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Abstract   
Tourism is one of the biggest industries worldwide, while ecotourism is growing in             

importance, because of the negative environmental and social costs of conventional tourism.            

For this reason, the European Union encourages local and national DMOs to focus on              

sustainability initiatives. 

The tourism industry relies to a great extent on internet communications. Due to the              

importance of ecotourism, but its low levels of conversion rate, NTOs need to figure out               

appropriate ways of communicating about it. Since websites are the main tools in online              

communication, there is a growing need to assess their impact in the context of ecotourism,               

and appropriate models are required to contribute in this field. 

The aim of this research is to develop such a model by exploring the different               

elements utilized in this type of communication from NTOs. This will be achieved by the               

conduction of a multi-case study of NTOs’ websites in four Scandinavian and four             

Mediterranean countries through a content analysis, guided by Rayport and Jaworski’s           

(2004, cited in Fill, 2005) 7Cs framework map about website assessment. 

In general, Scandinavian countries communicate in a wider extent about ecotourism           

than the Mediterranean, with the exception of Denmark. The basic outcome of this study is               

that different cases vary widely in the ways they utilize different elements. Another finding is               

that the line between ecotourism and massive tourism communication is not always easily             

identifiable within the different elements. Based on the empirical analysis, the original 7Cs             

framework map has evolved to become the 7Cs framework map for ecotourism, which             

synchronizes the knowledge from previously relevant developed models in tourism literature. 
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1. Introduction 

1.1 Research Background 

1.1.1 The importance of sustainable tourism and ecotourism 

Tourism is a sector that has grown over the last fifty years to become one of the                 

largest economic sectors globally, accounting for 9% of the world’s Gross Domestic Product             

(GDP) and providing over 200 million jobs (WTO, 2013). However, even though the heavy              

increase of tourism, the sector is considered as one of the least prepared for climate change                

(Scott, Hall & Gössling, 2012). Furthermore, the tourism industry has a number of negative              

aspects, such as its significant and growing contribution to climate change, currently            

accounting for around 5% of global CO2 emissions. This is mainly generated by transport,              

but also by the operation of tourism facilities such as accommodation. In some areas,              

tourism results in local pollutions of land and water, due to poor treatment of solid and liquid                 

waste by tourism businesses and from the activities of tourists. Furthermore, poorly sited             

tourism developments and inappropriate activities can be very damaging to biodiversity in            

sensitive areas. Negative impacts to cultural heritage sites might occur when the visitor             

management is poor. Moreover, accommodation businesses are often major users of           

non-renewable and valuable resources, such as land, energy and water. In some areas a              

resort may consume many times more water per person than the local community with which               

it competes for sufficient supply (WTO, 2013). 

The stress from these negative consequences has been recognized by the sectorand            

this year, 2017, has been named by the United Nations as the ‘International Year of               

Sustainable Tourism for Development’, showing the growing urgency of the subject. Their            

goal is to promote tourism’s role in five key areas: 1) Inclusive and sustainable economic               

growth; 2) Social inclusiveness, employment and poverty reduction; 3) Resource efficiency,           

environmental protection and climate change; 4) Cultural values, diversity and heritage; and            

5) Mutual understanding, peace and security (UNWTO, 2016a). Moreover, the European           

Union is encouraging local and national DMOs to focus on sustainability, with the aim being               

to reach a European standard that includes ecotourism (European Ecotourism Conference,           

2013). As Europe has historically been the most visited continent and has the highest levels               

of tourism with a share of 51% of all arrivals (Innovation Norway, 2015), the importance of                
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sustainable tourism and the maintenance of the landscape is even higher here (Gössling,             

2012). 

The International Ecotourism Society suggests conservation, communities and        

sustainable travelling as the three main components of sustainable tourism, developing the            

concept of ecotourism as an answer to the problematic consequences of mainstream            

tourism. Their definition of ecotourism is "responsible travel to natural areas that conserves             

the environment, sustains the well-being of the local people, and involves interpretation and             

education" (TIES, 2015, cited in TIES, 2017). Tourism is one of the biggest industry sectors               

worldwide, with wildlife viewing and outdoor recreation reportedly making up one of its             

fastest growing sectors. This indicates a desire for natural activities and highlights the             

importance of the development of this kind of tourism. 

1.1.2 Marketing communication of ecotourism 

Consumers and tourists today are aware of and concerned about the problems with             

climate change and unsustainable consumption, while they show a high support for actions             

to reduce their negative effects (Whitmarsh, 2009). However, even though most consumers            

claim to be concerned about sustainability, many appear reluctant to participate on a             

personal level in eco friendly consumption activities (Carrigan & Attalla, 2001; Weaver,            

2012). The translation of rhetoric into reality is thus mismatched, making demand not equal              

to the actual purchases (Weaver, 2012). 

Moreover, the communication of sustainable tourism products and services appears          

not to be very prolific. Several tourism product or service providers have been seen to               

participate in eco friendly activities and sustainability initiatives on a corporate level, even             

though without communicating it to the consumers. The consumers thus remain unaware of             

these activities and their purchasing decisions are not influenced by them (Black & Crabtree,              

2007). Other organizations, such as NTOs, are opportunistically distributing information          

about sustainability on the Internet. Some organizations are seen to lack a strategy of which               

information and from which sources they should provide to their users (Weaver, 2012). 

This creates a discrepancy when it comes to ecotourism communication online.           

Tourists today are among the first in adapting new technologies. In a world of rapid               

technological evolution and an economy of digitalization, consumer behavior is continuously           

changing and new ways of searching for information are used. For example, Internet, mobile              

and other innovative mediums are today used to a higher extent, dominating the channels              

used by tourists (Gorlevskaya, 2016). The World Wide Web has become the primary tool              

used by tourists in order to search for information (Fernández- Cavia, Díaz-Luque, Huertas,             
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Rovira, Pedraza-Jiménez, Sicilia, Gómez & Míguez, 2013), while websites are one of the             

most important communication mediums in destination branding (Míguez-González &         

Fernández-Cavia, 2015). Digital information sources provide knowledge and can potentially          

impact travelers' opinions and serve as platforms to communicate perceptions (Költringer           

and Dickinger, 2015). As a result, tourism websites showcasing destinations need to be             

appealing and must communicate information in an appropriate and suitable manner           

(Fernández-Cavia et al., 2013). Due to the importance of sustainable tourism, but low levels              

of conversion rate, tourism organizations need to find appropriate ways of communicating            

efficiently about ecotourism, in order to inform and attract the interested and relevant target              

groups. 

1.1.3 Ecotourism as part of destination marketing 

Another aspect of the communication of eco friendly tourism activities or services is             

its ability to position a destination and strengthen its competitive advantage. Even though             

sustainability nowadays should be a relevant issue for each and every destination, that is not               

yet the case (Weaver, 2006). The acknowledgement of the economic benefits from tourism             

have led to a bigger tourism supply and thus a growing competition of the tourists amongst                

different destinations (García, Gómez, & Molina, 2012). Competition is fierce, with 194            

nations fighting for a share of the tourists’ heart, mind and wallet. This indicates a need for a                  

more strategic approach to brand communication, as it leads to greater economic value,             

growth and welfare (Balakrishnan, 2009). Every country within the globalized environment           

tries to promote its distinct characteristics and maintain its position, aiming for the creation of               

a unique trait. This is associated with strategic policies of tourism planning, marketing and              

communication of the need to promote unique characteristics of a place, while taking into              

consideration the way visitors consider this place, region or country (Kavoura, 2014). In the              

current tourist scene, place marketing and the development of destination brands have            

become strategic tools (García, Gómez, & Molina, 2012). 

As branding is an inseparable part of marketing (Blaće, Ćorić & Jurič, 2015), place              

branding is a concept assembling a number of branding techniques applied to places. Ideas              

and management principles of promoting products and corporations are adopted by cities,            

regions and nations (Kavoura, 2014). This process is used to develop a unique identity and               

personality that is different from other places (Gilmore, 2002; Zouganeli, Trihas, Antonaki &             

Kladou 2012). Destination marketing is now acknowledged as a pillar of the future growth of               

sustainability in tourism destination within the increasingly globalized and competitive market           

(Pike, 2013). Sustainable tourism, as a fast growing cultural and economic activity, offers             
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great opportunities for the steady development of branded regions with a unique identity             

(Blaće, Ćorić & Jurič, 2015). Communication strategies are an important part of this process              

(Balakrishnan, 2009), and consequently the communication of ecotourism is now even more            

interesting to explore. 

1.2 Research Gap and Research Question 

Nowadays, tourism is one of the most important industries worldwide, while           

ecotourism is growing in importance, because of the negative environmental and social            

consequences of massive tourism. The tourism industry relies to a great extent on digital              

communications. Consequently, there is a growing realization of the need to assess the             

impact of the Internet on tourism, furthermore in the extent of ecotourism, and appropriate              

models are required to contribute in this field (Bhat & Shah, 2014). Yet, research on the                

marketing of destinations in the digital environment is sparse. This lack of knowledge             

represents a significant gap in tourism marketing theory and leaves practitioners with little             

guidance. A possible factor for this lack of knowledge is that NTO’s assign the design of their                 

website to digital agencies, as they view it as no more than another channel in their                

communications strategy (Azad Hanna & Rowley, 2015). Tourism websites need to be            

attractive and must communicate their message in an appropriate and convincing manner.            

However, despite the importance of these websites, there is no methodology in place to              

assess the quality and communication that is scientifically sound and universally accepted            

(Fernández-Cavia et al., 2013; Fernández-Cavia et al., 2014). Website evaluation research           

over the last years has led to various approaches and findings, rather than a unified               

understanding of success factors that should be measured to estimate the performance of a              

website (Park & Gretzel, 2007). 

A number of researchers (Babacan & Erdem Koker, 2008; Parker, Sears & Smith,             

2012; Slivar & Pavlović, 2012; Inversini, Cantoni & DePietro, 2014; Míguez-González &            

Fernández-Cavia, 2015) proceeded with tourism websites’ evaluations, following an array of           

different methodologies. For instance, Babacan and Erdem Koker (2008) analyzed the           

websites of three destinations, namely Turkey, Spain and Dubai, in a quantitative manner in              

order to determine the quality of internet usage especially in the field of marketing              

communications. Parker, Sears and Smith (2012) reviewed the web design practices of            

tourism authorities in Atlantic Canada and New England by utilizing a content analysis             

coding scheme. Inversini, Cantoni and De Pietro (2014) investigated the relationship           

between website design and user experience of a vast number of English tourism             

destinations, borrowing his research methodology from different domains and including both           
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a quantitative and qualitative approach. 

Furthermore, some scholars attempted to create frameworks in order to provide tools            

to measure the quality of a tourism website (Park & Gretzel, 2007; Fernández-Cavia et al.,               

2014; Del Vasto-Terrientes, Fernández-Cavia, Huertas, Moreno & Valls, 2015; Azad Hanna           

& Rowley, 2015). For example, Park and Gretzel (2007) used a qualitative meta-analysis             

methodology to synthesize a unified framework of commonly used website success factors,            

including a total of nine factors. Fernández-Cavia et al. (2014) used a host of indicators               

grouped into twelve parameters that lead into establishing a Web Quality Index (WQI) for              

tourism destination websites. A year later, Del Vasto-Terrientes et al. (2015) proposed the             

complementation of the WQI assessment system for DMOs with the Multi-criteria Decision            

Aiding method ELECTRE. 

Still, it is very seldom to track any studies related to ecotourism, especially when              

connected to digital communication (Lovelock, 2009; Platania, 2014; Cheng, Wong, Wearing           

& McDonald, 2017). Lovelock (2009) conducted a study regarding the promotion of hunting             

and fishing tourism on the internet, by conducting a survey of NTO’s websites. Platania              

(2014) evaluated agrotourism websites in an Italian region to analyze the strategic choices             

made by farmers by utilizing the eMICA methodological approach to analyze the quality of              

the websites. Cheng et al. (2017) investigated the use of social media by ecotourism              

management agencies and how this potentially changes the relationship between the tourist            

and the natural environment, while creating a framework for the use of social media to               

market ecotourism. 

Based on the previous discussion and as many of the conducted studies have been              

of a quantitative approach, these studies might not have been able to uncover indirect              

meanings in the communications and have furthermore failed to provide an elemental            

understanding of the phenomena. Furthermore to the fact that there is not yet a universal               

framework to evaluate the communications quality of a tourism website, even more there is              

not such a tool developed yet specifically in the ecotourism sector. Only very recently,              

Cheng et al. (2017) has developed such a framework for marketing ecotourism through             

social media channels. Bearing in mind the importance of an official tourism website in a               

destination’s marketing communication (Lovelock, 2009; Fernández-Cavia et al., 2013;         

Fernández-Cavia et al., 2014; Choi, Ok & Choi, 2015; Azad Hanna & Rowley, 2015), it is                

considered crucial to develop a specified tool dealing with online communication of            

ecotourism in official tourism websites. Therefore, the research question leading this study            

is: 
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How do official organizations communicate their ecotourism initiatives through 
websites? 

1.3 Research Aim and Objective 
Following the work of Cheng et al. (2017), the aim of this research is to minimize the                 

existing gap around online communications in ecotourism literature, by extending Rayport           

and Jaworski’s (2004, cited in Fill, 2005) 7Cs framework map. With an aimed theoretical              

contribution of unifying scattered models and theories, this study propose to provide an initial              

framework for ecotourism website evaluations, as such a model is currently absent. In order              

to gain an initial understanding of NTOs’ communication practices, the objective of this study              

is to extend previous communication models developed for the online environment, as they             

have not been created to support specific areas of the tourism industry and are not based on                 

empirical research. This will be achieved by the conduction of a content analysis of NTOs’               

official tourism websites, guided by Rayport and Jaworski’s (2004, cited in Fill, 2005) 7Cs              

framework map about website assessment. On a managerial level, the aimed contribution is             

to provide further understanding on online marketing communications of ecotourism, based           

on the development of a framework map for ecotourism communication through websites.            

By suggesting empirically developed subcategories, the proposed achievement lies in the           

privity of highlighting techniques for communicating ecotourism online, as well as evaluating            

the aspect in tourism websites. This easily applied model will supply DMOs, NTOs and other               

tourism organizations interested in this field with firm suggestions and knowledge of            

communication practices for ecotourism on the Internet. 

1.4 Thesis Outline 
 This study is divided into six sections. In the first section, the knowledge background              

of the topic is provided, accompanied by the research question and aim. In the second               

chapter of the study, relevant literature around tourism and marketing communications is            

reviewed, while the theoretical framework upon which the analysis is completed is provided.             

In part number three, the methodology used for this study to be accomplished is put under                

the microscope. Here, issues like the research approach and design as well as the data               

collection and analysis methods are explained. The fourth chapter is divided in two main sub               

chapters: findings and analysis. In findings, the researchers offer an overview of the             

empirical results gained through the NTO’s website analysis. In analysis, the empirical            

results are put down in comparison with the original 7Cs framework map, resulting to the               
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modified 7Cs framework map for ecotourism. In the fifth section the new framework is              

discussed with previously developed models, as it attempts to synchronize the results with             

already developed literature around this topic. The last section includes the most significant             

conclusions, together with the limitations of this research and opportunities for future            

research. 

2. Literature and Theoretical Review  
In this chapter, a literature review around several areas concerning this study, as well              

as the theoretical framework based on which the analysis is achieved, are provided to the               

reader. First, the discussion around tourism terminology and the difference between           

sustainable tourism and ecotourism is provided. Second follows a brief description of DMOs             

and NTOs. Third, the text evolves from describing general marketing communications,           

touching the tourism industry, to end up in discussing the implications within the online              

environment. Then, several models of website evaluation are briefly described, while the one             

chosen for this study is analytically explained in the last section of the chapter.  

2.1 Literature Review 

2.1.1 Multiple definitions of tourism 

Tourism is the second largest industry in the world, with daily international revenues             

of approximately 2 billion dollars and investments of 12 percent of the global GDP              

(Balakrishnan, 2009). While it is a complex phenomenon with proved socio-economic           

importance, its status as scientific object within an academic field still seems to be in               

question (Darbellay & Stock, 2012). Even though tourism has been around for centuries, it is               

only recently that this field of study has been considered seriously, while there is still lack of                 

agreement of the common terms in use today (Pike, 2008). This is probably a reflection of                

the recently developed concepts of tourism, but it is definitely remarkable that it took more               

than fifty years to reach agreement even on the basic characteristics of the world‘s second               

largest industry (Middleton & Hawkins, 1998). In tourism, there have been almost as many              

different definitions as there are researchers, while it has even been suggested that             

generally defining tourism is almost conceptually impossible. Complications around defining          

tourism arise from the multidisciplinary nature of tourism research, the ambiguity of what             

constitutes a tourist and tourism business, and overlaps with the concepts of travel,             
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hospitality and leisure (Pike, 2008). 

Tourism scholarship has been organized across two distinctive streams, economic          

development and tourism impacts (Pike, 2008). Leiper (1979, cited in Pike, 2008) developed             

a general framework for tourism that would bridge these two streams and identified three              

approaches. The first was economic, where definitions only recognized business and           

economic aspects of tourism, such as: 

 

“Tourism is an identifiable nationally important industry. The industry involves a wide 

cross-section of component activities including the provision of transportation, 

accommodation, recreation, food and related services” (Leiper, 1979, cited in Pike, 2008, p. 

22) 

 

Nevertheless, Leiper has criticized this approach for the lack of an array of elements,              

the most important being the human dimension. The second approach was technical, where             

the interest was in monitoring the characteristics of tourism markets, such as describing             

tourists, travel purpose, distance travelled and length of time away. The third approach was              

holistic, where the attempt was made to capture the whole essence of tourism, such as: 

 

“Tourism is the study of man away from his usual habitat, of the industry which 

responds to his needs, and of the impacts that both he and the industry have on the host’s 

sociocultural, economic and physical environments.” (Leiper, 1979, cited in Pike, 2008, p. 

22) 

 

A more recent definition of tourism has been provided by the World Tourism             

Organization (WTO), according to which: 

 

“Tourism comprises the activities of persons travelling to and staying in places 

outside their usual environment for not more than one consecutive year for leisure, business 

and other purposes” (WTO, 1993, cited in Middleton & Hawkins, 1998) 

 

The most recent definition of conventional tourism identified in relevant literature has            

been developed by Weaver (2006), according to whom the tourism industry that forms the              

core of conventional tourism can be defined as: 

 

“The sum of the industrial and commercial activities that produce goods and services wholly 
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or mainly for tourist consumption” (Weaver, 2006, p.59) 

2.1.2 Sustainable tourism and ecotourism 

Sustainable tourism has risen and is still evolving as a result of developments both              

internal and external to the tourism industry over the past fifty years. It may be considered as                 

the application of the sustainable development principles in the tourism sector, meaning            

tourism development that meets the needs of the present without compromising the ability of              

future generations to meet their own needs. Essentially, sustainable tourism involves the            

minimization of negative and the maximization of positive impacts. Yet, while sustainable            

tourism can be regarded as a type of sustainable development, there is not a direct               

relationship between these two. The Brundtland Report, the first report published about            

sustainability in 1987, does not refer to tourism, even though the latter has been              

characterized as a mega sector during the 1980s. This was evident some years later in the                

Agenda 21 strategy document that was created in the Rio Earth Summit in 1992, which               

made only a few incidental references to tourism as both a cause and potential solution of                

environmental and social problems (Weaver, 2006). 

Meaningful discussions using the term sustainable tourism first emerged in the early            

1990s among tourism academics and organizations (Weaver, 2006). Not surprisingly, a           

number of critics have risen along the way; for instance, Moscardo (2008, cited in Dangi &                

Jamal, 2016) supports that there is no such thing as sustainable tourism. She concludes that               

it would be better to view tourism as one among many possible development options to               

assist in socioeconomic development in the destination area, which might help facilitate            

innovation, development of a different set of evaluation criteria and the development of             

sustainability monitoring systems. However, since then the amount of research related to            

sustainable tourism has increased in volume and sophistication, as the idea has moved             

rapidly from a position of peripherality to centrality within the knowledge platform. This is              

rather evident in the extent to which the concepts of sustainable tourism has been officially               

recognized in organizations both internal and external to the tourism sector, such as the              

United Nations (UN), Conservation International (CI) and the World Tourism Organization           

(WTO) among others (Weaver, 2006). According to the WTO, sustainable tourism can be             

defined as: 

 

“Tourism that takes full account of its current and future economic, social and 

environmental impacts, addressing the needs of visitors, the industry, the environment and 

host communities” (WTO, 2013, p.17) 
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During the last years, an increasing number of destinations and businesses are            

pursuing ecotourism as a specialized part of their sustainable tourism development           

strategies (Weaver, 2006). According to the same, nowadays it is widely accepted that             

ecotourism involves an emphasis on nature-based attractions, educational interactions with          

these attractions and management practices that make every effort to achieve           

environmentally, socially and culturally sustainable outcomes. However, Cosmescu and         

Cosmescu (2007) argue that the wide variety of definitions of the term ecotourism implies              

that the debate over what ecotourism is still continues. 

Among the first researchers trying to provide a definition of ecotourism is Hetzer             

(1965, cited in Cheia, 2013), who talked about ecologically responsible tourism by defining             

four key factors of it, namely: the lowest possible impact on the environment, respect for the                

host culture, increased benefits to local people and increased tourist satisfaction. The wider             

emergence of ecotourism in the mid-1980s is closely associated with the Mexican            

Ceballos-Lascuráin, who defined the industry as including traveling 

 

“to relatively undisturbed or uncontaminated natural areas with the specific object of 

studying, admiring and enjoying the scenery and its wild plants and animals, as well as any 

existing cultural aspects (both past and present) found in these areas” (Ceballos-Lascuráin, 

1988, cited in Weaver, 2006, p.192) 

 

This often cited definition deals with two criteria of ecotourism, nature-based           

attractions and educational motivations. These two characteristics have since then become           

almost internationally recognized as two of the three core prerequisites of an ecotourism             

experience. The third criterion, environmental, social and cultural sustainability, is implicit in            

most of the definitions that have been subsequently put forward. As an example, Wood              

defines ecotourism as 

 

“purposeful travel to natural areas to understand the cultural and natural history of the 

environment, taking care not to alter the integrity of the ecosystem while producing economic 

opportunities that make the conservation of natural resources financially beneficial to local 

citizens” (Wood, 1991, cited in Weaver, 2006, p. 192) 

 

Last but not least, Fennell regards ecotourism as 
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“a sustainable form of natural resource-based tourism that focuses primarily on 

experiencing and learning about nature and which is ethically managed to be low-impact, 

non-consumptive and locally oriented” (Fennell, 1999, cited in Weaver, 2006, p.192) 

 

From the previous discussion, it is concluded that the debate about what consists             

ecotourism is still ongoing. However, the researchers in this study take into consideration all              

previously mentioned criteria in the different given definitions of what ecotourism is. 

2.1.3 Destination Marketing Organizations (DMOs) and National Tourism        

Organizations (NTOs) 

Destination Marketing Organizations (DMOs) operate at multiple levels ranging from          

the national to the regional and have evolved over the years to respond to the geographical                

and political needs that are associated with tourism (Dodds, 2010). Depending on the view              

each researcher takes, the DMO is either a marketing organization, responsible for driving             

business to the destination, or it is a management organization, providing leadership and             

direction for the tourism system. Regardless of whether one perceives the role of these              

organizations as management or marketing, DMOs are a key component of destination            

success (Line & Runyan, 2014). A National Tourism Organization (NTO) is a country’s             

official organization that is responsible for the development and promotion of tourism within             

this country (Lovelock, 2009; Soteriou & Coccossis, 2010). NTOs have been suggested as             

the most significant travel motivators for destinations. They increasingly play an important            

role in promoting new tourism products, such as ecotourism, as destinations seek points of              

difference in a relatively unified mass tourism market (Lovelock, 2009). 

The accreditation by tourism communities of the need to become organized in order             

to achieve destination competitiveness has led to the beginning of DMOs, particularly since             

the 1960s. The history of DMOs is relatively short, with the first emerging in the late 19th                 

century. While there is a growing body of literature interpreting the development of modern              

tourism, the published literature on the evolution of DMOs around the world is relatively rare.               

The establishment of the New Zealand Department of Tourist and Health Resorts in 1901              

represented the world’s first NTO. Many nations did not create an NTO until decades after               

New Zealand. For instance, one of the key neighboring competitors to New Zealand in              

European markets, Australia, did not become involved in tourism marketing until 1929. In             

Europe, the French NTO was established in 1910. By 1919, when the Italian NTO was               

created, the Alliance Internationale du Tourisme had been formed in Brussels, bringing            

together 30 European NTOs. In Britain, the government provided financial support for the             
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1929 establishment of the Travel Association of Great Britain and Ireland. The first official              

NTO in Sweden has only been established in 1976. Following the Second World War, the               

international Union of Official Tourism Organizations, the predecessor of the World Tourism            

Organization (WTO), had around 100 member NTOs in 1946. By 2006, WTO membership             

included 150 countries, seven territories and 350 affiliate organizations (Pike, 2008). 

NTOs’ responsibilities vary widely depending on various factors such as the political,            

economic, social, and cultural backgrounds of a country, the size of the country, and the               

importance of tourism to the national economy (Soteriou & Coccossis, 2010). The roles of a               

DMO are dictated by the mission, goals and objectives, which, in general, are similar around               

the world. Key themes include: coordination, strategy, stakeholders, economics, marketing,          

product development, lobbying, information provision, research and the host community          

(Pike, 2008). Alongside with the previously mentioned, DMOs work to make a destination             

attractive by showcasing its unique aspects and attractions (Dodds, 2010). Both strategic            

planning and the integration of sustainability in NTOs face problems that limit the potential of               

strategic planning to contribute substantially towards sustainability (Soteriou & Coccossis,          

2010). 

2.1.4 Marketing communications: definition, development, objectives 

Marketing communications is a management process through which an organization          

engages with its various audiences. Through understanding an audience’s communications          

wants and needs, organizations seek to develop and present messages for their identified             

target groups (Fill, 2005). According to the same, marketing communications have evolved            

in four categories during time: information and promotion; process and imagery; integration;            

and relational. Information and promotion refers to communications used to persuade           

consumers into product purchase using mass media communications. The emphasis here is            

on rational, product-based information. Process and imagery describe communications that          

are used to influence the various stages of the purchase process. In this type, the emphasis                

is on product imagery and emotional messages. Integration means that communication           

resources are used in an effective way to enable customers to have a clear view of the                 

brand proposition. The emphasis lays on strategy, media neutrality and a balance between             

rational and emotional communication. Last but not least, relational refers to communication            

used as an integral part of the different relationships that organizations share with             

consumers. The emphasis is on value and meaning plus a recognition of the different              

communication needs and processing styles of different target groups. 

Based on De Pelsmacker, Geuens and Van den Bergh (2010), marketing           
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communications objectives can be divided into three categories: reach goals, process goals            

and effectiveness goals. The reach goal of communication is to touch the target groups in an                

effective and efficient way. For this purpose, a good segmentation and audience definition is              

obligatory, as well as insights into the media behavior of the desired groups. Process goals               

are conditions which should be established before any communication can be effective. All             

communications should capture the attention of the target consumers, then appeal and last             

but not least processed. The third type of communication goals are the effectiveness goals.              

They are the most important ones, since reach goals only assure sufficient exposure, and              

process goals only ensure enough processing of the message to make the effectiveness             

goals possible. 

2.1.4.1 Marketing communications in tourism 

The recent shift in thinking of countries and destinations as brands requires a             

management approach that focuses on developing relationships with travelers rather than           

simply focusing on generating sales. As already been described, one such approach is             

integrated marketing communications. A concrete definition of integrated marketing         

communications is: 

 

“a process of managing the customer relationships that drive brand value. More 

specifically, it is a cross-functional process from creating and nourishing profitable 

relationships with customers and other stakeholders by strategically controlling or 

influencing all messages sent to these groups and encouraging data-driven, 

purposeful dialogue with them.” (Duncan, 2002, cited in Pike, 2008, p.263) 

 

Marketing communications need to promote the distinct characteristics of the country           

or destination that is branded. It is the national agents’ role, when speaking about a country,                

to incorporate in their communication strategies the way potential visitors understand the            

country’s touristic characteristics in an appropriate manner (Kavoura, 2014). Messages can           

be delivered to specific target groups only when they utilize the services of particular media.               

The variety of media is continually growing, while all of them have strengths and              

weaknesses that impact the quality, effectiveness and efficiency of the message. The main             

categories of media are: Broadcast (Television, Radio), Print (Newspapers, Magazines),          

Outdoor (Billboards, Transit), New media (Internet, Digital television) and Others (Cinema,           

Exhibitions, Product placement) (Fill, 2005). 

In a world of digital evolution consumers are continuously changing, and tourists are             
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among the first. Their behavior, media consumption, engagement level and expectations           

influence the transformation of communication tools in use. In recent decades, the pace of              

change became even faster. Media consumption has shifted to internet, social media, mobile             

and other innovative mediums, which play an important role in the tourism industry. To be               

successful, actors in the tourism industry should gain competitive advantages by           

differentiation, using powerful ideas and keeping up with new technology. The           

implementation of powerful ideas for specific target groups by relevant communication tools            

is the right way to build effective marketing communications in tourism (Gorlevskaya, 2016). 

2.1.5 Online marketing communications 

The development of digital technology communications has had a profound effect on            

conventional marketing communications. The full potential of these new technologies is yet            

to be revealed, as customer behavior adapts and learns new ways of adopting these              

facilities (Fill, 2005; Gorlevskaya, 2016). Interactivity and rapid two way communications           

enabled by the internet require the development of new communication strategies and a             

fresh understanding of what consumers want and need (Fill, 2005; Oliveira & Panyik, 2015). 

According to Fill (2005), the internet impacts on marketing in two basic ways:             

distribution and communication. The first concerns distribution and marketing channels. The           

internet provides a new, more direct medium to reach customers, which can either replace or               

supplement current channel arrangements. The second concerns the internet as a           

communication medium. It provides a means of reaching wide new audiences and enabling             

the provision of huge amounts of information. 

The use of the internet as a medium to attract specific target groups is becoming an                

increasingly important aspect of marketing communications (Fill, 2005; Gorlevskaya, 2016).          

Websites are the most important tools of internet activity for organizations, regardless of             

which industry they conduct their operations and whether the purpose is only to offer              

information or provide transactional services as well. The characteristics of a website can be              

critical in determining the user’s length of stay, activities purchased and the probability for a               

visitor to return to the site another time (Fill, 2005). 

2.1.5.1 Online marketing communications in tourism 

In spite of the increasing access to information technologies such as the Internet,             

DMOs often struggle to keep up with the rapid advantages in this area and their implications                

for marketing (Pike, 2008). Even though, it is crucial that a coherent and strategic approach               

is adopted to destination branding and that this approach is multi channel and embraces              
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digital destination branding as well (Azad Hanna & Rowley, 2015). The advantages of             

internet as a communication tool makes it a very important and effective channel for service               

industries, especially for tourism. However, the most important issue is to manage internet             

based communication activities in a quality manner (Babacan & Erdem Koker, 2008). DMOs             

and other organizations associated with destination marketing need to be proactive in            

developing their digital presence and in developing their understanding of the unique            

features of the digital arena as a communication, service delivery, and branding medium             

(Pike, 2008; Azad Hanna & Rowley, 2015). 

In recent years, most tourists want to know a considerable amount of information             

about a destination when planning a trip. However, they cannot physically test tourism             

products and services compared with tangible consumer products. With technological          

advances and the increase of web communication, DMOs’ websites enable potential visitors            

to have indirect experiences of destinations, while such experiences can help tourists            

choose a destination (Lovelock, 2009; Fernández-Cavia et al., 2013; Fernández-Cavia et al.,            

2014; Choi, Ok & Choi 2015; Azad Hanna & Rowley, 2015). According to Palmer (2005,               

cited in Fernández-Cavia et al., 2013, p. 625): “the internet provides tremendous            

opportunities for developing powerful destination brands affording tourists genuine benefits.          

However, having a website is not in itself a guarantee of the success of the destination.”.                

The need to develop virtual presence via successful websites is one of the primary              

challenges of NTOs because, as Rincón recalls (2010, cited in Fernández-Cavia et al., 2013,              

p. 626), “integrating and supplementing the physical and virtual dimensions calls for efforts             

that go beyond space-time dimensions in order to attain a genuine inter-related paradigm”.             

Therefore, considering that the Internet can bring potential benefits and reach new            

customers, it is important that websites are complete and attractive (Platania, 2014), as well              

as that NTOs set clear objectives for their websites and develop strategies for online              

marketing communication (Choi, Ok & Choi, 2015). 

Today DMOs invest considerable amounts of money in the development of websites            

as part of their general promotion efforts. With increasing pressure on their budgets, it              

becomes ever more important for these organizations to assess the quality of            

communication of their websites and evaluate the return on their investments. Website            

evaluation measures have been proposed in many ways and various contexts over the past              

decades (Park & Gretzel, 2007; Fernández-Cavia et al., 2014). However, it is difficult to              

make a systematic and complete evaluation of their quality due to their diversity of              

categories, which makes them complex to analyze (Del Vasto-Terrientes et al., 2015). 
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2.1.6 Presentation of selected website evaluation frameworks 

Currently, the design and functionality of a website is recognized as a significant             

aspect of an organization’s communication strategy. What constitutes a quality website has            

been the subject of much debate, marked by the lack of efficient empirical work to determine                

a common framework (Fill, 2005), since much of the existing models are based on              

theoretical assumptions. According to Park and Gretzel (2007) this debate takes place since             

1997 for website evaluations external to the tourism industry and since 1999 internal to the               

industry. Based on Fernández-Cavia et al. (2014), no comprehensive method of assessment            

exists to enable communications managers and directors to find out whether their            

destination's website is appropriate even in recent times. Of the many ideas presented, four              

are discussed here, because of their development during time and the spanning from             

general to tourism communications. 

Karayanni and Baltas (2003, cited in Fill, 2005) suggest that websites have four main              

characteristics, namely interactivity, navigability, multimedia design and content. This         

breakdown is useful because it indicates the main facilities that a useful site would include.               

However, what it does not provide is a depth of insights that would help organizations design                

their sites more appropriately (Fill, 2005). Park and Gretzel (2007) develop a unified             

framework of commonly used website success factors, which includes a total of nine             

elements: Information quality, Ease of use, Responsiveness, Security, Visual appearance,          

Trust, Interactivity, Personalization and Fulfillment. Even though more developed, this          

framework includes certain elements that are not immediately connected to tourism, such as             

Security and Trust, while they eliminate others, which are necessary in tourism website             

evaluation, such as Connection. 

Fernández-Cavia et al. (2014) offer a Web Quality Index (WQI) for tourist destination             

websites which determines as well an overall index. Their index is separated into 4 main               

categories, each one including 3 subcategories. More analytically, these categories and           

subcategories include: Technical aspects (information architecture, web positioning, usability         

and accessibility), Communicative aspects (homepage, languages, content amount and         

quality), Relational aspects (mobile communication, social web, interactivity), Persuasive         

aspects (marketing, branding, discourse analysis). However, they also eliminate certain          

important to tourism aspects, such as Customization and Connection, and their developed            

framework is vastly detailed when attempting to analyze a new touristic theme for the first               

time. Azad Hanna and Rowley (2015) suggest the 7 C’s of digital strategic place brand               

management, which includes the following elements: Channels, Clutter, Community,         
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Chatter, Communication, Co-creation, and Co-branding. Even though these researchers         

provide a good balance in the number of elements under evaluation, they oversee two of the                

most important elements for website assessment, namely Context and Content. 

2.2 Theoretical Review: The 7Cs Framework Map 

Rayport and Jaworski (2004, cited in Fill, 2005) offer a 7Cs framework that they              

subsequently develop into a map, which can be used to analyze websites in order to design                

them more effectively. The 7Cs framework is comprised from the following elements:            

Context, Content, Community, Customization, Communication, Commerce and Connection.        

Initially developed in 2004 by Rayport and Jaworski, the 7Cs framework map was described              

from an e-commerce perspective, even though it is a general framework for evaluating a              

website’s quality. The latter is the reason as to why only one year later, Fill (2005) describes                 

the same framework map from an online marketing communications point of view.  

From the previous discussion in section 2.1.6, it is concluded that even today there is               

still no unified framework in website evaluation. Even though it might appear reasonable to              

proceed by utilizing either Park and Gretzel (2007) or Fernández-Cavia et al. (2014)             

frameworks, the researchers decided to conduct the analysis by utilizing Rayport and            

Jaworski (2004, cited in Fill, 2005) 7Cs framework map because of the following reasons.              

First and foremost, this framework map is one of the fundamental models used in website               

evaluation analysis (Fill, 2005). It includes all important elements to proceed with a balanced              

evaluation, while it is not too detailed. Therefore, it provides a good background for a topic                

which initially has not been much analyzed, such as ecotourism. Both Park and Gretzel              

(2007) and Fernández-Cavia et al. (2014) frameworks are quite extended for a first time              

evaluation. Moreover, and as discussed above, both frameworks include certain elements           

not immediately related to tourism while overlook others more important to the tourism             

industry. Last but not least, Fernández-Cavia et al. (2014) framework is useful for a              

quantitative rather than a qualitative assessment of a website. 

The 7Cs Framework Map developed by Rayport and Jaworski (2004, cited in Fill,             

2005) is described analytically in the following sections: 

 

Context 

Context considers the layout and design of a website. It is concerned with the balance               

between the functional and aesthetic look and feel of the site. Websites that focus on               

functionality try to provide the reader with information. Aesthetically designed websites aim            

to emotionally engage their users. The balance between the functional and emotional design             
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of a website can be termed as integrated. In an integrated website, the users experience a                

site that provides a suitable level of information, is easy to navigate and still is interesting                

and engaging in terms of the emotional satisfaction derived from using it (Fill, 2005). 

 

Content 

Content refers to what is presented on the website, in terms of audio, text, graphics, images                

and video. It is concerned with the dominant category for which information is provided. The               

content can be considered in terms of its: offering mix, appeal mix and multimedia mix (Fill,                

2005). More specifically: 

● Offering mix refers to the balance between information, products and services. 

● Appeal mix refers to the balance between functional (attribute and benefits) and            

emotional (feelings and brand). 

● Multimedia mix refers to the selected combination of audio, text, graphics, images            

and video. 

Rayport and Jaworski (2004) divide content into three categories: product dominant, service            

dominant and information dominant. Product dominant websites refer to online stores,           

whose primary purpose is to sell physical goods. Service dominant refers to websites that              

provide the service of being the interface between the users. Information dominant are             

websites with vast archives of info or tools to find specific topics. 

 

Community 

Online communities describe the interaction between the users of a website, but not             

between the website and its users. These interactions can be one to one (e.g. via e-mail) or                 

among many (e.g. via chat rooms) and are significant to organizations as they can be a                

source of information about customer feelings. Communities in a website may range from             

nonexistent to strong. The increasing role and significance of online communities in recent             

years indicate that website design should reflect the importance of the existence of these              

communities to organizations (Fill, 2005). 

 

Customization 

Customization refers to the extent to which a site is capable of being adapted to the                

individual needs and wants of its visitors. Different sites provide varying levels of             

customization, from low through medium to high levels, and this is reflected in the user’s               

experience (Fill, 2005). Rayport and Jaworski (2004) classify customization into three levels,            

namely generic, moderately customized and highly customized. Generic websites offer the           
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same face and content for every user. Moderately customized sites are especially created             

for their target audiences. Highly customized websites provide users with an individualized            

experience. 

 

Communication 

The type of communication provided by a website is to some extent a reflection of the type of                  

relationship offered by the organization. The communication may be broadcast (content           

update reminders or mass mailings), where one-way communication prevents the user           

reaction and with it the opportunity for dialogue. On the other hand, interactive             

communication (user ratings or feedback) enables user response that can lead to dialogue             

with the organization (Fill, 2005). 

 

Commerce 

Commerce refers to the ability of the user to conduct commercial transactions through the              

website. This element can range from low to high levels (Fill, 2005). 

 

Connection 

Connection refers to the number of other linked sites in the organization’s website. These              

links may redirect the user to another site when clicked. Outside links make it difficult for the                 

user to return to the original page and are therefore not used extensively (Fill, 2005).               

Websites can be grouped under three categories regarding connection: destination sites,           

hub sites and portal sites. Destination websites provide self-generated content almost           

exclusively, with very few links to other websites. Hub websites are a combination of              

self-generated content and links to related websites. Portal websites consist almost           

exclusively of outsourced info and links to other sites (Rayport & Jaworski, 2004). 

  

Context Aesthetically 
dominant Functionally dominant Integrated 

Content Product-dominant Information-dominant Service-dominant 

Community Nonexistent Limited Strong 

Customization Generic Moderately 
customized 

Highly 
customized 
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Communication 
One-to-many, 
nonresponding 

user 

One-to-many 
responding 

user 

One-to-one, 
nonresponding 

user 

One-to-one, 
responding 

user 

Commerce Low Medium High 

Connection Destination Hub Portal 

  

Table 1: The 7Cs Framework Map (Rayport and Jaworski, 2004, cited in Fill, 2005) 

3. Methodology 
In the following sections, the methodology of this study is explained. First, an explanation of               

the researchers’ view on the research philosophy, in terms of ontology and epistemology, is              

provided. Thereafter arguments towards the chosen research strategy and design are           

presented, as well as the sampling process. Furthermore, the method choices of data             

collection and analysis process is elaborated. Lastly, the research setup is critically            

evaluated in terms of how credibility and validity have been ensured, given the limitations of               

the research project. 

3.1 Research Approach 

3.1.1 An internal realism ontology and constructivist epistemology 

The ontology of this research is internal realism, as it suggests that there is a truth,                

but it is obscure and cannot be directly accessed (Easterby-Smith, Thorpe & Jackson, 2015).              

In this study, the phenomena of online communication is seen as a real phenomena, which               

exists independently of the researchers and has real life consequences for the visitors of              

NTOs’ websites. However, to measure it and truthfully explain the phenomena is seen to be               

hard, as it is a complex one. Different countries offer different tourism products, due to the                

unique climate, culture and history among others, which provides the NTOs’ with different             

starting-points in their communication, making the truth multifaceted and convoluted.          

However, it is still a concrete phenomena and to indicate what is going on in NTOs’ online                 

communication of ecotourism, the researchers have no interest in diverse interpretations of            
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the actual phenomena. With this ontological stance, the researchers see the present as an              

approximation of reality, and even though the use of hands on-models to capture the              

phenomena, no universal theory can be found due to its elusiveness (Easterby-Smith,            

Thorpe & Jackson, 2015). 

The epistemology of this research is based on the social constructivist position,            

which argues that knowledge is socially constructed. Meaning is given by people in their              

daily interactions with others, making communication an interesting phenomena         

(Easterby-Smith, Thorpe & Jackson, 2015). Words and pictures are seen as part of the              

social world and are meaningful within themselves, when interpreted in the context in which              

they were produced (Mason, 2002). As this research is exploring NTOs’ online            

communication of ecotourism, this epistemological stance acknowledges the fact that the           

people producing the communication have a purpose in their actions (Easterby-Smith,           

Thorpe & Jackson, 2015). The internal relativism in combination with the social            

constructionist position provide the view of communication as an elusive but concrete            

phenomena, which is given meaning by people. More concrete, pictures and texts are seen              

to mediate a special meaning within the ecotourism context that elsewhere would not make              

sense, making context and interpretations of the content important. However, the           

communication practices are understood as distinct matters, whose existence is not to be             

debated upon as what is there is a universal truth. 

3.1.2 A qualitative and abductive research strategy 

This research is conducted with a qualitative approach, as it allows the researchers             

to gain a holistic view of the field. The emphasis lies on the interpretive aspects of a                 

phenomenon (Miles & Huberman, 1994) and allows the ability to discover indirect and             

implicit ways of communication (Mason, 2002). As the field of interest in this study lies in                

exploring the NTOs’ online communication, a qualitative method gives the ability to notice             

implicit nuances in their communication (Miles & Huberman, 1994).  

Another advantage of the qualitative method is its emphasis on context and            

contextual understanding of social behavior (Bryman & Bell, 2011). As earlier described,            

NTOs’ have different opportunities and challenges in their work with communication, such as             

various economic and social working conditions. This might affect the communication           

choices being made, the reason why it is important that the researchers acknowledge the              

context. As this study does not aim to develop a generalizable theory, but rather explore and                

describe a particular phenomena in its natural setting, a qualitative study is legitimate             

(Bryman & Bell, 2011). 

28 



 

Furthermore, the qualitative approach enables a flexible and limited structure of the            

research. This offered style of unstructured data collection can help the researchers suggest             

alternative ways of thinking about the phenomena of interest (Bryman & Bell, 2011). It allows               

a more interpretive analysis and might uncover evolving patterns throughout the research            

process and data analysis (Saunders, Thornhill & Lewis, 2007), which opens up for the              

opportunity to see beyond the obvious (Easterby-Smith, Thorpe & Jackson, 2015). 

With the aim to explore and elaborate on existing theory, the research is conducted              

in an abductive manner. The abductive approach starts from incomplete observations and            

provides the best prediction, which may be true (Bryman & Bell, 2011). This is in line with the                  

ontological stance of this research, where the truth is seen to be hard to capture. This                

technique allowed the researchers to bring together things which had not before been             

associated with one another (Reichertz, 2009), meaning the NTOs’ online communication of            

ecotourism and Rayport and Jaworski’s (2004, cited in Fill, 2005) 7Cs framework map. From              

this perspective, the researchers used Blumers (1954, cited in Bryman & Bell, 2011) idea of               

‘sensitizing concepts’, which suggest “a general sense of reference and guidance in            

approaching empirical instances” (Blumer, 1954, in Bryman & Bell, 2011, p.393). The 7Cs             

framework map provided context and direction in the research and has acted as “means for               

uncovering the variety of forms that the phenomena to which they refer can assume”              

(Bryman & Bell, 2011, p.393). 

By using a logical inference, but still taking the empirical findings seriously, the             

researchers could use the framework in an open-ended way to uncover how ecotourism             

communication has been achieved (Saunders, Thornhill & Lewis, 2007). The researchers           

held an open-minded attitude towards pre-known literature, without specifying any          

relationships between variables and theories beforehand, in order not to force data into a              

fixed model (Eisenhardt, 1989). 

3.2 Research Design 

3.2.1 Reasoning for an explorative multiple case study design 

Within the range of constructionist research designs, with the characteristics of being            

fluid and flexible (Mason, 2002), an exploratory case study was perceived to be most              

suitable for the researchers to investigate the phenomena within its real-life context, to fulfil              

the aim of this study (Yin, 2009). As the chosen field of study is scarcely researched, the                 

research project has been chosen to be of an exploratory nature. This research intends to               
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provide a better apprehension of NTOs’ communication of ecotourism, and not to provide             

conclusive evidences. As the 7Cs framework map functions as a framework rather than a              

theory, this approach is aligned with the abductive method (Saunders, Lewis & Thornhill,             

2012).  

Furthermore, a case study is defined as “a research strategy which focuses on             

understanding the dynamics present within single settings” (Eisenhardt, 1989, p.534) and           

has an in-depth focus (Easterby-Smith, Thorpe & Jackson, 2015). As the research question             

is connected to the width of the phenomena, this research opted for a multiple case study,                

due to its generation of rich insights for each single case, thus highlights the broadness of                

communication practices. Furthermore, it provides the opportunity of comparison within and           

across cases to discover similarities and differences between the cases (Eisenhardt, 1989).            

This is seen to provide the study with more rich data, which enable the goal to explore and                  

elaborate on new theory. 

3.2.2 Case selection and units of analysis 

Eisenhardt (1989) argues for an ideal number of four to ten cases in a multiple case                

study. With consideration of this project’s restricted scope and time limits, 8 cases are              

perceived as a reasonable number in order to cope with the conductions of in-depth analysis               

for each case. To define the cases, the research question and units of analysis are               

considered (Yin, 2009). As the study aims to explore how NTOs communicate ecotourism             

online, the unit of analysis is the NTOs’ online communication of ecotourism. However, as              

there is a need for concrete boundaries (Yin, 2009), each case is defined to be the official                 

tourism website on a national level. The NTOs are chosen to operate on a national level, as                 

they form the country brand and thus set boundaries for regional DMOs (ETC/UNWTO,             

2009). 

A strategic sampling is employed to purposefully choose cases, which help in a             

meaningful way to generate rich broad data about the field of study. However, this technique               

does not provide a representative sample, but rather encapsulates a relevant range within a              

specific context (Mason, 2002). It is a type of theoretical sampling, as the aim is to elaborate                 

on already existing theory (Eisenhardt & Graebner, 2007). The criteria for selecting cases is              

that the website devotes parts of its page to nature, natural activities and sustainability.              

When several potential cases appeared too similar, an evaluation based on the amount of              

ecotourism presented on the website and the country images was achieved in order to              

differentiate them and to choose the most suitable cases. Furthermore, the researchers had             

to consider access limitations, such as potential language barriers, when choosing cases            
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(Eisenhardt, 1989). 

Cases are chosen within the range of Europe, as this area is seen to be ahead when                 

it comes to sustainable tourism and thus could provide a more rigid empirical material. There               

is an overall aim to reach a European standard that includes ecotourism, with a focus on                

sustainability for the whole region, and NTOs and DMOs are encouraged to focus on              

sustainability (European Ecotourism Conference, 2013). Furthermore, Europe is seen to be           

an interesting area due to its high amount of tourism. With a share of 51% of all arrivals,                  

Europe was the most visited continent in 2015 and has historically always been so              

(Innovation Norway, 2015). During 2016, the number of international tourist arrivals reached            

almost 500 million (UNWTO, 2017). These high levels of tourist arrivals increases the             

importance of sustainable tourism and maintaining the landscape (Gössling, 2012). 

The chosen cases are Denmark, Finland, Norway, Sweden, Greece, Italy, Portugal           

and Spain (see Appendix 2). The four Scandinavian countries are generally perceived as             

beautiful natural landscapes, perfect for ecotourism initiatives (Travel Weekly Australia,          

2008), whereas the Mediterranean countries are interesting in terms of their ecotourism            

potential, with a high diversity of landscapes. Furthermore, there is an ongoing project, the              

Mediterranean Experience of Ecotourism (MEET), trying to improve the sustainability of the            

tourism in the area (Medecotourism.com, 2016). With this strategic sampling of four            

Scandinavian and four Mediterranean countries, the cases are considered to give access to             

richer data as well as enable more comparisons and uncover otherwise hidden patterns in              

their communications. With different climates and consequently a slightly different range of            

tourism products, the two zones are thus seen to provide the study with the opportunity to                

explore the online communication of ecotourism within slightly different contexts. 

3.3 Data Collection Method 

3.3.1 Visual document analysis 

As the unit of analysis is the NTO website, the collected empirical data is of               

secondary visual character, as it is not produced for the purpose of research, but rather an                

authentic representation of what has already been done (Easterby-Smith, Thorpe & Jackson,            

2015). Visual data provide the researchers with a sense of the situation and show what has                

been created, which is useful in an exploratory study. It further helps the interpretation of               

how the communication has been realized (Easterby-Smith, Thorpe & Jackson, 2015). To            

get access to this kind of data, a visual document analysis is conducted. Virtual and visual                
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documents, more specifically the NTO websites and the graphical and visual content shown             

on them, are chosen to be the empirical base. As NTOs’ are significant producers of this                

kind of documents, and that the content of the websites plays an important role in the NTOs’                 

communication, they are seen to suit the aim of this study (Bryman & Bell, 2011). 

The criteria for which websites to analyze is that they needed to be the official               

tourism page for the specific country, as above described. Thereby, besides allowing the             

researcher to find the data needed to answer the questions, Scott’s (1990, cited in Bryman &                

Bell, 2011) criteria for assessing the quality of documents, namely their authenticity,            

credibility, and representativeness, are fulfilled. Data were collected by screenshots and           

saving text-citations. 

 

Data were collected from the following websites: 

Norway https://www.visitnorway.com  [2017.04.12] 

Sweden https://visitsweden.com  [2017.04.12] 

Finland http://www.visitfinland.com  [2017.04.12] 

Denmark http://www.visitdenmark.com  [2017.04.12] 

Greece http://www.visitgreece.gr  [2017.04.12] 

Italy http://www.italia.it  [2017.04.12] 

Spain http://www.spain.info  [2017.04.12] 

Portugal https://www.visitportugal.com  [2017.04.12] 

3.4 Data Analysis 

3.4.1 Qualitative content analysis 

In order to make sense of the data collected from the NTOs’ official websites, a               

qualitative content analysis is the chosen method, as it is a context-sensitive and flexible              

technique (Elo & Kyngäs, 2008). As communication might be implicit, the allowed qualitative             

interpretation of the content (Mason, 2002) makes an important point due to the fact that               

documents need to be understood in the context in which they are created and for whom                

they are written for (Bryman & Bell, 2011). Content analysis often starts with predefined              

categories. However, the usage of Blumers’ (1954, cited in Bryman & Bell, 2011) sensitizing              

concepts, as earlier described, allowed the researchers to start from a broader outline and              

narrow it down during the process of analysis, depending on what the data revealed in               

relation to the model. With this abductive approach of the study, the observed empirical              

32 

http://www.visitfinland.com/
http://www.visitdenmark.com/denmark/tourist-frontpage
https://www.visitportugal.com/en
https://visitsweden.com/
https://www.visitnorway.com/
http://www.visitgreece.gr/
http://www.italia.it/en/home.html
http://www.spain.info/en/


 

material has been leading the analysis. The first step in the process was to get familiar with                 

the cases (Elo & Kyngäs, 2008). To do this, an exploratory coding process was conducted               

(Saldaña, 2009). This was achieved with-in cases, to generate first insights of each case.              

This allowed unique patterns of each case to emerge, before any generalized patterns were              

investigated (Eisenhardt, 1989). In Appendix 1.1, the used coding template is provided. 

The used analysis methods for coding are holistic coding and provisional coding.            

First, the holistic coding was conducted and the researchers applied single codes to large              

units of data, to make sense on the overall content. This allowed the researchers to grasp                

basic themes when the empirical material was big (Saldaña, 2009). Thereafter, the            

researchers developed a start list with predetermined categories for the performance of the             

provisional coding (Miles & Huberman, 1994; Saldana, 2009). To avoid forcing the data into              

a predefined framework, with the risk of coming up with codes and categories that may not                

be applicable (Saldaña, 2009), these categories provided the researchers with guidelines of            

what to look for during the coding process, allowing some interpretation of the empirical              

material (Blumer, 1954, cited in Bryman & Bell, 2011). The categories used were based on               

Rayport and Jaworski’s (2004, cited in Fill, 2005) 7Cs framework map, namely Context,             

Content, Community, Customization, Communication, Commerce and Connection as        

presented above. The researchers analyzed and interpreted the content within these           

categories, to create subcategories of how ecotourism is communicated within each case. 

The next step in the analysis process was the cross-case analysis, in order to notice               

patterns and reach beyond the initial impressions of the data, by looking at it in many                

divergent ways (Eisenhardt, 1989). This second cycle coding, with the aim to develop a              

sense of a thematic organization from the first cycle coding, was realized with the elaborative               

coding method (Saldaña, 2009). By taking the long sequences of describing text that             

emerged during the provisional coding and meta-summarize them within the 7Cs, the            

researchers were able to group the data into meaningful units (Saldaña, 2009). The used              

template for the second cycle coding together with the developed categories are presented             

in Appendix 1.2. Thereafter, by looking for within group similarities and intergroup            

differences in each category, potential contextual complexity was highlighted and provided           

the researchers with more information of the ecotourism communication (Eisenhardt, 1989).           

Furthermore, this method allowed the researchers to organize their explorative data in a way              

that can elaborate and modify previous research (Saldaña, 2009). 

3.5 Critical Methodological Evaluations 
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3.5.1 Quality of the research process 

As this study is of qualitative nature, there is a relatively little standardized             

instrumentation used throughout the research process (Miles & Huberman, 1994). However,           

interpretation of the qualitative empirical material can be achieved in different ways, and thus              

the researchers consider it important to use transparent methods and guide the reader             

through the process. To ensure its quality, particular considerations are made in regard to              

the generalizability, reliability and validity of the study (Easterby-Smith, Thorpe & Jackson,            

2015). As the goal with a case study is to depict the particularities of a specific phenomena                 

(Yin, 2009), the researchers attempt to reach an analytical generalization rather than to             

provide final answers (Stake, 1995). By doing so, and to contribute to new theoretical              

conceptualizations, the process of cross-case analyses and abduction provides conceptual          

propositions, which can be applied and tested in further cases. 

The two researchers acknowledge their own interpretation capacity and try to hold an             

as neutral approach towards the research as possible, which is in line with considerations              

needed to be taken into account within an internal realism ontology (Alvesson, 2003;             

Easterby-Smith, Thorpe & Jackson, 2015). Furthermore, the coding and analysis were           

achieved together by both researchers, to cover a broader spectrum of perspectives and             

ideas, as well as eliminate potential biased thoughts (Bryman & Bell, 2011). The researchers              

follow Seale’s (1999, p.158) advice of presenting the reader with “as much as is possible of                

the procedures that have led to a particular set of conclusions”. 

When it comes to validity, to ensure that the data have been sufficiently treated and               

include the possible perspectives of what has been attempted within the communication, the             

researchers used a multi-leveled coding process. This allows them to view and examine the              

empirical material properly (Easterby-Smith, Thorpe & Jackson, 2015). Furthermore, to          

demonstrate that the evolving theoretical ideas properly match the observations made, the            

researchers provide substantial descriptions of the findings and include screenshots of the            

analyzed websites in Appendix 3, allowing the reader to “cross-check” the validity of the              

interpretations made (Legard, Keegan & Ward, 2003, p.274). The authenticity of the study is              

ensured via the controls of the conduction of the research as well as the evaluation of the                 

date, to genuinely mirror the collected empirical material (Bryman & Bell, 2011). 

3.5.2 Ethical Considerations 

With regard to ethical considerations, the researchers follow Bell & Bryman’s (2007,            

cited in Easterby-Smith, Thorpe & Jackson, 2015) ten key principles for research ethics.             
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With the research question and units of analysis of this study, no human participants needed               

to take part. Thus, the first six ethical principles are not applicable, as the analyzed               

documents are official websites.  

A greater emphasis is put on the protection of the integrity of the research              

community. The researchers stay true to the research question and try to avoid deception of               

the results by treating the data with transparency and authenticity, without trying to falsify or               

affect the results in any way. As Snell (1993, cited in Easterby-Smith, Thorpe & Jackson,               

2015) points out, ethical issues are extremely complex. The researchers attempt to the best              

of their knowledge to treat the research process as ethical as possible. 

4. Results 

4.1 Findings 

The following part presents the findings of how the NTO of each case communicates              

ecotourism through their official tourism website on a national level. First, an initial             

description of all websites is provided, before a more concrete and detailed presentation of              

the findings is conducted. This is achieved within the categories of this research’s             

conceptual framework: Context, Content, Community, Customization, Communication,       

Commerce and Connection.  

4.1.1 General overview 

 In the next paragraphs, the overall look and feel of the official NTOs’ websites is               

described for the countries under examination, unfolding the overall impression the visitor            

receives around ecotourism. It is generally found that Scandinavian countries are more            

active in this area, with the exception of Denmark, than the Mediterranean countries.             

Moreover, a significant difference between ecotourism patterns was not identified between           

Scandinavian and Mediterranean countries. 

When first entering Visitnorway.com, the Norwegian official tourism website, nature is           

one of the main elements that are shown (see Appendix 3.1). With the slogan “Norway -                

powered by nature”, the page mediates the splendid scenery, the northern lights and the              

pure moments one can experience when visiting the country. Nature appears to play a              

significant role in the Norwegian tourism product. The official NTO’s website in Sweden is              

Visitsweden.com (see Appendix 3.2) and nature is one of the main focus of this site as well.                 
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Its main page highlights the nature and outdoor activities, such as canoeing and kayaking,              

the northern lights and the moose. In Finland, the official tourism website is Visitfinland.com              

(see Appendix 3.3). The first impression for the online user is largely connected to              

ecotourism. The website contains multiple kinds of multimedia that highlight the natural and             

unique beauties of the country (e.g. Northern Lights, Midnight Sun, Lapland etc.), as well as               

possible outdoor activities (e.g. skiing, kayaking, hiking etc.) the tourist may experience while             

visiting the country. The official Danish tourism website is Visitdenmark.com (see Appendix            

3.4). In general, Denmark does not pay special attention in ecotourism in its online              

communication, besides when describing the country’s beaches and sea. 

The official tourism website in Spain is Spain.info (see Appendix 3.5). Here, the             

online communication mainly focuses in other aspects of tourism, like culture. However,            

there are certain elements around ecotourism highlighted in the website. For instance, the             

exceptionality of the Spanish nature is highlighted by communicating that the country is the              

second UNESCO Biosphere Reserve in the world. Several activities, such as mountain bike,             

hiking, scuba diving etc. that the ecotourist can enjoy while visiting the country are displayed               

as well. Italy’s official tourism website is Italia.it (see Appendix 3.6). Ecotourism does not              

play an important role in their communication, while they focus more on culture and              

gastronomy. Considering ecotourism, they mainly display the sea, the mountains and the            

lakes. Greece’s official NTO website is Visitgreece.gr (see Appendix 3.7). Even though the             

website basically communicates the beaches and sea of the country, it devotes some of its               

sections around ecotourism as well. Some of these sections include: Top 5 Greek Nature,              

Activities, Ecotourism etc. The official NTO website in Portugal is Visitportugal.com (see            

Appendix 3.8). Ecotourism communication plays an important role, which is visible when            

displaying the homepage. Visitportugal.com focuses into three main ecotourism areas,          

namely Nature, Sun and Sea, and Outdoor Activities.  

4.1.2 Context 

One of the two most important elements for a website is its context. The empiric data                

of this study showed that within the context of a website, significant to consider are:               

structure, navigation/menu, design, engagement/inspiration. Regarding these categories, the        

distinction between massive and ecotourism communication is not always easy, as it highly             

depends on the country’s involvement in such initiatives.The first category under analysis is             

the website’s structure. All examined countries have developed a well-structured official           

tourism website. This finding concerns both the general structure of the website, as well as               

the specific ecotourism sections. 
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 When analyzing the context, it was found that different cases have different            

navigation systems, making it harder or easier to find information about ecotourism. Several             

differences have been identified considering the ease of navigation and the menus on the              

websites. Norway, Finland and Denmark areseen to have easy navigation systems. More            

specifically, Visitnorway.com provides one of the most easy to navigate ecotourism sections.            

There, the top menu is explicit and allows the visitor to get easy access to subpages. In the                  

first level of headlines, one can find for example the submenu “Things to do”, which presents                

a next level of headlines such as “The great outdoors”, “Must-see nature attractions” and              

“Pure Moments in Norway”. Furthermore, in the bottom of the page, the site has a second                

menu with pictures/logos (see Appendix 3.9), highlighting important aspects of the website            

related to ecotourism. “Sustainable destinations” and “Green travel” are part of these            

linkages, making it even easier to get redirected to the nature related parts of the website.                

Similar is the case of Finland, as the website has organized diverse menus around              

ecotourism, while it is easy for the user to locate such submenus, for instance the “Get                

outdoors” menu (see Appendix 3.10), where various activities are listed. In the case of              

Denmark, even though the website does not devote a wide area in ecotourism             

communication, these sections are easy to be found, as the visitor can easily track the sites                

“Best Beaches List” and “20 Most Beautiful Places in Denmark List” (see Appendix 3.11). 

On the other hand, Sweden, Spain, Italy, Greece and Portugal have navigation            

systems that make it hard to track the ecotourism information in search. In Sweden, even               

though they devote a major area of their website in ecotourism communication, the top menu               

lacks a roll-down function, making the navigation on the site slow and slightly confusing.              

Spain.info does not employ the most user friendly navigation either. Nevertheless, the            

website does provide menus concerning nature, sports and sustainability. In the case of             

Italy, there is a lot of information provided about nature; however this is hard to find within                 

Italia.it, even though there are submenus for nature, mountains, sea and lakes. It is not easy                

for the user to navigate through Visitgreece.gr and track the ecotourism information one is              

looking for. This happens because even though there is a clear structure in the website,               

there are several submenus that make it difficult for the user to efficiently scroll around. As                

well in Portugal, the user navigation can be improved, as the existing multiple menus may be                

confusing. 

While examining the different websites, another category that evolved is design.           

Considering design, all case countries maintain a simple design in their tourism websites.             

The websites are constructed with a white background, where the pictures are more visibly              

displayed, while the text is written in simple fonts. Some case countries also utilize colors               
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characteristic for them. For instance, Norway employees the red color, Sweden light blue             

and yellow, while Greece deep blue color. No specific changes are tracked within the              

ecotourism subsections considering their design, except for its content, which is analyzed in             

the next section. 

Another category that arose in the analysis is the degree of engagement/inspiration,            

as it varies widely within the different websites. Considering this element, the minority of the               

cases are engaging to the user (Norway, Sweden), while the majority is mostly only              

providing information to the visitor. More analytically, Norway’s website mediates an           

engaging and inspiring feeling, with several large images and complementing informative           

text. It is a well-balanced mix of information, functionality and visual, emotional-creating            

elements such as images. Visitsweden.com is an aesthetic website, with emotionally           

engaging content. The images on the site are big and of good quality. Pictures are usually                

accompanied with short text on the main page and longer texts on the different subpages,               

which aims to provide more information about the specifics. In contrast, Visitfinland.com            

mostly evokes the traveler’s interest to gather information about the country than evoking             

deeper emotions. In the case of Denmark, the website is mostly providing information than              

evoking emotions or interest; however, the video in the homepage is an element which also               

evokes emotions to the user. In Spain’s tourism website, pictures are rather small and not               

very engaging to the user. Similar cases are the ones of Italia.it, Visitgreece.gr and              

Visitportugal.com, where the websites are mostly informational and do not easily evoke            

emotions to the user. 

4.1.3 Content 

Content wise, the cases are seen to provide information about different subjects            

connected to ecotourism. These subjects were divided during the analysis into the following             

categories: sustainability; nature; animals; activities; and unique activities. ‘Sustainability’         

refers to content directly connected to either sustainability or ecotourism, whereas the other             

categories are indirectly connected to ecotourism. For example, content can be about an eco              

friendly activity such as hiking or biking, but without mentioning of the activities’ sustainable              

aspects. Furthermore, the content analysis exposed different multimedia balance among the           

cases. As explained in the context section, some cases focused on big images and shorter               

texts, while others proceeded with the opposite. When analyzing the content, nature and             

landscape were seen to uphold the greatest part of all websites. Italy was the only exception,                

as they emphasized on culture more than nature. However, they provide content that deals              

with nature, mountains and other eco friendly activities. 
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Visitnorway.com puts their main focus on nature. On their main page, several            

pictures and texts focus on nature, different ecofriendly activities and ‘Must-see nature            

attractions’. In Sweden, ecotourism is conveyed through images of nature, animals and            

“Swedish wildlife”. Several images also portraits happy people engaging in activities in the             

nature. On the Finnish website, the visitor is not overloaded with detailed information around              

nature when scrolling through the website, as most of it is communicated in a visual manner                

(see Appendix 3.3). The website focuses on providing information about the different natural             

activities available, rather than promoting ecotourism packages. In a first place, they have             

pictures illustrating the northern lights, but equally displayed are pictures with the Finnish             

snowy wonderland as well as the lakes in summertime. The Danish website offers a mix of                

text and pictures, but not videos in ecotourism. In total, most pictures illustrate the sea.               

There are still some pictures illustrating the forest and green areas, but only the minority.               

Pictures with beaches either present long sandy beaches, or, on a smaller extent, cliffs next               

to the sea. 

In Greece, the medium of communication is mainly text, with some pictures and very              

minor videos, which does not display nature or activities around ecotourism. Several pictures             

illustrate beaches and the deep blue ocean, which is the country's main characteristic in              

tourism communication. The pictures with beaches include several landscapes such as:           

sandy, rocky or green beaches. However, in general, the pictures provided are not always              

representative of Greece and are often very limited. The Greek site further provides             

descriptions of two unique activities, not found in any other cases: “The routes of the olive                

tree” (see Appendix 3.12) and “Caving”. In Portugal, the information around ecotourism is at              

a good level. The content is developed based on informational rather than on promotional              

purposes. The basic communication mediums are texts and pictures, while the website does             

not utilize video multimedia at all. The major communication medium in Visitportugal.com are             

pictures and a photo gallery is provided in several subpages. For instance, in the “Sun and                

Sea” section the pictures range from sandy to rocky beaches (see Appendix 3.13). Spain              

has a section of their website promoting ecotourism. In general, they use nature to describe               

the beauty of their country. Activities or things to see which are highlighted in Spain are for                 

example ’green routes’ and stargazing, where the last one is uniquely promoted in Spain. 

The analysis of the textual content revealed that not only does the text describe              

different things in different cases; the NTOs also convey their messages differently. The             

Swedish site accompanies pictures with informative text, written in a humorous and easy             

way, creating a dreamy feeling (see Appendix 3.14). Norway sometimes uses the technique             

of storytelling and the text is a mix of informative and formal text with subtle elements of                 

39 



 

humor, making the text easy-going. It conveys the beauty of the Norwegian landscape             

together with pure facts about it. The text provided by Denmark is informational, rather than               

promotional of the destinations, same as for Spain, Finland and Greece. The last             

mentioned, however, has some extended textual descriptions while others are very limited.            

The Italian NTO writes in a we-format, such as ”we travel …”, mediating a brotherhood               

among the visitors and making the text inclusive. 

When it comes to content directly connected to sustainability, the Norwegian page            

has a higher focus on it compared to the other cases. Several Norwegian subpages contain               

information about sustainability, the Norwegian ‘Right of Public Access’ and how the visitors             

should “Take only pictures and keep only memories” (see Appendix 3.15). The subpage             

containing information about sustainability in Norway explains the different ecolabels in           

Norway and general information about sustainable tourism and why it is important (see             

Appendix 3.16). It furthermore shows different service providers, which are or are in the              

process of becoming eco certified. Spain as well displays a high focus on ecotourism; they               

have ecotourism as a headline for one of their different tourism categories. The visitor can               

thus easily find information about it and the NTO presents Spain’s eco and sustainability              

certifications, together with additional information that shows their commitment to          

sustainability (see Appendix 3.17). They furthermore tell that they have the second most             

UNESCO Biosphere Reserves in the world and that the tourists should ”Discover nature but              

with utmost respect for the environment”, highlighting the visitors own responsibility as well.             

In the other cases, even though they communicate ecotourism initiatives online, they do not              

spell it out as clearly. 

Another technique, when it comes to mediate ecotourism or natural activities, is to             

provide toplists, such as “Top 5 Greek Nature” (see Appendix 3.18) or “Top 20 Most               

Beautiful Places in Denmark”. What is common with these subpages are that they gather              

information and tips in one sole page, providing the visitor with easy-accessible information             

and inspiration. Sweden takes it one step further and provides lists with ecotourism certified              

tips. All cases use text and images, while some also utilize videos or moving materials. The                

Scandinavian countries incorporate moving material already in the hero image on their main             

page, while the others provide it on different subpages, however not inevitably in regard to               

ecotourism. Some cases extend the mix even more, creating interactive features on the site.              

An example of this is Sweden, which provides a couple of interactive experiences on site,               

where the visitor can click around to explore and read more, while being in touch with                

moving material and sound effects (see Appendix 3.19). Another commonly used media            

among the cases are maps, static or interactive. All sites provide some kind of map and/or                
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an activity and information distribution divided on geographical areas in the country.            

Sweden, for example, has divided its content in geographical areas, besides for the activities              

division, and focuses on providing information about different nature experience rather than            

ecotourism in specific. In Finland, several maps are provided, also dividing the country             

based on the different natural interest points (e.g. Lapland, Lakeland, Archipelago (see            

Appendix 3.20). The maps are interactive, so that the visitor can extract information about              

specific locations as well.  

4.1.4 Community 

In terms of community, three major categories have been identified: Social Media            

traditional, Social Media unique and Social Media visibility/engagement. In the first category,            

the website connects to the widely used social media channels, while in the second with               

more innovative ones. The third category describes the attention a website pays in social              

media display, i.e. whether it is only connected with them or devotes a wider area of the                 

website to showcase them. 

Considering this element, it is hard to distinguish whether an external community            

exists collectively for tourism or exclusively for ecotourism. This can only be achieved by              

investigating the different social media profiles for each country, which exceeds the scope of              

this research. However, these categories are thought to be equally important for ecotourism             

online communication as in conventional tourism. In all country cases, the website does not              

enable immediate user to user communication through an in-site community, e.g. a chat             

room. However, all cases are connected to the mainstream social media platforms, such as              

Facebook, Instagram, YouTube, Twitter etc. Three of the case countries, namely Finland,            

Italy and Greece, are also connected to more innovative social media channels.            

Visitfinland.com is connected to VKontakte and Weibo, on top of the traditional social media              

platforms. Italy is also present in Foursquare, while Greece is correspondingly linked to both              

Flickr and Foursquare. Last but not least, Italy devotes a wide area of its website in social                 

media display (see Appendix 3.21). Italia.it maintains a section of its website, where an              

immediate display of comments, posts etc. in social media channels is achieved. However,             

the rest of the websites only connect their social media channels through an icon, usually on                

their homepage. 

4.1.5 Customization 

With regard to customization, no case country in this study offers it on an individual               

level and does not provide specific information depending on the person. The Swedish and              
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Finnish sites have each a function where the visitor can plan his/her trip. However, as the                

visitor still needs to participate in creating the outcome, it is not seen as pure customization. 

Several cases provide customization on a cultural level, by offering different           

language opportunities to the visitor and then adapting the content on these country-specific             

version of the websites. An example of this is Visitorway.com, which depending on the target               

market, puts a greater emphasis on ecotourism and nature in some versions. However, the              

context of the sites are the same. Similar with the Swedish website, which for example               

highlights the Moose in their German site (see Appendix 3.22) while the Russian version              

focuses more on the Northern Lights (see Appendix 3.23) and the Italian focuses on design               

and sustainability. The context and design of visitsweden.com is slightly different for the             

Norwegian and Danish versions. The Danish website is also provided in different languages.             

Except for the language, the website is customized on a wide extent in the culture of each                 

country, also referring at ecotourism in certain cases. Still, most of the different versions              

focus on promoting the sea. Some versions follow a totally different structure, for instance in               

the German version, where the visitors can book housing for their holidays in the homepage               

(see Appendix 3.24). 

However, the rest of the examined cases have not gone through the effort of              

customizing on a cultural level. Visitfinland.com is only provided in different languages. The             

customization of content basically refers to the different popular articles and videos            

displayed in a first view. The Portuguese website is provided in several different languages.              

Except for the language translation, the website is not being further customized, not even for               

the most exotic countries like China or Japan. The same principles are found in the Spanish                

and Italian websites, which provide different language options but no further adaptation of             

the content. Noteworthy, the Italian site provides a Chinese version of the website, which              

has a different context and to a higher level focuses on nature (see Appendix 3.25). The                

Greek website is only offered in Greek and English, with no deeper level of language               

customization or cultural adaptation. 

4.1.6 Communication 

Considering the element of communication, two major categories were defined, each           

one including three subcategories. The first main category describes the one-way           

communication, with its subcategories including the newsletter, blog and website. The           

second main category describes the two-way communication, with its subcategories          

including the contact us, feedback and social media. However, no communication           

functionality around the previously mentioned categories has been specifically designed          
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around ecotourism. 

The main medium of achieving one-way communication for all case countries is their             

website. Yet, the amount devoted to ecotourism communication varies widely between the            

eight cases. For instance, Norway and Portugal are two of the most pioneering countries in               

communicating about their ecotourism initiatives, while Denmark and Italy are two of the             

least engaged in ecotourism communication. Newsletters are the second most preferred           

one-way communication medium for NTOs. The possibility for a user to register for a              

newsletter is possible in most of the case countries, namely Norway, Denmark, Spain,             

Greece and Portugal. However, there is no such an offering only covering ecotourism             

subjects in any country. Blogs are not very popular among NTOs. Only three out of the eight                 

examined countries own their blog, namely Finland, Greece and Portugal. Visitfinland.com           

offers the possibility to visitors to write an article about their traveling experience in a section                

called "Things they said” (see Appendix 3.26). Among these articles, quite some are written              

around the Finnish nature. Visitgreece.gr owns a blog (see Appendix 3.27), where those             

interested can write an article with opinions, impressions, events etc. about the country.             

However, rarely is a post written around ecotourism. The Portuguese NTO has developed its              

own blog as well. Nevertheless, the blog focuses more on publishing event related than              

nature related articles (see Appendix 3.28). 

As already discussed in the element of community, the most famous alternative for             

maintaining a two-way communication for NTOs are social media platforms. All case            

countries are connected to the most popular social media channels, while some of them are               

also connected to more unique platforms. Another widely applied tool to maintain two- way              

communications with their visitors is the “Contact us” section. There appears to be a balance               

in the path a user may utilize to get in touch with an NTO, as half of the countries utilize                    

contact forms to get in touch with their visitors, while the other half accepts e-mail requests.                

The countries that employ contact forms are: Norway, Spain, Italy and Portugal. On the other               

hand, Sweden, Finland, Denmark and Greece accept email requests. Specifically in Finland,            

this functionality is not visible on a first sight to their website’s visitor. The possibility for a                 

user to add feedback on a website is very rarely found, and more specifically it is only found                  

in Visitportugal.com. Here the user is able to add feedback by creating a profile in several                

subpages illustrating areas of natural interest, which is a unique functionality from several             

NTOs websites (see Appendix 3.29).  

4.1.7 Commerce 

The findings of this research have revealed that the case countries have different             
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methods for selling or providing booking options for ecotourism activities, as well as a              

different focus on the amount of commerce connected to the website. The most commonly              

used way of providing ecotourism booking/buying opportunities on the NTO’s websites is by             

cater the visitors with links to external service providers, where the visitor can carry out the                

booking or purchase. All cases are in different ways using this method, however Italy,              

Greece and Portugal do not further state any information about the link or what and how the                 

purchase can be achieved. The redirections appear to rather be to websites where one can               

read more about the services, without knowing anything about the potential of a booking              

opportunity. 

Sweden and Finland take the commerce one step further, by providing the visitor with              

a function in which one can plan and organize his/her trip. The Swedish version is called                

“Plan your trip” and the Finnish “My stay” (see Appendices 3.30). These two functions work               

in the same way and collect and provide specific information about activities and booking              

information relevant to each individual's trip, making the booking process slightly easier.            

Denmark, Norway and Spain on the other hand, offer booking or purchasing possibilities             

immediately on their sites or provide easily accessible information of how they can be              

completed. The international version of visitdenmark.com offers booking opportunities         

through their subpage “Accommodation”, where the visitor can find and book several types             

of accommodations, ranging from city hotels to campsites (see Appendix 3.32). Online            

booking for accommodation is available in the Danish and German version in the homepage              

as well. However, it is not shown whether or not a hotel is eco friendly or certified. In the                   

Danish version, the visitor can furthermore book several activities, also related to            

ecotourism, such as biking. 

On Visitnorway.com, on the top menu, the NTO provides a “Book”-option, which            

furnishes the visitor with links to a number of external service providers. Here, there is no                

further information about the services and whether or not they are eco friendly. However, on               

the different pages on the site, where they provide information about activities etc., there is a                

system of showing hotels and service providers that are eco friendly, by labeling them with a                

tussock of grass (see Appendix 3.31). This system also easily and clearly redirects the              

visitor to a website where one can proceed with a purchase. The Spanish site has a high                 

level of commerce, as they have a well-developed booking system (see Appendix 3.32). All              

activities or accommodations, which they provide information about, is bookable directly on            

the site. They provide all information needed to make a purchase, such as available dates,               

current prices and which categories each activity falls under. Ecotourism and Nature are two              

of the categories. Furthermore, the site has a search function with filters, where the visitor               
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can easily find the activities containing each category (see Appendix 3.33). 

As discussed above, despite the different methods of providing different alternatives           

of commerce, the provided booking alternatives can also be labeled or marked as eco              

friendly or not. However, Norway and Spain are alone in having a system of ecolabeling,               

which clearly highlights what is eco friendly, while Denmark, Sweden and Finland only             

indicate if anything is eco friendly. The different methods of providing commerce on the              

webpage also results in a different range of commerce on the webpages. Some NTOs’ have               

high focus on commerce while others have none or very little. Only Spain has a fully                

developed booking system on site, while the others provide links and information in different              

extent. This is seen to be depending on the general strategy for commerce in each case, as                 

the ecotourism alternatives are catered similarly as other activities on the site. The exception              

here is Norway, which has a special system to label eco friendly activities exclusively. 

4.1.8 Connection 

The ways of connection between the official tourism websites and other sites are             

similar in-between the cases. All case countries are linked to their social media sites, as               

discussed in 4.1.3 Community. The pages are also connected to national parks/green            

routes, activity or outdoor distributors or organizers, TripAdvisor, different ecotourism          

partners and sometimes to phone applications. 

Visitnorway.com provides several links to the visitor, both within the organization           

(such as to their own social media) and external to different service providers and              

organizations offering more information about ecotourism. Some of these links are marked            

as eco friendly, making it easy for the visitor to sieve among the offered services to find the                  

ecotourism related ones, as already explained in the section about commerce. The same             

method of providing links is seen in the cases of Finland, Portugal and Spain, however               

without the distinct system of marking links as eco friendly. The Finnish website is, except               

social media, linked with diverse ecotourism websites. Visitportugal.com offers external          

agencies links for outdoor activities through a search functionality (see Appendix 3.34).            

They seem to have partnerships with several European organizations, however not with            

ecotourism organizations. Spain, more similar to Norway, provides useful links to external            

sites on the bottom of each page (see Appendix 3.35). They also provide connection to a                

phone application called ‘Eco tourist in Spain’. The visitor can easily find the link needed for                

more information about ecotourism. 

Visitgreece.gr offers an array of external links, however not connected to ecotourism.            

For instance, they have a site with external links, but no relevant ecotourism partnerships              
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are found (see Appendix 3.36). Furthermore, the Danish website is not vastly linked to              

third-party sites. The Danish NTO has no partnerships with ecotourism organizations or            

similar. On Visitsweden.com, the general number of linkages on the site is low. The linkages               

to their own Social Media is not greatly highlighted and the number of links to external                

ecotourism organizations are both low in number and hard to locate on the site. The Italian                

website provides a big array of links, but it is hard to understand if it is an external or internal                    

link. 

4.2 Analysis 

The following section presents the findings in relation to Rayport and Jaworski’s (2004, cited              

in Fill, 2005) original 7Cs framework map. The categories developed from the analysis are              

compared to the subcategories in the conceptual framework. This highlights differences and            

similarities between this study’s findings and the original framework map and provides a             

contextual modification of it. The adopted ecotourism framework map is presented at the end              

of this chapter. 

4.2.1 Context 

Context considers the layout and design of a website. Websites that focus on             

functionality try to provide the reader with information. Aesthetically designed websites try to             

engage their users and evoke their interest and emotions. The balance between the             

functional and emotional design of a website can be termed as integrated (Rayport &              

Jaworski, 2004, cited in Fill, 2005). Within the context of a website, this study has identified                

the following categories as important: structure, navigation/menu, design and         

engagement/inspiration. Regarding these categories, the differentiation between massive        

and ecotourism communication is not always easy, as it highly depends on the country’s              

involvement in such activities. 

The first category in the original 7Cs framework map considers aesthetically           

dominant websites. This category basically remains untouched, while only the specification           

of engagement/inspiration is added. This subcategory is considered important to include, as            

engagement/inspiration stands for the most significant emotions a tourism website can           

generate to its users, in order to gain more visitors. The second category considers              

functionally dominant websites. This category is extended by adding three subcategories,           

namely: structure, navigation/menu and design. These parameters are necessary for          

achieving decent online communication in terms of functionality. More analytically, for a            
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website to be easy to use, it needs to maintain a good structure, easy navigation with roll                 

down and clearly named menus, and simple design, so that the content stands out. The third                

category considers integrated websites, meaning a website which is balanced between           

aesthetics and functionality. This category remains as such, as it is already well described              

and the research did not indicate further findings. 

Considering the case countries of this study and in which category would each of              

them fit, Norway seems to have an integrated website, as it considers all areas as equally                

important. Sweden employs a more aesthetically dominant website, since it lacks in easy             

navigation. The rest of the case countries have more functionally dominant websites, since             

they lack in including the right elements to evoke emotions. 

4.2.2 Content 

Rayport and Jaworski (2004, cited in Fill, 2005) have divided the element of content              

into three categories: product dominant, service dominant and information dominant. In the            

context of ecotourism, the categories are understood as following: Product dominant           

websites provide the opportunity of buying tangible eco products, while information dominant            

websites focus on providing eco related information and service dominant on the commerce             

of eco friendly activities or services in which one can participate. As the findings showed, no                

case employed a product dominant website; the NTOs websites’ main focus is on providing              

information. Spain was the only case falling under the service dominant category, as they              

had a larger focus on commerce than on providing information. The remaining cases are              

thus information dominant. Due to this, the category ’product dominant’ needs to be removed              

from the original framework, as it is not relevant in this industry. 

Furthermore, content containing various aspects of ecotourism is seen to be           

provided, forming several content genres. General content genres are not regarded in the             

original 7Cs framework map. However, as the found subcategories of incorporated content            

types are seen to exist regardless if the website is service or information dominant, the               

subcategories provide apparent insights of ecotourism communication. To highlight the          

importance of different ecotourism content genres, in which a NTO can engage, these             

findings need to be included in the framework. The researchers decided to call this category               

‘Provided information’, under which the following content genres fall: Sustainability; Nature           

(Forest, Mountains, Snow, Lakes, Sea etc.); Animals (Moose, Reindeer, Bear etc.); Activities            

(Ski, Snowboard, Trekking, Biking etc.); and Unique Activities (Routes of the olive tree,             

Caving, Surfing etc.). 

Another category not included in the original framework, but existing in the            
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communication of ecotourism and seen as relevant, is the multimedia balance. To indicate             

which options the NTOs have, that are seen to be in use, when communicating ecotourism               

online, the framework needs the addition of the subcategories Toplists; Maps; Interactive            

features; Text; Image; and Videos. As for the content genres, these multimedia            

subcategories show where the content is mediated. 

4.2.3 Community 

According to Rayport and Jaworski’s (2004, cited in Fill, 2005), online communities            

describe the interaction between the users of a website. These interactions can be one to               

one (e.g. via e-mail) or among many (e.g. via chat rooms). Communities in a website may                

range from nonexistent to strong. In the case of ecotourism online communication, internal             

communities are completely non-existent from the case countries official tourism websites.           

However, all countries are linked to external communities, i.e. social media, in different             

degrees. 

Considering the external communities linked to the diverse NTO’s websites, their           

level ranges from medium to high. Their classification depends both on how many and which               

social media platforms do they link in the websites, as well as to the degree of engagement                 

with their visitors. It is therefore considered important to modify the element of community in               

the initial 7Cs framework map and adjust it in ecotourism communication by first             

characterizing its externality. After this characterization, the category of a non-existent           

community is not realistic and removed from the updated framework. In the remaining two              

categories - limited and strong - the following classification is being achieved. A limited              

community corresponds to a website that only connects to the traditional social media             

platforms. A strong community corresponds to the websites that not only connect to the              

previously mentioned platforms, but also either to more innovative ones or provide to the              

visitor a higher degree of visibility directly from a website’s section. 

Considering the case countries and how they would fit in the modified framework, the              

majority adopt a limited community (Norway, Sweden, Denmark, Spain, Portugal), while only            

a minority develops a strong community (Finland, Italy, Greece). 

4.2.4 Customization 

Rayport and Jaworski (2004, cited in Fill, 2005) explain customization as to which a              

site is capable to offer adapted content to individual needs and wants of its visitors,               

fluctuating between a generic, moderately and highly customized level depending of the            

user’s site experience. The findings of this research showed that the cases were either              
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adapting the language to their different target markets or taking it one step further and               

adapting its content. As only language adoption does not answer to the visitors’ individual              

needs, translating the website in foreign languages is seen to be customization on a low               

level. Both language and content adaptation are seen to be on a moderate level, as it                

provides a better experience for the visitor, but not on an individual level. As the found                

categories fit in the current framework, no moderation is seen to be needed, except for the                

addition of the subcategories. 

Considering the cases and how they would fit in the modified framework, the majority              

adopt a generic customization with only language adaptation (Finland, Greece, Italy,           

Portugal and Spain) and some are moderately customized (Norway, Sweden and Denmark).            

No cases are highly customized. 

4.2.5 Communication 

Based on Rayport and Jaworski’s (2004, cited in Fill, 2005), the type of             

communication provided by a website is a reflection of the type of relationship it wishes to                

accomplish with its users. The communication may be broadcast (e.g. mass mailings), which             

prevents the user reaction and with it the opportunity for dialogue. On the other hand,               

interactive communication (e.g. feedback) enables user response that can lead to dialogue            

with the organization. Concerning this study, it is rather difficult to distinguish online             

communication achieved between the NTO and the users regarding traditional tourism or            

ecotourism. This happens because there are no specific communication tools developed for            

ecotourism, rather the communication tools designed for massive tourism also include           

sections of ecotourism in certain cases. Regarding the element of communication, it is             

considered important to examine each category of the original 7Cs framework map            

separately, ranging from one-way to interactive communications, explaining how they should           

be modified and the underlying reasons behind this modification. 

One-to-many nonresponding communication is extended to include two major         

subcategories: website and newsletter. As already discussed in findings, the communication           

of ecotourism with these tools highly depends on the stance of each country towards it,               

where pioneering countries utilize them in a high extent (e.g. Norway), while others (e.g.              

Italy) in a low extent. This extension in the original framework is considered important, as               

websites are the main tools of one-way online communication for official tourism            

organizations. There is not one-to-one nonresponding communication tracked, neither on          

massive tourism nor in ecotourism. This category is not identified, as NTO websites are not               

customized on an individual level. Therefore this category is considered non-existent and is             
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eliminated from the original framework, since it does not add any value in this sense. 

One-to-many responding communication is extended to include social media and          

blogs. Social media have already been widely discussed, therefore it is already concluded             

that their engagement in ecotourism highly depends on the NTO’s general engagement in             

this area. Similarly in blogs, posts related to ecotourism highly relates to the sensitivity of the                

country towards this kind of tourism. Even though blogs are offered only by the minority of                

the case countries (Finland, Greece, Portugal), with two of them posting in a less extent               

about ecotourism (Greece, Portugal), blogs are considered to be an important tool to             

increase dialogue around this subject, next to social media channels. One-to-one responding            

communication is extended to include two subcategories: contact us and feedback. Some of             

the examined websites, like spain.info, highlight their contact us page, in an attempt to make               

their visitors become more interactive with the organization. Moreover, Portugal is the only             

case country that offers a feedback functionality (also concerning ecotourism subpages),           

showing that it considers its users’ opinion. Both sections are important to increase opinion              

sharing both to the organization and in a public sense. 

Considering this element, all case countries fit in all three categories in the modified              

framework, as all of them own a website, are connected to social media and have a contact                 

us subpage. However, not all of them correspond to the subcategories in the same extent,               

as only some of them offer the possibility to subscribe in a newsletter, write in a blog or                  

share feedback. 

4.2.6 Commerce 

Commerce refers to the ability for the user to conduct commercial transactions            

through the website. This element can range from low to high level, as decided by the                

amount of offered commerce (Rayport & Jaworski, 2004, cited in Fill, 2005). In the context of                

NTOs’ communication of ecotourism fully developed booking opportunities on page are not            

common. Only Spain has a fully developed system, including prices etc. Other cases, such              

as Norway, offer limited booking-opportunities on site. As already explained, most cases in             

this study are information dominant websites and do not offer much commerce on site. This               

indicates that the original framework cannot explain the differentiated commerce situation in            

the context of NTO websites. The analysis of this study confirmed the need for a               

modification, as the findings showed cases which do not engage in any commercial             

activities. The modification is thus an addition of the subcategory ‘None’.  

Another category that came up in the analysis, but is not covered in the original               

framework, is the ecolabelling system of buyable services. As this method sheds light to              
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ecotourism, it is seen to be important in this context and thus needs to be included. Two new                  

categories therefore need to be added in the framework, namely ’Ecolabeling’ and ’No             

ecolabelling’. 

4.2.7 Connection 

Connection refers to the number of other linked sites in the organization’s website,             

which may redirect the user to another site when clicked. Websites can be grouped under               

three categories regarding connection: destination sites, hub sites and portal sites,           

depending on the number of links provided in relation to self-generated content (Rayport &              

Jaworski, 2004, cited in Fill, 2005). As already explained, several websites in this study              

provide a large amount of external links. However, the amount of self-generated content is              

also large in those cases, making them hub sites with regard to the framework. Only               

Denmark and Spain are considered destination sites, due to their low percentage of links. No               

portal sites have been seen, making this category irrelevant in the developed model. 

Another observation is the different types of links presented, something that is not             

covered in the original framework. Whereas some linkages are within the organization,            

others are external. The internal linkage subcategories are Social Media; Partners; and            

Phone Application. The external subcategories are National Parks etc.; Activity/Outdoors          

distributors/organizers; and TripAdvisor. To explain the different kinds of links, the categories            

‘Internal linkage’ and ‘External linkage’ need to be added to the framework. 

4.2.8 The ecotourism modified 7Cs framework map 

Context 

Aesthetically dominant 

*Inspiration/ 

Engagement 

Functionally 

dominant 

*Structure 

*Design 

*Navigation/Menu 

Integrated 

Content 

Information-dominant Service-dominant 

*Provided Information 
Sustainability  I  Nature  I  Animals  I  Activities  I  Unique Activities 

*Multimedia Balance 
Toplists  I Maps  I  Interactive features I Text  I  Images  I  Videos 
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Community 

External 

Limited 
*Social Media 
-Traditional 

-Unique 

Strong 
*Social Media 

-Visibility/Engagement 

Customization 
Generic 

*Language-Translatio

n 

Moderately 

customized 

*Cultural-Adaptation 

Highly 

customized 

*Individual 

Communication 

 One-to-many, 

nonresponding user 

*Newsletter 

*Website 

One-to-many 

responding user 

*Social media 

*Blog 

One-to-one, 

responding user 

*Contact us 

*Feedback 

Commerce 
None Low Medium High 

*Ecotourism label/search filter *No label/search filter 

Connection 

Destination Hub 

*External Links 
National Parks, Green Routes etc. I Activity/Outdoors 

distributors/organizers I Social Media I TripAdvisor I Partners I Phone 
Application 

 
Table 2: The modified 7Cs Framework Map for Online Ecotourism Communication 

5. Discussion 
In the following section, the modified Rayport and Jaworski’s (2004, cited in Fill, 2005) 7Cs               

framework map for online ecotourism communication, hereby referred to as the modified            

7Cs framework map or the 7Cs framework map for ecotourism, is discussed. The             

comparison to previous models and theories will further define and profile the result of this               

study in the range of existing research, and unify the scattered models in the area of online                 

ecotourism communication. 
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5.1 New insights in the 7Cs framework map 

The initial objective of this research is to extend previous communication models            

developed for the online environment, with the aim to minimize the existing research gap in               

ecotourism communication. The findings resulted in a modified 7Cs framework map with            

categories adapted for ecotourism communication on NTOs’ official tourism websites and           

with subcategories highlighting different kinds of ecotourism communications. The modified          

7Cs framework map is thus much more empirical near than Rayport and Jaworski’s (2004,              

cited in Fill, 2005) original framework map.  

As the original framework map is one of the fundamental models used in website              

evaluation analysis (Fill, 2005), it includes all important elements to proceed with a balanced              

evaluation, while it is not too detailed. It provides a good background for a topic which                

initially has not been much researched (Rayport & Jaworski, 2004, cited in Fill, 2005),              

meaning that the modified framework map can provide an initial understanding of ecotourism             

communications, however not on a very detailed or complex level. Nevertheless, due to the              

lack of models in this specific area, the modified framework map gives a first suggestion of                

what is being achieved. 

The original 7Cs framework was developed for e-commerce websites (Rayport &           

Jaworski, 2004), but later evolved into a map suiting several different contexts, especially             

good for marketing communications and general website evaluation (Fill, 2005). However,           

several of the modifications were necessary due to the fact that NTOs’ websites are not               

within the typical e-commerce sector, but rather the tourism sector, which is more service              

dominant (Weaver, 2006). The goal within national tourism websites lies not in selling             

products, but rather on providing information and inspiration (Lovelock, 2009; Kavoura,           

2014). Due to these different purposes, modifications in elements such as Content,            

Commerce and Connection need to be compiled, as the original model does not consider              

the unique traits of tourism websites. This again makes the modified 7Cs framework map              

more detailed and empirically near the ecotourism sector, providing a holistic overview and             

hands on categories for understanding the communication practices. 

As content and context are seen to be two of the most important categories, the               

researchers deem it important to highlight these two more in the discussion. For content, the               

addition of subcategories of what kind of ecotourism related content is provided and are              

seen to provide an appreciation of the complexity of ecotourism activities as well as shed               

light to indirect ways of communicating it. Yet, as the context of the website gives direction of                 

interpretation, as explained in epistemology, this opens up for opportunities of           
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communication without a persistent use of the word ecotourism. The added content genres             

are making this premise visible. The original framework does not address this issue, which              

might be attributed to its deficiency of empirical data. Thus, the modified 7Cs framework map               

provides a more complete model for the ecotourism sector, as it includes indicative             

subcategories. 

5.2 Synchronizing online marketing communications with      

ecotourism 

When it comes to online communication of ecotourism in general, very little was             

found in literature. A possible explanation for this might be that even though the first               

definition of ecotourism was developed already back in 1965, by Hetzer (1965, cited in              

Cheia, 2013), the phenomena is still not commonly agreed upon. For instance, Moscardo             

(2008, cited in Dangi & Jamal, 2016) argue that there is no such thing as sustainable                

tourism, while Cosmescu and Cosmescu (2007) argue that the wide array of definitions             

about ecotourism means that the discussion over ecotourism is still ongoing. Furthermore,            

the historically late development and growth of NTOs (Pike, 2008), as well as the quick               

changes in tourist behaviors (Gorlevskaya, 2016) might affect that research is slightly            

lagging behind. Another aspect is the recent paradigm shift in viewing destinations as brands              

and not only places (Kavoura, 2014) and the realization that ecotourism can be used as a                

competitive advantage (Blaće, Ćorić & Jurič, 2015), which have not yet been fully covered in               

research. 

However, on a more general agenda, except the already discussed framework map            

by Rayport and Jaworski (2004, cited in Fill, 2005), researchers that have developed             

frameworks concerning tourism website communications are Fernández-Cavia et al. (2014)          

and Azad Hanna and Rowley (2015). More abstract communication frameworks for website            

evaluations are Karayanni and Baltas (2003, cited in Fill, 2005) and Park and Gretzel (2007).               

In relation to these, the modified 7Cs framework map for ecotourism online communication             

provides a first suggestion of what is achieved in website communication of ecotourism as              

well as an initial framework of the assessment of ecotourism communications on websites,             

filling the identified gap. More specifically, the modified 7Cs framework map for ecotourism             

relates to the other models by proposing a synchronization of categories for evaluation, and              

unifies them in the context of ecotourism. While the modified 7Cs framework map offers              

useful categories, without being too complex, it elaborates on the existent knowledge in the              

subjects of website evaluation and marketing communications. 
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5.2.1 Context 

As already mentioned, the element of context is one of the most usually met when               

analyzing websites, and official tourism websites are not the exception. Park and Gretzel             

(2007) refer to the context of a website as the ease of use, including terms such as usability,                  

accessibility, navigability and logical structure. On the other hand, Fernández-Cavia et al.            

(2013) consider usability as to the user-friendliness of the website and whether it achieves              

the goals set in an effective, appealing and error-free manner. In a future study              

(Fernández-Cavia et al., 2014) they added the term accessibility, meaning the suitability for             

use by people with sensory difficulties. In this study Fernández-Cavia et al. (2014) also              

examine another parameter, namely information architecture, which observes the manner in           

which the website is organized and structured in order to enable users’ access to              

information. A year later, Del Vasto-Terrientes et al. (2015) identify as well both usability and               

accessibility as key aspects for the communication of tourism websites. According to them,             

their strong relationship has led to their union into a general parameter. Here, usability refers               

to the ease of use of the website, whereas accessibility is concerned with the resources that                

make the website accessible for disabled users. In this study, when referring to the website’s               

context, a combination of all the previously mentioned parameters are taken into account,             

except for accessibility. The latter is not considered, as it consists a unique parameter,              

appropriate to be considered in a more detailed study. The parameters have been included              

as subcategories, as based on the result of this study in the element of context, making for a                  

collective view of the element in relation to the other studies. 

Another aspect of context, according to Inversini et al. (2014), regards the navigation             

and amount of information, as a large amount of information does not imply that those               

pieces of information are easily accessible to the users. At the same time, a website with few                 

contents and functionalities could prove extremely useful for tourists needing specific           

information and who are willing to perform specific tasks. This finding is in agreement with               

several case countries of this study, which even though they provide a significant amount of               

information around ecotourism, their poor navigation consist these information hard to be            

traced from the user, therefore useless for online ecotourism display. 

5.2.2 Content 

Moving further to the element of content, the modified 7Cs framework map exposed             

different subcategories for ecotourism related content. However, this result has not           

previously been described. Fill (2005) discusses content in regard to the balance of the              

55 



 

content, where Offering mix refers to the balance between information, products and            

services; Appeal mix refers to the balance between functional (attribute and benefits) and             

emotional (feelings and brand); and Multimedia mix refers to the selected combination of             

audio, text, graphics, images and video. Park and Gretzel (2007) discuss content in terms of               

its attract attention and accuracy of information. Azad Hanna and Rowley (2015) did not              

discuss content in their frameworks, potentially missing to show the complexity of direct and              

indirect communication, whereas Fernández-Cavia et al. (2014) discuss it in terms of content             

amount and persuasive aspects of the website. These different frameworks provide a            

scattered apprehension of how content should be analyzed. The modified 7Cs framework            

map is a simplification of these analytical aspects, providing an initial understanding of the              

containment of content in the context of ecotourism. 

5.2.3 Community 

According to Azad Hanna and Rowley (2015), the element of community can be             

defined as contributing to the community associated with a place, through managing or             

facilitating digital spaces where users can interact with each other. Their definition of             

community in the developed 7Cs of digital strategic place brand management is in             

agreement with the definition of this element in the 7Cs framework map developed by              

Rayport and Jaworski (2004, cited in Fill 2005), revealing this element’s uniformity. In terms              

of developing such a community, many experts point on its importance as a mechanism for               

conveying information users believe being reliable; even though their existence is rare in the              

case of most destinations (Míguez-González & Fernández-Cavia, 2015). The examined          

countries in this research are not the exception, as internal communities in all cases are               

non-existent. However, Bath and Shah (2014) argue for the importance of communities, as             

e-WOM is perceived as more credible by tourists. Thus, destinations are advised to take full               

advantage of the possibilities of established social media channels, if setting up their own              

virtual community proves to be costly and inefficient (Míguez-González & Fernández-Cavia,           

2015). This study has exposed the extent in which official NTOs’ websites utilize these              

possibilities, especially when considering the traditional social media channels. 

Furthermore, in their study, Míguez-González and Fernández-Cavia (2015) have         

found that concerning the presence of social web elements, the results are not so poor, but                

the average score is still unsatisfactory. Generally, destinations have shown a profound            

interest in allowing users to employ the most common social media tools like Twitter,              

Facebook or platforms for videos. According to the analysis, adoption of external            

communities by utilizing social media platforms scores at a high level. This lean towards the               
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adoption of the mostly used social media channels has also been pointed throughout this              

research, while only a minority of case countries adopt more innovative channels as well.              

Nonetheless, based on the same, certain areas could be improved, such as access to social               

media via open windows instead of icons (Míguez-González & Fernández-Cavia, 2015). This            

recommendation is only utilized in one of the examined cases in this study, while all the rest                 

still utilize icon tools. 

In his study, Platania (2014) indicates that there is a large group of Italian              

agrotourism providers that have been slow in taking advantage of the new opportunities             

offered by the Web, whereas another group, which is less numerous, makes use of social               

networking tools. Moreover, the findings of Cheng et al. (2017) provide a framework for the               

use of social media to market ecotourism. Their framework outlines the importance of the              

meanings associated with this form of communication through its promotional appeal to            

tourists and the outcomes for both the ecotourist and site management. Even though             

agrotourism is not immediately connected to ecotourism, these studies are the closest            

relevant, indicating the importance of social media platforms acting as external communities            

for ecotourists. 

5.2.4. Customization 

When it comes to customization, based on Fernández-Cavia et al. (2014), an            

important characteristic of official tourism websites is the choice of languages, because, if a              

destination wishes to promote itself on international markets, it needs online versions in the              

languages of the main targeted countries. Due to the growing competition in the sector, this               

is seen to become even more important (García, Gómez, & Molina, 2012). In the studies by                

Fernández-Cavia et al. (2014), this subject area addressed only language management on            

the official tourism websites (Fernández-Cavia et al., 2013; Fernández-Cavia et al., 2014).            

Their focus is partially in agreement with this research, as here not only the language but                

also cultural adaptation is deemed important in the analysis of official NTO websites in their               

ecotourism sections, as some targeted countries focus more on ecotourism than others. 

Two specific researches analyzing language customization in tourism websites have          

been identified. In the first one, which is the most relevant as it has analyzed agrotourism                

websites, Platania (2014) observed that in the majority of the cases, the websites also              

featured a version in English, whereas the minority of sites provided a website also in a third                 

language. In the second one, Parker et al. (2012), identified one of his case websites being                

offered only in English, while the other being offered also in other languages, like French,               

German or Japanese. In this study though, the majority of the NTO websites offer their               
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ecotourism related content also in a third language, other than English. This differentiation             

between findings may be because Platania (2014) and Parker et al. (2012) have researched              

regional and not national tourism websites, which have less resources to implement a more              

holistic language customization strategy. 

Personalization is only mentioned as a parameter of analysis from Park and Gretzel             

(2007). They describe personalization in their framework as individual to the user            

customization of offerings and information. However, this research has not identified any            

official tourism website attempting personalized content on an individual level, neither on            

massive tourism nor on ecotourism, even though it has recently become a generally growing              

phenomena in website communications. 

5.2.5 Communication 

The element of communication is widely met in relevant literature, also with different             

names, such as responsiveness and interactivity (which includes as well the meaning of             

community). In their 7Cs framework, Azad Hanna and Rowley (2015) define communication            

as creating dynamic digital communication, through the website and other channels, that            

responds to the changing needs of a diverse audience. Park and Gretzel (2007) term              

communication as responsiveness, meaning the accessibility of service representatives,         

e-mail service, and contact information among others. In other studies (Del Vasto-Terrientes            

et al., 2015, Fernández-Cavia et al., 2014, Fernández-Cavia et al., 2013), interactivity            

examines the two-way communicative relationship between the user and the website           

content, the user and the destination managers, and the user with the user. The most               

important aspects considered to assess interactivity in this sense include the free download             

of leaflets and maps, the availability of interactive resources related to the destination, the              

existence of a chat room and the possibility to post experiences, photographs and videos by               

the users themselves. This study considers community and communication as two diverse            

elements, therefore its approach is significantly different from the majority of previous            

researchers. Moreover, another big difference is that this research considers only human            

communication between visitors and the organization through several different digital          

mediums. However, Azad Hanna and Rowley (2015) and Park and Gretzel (2007) have a              

similar approach to communications as the one defined here. 

Furthermore, the importance of having strong communication as a tourism          

organization is strongly stated within the analysis of this study. This is also highlighted from               

Oliveira and Panyik (2015), who support that pre and after-trip interactions enrich travelers’             

experience, enhance their destination image through virtual presence and cultivate their           
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loyalty toward the destination. In their research, Babacan and Erdem Koker (2008)            

discovered that all of the case countries provide the users of the related websites with               

participation opportunity through e-mail. However, both the analysis of this study and the one              

form Míguez-González and Fernández-Cavia (2015) show that there is little interest among            

official tourism organizations in providing users with instruments to give opinions or to share              

information. Moreover, they both identify that user-administrator interaction is poor in most of             

the cases analyzed, as few websites offer the service of making comments on or voting for                

content. Therefore, both studies conclude that official tourism organizations should better           

foster dialogue with potential and present visitors, as a way to deliver a more satisfactory               

experience, to get to know the tourists’ interests and motivations and to inspire and attract               

new visitors through the comments and opinions of the people that have already visited the               

country. The subcategories in the modified 7Cs framework map for ecotourism draws            

attention to this, extending the shattered views with a more utterly profound indication of              

where to focus. 

5.2.6 Commerce 

The element of commerce is specifically considered in official tourism websites, as it              

functions as a promotive tool for a destination (Fernández-Cavia et al., 2013), with the need               

for a strategic approach towards its marketing initiatives (Kavoura, 2014). However, as Bath             

and Shah (2014) argue, tourism is mostly about providing information rather than a physical              

product or service until the tourists get to their chosen destination. The commerce is thus               

very information-centric, making the distribution of the product and services complicated in            

terms of how and where to provide purchase opportunities. This is confirmed by the result of                

this study, as the commerce ranked from non-existing to high in amount. No universal way of                

offering commerce is identified. Even though, Bhat and Shah (2014) further explain that             

e-commerce in tourism facilitates personalized travels and allow customers to have access            

to information through mobile phone whenever and wherever they may be. This could             

answer to the tourists’ demand of easy-accessible information and use of communication            

technologies (Gorlevskaya, 2016). 

Regardless, commerce is not widely concerned in general models. Park and Gretzel            

(2007) talk about commerce in terms of fulfillment, with the focus on the e-commerce              

process and experience. Fernández-Cavia et al. (2013) also examine the various booking            

systems provided at tourism websites, with the subcategories yes, partly or no. Same             

methods for evaluation are seen in the modified 7Cs framework map, compiling commonly             

agreed elements in the context of ecotourism. 
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5.2.7 Connection 

With regard to connection, Fill (2005) argues that external links make it difficult for              

the user to return to the original page and should therefore not be used extensively.               

However, Bhat and Shah (2014) found that the linkage to commercial and public sites              

increases the number of guests to tourism websites. No other frameworks discuss            

connection in the context of tourism, but as it is seen to be important, this element in the                  

modified 7Cs framework map is argued to provide useful understanding of the websites             

network. Furthermore, to strengthen the modified 7Cs framework map’s position in the            

network of disunited models, it is the first website framework in the sector of tourism that                

includes the element of connection. 

6. Conclusion 
The present study investigates the elements utilized in online ecotourism          

communication, by conducting a multi-case study of four Scandinavian and four           

Mediterranean case countries, while utilizing the elements of Rayport and Jaworski (2004,            

cited in Fill, 2005) 7Cs framework map for website assessment. In general, Scandinavian             

countries talk more on their websites about ecotourism than the Mediterranean, with the             

exception of Denmark. The main finding of this study is that different cases vary widely in the                 

ways they utilize different elements. An interesting finding is that the line between             

ecotourism and massive tourism communication is not always easy to be identified within             

different elements. 

The empirical analysis of this research revealed that within the element of context,             

significant to be considered are: structure, navigation/menu, design, and engagement/          

inspiration. All examined countries have developed a good structure in their official tourism             

website. Among the examined cases several diverse navigation systems have been           

developed, making it harder or easier to track information about ecotourism. All case             

countries maintain a simple design in their tourism websites. The degree of            

engagement/inspiration varies widely within the different websites, as the minority of the            

cases are engaging to the user, while the majority are mostly only providing information to               

the visitor. 

Considering the websites’ content, the cases are seen to provide information about            

different subjects connected to ecotourism. These subjects include the following categories:           
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sustainability; nature; animals; activities; and unique activities. Furthermore, the analysis of           

the websites exposed different multimedia balance among the cases. In the majority of the              

countries, text, pictures and maps are the dominant content tools, while videos and             

interactive features appear only in the minority of the websites. 

Regarding the third element, community, three major categories have been identified,           

namely: social media traditional; social media unique; and social media          

visibility/engagement. In all country cases, the website does not enable immediate user to             

user communication through an in-site community. However, all cases are connected to the             

mainstream social media platforms. A minority is also connected to more unique social             

media channels. Only one case country devotes a wide area of its website in widely               

displaying social media. 

In terms of customization, the majority of the examined cases have not gone through              

the effort of customizing their websites on a cultural level, rather only on language              

translation. Only the minority provide customization on a cultural level, by also adapting the              

content on these country-specific version of the websites. No case country in this study              

offers customization on an individual level. 

Considering the element of communication, two major categories were defined, each           

one including three subcategories. The first main category describes the one-way           

communication, with its subcategories including the newsletter, blog and website. The           

second main category describes the two-way communication, with its subcategories          

including the contact us, feedback and social media. The main medium of achieving             

one-way communication for all case countries is their website. Yet, the amount devoted to              

ecotourism communication varies widely between the eight cases. The most famous path for             

maintaining a two-way communication for NTOs are social media platforms. 

The most common way of providing ecotourism booking or buying opportunities on            

the NTO’s websites is by providing the visitors with links to external service providers. The               

different methods of providing commerce on the website results in a different range of              

commerce on the case countries. Some NTOs’ have high focus on commerce while others              

have none or very little. The provided booking alternatives can also be labeled or marked as                

eco friendly or not, a system that is utilized only by two case countries. 

The ways of connection between the official tourism websites and other sites are             

similar between the cases under examination. All case countries are linked to their social              

media sites. Most websites are also connected to third-party links, such as national parks,              

activity or outdoor organizers, TripAdvisor and different ecotourism partners. 

This study has identified specific categories for online ecotourism communication          
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through websites. Based on the empirical analysis, the 7Cs framework map has evolved to              

become the 7Cs framework map for ecotourism. During this modification, some categories            

have remained untouched (Context, Customization), while others have been shrinked          

(Content, Community, Communication, Connection), or expanded (Commerce). Lastly, all         

elements have been elaborated to include specific to ecotourism subcategories.  

6.1 Theoretical Implications 
This study has led to several theoretical implications in the area of tourism             

communications in the online environment. Since very little was found in the literature with              

regard to official online marketing communications in the area of tourism, and almost none in               

the area of ecotourism, this study has synchronized and complimented the limited            

knowledge and scanty developed models in the subject. 

The distinct entailment of this research is the modification of Rayport and Jaworski’s             

(2004, cited in Fill, 2005) 7Cs framework map. By providing an adapted framework map for               

the exploration and comprehension of ecotourism communication practices, this study offers           

initial answers in this unexplored research area. The development of detailed subcategories            

assists in the gaining of more insights within this specific context, while it stresses the               

significance of awareness of indirect communication mediums. As seen, this compounds           

previous literature and steeps the shared appreciation of online website communications.           

Furthermore, the 7Cs framework map for ecotourism amplifies the online communication           

tools developed for and utilized by tourism organizations, by offering a coordinated view and              

methodology for first time evaluations. Therefore, it provides the ability of extending existing             

knowledge of evaluating online communications of traditional tourism also in alternative           

areas of the industry, through the researchers affine to the subcategories. 

6.2 Managerial Implications 
This study reinforces the recommendation for the use of specific developed models            

from NTOs to achieve quality explicit online communication of ecotourism, or other            

alternative forms of tourism. The results are of direct practical relevance, as they reveal that               

different cases vary widely in the ways they utilize different elements, while ecotourism             

versus conventional tourism communication is not always easy to be identified in different             

elements. The modified 7Cs framework map for ecotourism is useful for tourism websites             

evaluations, making ecotourism specific suggestions of what to review. Furthermore, it           

provides clear and hands on categories and subcategories, which can act as guidelines for              
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practitioners in the development of websites around or about ecotourism, as it is shedding              

light over indirect aspects of communication, which otherwise might be overlooked. 

More specifically, this study’s analysis and discussion resulted in a number of            

practical recommendations: Within the element of context, significant to be considered is the             

ease of navigation, so that users can easily track relevant information to their needs.              

Creating more engaging to the tourist websites should be on the list as well. To achieve that,                 

within the element of content, videos could be used as a tool to inspire the traveler with the                  

technique of storytelling. Moreover, they could display social media posts in a wider extent to               

give the feeling of engagement to their users as well as an improvement of their two-way                

communications. Furthermore, they should consider customization on a cultural level, as a            

predecessor to the upcoming personalization on an individual level. For the countries that             

choose to provide commerce opportunities, the provided booking alternatives can also be            

labeled as eco friendly or not, through a system that is currently underutilized.  

6.3 Research Limitations 
Despite the fact that the research was conducted with the study's purpose constantly             

in mind, certain limitations were unavoidable. This was mainly due to the trade-off regarding              

the choice of methods. With a focus on the width of the phenomena, but still with the                 

acknowledgment of meaning as something socially constructed, a qualitative multiple case           

study was seen to be most suitable to catch what had been communicated. However, this               

method created limitations in the restricted number of cases that could be analyzed and thus               

the results may not cover all potentially different ecotourism communication practices.           

Furthermore, as the analyzed cases were all within the range of Europe, initiatives in other               

areas, which may be more exposed to the negative consequences of mass tourism and thus               

more eager on conveying the tourists to sustainability, could thus not be caught. 

Another limitation concerns the fact that most cases focused on the nature and its              

importance in ecotourism. Initiatives in regard to sustainable housing or employment were            

not found in any greater extent, with the exception of the Norwegian and Spanish way of                

ecolabelling in the element Commerce. As thus, this could not be included in the              

modification and the researchers are aware of this potential weakness. 

The above mentioned limitations restrict the authors’ ability to draw general           

statements regarding how official organizations communicate their ecotourism initiatives         

through websites. However, on an aggregated level the researchers believe that they have             

received substantial answers to explore and analyze the research question in a sound             

manner.  
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6.4 Future Research 
Despite this study’s exploratory nature, it offers insight into how official organizations            

communicate their ecotourism initiatives through websites. The researchers have studied the           

phenomena with a focus on width, to capture ecotourism related communication practices.            

From this, however, four streams of further research needs arose. Firstly, the need to test               

the outcome of the ecotourism initiatives within the modified 7Cs framework map is seen, as               

it would provide further understanding of tourists’ information search behavior and which            

elements and subcategories are the most efficient. The second question that was found             

during the research process answers to the depth of the phenomena, namely why the NTOs               

are doing as such. This is an important issue for future research, as it can evolve practical                 

experience of ecotourism communication so far not abstracted and explained by theory.            

Third, to test the model or apply the same methodology in additional cases will make for                

more generalized conclusions and further confirm the validity of the modifications. Lastly,            

this study can serve as a base for future studies in other interesting areas of alternative                

tourism, such as agrotourism, active tourism, volunteering tourism etc. In this way, more             

specific online communication frameworks can be developed, complementing and revealing          

the diversity in this under-researched area of tourism. 
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Appendices 

Appendix 1: Coding Templates 

Appendix 1.1: First Cycle Coding Template 
 

Case Country Name Case Country Website 

Holistic Coding_Date 

What kind of ecotourism 
do they communicate? 

How do they communicate 
about it? Notes 

      

      

      

Provisional Coding_Date 

Context 

 

 

 

Content 

 

 

 

Community 

 

 

 

Customization 
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Communication 

 

 

 

Commerce 

 

 

 

Connection 
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Appendix 1.2: Second Cycle Coding Categories 

Initial coding frame Developed categories 

Context 

*Structure 
*Navigation/Menu 
*Design 
*Engagement/Inspiration 

Content 

*Provided Information: 
-Sustainability 
-Nature (Forest, Mountains, Snow, Lakes, Sea etc.) 
-Animals (Moose, Reindeer, Bear etc.) 
-Activities (Ski, Snowboard, Trekking, Biking etc.) 
-Unique Activities (Routes of the olive tree, Caving, Surfing etc.) 
*Ecotourism labels 
*Multimedia Balance 
-Majority: Pictures, Text, Toplists 
-Minority: Videos, Maps, Interactive Features 
*Amount and Size of Multimedia 

Community 

*Social Media 
-Traditional 
-Unique 
-Visibility/Engagement 

Customization 
*Language Translation 
*Cultural Adaptation 
*Individual Personalization 

Communication 

*One-way 
-Newsletter 
-Blog 
-Website 
*Two-way 
-Contact us 
-Feedback 
-Social Media 

Commerce *None, Low, Medium, High 
*Ecolabeling 

Connection 

*External links 
-National Parks, Green Routes etc. 
-Activity/Outdoors distributors/organizers 
-Social Media 
-TripAdvisor 
-Partners 
-Phone Application 
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Appendix 2: Tourism information on selected case 
countries 

2.1 Norway 

https://www.visitnorway.com 

In 2015, Norway had 5,4 million international arrivals (The World Bank Group, 2017b). 1 of               

15 is working within the tourism sector and in 2015 they had 31,6 million commercial guest                

nights at hotels, with an 8 % increase of foreign commercial nights during 2014-2015. Nature               

is a big part of the Norwegian image. Spectacular scenery, the chance of experience natural               

phenomenon, such as midnight sun and northern lights, and their good hiking opportunities             

are some examples that are characterizing the Norwegian tourism (Innovation Norway,           

2015). 

2.2 Sweden 

https://visitsweden.com  

Tourism in Sweden is growing. In 2015, the country had 6,5 million international arrivals (The               

World Bank Group, 2017b) and there were almost 15,2 million foreign nights spend in              

Sweden, which is an increase of 10,4%. The foreign tourists then spent 112,6 million              

Swedish kr, which is an important part of the Swedish economy (Swedish Agency for              

Economic and Regional Growth, 2016). VisitSweden.com has a strategic plan in which they             

aim to profile the country as ecofriendly and good for nature tourism, especially to markets               

such as India and China (Regeringskansliet, 2015). The current image is also strongly             

associated with beautiful, untouched nature, freedom and sustainability (Visit Sweden,          

2016). 

2.3 Finland 

http://www.visitfinland.com  

During 2015, Finland had 2,6 million international arrivals (The World Bank Group, 2017b).             

Tourism is a business field that has recently grown to be more and more important for                

Finland and the number of international tourists has doubled during the past 15 years. In               

2016, there were 5,8 million foreign overnight stays, which provides employment for 140,000             

people, which is 5,5% of all employed people. Russia is the most important market (Ministry               
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of Economic Affair and Employments of Finland, n.d.). 

2.4 Denmark 

http://www.visitdenmark.com 

During 2015, Denmark had 10,4 million international arrivals (The World Bank Group,            

2017b). Tourism is important for the Danish economy, with a turnover close to 91,9 bn DKK                

representing 3,6% of the Danish export. The number of foreign commercial bed nights are              

23,2 million and continuously growing. Within the tourism field, coast and countryside            

tourism has the biggest turnover rate by business sector, and 75% of the tourists interested               

in this field names the coast, sea and beaches as a reason to visit Denmark. 70% also                 

mentions the nature and 62% names the importance of Denmark being clean and             

environmentally friendly. 54% of the tourists interested in city tourism also agrees on the              

later, highlighting its importance. Germany is the biggest target market (Visit Denmark,            

2015). 

2.5 Greece 

http://www.visitgreece.gr  

During 2015, Greece had almost 23,6 million non-Greek arrivals, making tourism a big and              

important part of the country’s economy (Hellenic Statistical Authority, 2017; The World Bank             

Group, 2017b). Greece is famous for its beautiful nature and many islands. The sea is the                

main attraction for several tourists, even though the country’s nature also consists of             

mountains with great potential for ecotourism (Greeka, 2017).  

2.6 Italy 

http://www.italia.it 

During 2015, Italy had 50,7 million international arrivals (The World Bank Group, 2017b) and              

the number of nights spent had increased by 2,7 percent, compared to the previous year               

(Istat, 2016). The foreign tourism stands for 5% of the Italian import economy (The World               

Bank Group, 2017a). Italy is mainly famous for its culture, history and beautiful art, but there                

is a growing focus on ecotourism (Serafino, 2016). Non-profit organizations are aiming to             

spread information about it, to improve the tourism experience and sustainability in the             

country (Manucka, 2011). 
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2.7 Spain 

http://www.spain.info 

During 2015, Spain had 68,2 million international arrivals (The World Bank Group, 2017b),             

with an increase of 6,1% in 2017. The United Kingdom, Germany and France stands for the                

biggest markets and the Canary Islands are the main destination, with 26,2% of the total               

arrivals (Trading Economics, 2017). Spain emphasizes on protection of nature areas and the             

developing of sustainable attractions, and has several service providers certified by the            

EUROPARK Federation (The EUROPARK Federation, 2017) and UNWTO (UNWTO,         

2016b). 

2.8 Portugal 

https://www.visitportugal.com 

During 2015, Portugal had 9,9 million international arrivals (The World Bank Group, 2017b),             

with an increase of 4,4% of the tourist arrivals. The revenue has increased with 9,3% and                

tourism expenditure had a growth of 8,9%. Visiting friends answers to the biggest reason              

why tourists visit the country (44,8%), while “Leisure, recreational or holiday” was the second              

biggest with 44,2%. Spain, France and Germany stand for the biggest markets (Estatística             

Oficiais, 2016).  
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Appendix 3: Indicative Examples of NTOs websites 

3.1 Homepage, Norway 
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3.2 Homepage, Sweden 
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3.3 Homepage, Finland 
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3.4 Homepage, Denmark 
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3.5 Homepage, Spain 
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3.6 Homepage, Italy 
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3.7 Homepage, Greece 
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3.8 Homepage, Portugal 
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3.9 Sustainable links, Norway 

 

3.10 Get Outdoors, Finland 

 

88 



 

3.11 20 Most Beautiful Places in Denmark, Denmark 

 

89 



 

3.12 The routes of the olive tree, Greece 

 

90 



 

3.13 Sun and Sea, Portugal 
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3.14 Humorous writing, Sweden 

 

3.15 Take only pictures, Norway 
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3.16 Ecolabels in Norway, Norway 

 

3.17 Ecotourism in Spain, Spain 
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3.18 Top 5 Greek Nature, Greece 
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3.19 The Northern Lights Experience, Sweden 

 

3.20 Interactive map, Finland 

 

95 



 

3.21 Social Media, Italy 
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3.22 German version, Sweden 
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3.23 Russian version, Sweden 
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3.24 German version, Denmark 

3.25 Chinese version, Italy 
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3.26 Things they said, Finland 
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3.27 Blog, Greece 

 

101 



 

3.28 Blog, Portugal 

 

102 



 

3.29 Feedback, Portugal 
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3.30 My Stay, Finland 

 

3.31 Ecolabeling system, Norway 
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3.32 Accommodation booking, Denmark 

 

3.33 E-commerce search filters, Spain 
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3.34 Search function, Portugal 
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3.35 Useful links, Spain 
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3.36 External link-collection, Greece 
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