the platform Ticino Switzerland Travel 

Specialist (TSTS) with questions related to demographics, the importance of 

destination’s knowledge together with the channels to acquire it, and the personal 

learning experience with the platform (Adukaite, Cantoni & Kalbaska, 2016). Among 

the findings, there is the fact that the two main reasons not to finish the course were the 

length of it and time constraints (Adukaite, Cantoni & Kalbaska, 2016). Moreover, it 

was discovered that even if the eLearning course is designed with the goal of achieving 

the final certification, users have additional reasons to attend it (gain specific 

information, specialise in a certain domain/topic) and the experience on the platform is 
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capable of triggering informal learning activities (Adukaite, Cantoni & Kalbaska, 2016). 

Informal learning activities are defined as those able to change people’s skills, 

understanding, and capabilities without external curricular criteria or direct teaching 

(Adukaite, Cantoni & Kalbaska, 2016). At an early stage in the implementation of the 

Switzerland Travel Academy, both a preliminary and evaluation questionnaires based 

on the Kirkpatrick’s model were used in an impact analysis to investigate travel 

professionals’ level of satisfaction and changes in knowledge and attitudes after 

studying the course’s content (Garbani, Kalbaska & Cantoni, 2018). From this research, 

it was possible to assess the usability of the STA and to individualise potential changes 

to be made before the course’s launch. In the summative evaluation phase of the STA, 

described in this thesis, the focus shifts to the learning outcomes, transfer of knowledge, 

and behaviour of the users of the STA while still including additional usability 

suggestions for future changes. 

 

2.4.2 Web Analytics 

The use of web analytics to evaluate the success of online learning tools have grown in 

the past decades (Ferguson, 2012). In the field of online education, the term “learning 

analytics” has emerged and it has been defined in the Learning Analytics Key Messages 

of the European Commission as “the measurement, collection, analysis and reporting of 

data about learners and their contexts, for purposes of understanding and optimizing 

learning and the environments in which it occurs” (European Commission, 2016, p.2). 

With eLearning courses on tourism destinations it is possible to analyse learner-

produced data in order to understand participants’ behaviour on such platforms and 

identify possible trends which could lead to the implementation of a better structure or 

content of the course. Web analytics in the field of online learning can also give an 

insight on the level of interaction different users have with the platform, which activities 

they prefer, and for which reasons they access the eLearning tool. The evaluation of an 

eLearning tool using web analytics brings benefits for the current and future learners 

since it permits to understand which contents are the most appreciated, where additional 

support is required, and how the overall learners’ experience can be enhanced. As 

suggested by the European Commission (2016), the use of learning analytics has to be 

linked with the different stakeholders involved (European Commission, 2016). In our 
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case, it is therefore important to analyse learner-related data that could lead to a better 

user’s experience on the STA and a better knowledge for Switzerland Tourism about 

the success of the eLearning tool and the possible improvements to be considered. Web 

analytics can in fact be used in relation to eLearning to understand the users’ learning 

paths, needs, and preferences so that a more efficient learning experience can be 

designed and the platform itself better managed (Guha, 2017). 

 

To evaluate the success of an eLearning course, web analytics have been used in 

connection with online surveys in order to investigate both the users’ opinions and needs 

and their real behaviour in the interaction with the course. For example, Nelson (2018) 

carried out a three-step evaluation of a compensation company’s eLearning course by 

using a focus group, web analytics, and an online survey. The mix of these three 

methodologies allowed Nelson to suggest adjustments to the course design, see how 

users interacted with the course, and help the client make further refinements (Nelson, 

2018). In the case of destinational eLearning, the use of learning analytics, as far as the 

author is concerned, has not been investigated yet. 

 

The learning analytics cycle. Clow (2012) developed a ‘learning analytics cycle’, which 

explains the way in which this type of analytics influence the users’ learning experience. 

First, the learners themselves, through their activities on the eLearning platform, create 

the data that are then analysed by applying some metrics so as to decide where in the 

learning experience there is the need for intervention. Eventually, the interventions 

made have a direct impact on the users’ experience on the course and need therefore to 

be checked again for confirmation meaning that the learning analytics cycle is an 

ongoing process. 
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Fig. 2: Learning Analytics Cycle by Clow (2012) 

In the case of the STA, which has been implemented using the Learning Management 

System (LMS) Moodle, it is possible to retrieve data of usages to be analysed in order 

to shed a light on possible needed interventions that will eventually ameliorate the users’ 

experience on the platform and the platform’s management. Learning analytics have 

been classified into four types, namely ‘descriptive’, ‘diagnostic’, ‘predictive’, and 

‘prescriptive’ (Jeyakumar, 2016). Diagnostic analytics focus on why something has 

happened, predictive analytics try to predict what will happen in the future, and 

prescriptive analytics is concerned with what should be done in order to achieve a 

specific goal/outcome (Jeyakumar, 2016). For the sake of this research, descriptive 

learning analytics have been used, meaning analytics that focus on what has happened 

and is happening on the eLearning platform. 

 

2.4.3 Usability Testing 

Usages of eLearning tools and users’ opinions and perceptions of them are important in 

summative evaluation. Apart from online surveys and web analytics, usability tests are 

widely used to analyse the level of usability of a new eLearning tool both in the 

implementation phase and in the post-launch evaluation stage. Through usability testing, 

one can understand if the eLearning tool’s design responds to the users’ needs and 

expectations while discovering if learners are at ease when using it and eventually which 
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changes should be made to ameliorate the learners’ experience and interaction with the 

tool. The International Organization for Standardisation (2018) has defined usability as 

“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” (IOS 9241-

11, 2018)2. Through usability testing, it is possible to identify problems that could put 

at risk users’ experience (Inversini, Cantoni & Bolchini, 2011). Once these risks are 

identified, web analytics can be used to check whether the users are actually exposed to 

these risks, making usability testing and the analysis of usages complementary 

(Inversini, Cantoni & Bolchini, 2011). Usability tests are normally conducted by 

inspecting users while they interact with the eLearning tool and try to achieve pre-

defined goals or carry out specific tasks. Based on the users’ performance, problems or 

misunderstandings related to either the platform functionalities or content can be 

detected. Usability testing in the case of eLearning has widely been used in the medical 

field (Menon, et. al., 2012; Asarbakhsh & Sandars, 2013; Sandars, 2015) and in the field 

of Learning Management Systems (LMSs) to understand which LMS suits better 

different users’ and stakeholders’ needs (Bremer & Bryant, 2005; Melton, 2006;). 

 

For the evaluation of eLearning courses on destinations, usability testing has been used 

in the analysis of the eLearning course Ticino Switzerland Travel Specialist (TSTS) 

(Kalbaska, et. al., 2012; Adukaite, Kalbaska & Cantoni, 2014). Through usability testing 

of the alpha-version of the platform, it was possible to detect some problems that were 

then fixed in the beta-version launched in 2011. The usability test was therefore part of 

the first phase of the overall evaluation, which was then followed by an online survey 

one year after the launch of the course and a final online survey two years after its 

launch. Participants were asked to participate in two interviews, one before and one after 

the usability test. The interaction with the eLearning platform during the usability test 

was recorded and the ‘Think Aloud’ method was used, meaning that participants had to 

express their thoughts and comment on their actions on the platform while doing the test 

(Kalbaska, et. al., 2012; Adukaite, Kalbaska & Cantoni, 2014). O’Donnell (2012) 

carried out a similar study by doing a usability test of an eLearning course about 

destination New Zealand. In the study, a usability test was carried out among UK travel 

                                                           
2 Retrieved from: https://www.iso.org/obp/ui/#iso:std:iso:9241:-11:ed-2:v1:en  

https://www.iso.org/obp/ui/#iso:std:iso:9241:-11:ed-2:v1:en
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professionals taking the course in order to find possible design and navigation issues. 

Eventually, the study showed a positive attitude of travel professionals with regard to 

their experience on the New Zealand’s eLearning course and unveiled an increase in 

knowledge and confidence as a result of having taken the course (O’Donnell, 2012). 

 

Garbani-Nerini, et. al. (2018), when evaluating the STA in its pre-launch phase, used 

usability testing to “complement the more technical results obtained from the expert 

reviews with content- and experience-related data” (Garbani-Nerini, et.al, 2018, p. 455). 

During this test, participants had to answer a pre-usability test questionnaire, then access 

the STA and complete the core modules and final test, and finally answer to a post-

usability test questionnaire. Results from the usability test showed that the different 

functionalities of the STA, like for example quizzes, downloadable material, and 

external links, ranked high in terms of both usefulness and engagement. Moreover, 

knowledge of the users about Switzerland increased after the usability test (Garbani-

Nerini, et. al., 2018). Since a usability test was already carried out on the STA in its pre-

launch phase, another usability test has not been considered for this study. However, the 

results of the online survey and the analysis of usages that are at the centre of this thesis 

could be compared to the usability testing done by Garbani-Nerini, et. al (2018) to see 

if results are in line. Particular attention will be given to some suggestions made by 

travel professionals who did the usability test for the STA. Those suggestions, taken 

from Garbani-Nerini (2017), are listed below: 

1. “The possibility of saving progress during the learning process and exams should 

exist.” 

2. “More interaction with travel professionals in Switzerland should be possible to 

exchange tips in selling the country.” 

3. “The platform should be better designed for mobile.” 
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3. CONTEXT OF THE STUDY 

 

In this chapter, the development and the aim of the Switzerland Travel Academy are 

explained. The different markets that have requested their own market-specific STA 

platform are listed and an explanation is given regarding the selection of the markets for 

this research. 

 

3.1 Switzerland Tourism and the Switzerland Travel Academy 

Switzerland Tourism is the national tourism board of Switzerland with its headquarters 

in the city of Zürich, Canton of Zürich. For Swiss economy, tourism is one of the key 

industries. In 2016, tourism had a total contribution to GDP of 51.1 billion Swiss Francs 

(CHF) (World Travel & Tourism Council, 2017). In the same year, tourism also 

contributed around 3% to Swiss economic output and 4% of all jobs (Switzerland 

Tourism, 2017). Switzerland Tourism covers therefore a key role since it is active in the 

worldwide promotion of Switzerland as a holiday and business destination. Nowadays, 

it has become an important part of the promotion of a destination to have an eLearning 

course for travel professionals wanting to become experts in that destination. The first 

eLearning course about Switzerland as a destination was implemented in December 

2005 and kept being the official eLearning course about Switzerland as a destination 

until April 2017. In the last years, the need for an update became a priority. Switzerland 

Tourism, in order to keep updated with the new trends and technologies at disposal in 

the field of online learning, decided to modernise its eLearning course about Switzerland 

and implemented the current version of the Switzerland Travel Academy that was 

officially launched, in its international version, on the 15th April 2017. 
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3 

Fig. 3: Homepage of the Switzerland Travel Academy 

The Switzerland Travel Academy is divided into core modules and specialisation 

modules. The core modules prepare travel professionals for the final test, which users 

have to pass in order to become Certified Switzerland Travel Experts. The specialisation 

modules are concerned with specific topics or areas of interest that allow travel 

professionals to know what Switzerland has to offer more into details. A final test is 

provided for each specialisation module together with a certificate that attests that the 

travel professional has become expert in that specific area of interest. The complete 

structure of the Switzerland Travel Academy together with a list of all the core and 

specialisation modules for the seven platforms considered in this research is provided 

in Appendix I. 

The international version of the Switzerland Travel Academy contains five core 

modules, namely: 

 

- Welcome to Switzerland 

- Basic and practical knowledge 

- How to travel to and within Switzerland 

- Switzerland in 3, 5, or 10 days 

- News from Switzerland 

 

                                                           
3 Source: www.international.switzerlandtravelacademy.ch 



Nicole Regazzoni 

19 
 

Together with nine specialisation modules, namely: 

 

- Cultural attractions and city breaks 

- Family holidays 

- Grand Tour of Switzerland 

- Luxury, wellness, and lifestyle 

- Meeting, congresses and incentive planners 

- Nature and outdoor activity 

- Perfect accommodation 

- Snow and winter activities 

- Swiss travel system 

 

The core modules provide travel professionals with basic and important information 

about Switzerland, its geography, culture, history, and accessibility together with 

information, updated on a yearly basis, on events and manifestations that are found in 

the module ‘News from Switzerland’. To become a Certified Switzerland Travel Expert, 

the registered user has to go through the core modules and pass the final exam about 

them. At the end of each module, a non-compulsory intermediary quiz is provided to 

the users who can this way test their knowledge about the topic of the module. These 

intermediary quizzes are thought of as a way of training one’s knowledge before taking 

the final test for which only three attempts are allowed. The certification as Switzerland 

Travel Expert is valid until the 31st December of the following year from the moment 

of attainment. If the travel professional wants to renew the certificate, he/she would have 

to take the final test for the core modules once again. 

 



Nicole Regazzoni 

20 
 

 

Fig. 4: Example of certificate of completion 

The Switzerland Travel Academy is made up of interactive e-lessons, which enhance 

interactive learning (Kotzer & Elran, 2012). All lessons contain multimedia content-

types other than plain text like for example videos, drag and drop quizzes, and 

interactive images. Interactivity is considered as crucial in helping generating intrinsic 

motivation in the learners, meaning that, as opposed to extrinsic motivation, the learners 

do an activity because of the satisfaction in doing the activity rather than to attain some 

other outcome (in our case the final certificate) (Ryan & Deci, 2000). Another feature 

of the STA, which is important to satisfy the requirements of asynchronous learning, is 

the presence of a discussion forum where travel professionals can post questions or start 

a discussion. The forum is a space for the managers of the platform to answer to 

questions or doubts but also a place where travel professionals inscribed on the platform 
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can discuss among themselves. Additionally, an email address was created for each 

platform so that learners can contact the manager of the platform directly via email. The 

platform also provides automatic reminders. The first reminder is sent to users inscribed 

on the platform who, after 10 days from inscription, have not yet accessed and visualised 

the whole content of at least one core module. The second reminder is sent to users who 

after 21 days from their inscription have not passed the final test for the core modules 

yet. 

 

3.3 The creation of market-specific platforms 

Switzerland Tourism is present with offices in 26 countries (Switzerland Tourism, 2017) 

and aims at promoting Switzerland as a leisure and business destination worldwide, 

from here the importance of having localised versions of the STA. The international 

version in English of the Switzerland Travel Academy was officially launched on the 

15th April 2017 and was accessible worldwide. After the launch of the international 

version, other versions started to be implemented in collaboration with the markets in 

which Switzerland Tourism operates and that had required a market-specific version of 

the platform. By the time the researcher was writing her thesis these markets were 

Australia, Brazil, Germany, Gulf Cooperation Council (GCC), Korea, Nordics, North 

America, Southeast Asia (SEA), Spain, and the United Kingdom (UK). Starting from 

the mother-version of the Switzerland Travel Academy, namely the one used as 

international version, other platforms started to be copied and then localised. These 

platforms have then been shaped to address the exigencies of the different markets. Once 

a localised version of the STA goes online, users accessing the STA are automatically 

re-directed to the market-specific version based on their IP address. However, on the 

pre-login homepage, a drop-down menu is available where users can choose among all 

the localised versions the one that better suits their needs. 

 

The idea of having market-specific platforms for the Switzerland Travel Academy was 

to allow localisation of the eLearning course for each market since users are diverse and 

geographically dispersed. Localisation has been defined by LISA as “the process of 

modifying products or services to account for differences in distinct markets” (LISA, 

2007, p.11). Applied to the online world, this practice encompasses: linguistic 
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translations, adaptation of videos based on people’s cultural needs, modification of 

measures, time, date, symbols, and positioning of the elements on the page among others 

(Mele et. al., 2016).  Localisation has gained importance for DMOs in the 

implementation of their official website since more and more potential tourists, from all 

geographical regions and cultures, research about destinations online (Mele & Cantoni, 

2016). However, localisation of content is important also for eLearning courses for 

travel professionals since they act as intermediates between the destination and the end 

client. Through localisation, travel professionals have the choice among platforms on 

different languages (English, Spanish, Portuguese, German, and Korean) that better suit 

their needs based on the specific markets they are working in. The core modules would 

remain the same in each market but to add an additional module with specific 

information for the travel professionals of a certain market was possible. On the other 

hand, for the specialisation modules, managers of the platform in the different markets 

were free to delete the specialisation modules they thought of as 

inappropriate/uninteresting for their market and add completely new ones. For example, 

in the Nordics version of the Switzerland Travel Academy, two specialisation modules 

were added namely ‘Cross-country skiing’ and ‘Cycling and mountain biking’ while in 

the German platform, region/city specific modules like ‘Region Tessin’ were added. 

 

 

Fig. 5: Example of regional specialisation module taken from STA Germany 

For the sake of this research, data from an online survey were collected considering the 

international version of the Switzerland Travel Academy and the four market-specific 
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versions for Australia, Germany, North America, and the United Kingdom. The choice 

was based on the fact that these platforms were launched the earliest. In fact, the 

international version was launched on the 15th of April 2017, the North-American 

version on the 24th of April 2017, the Australian version on the 16th of May 2017, the 

German one on the 26th of June 2017, and the British one on the 14th of August 2017. 

On the other hand, when later analysing usages data retrieved form Moodle and 

Matomo, two additional markets were considered, namely Southeast Asia (SEA), 

launched on the 24th of October 2017, and Gulf Cooperation Council (GCC), launched 

on the 22nd of November 2017. 
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4. RESEARCH QUESTIONS 

 

In this chapter, the goals of the research and the research questions are explained. 

 

4.1 Goals of the research 

The aim of this research is to evaluate the extent of the success of the Switzerland Travel 

Academy and draw conclusions about guidelines and suggestions to be followed in the 

implementation of future eLearning courses about tourism destinations. To evaluate the 

success of the Switzerland Travel Academy in this context, it was determined to analyse 

the level of satisfaction of registered users when taking the eLearning course, to 

investigate the impact that the Switzerland Travel Academy has had on the travel 

professionals using it, and finally to discover what can be done to facilitate the process 

of learning. 

The goals of the research can therefore be summarised as: 

- Finding out about the overall level of satisfaction of registered users with regard to 

the Switzerland Travel Academy. 

- Discover if there have been positive impacts on travel professionals taking the 

Switzerland Travel Academy in terms of their job-related tasks. 

- Analyse the usages of the platform to find out possible ways of helping the users 

become Certified Switzerland Travel Experts and better their experience with the 

eLearning tool. 

- Determine if there are differences in the markets using the Switzerland Travel 

Academy. 

 

4.2 Research questions 

The international version of the Switzerland Travel Academy was launched on the 15th 

of April 2017. After a few months from its launch, the researcher was able to carry out 

the evaluation. This research is therefore thought of as an opportunity to gain an insight 

on the level of success of the Switzerland Travel Academy based on travel 

professionals’ level of satisfaction with the platform together with the impact the 
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eLearning course has had on their everyday business-related tasks. The first research 

question is therefore formulated as: 

 

RQ1: “What is the level of success of the Switzerland Travel Academy in 

terms of users’ satisfaction, confidence and transfer of knowledge?” 

 

 

Moreover, thanks to web analytics, the performance of the Switzerland Travel Academy 

in terms of users’ behaviour on the platform can be measured and therefore another 

research question is described as: 

 

RQ2: “How is the Switzerland Travel Academy being used by travel 

professionals and what are users most interested in?” 

 

 

Based on the use that travel professionals make of the STA and on their opinions about 

it, a third research question to understand what could be implemented on the STA to 

make the learners’ experience more effective and appreciated is: 

 

RQ3: “What could be improved to make users’ experience on the STA  

more effective?” 

 

 

Since the Switzerland Travel Academy, after having being launched in its international 

version, has been localised into different market-specific versions, it is also possible to 

investigate whether there are some significant differences in how the Academy is being 

used in different markets. Therefore, a fourth research question is outlined as: 

 

RQ4: “Which differences can be seen in the use of the Switzerland Travel 

Academy in the different markets?” 
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5. METHODOLOGY 

 

The methodology used in finding the answers to the research questions is a mix of 

quantitative and qualitative data collection through a questionnaire-based online survey 

and web analytics. Information have been gathered by analysing data provided by the 

open-source analytics platform Matomo, which is used to deal with the analysis of data 

from all versions of the Switzerland Travel Academy, together with data from Moodle 

(Modular Object-Oriented Dynamic Learning Environment), the open-source learning 

management system upon which the Switzerland Travel Academy was implemented. 

An online survey was carried out in order to gain information about the level of 

satisfaction of travel professionals with regard to the Switzerland Travel Academy. Data 

are presented using descriptive analysis. 

 

The two analysis were carried out months apart and because of that, different platforms 

have been considered based on their availability/official launch date. In the case of the 

online survey, carried out during summer 2017, the platforms considered were the 

International, Australian, German, North American and British ones while for web 

analytics, for which data were retrieved on the 15th of January 2018, two additional 

platforms were analysed, namely SEA and GCC. 

 

In this section, both the quantitative and qualitative methods used to gather data are 

explained in depth together with the reason why they were chosen. Eventually, 

limitations of this approach are presented. 

 

5.1 Web analytics 

Since usability testing had already been done on the STA during its implementation 

phase, the procedure was not repeated for this research. Instead, web analytics were 

analysed to gain an insight on the behaviour of users on the STA. On the 15th January 

2018, quantitative data on the behaviour that registered users have on the Switzerland 

Travel Academy were gathered thanks to the open-source analytics platform Matomo 

and the free open-source learning platform software Moodle. On Matomo, learner-

produced data like the number of users directly entering the website compared to the 
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users who accessed the website through a backlink, the average session duration, 

information about the peak days and hours, and the devices used to access the 

Switzerland Travel Academy are visible. These data were used to create a general 

picture of the behaviour users have while navigating the platform. Other information 

related to ‘students tracking’, as the number of users who completed the core modules 

or the total number of users registered to the platform, were found using the platforms’ 

reports. In fact, each version of the Switzerland Travel Academy provides monthly 

reports to the platforms’ managers via email about the total number of users registered 

on the platform and the number of the users who successfully completed the final test 

for the core modules. These reports are also fully updated and accessible at any time 

directly on the platform; this action is possible for each account registered as manager. 

Moodle provides other information like for example data related to the quizzes 

(intermediate and final) taken by the users and users to whom reminders have been sent. 

Among the information available on both Moodle and Matomo, eight topics of 

investigation were selected. Some topics are studied with the goal of improving, if 

needed, the users’ experience on the STA while others aim at reviewing the success of 

managerial and implementation decisions. These topics and the motivation in choosing 

them are represented below: 

1. Users’ activities on the STA were observed in order to: calculate the completion 

rate, compare the use of specialisation modules in different markets and classify 

the most appreciated modules. This information gives an overview of the level of 

success of the STA and of the interest raised by different sections/modules, this 

being especially important in view of the implementation of new modules in the 

future. 

 

2. Reminders sent to the users were analysed to understand whether the decision 

made by the platform’s implementers about the reminders’ timing was appropriate 

or if it would be sensible to suggest a new one. 

 

3. Quizzes (intermediate and final) allow understanding whether the length and the 

content of the quizzes are adequate to the users’ needs and capabilities and if it is 

reasonable to include intermediary quizzes after each module. 
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4. Users’ timing investigates the access peak times in different markets to provide 

information about when to contact users of a specific market with STA-related 

information/newsletters. Session duration is also considered. 

 

5. Devices are used to explain to which extend the STA is accessed using desktops 

versus mobiles, therefore unveiling the extent to which there is the need to have 

such a platform in a mobile-friendly version. 

 

6. Traffic sources and outbound links reveal from where the STA users access the 

platform and especially which links do they click on when surfing the platform; 

this allows classifying the most popular external websites among users of different 

markets. 

 

7. Discussion Forum. The use learners make of the discussion forum can shed a light 

on the asynchronous tools needed for a destinational eLearning course. 

 

8. After-certification. To know whether users are still accessing the STA after 

becoming certified is a clue to understanding the motivation behind registering to 

the STA and the level of relevance of the STA as a platform to retrieve information 

and engage users in the long-term. 

 

On the other hand, users logs, which can help identify patterns of behaviour on the 

platform, were not analysed since they represent a consistent number of data which 

however cannot be automatically analysed yet. Due to time constraints, these data were 

therefore not considered in this research. 

 

5.2 Online survey 

Based on the success of online surveys used in previous similar studies, to gain a better 

insight on who the users of the Switzerland Travel Academy are together with their 

motivations in taking the eLearning course, their level of satisfaction, and how the 

Academy has had an impact on their work-related activities, an online questionnaire-
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based survey was used. While creating the questionnaire it was taken into consideration 

that short and concise questionnaires have proved to increase the respondents’ 

acceptance of this kind of surveys (Grohmann & Kauffeld, 2013). Both closed and open 

questions were inserted in the questionnaire in order to gain quantitative but also 

qualitative data from the respondents. The survey was characterised by two different 

questionnaires, one intended for travel professionals who had already completed the 

core modules and successfully passed the final test for the core modules and one 

intended for registered users who had not yet (at the moment the questionnaire was sent) 

passed the final test for the core modules. The online questionnaire was created using 

the software Qualtrics (2007). Both questionnaires contain 19 questions and a space for 

free comments at the end. The questions were divided into five categories: (1) 

demographics, (2) knowledge acquisition, (3) discovery/interest in the STA, (4) 

outcomes from enrolling in the STA, (5) opinions on the STA’s structure, content and 

usefulness. Questions were conceived as accounting for the first three levels of the 

Kirkpatrick’s model, namely ‘reaction’, ‘learning’, and ‘behaviour’. From the five 

different versions of the Switzerland Travel Academy online by September 2017, 

namely international, North America, Australia, Germany, and the UK, two lists of users 

were downloaded from each platform. One list contained the email addresses of certified 

users, the other the email addresses of the users who had not yet passed the final test for 

the core modules. An email was then sent to all the certified users containing the link to 

the online questionnaire for certified users and another one to all not-certified users 

containing the link to the their online questionnaire. Emails were sent in the form of a 

newsletter using the email address of webatelier.net, the research and development 

centre of the Università della Svizzera Italiana (Lugano) that implemented the STA. The 

estimated time needed to complete the survey was about 10-12 minutes. The survey was 

written in English. The questionnaire for certified users, the one for not-certified users 

and the newsletter can be consulted in Appendix II, III, and IV respectively. 
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6. RESULTS 

 

6.1 Web analytics 

In this section, results from the analysis of the data retrieved from Matomo and Moodle 

are presented. The data analysed were retrieved on the 15th of January 2018. Results are 

divided into categories, namely “users’ activities”, “reminders”, “quizzes”, “users’ 

timing”, “devices”, “traffic sources and outbound links”, “discussion forum”, and 

“after-certification”. The data analysed come from the platforms of Australia, GCC, 

Germany, International, North America, SEA, and the UK. The results are presented at 

the aggregate level with exceptions for differences among the markets. 

 

6.1.1 Users’ activities 

This section presents data about the number of users registered to the different versions 

of the STA, the number of certified users, and the users who have completed at least 

one specialisation module. Moreover, the most used specialisation modules are outlined 

together with the average and median of the time required to become a Certified 

Switzerland Travel Expert from the moment of inscription. 

 

The total number of registered users to the STA is 5’048 of which 1’615 are certified 

users (32%). Moreover, 15.1% of the total users have also completed at least one 

specialisation module. In this percentage, users who finished a specialisation module 

even though they cannot download the specialisation certificate because they have not 

finished the core modules yet are included. The table below summarises the number of 

users inscribed on each platform as to January 2018. 

 

Market-specific platform Number of inscribed users 

North America 1’764 

International 1’021 

Australia 981 

Germany 574 

SEA 438 

GCC 202 

UK 68 
Table 1: Users inscribed on each market-specific version of the STA 
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A higher percentage of both certified users and users who took at least one specialisation 

module is present in the SEA market with percentages of respectively 38.8% and 34.7%. 

At the other extreme, the Australian platform has 27.7% of certified users and only 8.2% 

users who took at least one specialisation module. 

 

For the specialisation modules, the most popular one in all platforms in terms of users 

enrolled is the ‘Cultural Attractions and City Breaks’ module. In terms of users who 

completed the specialisation module, the ‘Cultural Attractions and City Breaks’ remains 

the most popular one with two exceptions. In fact, in the North American market, the 

most completed specialisation module is ‘Snow and Winter Activities’ while in the SEA 

market it is the localised module ‘Gold Partner Southeast Asia’ (a module dedicated to 

Swiss destinations). 

 

Regarding the time to completion, users need in average 12.4 days before becoming 

certified from the date of their inscription on the platform. The GCC market represents 

an exception with an average time to completion of 4.4 days. 

 

6.1.2 Reminders 

Two different reminders were planned to be automatically sent by the STA to its users 

based on time passed from inscription and learning steps achieved. The first reminder is 

for users who are registered on the platform but have not yet visualised the whole 

content of at least one core module after 10 days from the day of their registering to the 

platform. The second reminder is sent to users who after 21 days from their inscription 

on the platform have not completed the final test for the core modules yet. 

 

Overall, 16.8% of the users who received the first reminder have subsequently 

visualised at least one whole core module after a median time of 11 days from the receipt 

of the reminder. For the second reminder, the percentage of users who became certified 

after its receipt drops to 8.9% with a median time of 6 days. 
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Reminders were less effective in the GCC platform where only 9.8% of users visualised 

at least one core module after receiving the first reminder while 2.9% became certified 

after receiving the second one. 

 

Some users also finished the test for the core modules after receiving only the first 

reminder (therefore, they did not receive the second one). The percentages of these users 

for each platform are represented below: 

Platform Users who became certified after 

receiving the first reminder (%) 

SEA 8.6% 

GCC 6.5% 

International 5.4% 

Germany 5.0% 

UK 3.6% 

North America 2.7% 

Australia 2.3% 
Table 2: Users who became certified after receiving the first reminder 

6.1.3 Quizzes 

At the end of each core and specialisation module, quizzes are provided in order to allow 

learners to test their knowledge and, in the case of the core modules, prepare for the 

final test. In this research, only the quizzes for the core modules are considered. By 

looking at the time needed to complete a quiz together with the attempts needed by users 

to finish the final test successfully, the adequacy of the quizzes is evaluated together 

with the impact they have on successfully passing the final test for the core modules. 

 

Overall, the percentage of users who felt the need of re-taking a test diminishes from 

the first displayed core module down to the final test for the core modules in this order: 

- Welcome to Switzerland:    48% of users re-took it. 

- Basic and Practical Knowledge:   40.5% of users re-took it. 

- How to Travel to and Within Switzerland:  34.8% of users re-took it. 

- Switzerland in 3, 5 or 10 Days:    30.5% of users re-took it. 

- News from Switzerland:     28% of users re-took it. 

- Final test for the Core modules:    24.4% users re-took it. 

 



Nicole Regazzoni 

33 
 

The median of how many times users retook one quiz is always in between 2 and 3 

times. The median grade for each test is 9 (on a scale from 0 to 10) apart from the final 

test for the core modules where the median grade is 8.4. 

 

For each test, users needed in between a median of 2 minutes and 6 seconds and a 

median of 4 minutes and 15 seconds to complete it apart from the final test for which 

the median time to completion is 19 minutes and 34 seconds. Differences in time to 

completion between the intermediary quizzes and the final test for the core modules is 

related to the fact that the first contain 10 questions while the last has 25 in total. 

 

Among the not-certified users, 12.2% tried to take the final test for the core modules 

once or more times without completing or passing it. Below the percentages of each 

platform: 

Platform Not-certified users who attempted the 

final test for the core modules at least 

once (%) 

GCC  19.0% 

Germany 15.3% 

International 14.0% 

North America 11.5% 

UK 11.1% 

SEA 10.8% 

Australia 9.4% 
Table 3: not-certified users who attempted the final test for the core modules at least once 

6.1.4 Users’ timing 

In this section, the peak days and hours in which users access the STA are shown 

together with the trends in visits duration. The access time is localised for each platform. 

 

The most frequent peak day is Tuesday (International, Australia, North America, SEA) 

followed by Thursday (GCC, UK). The German platform represents an exception with 

the peak day being Monday. 

 

The day in which the platforms were overall less accessed is Sunday (International, 

Australia, Germany, North American, SEA), followed by Saturday for the UK and 

Friday for the GCC. 
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The afternoon working hours, between 1 pm and 4 pm, represent the peak hours during 

which users access the STA. One exception is the North American market where peak 

hours are in between 9 am and 11 am. 

 

The overall median visit duration is between 2 and 4 minutes with the highest median 

being 7-10 minutes (GCC) followed by 4-7 minutes (SEA) and the lowest being 31-60 

seconds (Germany). The majority of users access the platform for less than 10 seconds 

(36.8%) or for more than 30 minutes (19.6%). The visit duration is calculated from the 

moment users land on the pre-login homepage. Overall, visit durations are divided as 

follows: 

 

Fig. 6 Visit Duration 

6.1.5 Devices 

The majority of users access the STA using a desktop (86.4%), followed by those using 

a smartphone (9%), a tablet (4.1%), and a phablet (0.5). The size of the screens varies 

considerably within a market and among the different markets. The tablet was more 

used in the Australian, North American, and British markets where the percentage of 

accesses through a tablet was higher than 5%. 
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Therefore, even if smartphones and mobile technology are increasingly used and could 

be exploited for educational purposes, we see that when it comes to destinational 

eLearning courses, the vast majority of users still access the eLearning tool using a 

desktop. This finding is in contrast with the statement made by some participants in the 

usability test for the STA, carried out by Garbani-Nerini (2017), saying that the platform 

should be better designed for mobiles. In fact, from these results of the STA usages, in 

the implementation of new destinational eLearning platforms, priority should be given 

to the desktop version rather than the mobile one. 

 

6.1.6 Traffic Sources and Outbound Links 

The total number of visits is 30’031. The majority of users reach the STA through direct 

traffic (77.9%), followed by those who reach it via other websites (referrals) (16.6%), 

search engines (4.8%), and, only applicable to the Australian market, paid campaigns 

(0.7%). 

 

In terms of outbound links, 73.2% of unique clicks in all platforms were directed to the 

website ‘myswitzerland.ch’, the official website of Switzerland Tourism. Other popular 

outbound links in all platforms are the link to the Switzerland Tourism official Youtube 

channel (3.4%), the link to ‘swisstravelsystem’ (2.5%), the one to the official website 

of the SBB (Swiss Federal Railways) (1.9%), and the ‘mystsnet’ link (1.6%), which re-

direct users to the ‘swisstravelsystem’ website. 

 

Outbound links can also give information about which destinations inside Switzerland 

are the most sought after in the different markets by looking at the official destinations’ 

websites accessed through the STA. Two destinations’ websites were visited from the 

STA in all platforms: ‘Basel.com’ and ‘Ticino.ch’. However, the most popular outbound 

links, in terms of unique clicks, were diverted towards the websites of the Jungfrau (95 

unique clicks), Lake Lucerne (93), Geneva (74), and Zermatt (66). 

 

Here are the top five outbound links to Swiss destinations’ websites for the different 

markets: 
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International Australia North America UK 

Lakelucerne.ch Lenzerheide.com Lakelucerne.ch - 

Geneve.com Lakelucerne.ch Jungfrau.ch - 

Jungfrau.ch Basel.com Zermatt.ch - 

Interlaken.ch Junfrau.ch Geneve.com - 

Pilatus.ch Geneve.com Basel.com - 

 

GCC SEA Germany 

Basel.com Basel.com Jungfrau.ch 

Ticino.ch Geneve.com Geneve.com 

- Zermatt.ch Zermatt.ch 

- Lakelucerne.ch Ascona-locarno.ch 

- Jungfrau.ch Pilatus.ch 

 

Table 4: Top five destinational official websites' outbound links for each market 

 

6.1.7 Discussion Forum 

In the different platforms, the discussion forum was not extensively used. In the 

international platform, the most active in terms of discussion forum, only 8 discussions 

(including a ‘welcome discussion’ by the platform manager) by 5 different users were 

posted from April to October 2017; after this period up to the 3rd of May the forum was 

unused. In terms of replies to one’s discussion, no discussion achieved more than 5 

replies by a maximum of 2 different users. Overall, posts were more about precise 

questions and help-seeking rather than used to start a discussion or possible 

collaborations/knowledge sharing. 

 

6.1.8 After-Certification 

Overall, 46.1% of all certified users have been accessing the STA after becoming 

certified. However, the percentages vary considerably among markets and are therefore 

represented in details below: 

 Users who accessed the 

platform after becoming 

certified (%) 

SEA 72.9% 

Germany 57.2% 

International 49.8% 

GCC 45.0% 

North American 38.7% 
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UK 35.7% 

Australia 32.6% 
Table 5: Users who accessed the STA after becoming certified 

In terms of the time lapse in which users are still accessing the platform after their 

certification, it varies considerably between users accessing it only one day after their 

certification to users who are still accessing it after 200+ days from their certification. 

However, in general terms, the average access time after certification is 46.7 days. This 

was unexpected for the researcher since the STA was envisaged as a place to gain or 

upgrade knowledge about Switzerland with the final goal of becoming certified as a 

Switzerland Travel Expert. Instead, this trend shows that the users of the STA may use 

it for other purposes than only becoming certified. It is in fact possible that users still 

accessing the STA after becoming certified use the eLearning tool to retrieve 

information needed on the job or to check for news. Therefore, the learning path does 

not necessarily end with the final certification but has the potential to continue in time 

and take the form of info-seeking/info-refreshing. 

 

It should be noticed that once a user successfully completes the final test for the core 

modules, the certificate is not immediately downloadable but an email is sent to the user, 

after a time span that normally varies from a few hours to a few days, which contains 

the link to the STA in order to download the certificate. It is therefore suggested that 

users accessing the STA one or a few days after becoming certified may do that with 

the only aim of downloading their certificate. 
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6.2 Online survey 

 

Out of 2’200 emails containing the online survey sent to all travel professionals 

inscribed on the International, Australian, German, North American and British versions 

of the Switzerland Travel Academy, 396 travel professionals responded. 269 answers 

came from users who had passed the final test and became Certified Switzerland Travel 

Experts and 127 from users who had not passed the final test for the core modules yet. 

The demographics will be presented aggregating the results from certified and not-

certified users. For other sections, when relevant, results are presented distinguishing 

certified and not-certified users. Results, apart from demographics, are presented 

following the three first levels of the Kirkpatrick’s model, namely ‘reaction’, ‘learning’, 

and ‘behaviour’. 

 

6.2.1 Demographics 

Respondents’ general profile 

A total of 396 travel professionals worldwide participated in the survey “Switzerland 

Travel Academy: we need your opinion”. Of these, 31.3% were male and 68.7% female. 

As for the respondents’ age, the following distribution can be seen: 

 

Fig. 7: Age of respondents 
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The majority of respondents (24.0%) report the age ’30-39’, 18.7% are listed as ‘Under 

30’, while 21.0% reported to be aged ’40-49’. The others are distributed as follows: ’50-

59’ with 20.4%, and ‘Over 60’ with 15.9%. 

Countries in which respondents are based 

All the continents are represented in the sample. The majority of respondents are from 

Oceania (37.7%), followed by European (28.7%), American (18.6%), Asian (13.7%), 

and African (1.3%) travel professionals. The most represented countries in the sample 

are Australia (32.8%), Germany (19.3%) and the United States (13.0%). Out of 947 

travel professionals inscribed on the Australian platform who received the survey, 129 

answers (13.6%). On the German platform, the percentage of respondents was of 33.5% 

while on the North American one 11.1%. Hereafter a map is reported of all the countries 

where respondents are based: 

 

Fig. 8: Countries in which respondents are based 

63.6% of respondents have already visited Switzerland while 36.4% have not visited it 

yet. 

Respondents’ current job 

Taking a closer look at respondents’ working profile, most of them (33.8%) work for a 

‘Travel Agency (Multiple Agency)’, while the rest are divided as follows:  
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‘Independent Travel Agency’, 31.8%; 

‘Travel Agency (Homeworker)’, 16.2%; 

‘Travel Agency (Call centre/Internet based)’, 2.0%; 

‘Corporate Buyer’, 0.8%. 

 

Other categories, which account for 15.4%, include people working in academia, hotel 

management, tour operators, travel management companies, tourism associations, 

MICE, as well as tour guides and students. 

 

The majority of the respondents (31.1%) have worked in the tourism industry ‘for 1 to 

5 years’, followed by respondents who have been working in the industry ‘for more than 

20 years’ (28.3%). The other categories consist of professionals who have been working 

in the industry ‘for 6 to 10 years’ (18.3%), ‘for 11 to 15 years’ (10.9%), and ‘for 16 to 

20 years’ (11.4%). 

 

6.2.2 Reaction 

The first level of the Kirkpatrick’s model, ‘reaction’, encompasses the users’ satisfaction 

and opinions about the STA, how they discovered the existence of the eLearning 

platform, the reasons why they subscribed, their willingness to renew the certificate, and 

the reasons not to complete the course. 

Satisfaction 

Among the respondents, the level of satisfaction is very high. 93.1% of respondents are 

’significantly satisfied’ or ‘satisfied’. This percentage is different when analysing 

certified and not-certified users separately. In fact, 69.0% of certified users are 

significantly satisfied as compared to only 40.5% of not-certified users. On the other 

hand, 27.6% of certified users are satisfied while 44.8% of not-certified users described 

themselves as satisfied. Only 1.9% of the respondents are ‘not at all satisfied’. The main 

reasons for that are: 

For certified users: 

- The course is too long 

- The course is not user-friendly 

 

For not-certified users: 

-  The course is too long 



Nicole Regazzoni 

41 
 

- There are not enough PDF documents for download 

- The course is too tedious 

Opinions on the STA structure and content 

Respondents were asked if they perceived STA being more a destination marketing tool 

than a training course. The majority of the respondents did not perceive the Academy to 

be more of a destination marketing tool than a training course (52.2% either ‘disagree’ 

or ‘strongly disagree’ with the statement). On the other hand, the percentage of 

respondents agreeing with the statement is 38.9% (5.5% strongly agree and 33.4% 

agree). 

 
Fig. 9: 'The STA seems to be more a destination marketing tool than a training course' 

 

When it comes to recommending the Switzerland Travel Academy to a colleague, the 

high majority of respondents are willing to recommend it (93.3%) and only 2.4% would 

not do that. The remaining 4.3% had no opinions about it. In the case of certified users, 

54.6% strongly agree and 41.0% agree with the statement. For not-certified users, 39.2% 

of them strongly agree and 48.4% agree. 

 
Fig. 10: 'I would recommend the Switzerland Travel Academy to a colleague of mine' 

5,5%

33,4%

43,5%

8,7% 8,9%

0%

5%

10%

15%

20%

25%

30%

35%

40%

45%

50%

Strongly Agree Agree Disagree Strongly Disagree No Opinion

50,1%

43,2%

2,1% 0,3%
4,3%

0%

10%

20%

30%

40%

50%

60%

Strongy Agree Agree Disagree Strongly Disagree No Opinion



Nicole Regazzoni 

42 
 

 

When asked if they would recommend the course to other people even though they may 

not have the time to pass the final exam, the majority of respondents (83.5%) agreed on 

the fact that they would do that. In fact, only 11.0% of respondents would not 

recommend the Academy to people with no time to pass the final exam. By looking at 

the two groups of respondents separately, a higher percentage of not-certified users 

disagrees (10.3%) or strongly disagrees (6.2%) with the statement as compared to 

certified users (6.8% disagree and 2.0% strongly disagree). 

 
Fig. 11: 'I would recommend the course even to people who do not have the time to pass the final exam' 

 

Regarding the statement that ‘going through all the modules and passing the final exam 

is the only meaningful approach to the course’, respondents have contrasting opinions. 

In fact, 45.6% of respondents stated that they ‘strongly agree’ or ‘agree’ with the 

statement while 44.1% ‘disagree’ or ‘strongly disagree’. The remaining respondents 

gave ‘no opinion’ about the statement (10.3%). 

 
Fig. 12: 'Going through all the modules and passing the final exam is the only meaningful approach to 

the course' 
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Regarding the respondents’ opinion about the length of the course, the great majority 

(69.2%) indicated that they ‘disagree’ or ‘strongly disagree’ with the statement ‘the 

course is too long’, meaning that they believe the length of the course to be adequate. 

Only 23.9% of respondents ‘strongly agree’ or ‘agree’ with the statement while 6.9% 

have no opinion. Not-certified users especially agree with the statement that the course 

is too long; in fact, 37.1% of them agree or strongly agree while only 18.8% of certified 

users agree or strongly agree with this statement. 

 
Fig. 13: 'The course is too long' 

 

When it comes to the necessity of having an online tutor ready to answer to users’ 

questions, most of the respondents do not feel the need for it (60.1%). Only 24.9% of 

respondents agreed on the fact that ‘the course should have an online tutor’ while 15.0% 

had no opinions on the matter. 

 
Fig. 14: 'The course should have an online tutor to answer my questions' 

 

Some of the respondents were keen on imagining the Academy as a place to start 

collaborations with other travel professionals (46.6%) while 34.4% of respondents did 

not agree. Among them, 10.4% of not-certified users strongly agree with the statement 

4,0%

19,9%

54,5%

14,7%

6,9%

0%

10%

20%

30%

40%

50%

60%

Strongly Agree Agree Disagree Strongly Disagree No Opinion

3,8%

21,1%

49,9%

10,2%
15,0%

0%

10%

20%

30%

40%

50%

60%

Strongly Agree Agree Disagree Strongly Disagree No Opinion



Nicole Regazzoni 

44 
 

as compared with the 4.8% of certified users. On the other hand, 8.4% of certified users 

strongly disagree with the statement, the same percentage being only 3.1% for not-

certified users. 

 
Fig. 15: 'The course should be a place to start collaborations with other travel professionals' 

 

Finding out about the existence of the STA 

The channels through which the travel professionals found out about the STA are 

represented below: 

 
Fig. 16: How travel professionals found out about the Switzerland Travel Academy 
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STA through the ‘Switzerland Tourism official website’, while 10.6% of them found 

out about it thanks to ‘a colleague’s suggestion’. 

 

It can be noted that the majority of respondents found out about the Switzerland Travel 

Academy through one of the channels of Switzerland Tourism (newsletter, website or 

roadshow). 

 

Among the 24.0% of respondents who answered ‘Other’ to this question, some of them 

stated they found out about STA through the Travel Daily Newsletter (10), the 

Lufthansa Experts Newsletter (5) and the FVW Magazine (3). Other indicated means 

were the Travelinc Memo Newsletter, the Travel One Morning Newsletter, and the Best 

of Switzerland by Rail brochure. 

Reasons to attend the STA 

The following table represents the main motivations of travel professionals in their 

decision to subscribe to the STA (multiple answers were possible). 

Motivation to subscribe % 

To be updated about Switzerland and its events 24.7% 

To sell more and earn more 20.6% 

To respond to my client’s needs/requests 18.8% 

To enrich my curriculum 18.1% 

To look for specific information I needed 

about Switzerland 

10.9% 

Other 3.1% 

To expose the official certification in my office 2.3% 

To respond to my manager’s requests 

(suggested) 

1.0% 

It was imposed by my manager (compulsory) 0.5% 
Table 6: Travel professionals' main reasons to subscribe to the Switzerland Travel Academy 

 

‘To be updated about Switzerland and its events’ is the main motivation for respondents 

to register to the STA (24.7%). ‘To sell more and earn more’ is the second most 

important one (20.6%), followed by “to respond to clients’ needs/requests” (18.8%) and 

‘to enrich the curriculum’ (18.1%). 31 respondents also specified other motivations to 

attend the STA. The main ones were ‘to gain a trip to Switzerland’ (12), trip that users 

registered on the Australian version of the platform have a chance to win, and ‘gain 

knowledge’ (6). 
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Willingness to renew the certificate 

Certified users 

The majority of travel professionals who passed the final test for the core modules, and 

are therefore Certified Switzerland Travel Experts, state that they will renew the 

certificate once it expires (96.8%). Only 3.2% are not willing to renew it. 

Reasons not to complete the STA 

Not-certified users 

31.9% of the travel professionals who had not passed the test for the core modules at the 

time when the questionnaire was sent stated that they would later complete the STA. On 

the other hand, 68.1% stated they would not complete the Academy because of the 

following reasons (more than one answer was possible): 

Reasons not to complete the STA % 

Not enough time to complete it 27.8% 

Other 14.6% 

The core modules are too long 6.2% 

There is too much textual information 6.2% 

There are too many testing activities 5.6% 

I already know enough about Switzerland 3.5% 

Some presented information are not useful 2.1% 

The course is too boring 1.4% 

The content does not correspond to 

expectations 

0.7% 

Table 7: Reasons not to complete the Switzerland Travel Academy 

The main reason not to complete the Switzerland Travel Academy is that the users do 

not have enough time to complete it (27.8%). Other recurring reasons are that the core 

modules are too long (6.2%) and that there is too much textual information (6.2%). 

Other reasons for respondents not completing the Switzerland Travel Academy are: 

- ‘I should have all lessons in PDF version instead of each module separately’ 

- ‘I completed the first course [the former STA] and then you created a 

second one right after 

 

Additional remarks 

At the end of the survey, respondents were asked to leave a comment with opinions and 

suggestions about the Academy. Some respondents, out of the 139 who used the 
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comment section, used the comment space to congratulate on the Switzerland Travel 

Academy with comments such as: 

 “The course was great, thank you! I will definitely recommend it to other agents” 

 “I loved doing the program, it gave me so much information and confidence when 

promoting Switzerland as a destination” 

 “The information is well dosed in small lections with wonderful images of 

Switzerland […] I hope to inspire my clients!” 

 “[…] This course describes A to Z about Switzerland. Every module is designed 

step by step with accurate knowledge. After completing each module we get an 

enthusiasm to go for the next level.” 

 “I really enjoyed the eLearning course and would recommend it to all my 

colleagues at work. Also have encouraged and made me more confident about the 

destination to sell it to my clients” 

 “I have done many product courses over the years I’ve been in the industry. This 

was definitely one of the best ones! It was thorough and broke the information down 

into relevant areas and in manageable amounts. The videos were great too.” 

 “I will be recommending Switzerland as a great travel destination […] I have found 

over the years that I tended to only sell a few nights in Switzerland as a part of a 

larger itinerary. However my opinion and knowledge has changed and I can see 

how it would make a wonderful two weeks trip all by itself”. 

On the other hand, other respondents described some problems encountered with the 

Academy, as for example: 

 “Immediately after I attended the Switzerland Road Show in NYC, I did the course 

that was linked from your agent website. As soon as I completed the course, you 

created a new one.” and in another comment: “I found out about the course at the 

Switzerland Road Show and enthusiastically completed it from the link on your site. 

As soon as I completed it – the same day! – you released a new course and I had to 

start over.” 

 “I often have to leave a module session to attend to business. It does not seem easy 

to continue where you left off”. 

 “Exam focuses on minutia, otherwise excellent course”. 
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Finally, some respondents wrote suggestions about how to improve the Switzerland 

Travel Academy: 

 “There should have been a more definite order of completing the modules” 

 “There should be a list of graduates of the course. Graduates should be promoted 

by the Swiss National Website.” 

 “Additional modules on specific cities/cantons” 

 “There should be more essential information/modules for agents who don’t have 

time for the depth of the current course”. 

 “There should be reminders when users have to re-take the exam for certification”. 

 “There should be Case Studies which ask the individual taking the course to 

respond to specific needs of the clients like the ones offered by the New Zealand 

Program.” 

 “Since you can just copy and paste the data, you should make the quizzes timed like 

the one on the Brit Specialist Program.” 

 “It would be very helpful to get the possibility to get all courses as PDF download”. 

 

6.2.3 Learning 

In this section, covering the second level of the Kirkpatrick’s model (‘learning’), the 

respondents’ perceived increase in knowledge about Switzerland and change in beliefs 

about the destination as a result of having taken the STA are addressed. Moreover, the 

strategies respondents normally use to upgrade their knowledge about a destination are 

analysed together with the number of eLearning courses previously attended by them. 

Knowledge about Switzerland 

73.2% of the respondents stated that STA has increased their knowledge about 

Switzerland. Only 0.6% of the total respondents declared that it did not have an impact 

on their knowledge at all. Regarding the Certified Switzerland Travel Experts, 78.1% 

stated their knowledge has ‘significantly’ increased, 16.3% said it has ‘somehow’ 

increased, 5.2% ‘slightly’ increased and only 0.4% ‘not at all’ increased. In the case of 

not-certified users, 62.7% stated their knowledge has ‘significantly’ increased, 23.2% 

said it has ‘somehow’ increased, 13.1% ‘slightly’ increased, and 1.0% ‘not at all’ 

increased. 
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Beliefs about Switzerland 

51.8% of Certified Switzerland Travel Experts stated that their beliefs and/or opinions 

about Switzerland had ‘significantly’ positively changed after taking STA. Among those 

who were not (yet) certified, this percentage is lower: 43.4%. Overall, 81.14% of all 

respondents have stated that the Academy has ‘significantly’ or ‘somehow’ positively 

changed their beliefs about Switzerland. 

Travel professionals’ strategies to upgrade knowledge 

The following options were indicated as strategies for acquiring/upgrading knowledge 

about tourism destinations (multiple answers were possible): 

 

Certified 

Users 

(n=738) 

Not-certified 

Users 

(n=320) 

Travel to and visit the destination in 

person 
25.7% 23.8% 

Take tourism eLearning courses 25.3% 23.4% 

Attend roadshows 13.7% 14.1% 

Attend seminars/conferences 12.6% 12.8% 

Read books/magazines 10.2% 12.8% 

Follow specialized 

websites/blogs/mailing lists 
7.5% 9.4% 

Follow relevant groups on social 

networks 
4.2% 2.8% 

Other 0.8% 0.9% 

Table 8: How travel professionals acquire/upgrade their knowledge about tourism destinations 

Under ‘Other’, respondents referred to taking part in webinars and watching TV 

programmes as strategies to improve their knowledge. 

Number of attended eLearning courses on tourism destinations 

Certified users 

On average, a travel professional who has completed the Switzerland Travel Academy 

has taken 7.0 courses on eLearning about tourism destinations apart form the STA. 

Nonetheless, 21.0% of them had never taken an eLearning course about a tourism 

destination before enrolling in the STA. The median number of destinational eLearning 

courses taken by this groups is 4.0. 
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Not-certified users 

When it comes to respondents who are not certified as Switzerland Travel Experts, 

30.3% of them stated they had never taken an eLearning course on tourism destinations 

before registering to the Switzerland Travel Academy, a higher percentage than the 

certified users. The average eLearning courses taken by this group of respondents is 6.0, 

almost the same as for the certified respondents. The median number of destinational 

eLearning courses taken by them is 2.0. 

Most appreciated eLearning courses on tourism destinations 

Respondents were also asked to list up to three eLearning courses on tourism 

destinations that they appreciated the most. 260 responded to this question, providing 

on average 3.0 titles each. Hereafter, those courses that were mentioned by at least 10 

respondents. 

eLearning 

course 

# of 

mentions 

Switzerland 74 

Canada 40 

New Zealand 36 

Australia 27 

Fiji 22 

Ireland 21 

Virgin Island 19 

Spain 17 

Hawaii 15 

Dubai 13 

South Africa 13 

Japan 12 

Hong Kong 10 
Table 9: Most liked eLearning courses on tourism destinations 

As foreseen due to the surveyed sample, STA ranks #1, with 74 mentions. 

 

6.2.4 Behaviour 

The third level of the Kirkpatrick’s model, ‘behaviour’, is addressed in this section. 

Among the topics included, there are the respondents’ perceived increase in confidence 

when selling Switzerland, the impact the eLearning course has had on their level of 

sales, and finally the actions they are willing to take in the future as a result of having 

taken the eLearning course. 
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Confidence in selling Switzerland as a destination 

More than half of the respondents (61.5%) feel ‘significantly more confident’ in selling 

Switzerland to their clients after having subscribed to the Academy. The percentage for 

certified users is 67.0% while for not-certified users it is of 47.5%. In the case of 

certified users, 24.7% of them feel ‘somehow more confident’; for not-certified users, 

this percentage is 36.4%. Overall, 9.1% respondents feel ‘slightly more confident’ 

(7.6% for certified users, and 13.1% for not-certified ones), while only 1.4% feel ‘not at 

all more confident’ (0.8% for certified users, and 3.0% for not-certified ones). 

Impact of having taken the Switzerland Travel Academy on the level of sales 

While analysing the perceived increase in sales acknowledged by the respondents and 

due to their participation in the Switzerland Travel Academy, we see that 26.7% of 

certified users saw a ‘significant increase’ in their sales and 40.6% acknowledged that 

there has been ‘somehow’ an increase. 24.7% of them stated that there has been 

‘slightly’ an increase. In the case of not-certified users, 29.3% declared that there has 

been a ‘significant increase’ in the level of sales, and 30.3% ‘somehow an increase’. 

26.3% of them stated there has been ‘slightly’ an increase. 

 

Overall, respondents who did not acknowledge an increase in sales are 9.7% (8.0% for 

certified users and 14.1% for not-certified users). This result may be influenced by the 

fact that the survey was carried out only a few months after the launch of the Academy 

while the real impact of the STA on sales would be better measurable in the long-term. 

Future actions users are willing to take due to what they experienced on the Academy 

The fact of having taken the STA has encouraged travel professionals to take some 

actions (multiple answers were possible). Here are the results: 

  Action % 

Visit/plan to visit Switzerland in person 25.8% 

Visit the official website of Switzerland Tourism 21.3% 

Discuss about Switzerland with colleagues 13.4% 

Visit the website of the players at the destination 12.4% 

Attend a roadshow/presentation about Switzerland 12.1% 

Browse social media platforms related to Switzerland 7.4% 

Read professional paper magazines or journals about 

Switzerland 

5.4% 
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No action 1.2% 

Other 1.0% 
Table 10: Actions that have been encouraged by taking the Switzerland Travel Academy 

Most of the respondents, after having subscribed to the Switzerland Travel Academy, 

are willing to visit Switzerland in person (25.8%) and visit the official website of 

Switzerland Tourism (21.3%). The least enhanced actions are to ‘browse social media 

platforms related to Switzerland’ (7.4%) and to ‘read professional paper magazines or 

journals about Switzerland’ (5.4%). 
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7. DISCUSSION 

 

Results collected through the online questionnaire were satisfactory with a response rate 

of 42.8% for certified users and 8.1% for not-certified users. To build an online 

questionnaire for the evaluation of eLearning courses on destinations based on level 1, 

2, and 3 of the Kirkpatrick’s model, namely ‘reaction’, ‘learning’, and ‘behaviour’, 

demonstrated to be successful both in terms of response rate but also for the data 

collected. The mixed methodology with the online survey together with web analytics 

proved to be efficient in answering the research questions and giving a good overview 

of the level of success of the STA. 

 

RQ1: “What is the level of success of the Switzerland Travel Academy in terms of 

users’ satisfaction, confidence and transfer of knowledge?” 

 

Results show that the Switzerland Travel Academy has had a great success among travel 

professionals worldwide; the level of satisfaction, increase in confidence, and transfer 

of knowledge is in fact very high overall, meaning that, following the Kirkpatrick’s 

theory, the STA programme is an effective training. Even among users who have not 

completed the test for the core modules yet, the level of satisfaction with regard to the 

platform is high and many of them are willing to complete the course in the future. In 

terms of learning, beliefs about the destination have positively changed and knowledge 

about it has increased together with the confidence of travel professionals in selling the 

destination to potential clients proving that the eLearning tool is highly beneficial in this 

sense. Results in the level of satisfaction, the degree of increased confidence in selling 

Switzerland as a destination as well as the transfer of knowledge, show a difference 

between the two respondent groups. Certified users are ‘significantly satisfied’ about 

the STA and ‘significant’ is also the increase in their level of confidence and knowledge 

while not-certified users mainly describe themselves as ‘satisfied’ with the STA and 

recognise ‘somehow’ an increase in confidence and knowledge. This suggests that users 

who do not become certified do not reach the same level of satisfaction, increase in 

confidence, and transfer of knowledge as those who are certified. These three 

intertwined aspects tend to increase together with the advancement of users in their 
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learning path, meaning that at different stages, learners reach different levels of 

satisfaction, confidence and knowledge. In this analysis, the relationship between the 

level of satisfaction of participants and their level of confidence and transfer of 

knowledge, as it was found in Kalbaska’s study on the UK travel agents’ perceptions of 

the eLearning courses offered by DMOs, is confirmed (Kalbaska et al., 2013). Beliefs 

about the destination positively changed because of having taken the STA suggesting 

that the image of Switzerland among travel professionals can be improved through the 

eLearning course as suggested by Garbani-Nerini, et. al. (2018). This in turn will lead, 

as suggested by Sirakaya & Woodside (2004), to a higher number of potential tourists 

due to the travel agents’ positive attitude towards the destination. 

 

RQ2: “How is the Switzerland Travel Academy being used by travel professionals and 

what are users most interested in?” 

 

The specialisation modules. In terms of behaviour on the platform, we see that a high 

percentage of users become certified and subsequently decide to take at least one 

specialisation module. Moreover, it was noticed in the online survey that there is a 

dedicated interest for modules related to single regions/cities, meaning that the creation 

of region/city specific modules could push more users to take at least one specialisation 

modules. It was also seen that for each market different outbound links related to 

specific destinations were clicked on, meaning that this could be used as an indicator in 

choosing which destinations should be prioritised in the creation of a specific module. 

In the SEA version of the STA, a module dedicated to specific Swiss regions was created 

(called ‘Golden Partner Southeast Asia’) and proved to be efficient being it the 

specialisation module completed by the highest number of users on that platform. 

 

The DMO’s official website. Regarding the channels through which the questionnaire’s 

respondents became aware of the existence of the STA, the DMO’s official ones 

(website, newsletter, roadshow) were the most quoted. Moreover, most of the outbound 

links were directed towards the official DMO’s website and other DMO-related 

websites (especially those concerning the transportation network) meaning that users 

mostly look for official destination websites to keep informed. This trend, confirms the 
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second-best future action users are willing to take after joining the STA that was to visit 

the Switzerland Tourism official website. This practice has to be considered as positive 

since travel professionals will find more detailed and updated information about, for 

example, oncoming events, on the official website rather than in the eLearning tool 

where the ‘News from Switzerland’ module is updated only once a year. This result 

confirms Adukaite, Cantoni & Kalbaska (2016)’s finding that eLearning tools are able 

to trigger some informal learning activities. Among these activities, we find the fact of 

visiting related websites, like the DMO’s official one, and discuss about the destination 

with colleagues, which in the survey for this study appeared in third place as action that 

respondents were willing to do after taking the STA. Discussing about the destination 

with colleagues is an important outcome of taking the STA since, as seen in the survey, 

many travel professionals found out about the course while talking to a colleague. 

 

Communication. In the online survey, respondents did not feel the need for an online 

tutor and they perceived the STA as a place where to start collaborations with other 

travel professionals. The STA includes a discussion forum where users can 

communicate with the platform managers or with other users. Following the literature, 

we know that the discussion forum is important in asynchronous learning to facilitate 

communication and knowledge sharing (FAO, 2011). However, STA users did not 

extensively make use of the forum. The function of the forum is that of asking questions 

that could be of general interests but in the case of the STA, there is no sign of long 

discussions taking place among users and/or managers of the platform, meaning that 

there is no proven interest in sharing knowledge or starting collaborations through the 

platform. This result contradicts what was stated in the questionnaire for this study and 

in part what stated by participants in the usability test carried out by Garbani-Nerini 

(2017) where users were asking for the possibility of having more interaction on the 

platform with travel professionals in Switzerland in order to exchange tips in selling the 

country. The direct email address could therefore be enough in terms of two-way 

communication between users and the platform’s managers without the need for a 

discussion forum. 
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Quizzes. To have shorter modules and intermediary quizzes before the final test for the 

core modules proved to be efficient since the number of users who felt the need to re-

take a quiz decreased module after module in the order in which modules are displayed 

on the platform. Even if we do not know whether each user took the intermediary 

quizzes for the core modules in this order, we can suppose that, being listed in this order, 

the majority of users did so. Since the percentage of people re-taking the quizzes 

decreases in this direction, we can assume that there is a learning curve along which 

users get used to the quizzes’ structure and mechanism; therefore, for better results, to 

have more smaller intermediary quizzes compared to one or two bigger ones is a good 

solution. To have intermediary quizzes may help motivating users who do not dispose 

of much time to spend on the platform; they could in fact continue in their learning path 

step by step while accomplishing smaller tasks each time they access the platform, thus 

having a sense of moving forward in their learning experience. In terms of quizzes’ 

duration, each quiz having a median time to completion between 2 minutes 6 seconds 

and 4 minutes 15 seconds, the median visit duration (2 to 4 minutes) still allows users 

to take one of the intermediary quizzes for the core modules in one session. Finally, to 

give to users a maximum of 3 attempts proved to be efficient since the median time of 

users having to re-take a single quiz is between 2 and 3 times. 

 

RQ3: “What could be improved to make users’ experience on the STA more 

effective?” 

 

Length of the course. Some reasons why travel professionals may not complete the 

Academy were discovered and suggestions on how to improve the eLearning course and 

the users’ learning experience were collected through the online questionnaire. Those 

suggestions and remarks should be taken into consideration while thinking about 

developing an eLearning course on a destination. Among these remarks, some 

respondents perceived the course as too long because, due to their job, they lack time to 

study. Because of this time constraint, it is important to divide content into chunks and 

to provide intermediary steps each of which could be achieved even during a short visit 

duration. This result is in line with Adukaite, Kalbaska & Cantoni (2014)’s findings 

about the main reasons for travel professionals not to finish the Ticino Switzerland 



Nicole Regazzoni 

57 
 

Travel Specialist (TSTS) eLearning course, namely the length of the course and the lack 

of time. On the other hand, results of the online survey also show that 83.5% of the 

respondents would recommend the STA even to people who do not have the time to 

pass the final test for the core modules, a characteristic that is also in line with Adukaite, 

Cantoni & Kalbaska (2016)’s findings about participants of the TSTS. These results 

seem to show that even if the eLearning course is designed for users to become Certified 

Switzerland Travel Experts, participants would still recommend it to people who do not 

have the time to complete it, underlying the fact that the benefits of the eLearning 

experience do not exclusively arise from the obtainment of the final certification. In fact, 

as suggested by Adukaite, Cantoni & Kalbaska (2016) and found in the answers to the 

online survey for this study, destinational eLearning platforms are also used as tools to 

retrieve needed information or specialise in a topic of interest and not necessarily with 

the goal of getting certified (Adukaite, Cantoni & Kalbaska, 2016). 

 

Retrieval of information. Among the main reasons to take the STA, respondents said 

they want to keep updated about news and events at the destination and look for specific 

information they need about Switzerland. Since the ‘News from Switzerland’ module is 

only updated once a year, the goal of keeping updated about news and events can be 

fulfilled by accessing the official DMO’s website. On the other hand, the retrieval of 

information should be as easy and user-friendly as possible and to divide the content 

into smaller chunks (modules in our case) proved to be efficient. To better suit the time 

constraints of most users, the possibility of going back to where one left after each 

session could improve the platform’s usability; a suggestion which was also made by 

one respondent in the comment space at the end of the online questionnaire. In fact, 

already in the study by Garbani-Nerini (2017), users of the STA suggested that the 

possibility of saving progress during the learning process and exams should exist. 

Moreover, the integration of a search bar in the platform could facilitate the retrieval of 

information. The fact that an important percentage of users is still accessing the platform 

after becoming certified suggests that the STA can be used to retrieve information 

needed at a certain time to fulfil a job requirement. However, since newly certified users 

have to re-access the platform once they receive the confirmation email in order to 

download their certificate, it could be suggested that many users re-entering the platform 
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after one or few days from certification, do it solely to download their certificate. To 

avoid people re-accessing the platform after passing the final test in order to download 

the certificate, this one could be integrated as an attachment in the confirmation email 

users receive after passing the final test for the core modules. 

 

Quizzes. Even though quizzes proved to be adequate to the learners’ competences, to 

enhance the transfer of knowledge, a good solution would be to provide learners with 

case studies to engage in real-life situations (Pappas, 2015). This could be done through 

interactive case studies, stories or other interactive means that enhance the learners’ 

participation and recall of previously learned knowledge. A respondent to the online 

questionnaire also suggested this solution as a way to improve the learning experience 

on the STA. On the other hand, to address the problem of cheating by looking at notes 

or using search engines to look for answers while taking the quizzes, a solution could 

be to set a time to finish every quiz or single question, as was also suggested by a 

respondent to the online survey. 

 

Reminders. The reminders’ efficacy was proven in all markets apart from the GCC 

market where their success was limited. The first reminder is more effective than the 

second one; this could be due to the fact that to fulfil the requirements of the first 

reminder (accessing the whole content of at least one core module) requires less time 

and effort than completing the final test for the core modules. Ameliorations could be 

considered when it comes to the time when the reminders are sent out. The first 

reminder, sent after 10 days from the inscription on the platform to users who have not 

yet accessed the content of a whole core module, seems to be adequate since on average 

users become certified after 12.4 days. On the other hand, the second reminder, sent on 

day 21 to users who are not certified yet, seems to be premature at least for those users 

who had already received the first reminder. This is because, for users who have 

received the first reminder on day 10, the average time to completion being 12.4 days 

from the moment one starts his/her learning process, the average certification time 

would be by day 22/23.  
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Fig. 17: Reminders' timeline 

 

Therefore, for users who did not receive the first reminder it makes sense to have the 

second reminder on day 21 from the moment of inscription but for users who already 

received the first reminder after 10 days from inscription, the second reminder should 

be sent 23 or more days after their inscription. 

 

RQ4: “Which differences can be seen in the use of the Switzerland Travel Academy in 

the different markets?” 

 

Peak access days/hours. Differences in markets were discovered especially in terms of 

peak hours and days when users access the platform. When there is a peak in users 

accessing the platform, the moment is suitable to send out course-related newsletters 

since users may be more responsive to the newsletter and visit the STA. The most 

suitable day to send out platform-related newsletters proved to be either Tuesday or 

Thursday with the exception of the German market where Monday was by far the day 

with the highest percentage of accesses on the platform. In terms of peak hours, the 

afternoon working hours (1 pm-4 pm) were the most prolific apart from the North 

American market where the morning working hours saw a higher percentage of users 

accessing the platform (9 am-11 am). 
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Engagement with the platform. In different markets, the engagement of users with the 

platform in terms of certification rate, enrolment/accomplishment of specialisation 

modules, and rate of after-certification access are varied. While most markets tend to 

have similar percentages, at the two extremes we find the SEA and the Australian 

markets. In the SEA market, the percentage of both certified users and users who took 

at least one specialisation module is the highest overall. In this market, the percentage 

of users re-accessing the STA after being certified is also the highest. This suggests that 

in this market, the eLearning tool has achieved the highest level of success and users are 

actively engaging with the platform’s content not only with the goal of becoming 

certified. On the other hand, in the case of the Australian platform, we found a good 

percentage of certified users while the interest for the specialisation modules is scarce 

as it is the number of users who re-access the platform after becoming certified. The fact 

that users of the Australian platform mainly stop using the platform after becoming 

certified and do not show an interest in the specialisation modules may be related to the 

marketing strategy used to promote the STA in that market. In fact, the promotion relied 

on the possibility of winning a trip to Switzerland for those users who became certified. 

This strategy may have pushed many users to address the platform as a mean to reach 

the final prize while not considering what its other uses are. 
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8. CONCLUSION 

The aim of this thesis was twofold. On one hand, the author wanted to investigate the 

level of users’ satisfaction with the STA, the transfer of knowledge from the eLearning 

tool to the learners, and their level of confidence in selling Switzerland as a result of 

having taking the course. On the other hand, another goal was to analyse the users’ 

behaviour on the platform to understand how they use the platform and what they 

appreciate the most and to spot possible areas of improvement while in the meantime 

contributing to the existing literature about destinational eLearning. 

 

After having carried out a two-step evaluation analysis combining an online survey with 

web analytics, the researcher was able to understand the level of success of the 

Switzerland Travel Academy in terms of users’ satisfaction, level of confidence, and 

increase in knowledge while discovering how learners use the STA. Based on the 

behaviour of users on the STA, investigated using web analytics, it was possible to see 

what they most appreciate about the course and what, on the other hand, could be 

improved in the future to make their learning experience more effective. Moreover, 

always thanks to web analytics, it was possible to see which differences are present 

among the markets with a localised version of the STA. 

 

Many aspects discovered in the evaluation of the STA are in line with previous studies 

about destinational eLearning, especially with findings from the evaluation of the Ticino 

Switzerland Travel Specialist course made by Adukaite, Kalbaska & Cantoni (2014) 

and Adukaite, Cantoni & Kalbaska (2016), and from the study on UK travel agents’ 

perceptions of eLearning by Kalbaska et. al. (2013). For research reasons, to the author’s 

knowledge, this study represents a novelty in terms of the mix of web analytics and the 

online survey to study the success of a destinational eLearning. 

 

A limitation of this study in terms of the real impact that the Switzerland Travel 

Academy could potentially have on the job of travel professionals is that it is difficult 

to assess. The timing of the research represents an obstacle. The online survey was 

conducted only a few months after the launch of the Academy and therefore a long-term 

evaluation is lacking. As suggested by Wang & Wilcox, the true return on investment 
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together with the assessment of a change in behaviour by the travel professionals who 

took an eLearning course can only be measured in the long-term (Wang & Wilcox, 

2006) but that was not possible in the case of this research. Moreover, even in the short-

term, it is difficult for travel professionals to assess the extent to which the knowledge 

they have acquired through the Academy has had an impact on the sales they have made 

and on their behaviour on the job. When asked about their perceptions with regard to 

the Academy, travel professionals may have indicated that they have acquired new 

knowledge and/or feel more at ease when selling the destination to their clients but, in 

some cases, this assumption does not hold true in reality (Wang & Wilcox, 2006); the 

only way to prove it would be to carry out a long-term evaluation. Finally, the biggest 

limitation concerns the ROI and the impact the STA has on tourism in Switzerland since 

it is nearly impossible to get to know exactly how many tourists have visited or will visit 

Switzerland thanks to the preparation of travel professionals who have taken the course. 

 

In terms of further research, the evaluation of other destinational eLearning platforms, 

using both online surveys and web analytics, could help researchers gain an insight on 

what participants in these type of courses expect so to provide firm guidelines for the 

future implementation of such platforms by comparing and aggregating results from this 

research and future research. 

 

For the specific case of the STA, to understand the real efficiency of the STA reminders 

and their timing, researchers could carry out A/B testing in order to test how participants 

in this eLearning course react to reminders sent at different times. This would allow 

knowing at what time to programme the sending of future reminders to make them more 

effective. Moreover, to analyse the logs of the users’ interaction with the eLearning 

platform could give other precious insights on the users’ behavioural patterns, 

something that was not done in this study due to time constraints and lack of logs 

analysis automation. Additionally, for the same reasons, the analysis of each individual 

question of the quizzes, which could have shed a light on which types of questions are 

more appropriate based on learners’ answers, was not done in this thesis. The STA is 

currently running on Moodle 3.1 where reports about quizzes do not consider the 

random distribution of questions taken from the STA question bank. This means that in 
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the report, all answers by different users to ‘question 1’ (as displayed when doing the 

test) are grouped under the ‘question 1’ title but, due to the random distribution of 

questions, ‘question 1’ for one user is a different one than ‘question 1’ for another user. 

With the upgrade from Moodle 3.1 to Moodle 3.5, which will be done during summer 

2018, it will become possible to analyse the answers to each question independently. 

This way, it will be possible to see how many users have answered correctly to a specific 

question. As already underlined, the evaluation of the STA was carried out a few months 

after its launch but a long-term evaluation is still lacking. In the years to come, it would 

be sensible to analyse if the STA keeps being a successful destinational eLearning 

course or if changes will be needed to adapt to new users’ needs or changes in trends. 

Special attention should be given to the core module ‘News from Switzerland’, which 

changes every year. New designs and content-types can be used for each new ‘News 

from Switzerland’ module; this way, in a few years, it will be possible to analyse which 

designs and content-types are the most successful and therefore apply them to other 

modules/future ‘News from Switzerland’ modules. 

 

Finally, another direction for further research would be to analyse destinational 

eLearning courses using new methods like, for example, educational data mining. This 

method, which has gained more and more importance in recent years, would allow 

researchers to evaluate destinational eLearning platforms by exploring and 

automatically analysing big data with the aim of investigating users’ learning behaviour 

patterns in order to optimize the users’ learning experience (Castro et. al., 2007). 

Educational data mining has been defined as “developing, researching, and applying 

computerized methods to detect patterns in large collections of educational data that 

would otherwise be hard or impossible to analyse due to the enormous volume of data 

within which they exist” (Romero & Ventura, 2013, p. 12). Educational data mining is 

strictly related to web analytics but it is used to track more complex interactions between 

users and the eLearning tool by making use of machine learning algorithms (U.S. 

Department of Education, 2012). Nowadays, with the existence of big data related to 

destinational eLearning platforms, the use of educational data mining in this field has 

become a reality and can allow improvement of technical aspects related to the 
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eLearning platforms but also further ameliorate the users’ learning experience and 

provide targeted resources to different users accessing the course.  
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APPENDIX I – List of modules of the Switzerland Travel Academy 

 

Core modules for the international, North American, Australian, UK, SEA, GCC, and German 

platforms: 

1. Welcome to Switzerland (German: Willkommen in der Schweiz) 

2. Basic and practical knowledge (German: Praktisches Basiswissen) 

3. How to travel to and within Switzerland (German: Anreise und das Reisen im Land) 

4. Switzerland in 3,5 or 10 days (German: Die Schweiz in 3,5, oder 10 Tagen) 

5. News from Switzerland (German: Schweiz-News) 

Additional module added in the localised versions of North America, Australia, UK, SEA, GCC 

and Germany: 

 

6. Must knows for [market] travel professionals (German: Das Wichtigste für deutsche  

Expedienten) 

 

Specialisation modules for the international, North American, Australian, UK, SEA, GCC, and 

German platforms: 

1. Cultural attractions and city breaks (German: Kulturziele und Städtreisen) 

2. Family holidays (German: Familienurlaub) 

3. Grand Tour of Switzerland 

4. Luxury, wellness, and lifestyle (German: Luxus, Wellness und Lifestyle) 

5. Meetings, congresses, and incentive planners (German: Meetings, Incentives und  

Kongresse) 

 

6. Nature and outdoor activities (German: Natur und Outdoor) 

7. Perfect accommodation (German: Unterkünfte für jeden Geschmack) 

8. Snow and winter activities (German: Schnee und Winteraktivitäten) 

9. Swiss Travel System 

Please note: in the German platform, 6 region-related modules were added namely ‘Region 

Basel’, ‘Region Bern’, ‘Region Graubünden’, ‘Region Luzern-Vierwaldstättersee’, ‘Region 

Tessin’, and ‘Region Wallis’. In the SEA platform, the ‘Golden Partner Southeast Asia’ module 

was added in the homepage as a separate module.  
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APPENDIX II – Questionnaire for certified users 

 

SWITZERLAND TRAVEL ACADEMY – TRAVEL PROFESSIONALS 

QUESTIONNAIRE 

 

Dear travel professional, thank you for joining the Switzerland Travel Academy. We would like 

you to complete this short questionnaire related to your experience with the Switzerland Travel 

Academy. You will need around 5 minutes to complete the survey. The data will be collected 

and analysed only at the aggregate level. 

Thank you for your collaboration! 

 

1. Please, indicate If you are 

 Male 

 Female 

 

2. Please, indicate your age 

 Under 30 

 30 – 39 

 40 – 49 

 50 – 59 

 Over 60 

 

3. In which country are you based? 

_____________________________ 

 

4. Where do you currently work? 

 Travel Agency (Multiple Agency) 

 Travel Agency (Independent Agency) 

 Travel Agency (Call centre) 

 Travel Agency (Homeworker) 

 Corporate Buyer 

 Other (please, specify) _______________________________ 

 

5. For how many years have you been working in the tourism industry? 

 1 - 5 

 6 - 10 

 11 - 15 

 16 – 20 

 more than 20 

 

6. Have you ever visited Switzerland in person? 

 Yes 

 No 
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7. How do you currently upgrade your knowledge? (more than one answer is possible) 

 Attend seminars/conferences 

 Attend roadshows 

 Read books/magazines 

 Take tourism eLearning courses 

 Follow specialized websites/blogs/mailing lists 

 Follow relevant groups on social networks 

 Travel to and visit the destination in person 

 Other (please, specify)_______________________________ 

 

8. How many eLearning courses about tourism destinations apart from the Switzerland  

Travel Academy have you completed in the last three years? 

 
_____________________________ 

>> If answer to question N° 8 is zero, respond to question N° 10 

 

9. Can you, please, name up to 3 eLearning courses about tourism destinations that you liked  

most? 

_____________________________ 

10. How did you find out about the Switzerland Travel Academy? 

 Social media 

 Internet search 

 Switzerland Tourism official website 

 Switzerland Tourism newsletter 

 Road show by Switzerland Tourism 

 A colleague’s suggestion 

 Other 

11. Please, select three main reasons for you to attend the Switzerland Travel Academy  

 To sell more and earn more 

 To enrich my curriculum 

 To respond to my client’s needs/ requests 

 To respond to my manager’s requests (suggested) 

 It was imposed by my manager (compulsory) 

 To expose the official certification in my office 

 To be updated about Switzerland and its events 

 To look for specific information I needed about Switzerland 

 Other (please, specify) _______________________________ 

 

12. What is your level of satisfaction about the Switzerland Travel Academy? 

 Not at all satisfied (please, specify why):____________________________ 

 Slightly satisfied 

 Satisfied 

 Significantly satisfied 
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13. Did the Switzerland Travel Academy positively change your beliefs/-opinions about  

Switzerland? 

 Not at all 

 Slightly 

 Somehow 

 Significantly 

 

14. Did the Switzerland Travel Academy increase your knowledge about Switzerland? 

 Not at all 

 Slightly 

 Somehow 

 Significantly 

 

15. Do you feel more confident on selling Switzerland as a destination after having completed  

the Switzerland Travel Academy? 

 Not at all 

 Slightly 

 Somehow 

 Significantly 

 

16. Do you think that the Switzerland Travel Academy has helped you to increase sales? 

 Not at all 

 Slightly 

 Somehow 

 Significantly 

 

17. Please indicate how much you agree with the following statements related to the  

Switzerland Travel Academy. 

 

Statement Strongly 

agree 

Agree Disagree Strongly 

disagree 

No 

opinion 

It seems to be 

more a 

destination 

marketing tool 

than a training 

course 

     

I would 

recommend the 

course even to 

people who do 

not have time to 

pass the final 

exam 

     

Going through all 

the modules and 

passing the final 

exam is the only 

meaningful 
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approach to this 

course 

The course is too 

long 

     

The course 

should have an 

online tutor to 

answer my 

questions 

     

The course 

should be a place 

to start 

collaborations 

with other travel 

professionals 

     

I would 

recommend the 

Switzerland 

Travel Academy 

to a colleague of 

mine 

     

 

18. Please indicate if the Switzerland Travel Academy has encouraged you to take some of  

the following actions: (more than one answer is possible) 

 Visit/ plan to visit Switzerland myself 

 Attend a road show or presentation about Switzerland 

 Discuss about Switzerland with my colleagues 

 Read professional paper magazines or journals about Switzerland 

 Visit the official website of Switzerland Tourism 

 Visit the websites of the tourism players (hotels, restaurants, museums, etc.) at the  

destination 

 Browse social media platforms related to Switzerland 

 Start to follow the social media platforms related to Switzerland 

 None of the above 

 Other (please, specify) _______________________________ 

 

19. Do you think you will renew the Switzerland Travel Academy certificate once it expires? 

 Yes 

 No 

 

20. Please, leave any comment you would like to share (e.g. suggestions for new interactive  

activities; desired additional content; etc.) 

 

 

For questions or remarks, please contact Ms Nicole Regazzoni regazn@usi.ch  

mailto:regazn@usi.ch
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APPENDIX III – Questionnaire for not-certified users 

 

SWITZERLAND TRAVEL ACADEMY – TRAVEL PROFESSIONALS 

QUESTIONNAIRE 

 

Dear travel professional, thank you for joining the Switzerland Travel Academy. We would like 

you to complete this short questionnaire related to your experience with the Switzerland Travel 

Academy. You will need around 5 minutes to complete the survey. The data will be collected 

and analysed only at the aggregate level. 

Thank you for your collaboration! 

 

21. Please, indicate If you are 

 Male 

 Female 

 

22. Please, indicate your age 

 Under 30 

 30 – 39 

 40 – 49 

 50 – 59 

 Over 60 

 

23. In which country are you based? 

_____________________________ 

 

24. Where do you currently work? 

 Travel Agency (Multiple Agency) 

 Travel Agency (Independent Agency) 

 Travel Agency (Call centre) 

 Travel Agency (Homeworker) 

 Corporate Buyer 

 Other (please, specify): __________________________ 

 

25. For how many years have you been working in the tourism industry? 

 1 - 5 

 6 - 10 

 11 - 15 

 16 – 20 

 more than 20 

 

26. Have you ever visited Switzerland in person? 

 Yes 

 No 
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27. How do you currently upgrade your knowledge? (more than one answer is possible) 

 Attend seminars/conferences 

 Attend roadshows 

 Read books/magazines 

 Take tourism eLearning courses 

 Follow specialized websites/blogs/mailing lists 

 Follow relevant groups on social networks 

 Travel to and visit the destination in person 

 Other 

 

28. How many eLearning courses about tourism destinations apart from the Switzerland  

Travel Academy have you attended in the last three years? 

 
_____________________________ 

>> If the answer to question N° 8 is zero, please respond to question N° 10 

 

29. Can you, please, name up to 3 eLearning courses about tourism destinations that you liked  

most? 

_____________________________ 

 

30. How did you find out about the Switzerland Travel Academy? 

 Social media 

 Internet search 

 Switzerland Tourism official website 

 Switzerland Tourism newsletter 

 Road show by Switzerland Tourism 

 A colleague’s suggestion 

 Other 

31. Please, select three main reasons for you to attend the Switzerland Travel Academy 

 To sell more and earn more 

 To enrich my curriculum 

 To respond to my client’s needs/ requests 

 To respond to my manager’s requests (suggested) 

 It was imposed by my manager (compulsory) 

 To expose the official certification in my office 

 To be updated about Switzerland and its events 

 To look for specific information I needed about Switzerland 

 Other (please, specify) _______________________________ 

32. What is your level of satisfaction about the Switzerland Travel Academy? 

 Not at all satisfied (please, specify why):___________________________ 

 Slightly satisfied 

 Satisfied 

 Significantly satisfied 

 



Nicole Regazzoni 

72 
 

33. Did the Switzerland Travel Academy positively change your beliefs/-opinions about  

Switzerland? 

 Not at all 

 Slightly 

 Somehow 

 Significantly 

 

34. Did the Switzerland Travel Academy increase your knowledge about Switzerland? 

 Not at all 

 Slightly 

 Somehow 

 Significantly 

 

35. Do you feel more confident on selling Switzerland as a destination after having registered  

to the Switzerland Travel Academy? 

 Not at all 

 Slightly 

 Somehow 

 Significantly 

 

36. Do you think that the Switzerland Travel Academy has helped you increasing sales? 

 Not at all 

 Slightly 

 Somehow 

 Significantly 

 

37. Is there any reason why you might not complete the Switzerland Travel Academy (more  

than one answer is possible) 

 I will certainly complete it 

 The core modules are too long 

 The course is too boring 

 I do not have enough time to complete it 

 There are too many testing activities 

 There is too much textual information 

 Some presented information are not useful for me 

 I already know enough about the destination 

 The content does not correspond to my expectations 

 Other (please, specify):____________________________ 

 

38. Please indicate how much you agree with the following statements related to the  

Switzerland Travel Academy. 

 

Statement Strongly 

agree 

Agree Disagree Strongly 

disagree 

No 

opinion 

It seems to be more 

a destination 

marketing tool than 

a training course 
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I would 

recommend the 

course even to 

people who do not 

have time to pass 

the final exam 

     

Going through all 

the modules and 

passing the final 

exam is the only 

meaningful 

approach to this 

course 

     

The course is too 

long 

     

The final exam is 

too difficult 

     

The course should 

have an online tutor 

to answer my 

questions 

     

The course should 

be a place to start 

collaborations with 

other travel 

professionals 

     

I would 

recommend the 

Switzerland Travel 

Academy to a 

colleague of mine 

     

 

39. Please indicate if the Switzerland Travel Academy has encouraged you to take some of  

the following action: 

 Visit/ plan to visit Switzerland myself 

 Attend a road show or presentation about Switzerland 

 Discuss about Switzerland with my colleagues 

 Read professional paper magazines or journals about Switzerland 

 Visit the official website of Switzerland Tourism 

 Visit the websites of the tourism players (hotels, restaurants, museums, etc.) at the  

destination 

 Browse social media platforms related to Switzerland 

 Start to follow the social media platforms related to Switzerland 

 None of the above 

 Other (please, specify) _______________________________ 

 

40. Please, leave any comment you would like to share (e.g. suggestions for new interactive  

activities; desired additional content, etc.) 
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For questions or remarks, please contact Ms Nicole Regazzoni regazn@usi.ch  

  

mailto:regazn@usi.ch
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APPENDIX IV – Newsletter 
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