
Is your Website Relevant?

www.makeyourbywaysitereleveant.com



Hopefully your prospective travelers 

arenôt forced to hit any of theseéé



Think about thiséé

According to a survey by Longwoods 

International ®, in 2006:
Ä Approximately 50% of travelers use the 

internet to plan their trips

Ä 67% of those, booked their travel online

Think about how you travel, do youuse the 

internet?

Ä To decide, plan, book?

Ä What does your website say about you?



Iôm notéé
Ä A techno-expert, but I do feel 

qualified to talk generally.

Ä Going to turn you into a website 
designer

Ä Going to delve into the details of:
Ä URL conventions

Ä HTML vs. XML

Ä CSS vs. tables

Ä Liquid vs. Fixed Layout



But I éé

Ä Do feel qualified to talk generally 

about travel websites.

Ä Do understand the basics of 

website design

Ä Have designed and created my 

own website: 
www.kennethmcdougalfamily.com



An Overview

1. Byway Web Site Options ï

Â What are you Doing?

2. Basic Web Site Considerations

3. Tips for Effective, Relevant Web Sites

4. Examples



1. Byway Website Options

Ä www.byways.org
Ä Site sponsored by the National Scenic Byways Program

Ä Website as part of another greater collective site
Ä Statewide Byways

Ä National Park Service / Forest Service etc

Ä Byway information integrated into another local 
entity or organization

Ä CVB, Chamber, etc

Ä Greenways Organization

Ä Independent Standalone Byway Website



2. Basic Website Considerations

Ä Australian Tourism Data Warehouse

Ä Website Self Assessment

Ä Whatôs your Online Strategy

Ä Other basic Considerations



A Website Self-Assessment
Source: Australian Tourism Data Warehouse: http://www.atdw.com.au/

Ä Visibility and Findability
Â Keyword Searches from Search Engines

Ä Visual Design and Content
Â Professional looking

Â Photos

Â Downloadable Maps

Â Customer Review, Testimonials

Â More

Ä Functionality and Accessibility
Â Clear Navigation

Â Quick Loading

Â Works on Different Browsers

Ä Technology
Â You, the byway practitioner are able to make simple changes

Â You can access visitation (to website) statistics



According to ATDW, your websiteis only the 
first part of a complete online strategy:

A complete online strategy incorporates:

Â Website design, content, and management

Â Search engine optimization

Â Online Marketing Strategies

Ä Email marketing

Ä Customer Reviews

Ä Others

Do you have an Online Strategy?
Source: Australian Tourism Data Warehouse: http://www.atdw.com.au/



Basic Website Considerations

Before you get started or as you think about your 

current site, can you answer these:

Â Do you have a budget?

Â Who is hosting your site, there are many options?

Â How and Who will maintain over time?

Â Can your staff make changes, have you planned 

time to do these regular and periodic updates?

Â What about advertising?



Tips for Effective Websites

Ä Determine your Goal:

Â Can you state in one sentence your websiteôs purpose?

Ä Then you can target toward your audience

Â Organization based or visitor based, or both?

Ä Think about your content, based on your goal 
and audience

Ä Design, or make design changes

Ä Promote it

Ä Keep it current and relevant



3. Making it RELEVANT

Ä Search Engine Optimization

Ä Photoôs

Ä Linking

Ä Accessibility

Ä Measurement



Think about thiséé

According to ATDW, how do tourists search 

online?
óPeople are looking for information with the intent to buy.  80% 

of tourism users start their search on a search engine.ô

óThey want to be engaged in an online experience and are 

after websites that allow them to feel they are experiencing what 

they are reading about.  They want to access information that 

answers their questions; otherwise they will leave the site.ô 

óFinally they want to be able to book easily.  If they canôt book 

online, or establish contact via email, phone, or telephone, they will 

leave.ô 

Source: Australian Tourism Data Warehouse: http://www.atdw.com.au/

Tourism E-Kit, Tutorial 11 -2, ATDW v1.5

http://www.atdw.com.au/


SEO iséé

According to ATDW, Search Engine Optimization is:

óImproving your website so that it ranks high in search engine 

results when someone who doesnôt know you searches for the 

services or products you offerô

ó If your website is not optimized, it will not appear in search 

engine requestsô

Typical Search Engines:

Â Google, Yahoo, MSN, and others

Source: Australian Tourism Data Warehouse: http://www.atdw.com.au/

Tourism E-Kit, Tutorial 19 -2, ATDW v1.5

http://www.atdw.com.au/


How do your images convey what is 

really importantéé

According to ATDW, Images (Photos):

óAre the first thing visitors see when they come to a website.  

Good Images enhance your website and are extremely importantô

ó An image is not a 2-Dimensional, Static Placeholder ïit 

sends a message to the visitor.  This message should not only 

showcase your product, but should also convey an enjoyable, 

positive experience.ô

Source: Australian Tourism Data Warehouse: http://www.atdw.com.au/

Tourism E-Kit, Tutorial 16 -3, ATDW v1.5

http://www.atdw.com.au/


The purpose of imageséé

According to ATDW, your Images (Photos) should:

Â Set the Scene

Â Show the Action

Â Evoke Emotion

Too often our photoôs only set the scene, and only show static images.

Source: Australian Tourism Data Warehouse: http://www.atdw.com.au/

Tourism E-Kit, Tutorial 16 -3, ATDW v1.5

http://www.atdw.com.au/


Whoôs linking to your siteéé

Check out Yahoo.com

Â At Yahoo type in the following:

linkdomain:www.nameofyoursite.com

This search will show you who is linking to your site.

Â Have you been strategic and proactive in creating links to 

your site?



Is your site accessible?

Even to those with disabilities?

Ä Check out: http://www.w3.org/WAI/

This is more than an oversight issue, this is an 

ethical question.  The website above will give 

you suggestions that will help you consider 

accessibility issues on your website.

http://www.w3.org/WAI/


A tireless salespersonéé

According to ATDW, your website:

Â óéis your most dependable and untiring 

salesperson.  Just like your voice on the phone, 

it needs to be fresh, easy to understand, provide 

timely information and encourage your 

customers to make contact with youéô

Â óA well planned search-optimized website will 

attract 30-100 new and unique visitors per day, 

in comparison, your phone only rings 3 ï5 times 

per dayô

Source: Australian Tourism Data Warehouse: http://www.atdw.com.au/

Tourism E-Kit, Tutorial 11 -4, ATDW v1.5

http://www.atdw.com.au/


4. Examples: Woodward Avenue NSB

http://www.woodwardavenue.us/

http://www.woodwardavenue.us/

