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Abstract
Tourism has become a priority sector in the world with its contribution towards the economic
development of the nations. Globally, Kerala is known for its exotic places and their efforts to
promote Kerala as a tourist destination. The state as well as the private organisations are taking
vigorous promotional efforts to attract large number of visitors throughout the year. At this context,
present study was done to compare the Kerala tourism website of the government with its competitors
to evaluate the promotional efforts taken by them. The study has adopted AIDA model in digital
marketing for measuring the promotional efforts of these websites. For comparison, the web analytics
was done using the analytical softwares Alexa and SEMrush. The findings of the study revealed the
importance of considering different key performance indicators in AIDA such as number of visitors,
unique visitors, bounce rate, average duration of visit, most visited pages and click- through rate to
improve the quality of the websites.
Keywords: Kerala tourism, AIDA, Digital marketing, Web analytics, Websites

1.1Introduction
The revolution in the internet and world wide web began many years ago, which was a breath-taking
phenomenon for many. The powerful smartphones, internet and other technologies have given birth to
a digital era. There are many giant multinational corporations that came into existence during this era
like Amazon, Google, Facebook, Instagram, Uber and so on, who has highlighted the importance of
digital relationship with customers. Every day the consumer is bombarded with lots of messages and
advertisements through digital platforms and it has become difficult and important for the business to
stand out and to get the attention of the audience. The digital platforms are assumed to increase the
efficiencies in the consumers information search cost (Barwise et al, 2002). Internet- of- things (IoT),
Artificial Intelligence etc is expected to make significant transformation in the near future (Kannan
P.K and Li. Hongshuang, 2017).
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Tourism is one among the most prominent industry, where the destinations are promoted through
digital platforms. According to the predictions of (GOK, 2012), Asia is expected to have the fastest
growing tourist population. In Asia, Kerala has grown as a global tourism destination and has strong
potential to attract more tourists to the state (National Geographic Traveller, 2010). Lately, the online
digital media has revolutionized the marketing of tourism destinations (Sotiriadis, M.D. and van Zyl.
C, 2013). There are many predominant websites like lonely planet, trip advisor, make my trip etc
which provides the travellers useful information regarding the various destinations in the world.
The tourist arrival has increased over the last few years and the tourism destinations and suppliers
depends largely on the precise predictions of the tourism demand (Höpken et al, 2017). These
websites were thus able to generate demand for a destination consciously or unconsciously.
There are many travellers who decides on their travel plans using websites like government website,
review websites, travel agency websites, accommodation websites and destination organisations
websites. So, it is important to compare and analyse the performance of the tourism website of the
Kerala government with its competitor’s websites. This is because (Porter, 2001) states that as with
every tool, internet is also having its own strength, limitations and weaknesses. One of the major
problem is that organisations are confused by the excitement of the new medium and they believe that
business through internet is about buying and selling. This is not true. They should also explore the
issues that are related to their websites and should compare their website with that of its competitors.
The performance of the website can be evaluate using different models. One such important model is
Attention, Interest, Desire, Action (AIDA) model, which has been widely accepted and adopted
among marketing scholars and practitioners in traditional as well as online marketing activities.
However, its applicability in online context needs extensive research (Hassan et al, 2015).
There are many online marketing efforts done by the Kerala tourism department. In this context, it is
of at most importance to compare and evaluate the performance of the tourism website of the
government of Kerala with its competitors. Such an evaluation will definitely give a lot of feedbacks
to government to strengthen their web-based marketing and to have improved results. There could be
many factors that makes the data analysis difficult (Bansal P et al, 2016). The challenge is to evaluate
the difficult data. This raised the interest in the researchers as to compare and evaluate the
performance of the Kerala tourism website with its competitors. As the world moves towards internet
and digitalization, the e-commerce literature has rarely addressed the measurement of website
performance. This paper aims to provide an insight on how tourism website of the Kerala government
performs compared to its competitors in the digital platform using the AIDA model. The performance
is evaluated using the Website Analytical Tool- SEMrush and Alexa.
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1.2Literature Review
The changes in marketing communication form print media to digital media was drastic. Now people
not only use digital medium to shop online but also to get information about the products through
various reviews.

1.2.1 AIDA Model
It was in 1898, a theory of communication was developed as Attention, Interest, Desire, Action
(AIDA). This study was conducted in life insurance industry and found that there exist four cognitive
phases experienced by individual after seeing new idea or new product (Elmo, 1898). The first stage is
attention. This stage is about creating awareness about the brand in the minds of the consumers. A
study was conducted by (Adrian Durow, 2014) who used eye tracking hardware to understand the
search lists which is getting more attention. He found that the domain names, prominent keywords,
award winning, word class and numbers were getting more attention from viewers. The next step is to
generate interest in them. For generating interest, it is important to set the target audience, specific
information and unique content. Desire is the stage that the customers are convinced that the product/
service will satisfy their needs. It is the stage where the trust is created among consumers in the form
of user generated reviews, case studies, testimonials and discussions in the forums. Finally, the desire
should lead them to action i.e., actual purchase or action in anyway. It is important to make it hasslefree so that the customers will come back (Bourne, 2015). In the consumer’s buying behavioural
model awareness of a product/ service will translate into buying or possessing of the product (Saxena,
2009).
This theory was developed many years ago and is widely accepted among researchers even today
(Michaelson and Stacks, 2011; Kojima et al., 2010; Clemente, 2002). Then the theory was extended
to the digital marketing platform (Ashcroft and Hoey, 2001; Flores, 2014). AIDA model was applied
and studied in the context of social media marketing by researchers such as (Hassan et al, 2014). He
proposed a strategy for using social media as a marketing tool for small business. AIDA theory was
studied on e- banking services at China Construction Bank (CCB) and introduced a new marketing
model which presents a new value proposition focusing on practical- teaching innovation and job
competency improvement (Li and H.Yu, 2013).

1.2.2 Website evaluation
Mostly the studies in website evaluation, has taken into consideration the attitude towards the website.
This is the most widely accepted measurement of website effectiveness (Coyle and Thorson 2001;
McMillan et al. 2003). Moreover, it is also important to check the involvement of the users and many
studies like (Hwang and McMillan 2002) found a positive relationship between involvement and
attitude. For respondents with extensive internet experience, websites can create a strong consumer-
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brand relationships (Thorbjornsen et al, 2002). It is important to search for algorithms, customer
clicks, page views etc which can be called as performance marketing (Tonkin, Whitmore and Cutroni,
2010).
Some studies such as (Cano and Prentice, 1998; Standing and Vasudavan, 2000) has proposed design
and management of tourism websites. If a tourist needs to visit the destination, it is important that the
destination should be appealing. Apart from the word- of- mouth of travellers who have visited the
destination, internet is the platform where the intended travellers search for the information about the
destination. The importance of internet in making the destination appealing was also suggested by
(Uysal, 1994). There are a set of criteria’s that a website should possess to attract tourists to a
destination through the website. This includes user friendly (Ismail, 2002; Al-Mashari and Al-Sanad,
2002), page design (Hanna and Miller, 1997; Liu and Arnett, 2000), content, security, links to various
resources (Lu and Zhang, 2002).

From the above discussion it is clear that the website evaluation is one of the important thing that
every business should do to analyse their Return on investment (ROI). The websites of tourism
organisations and agencies plays a very prominent role in attracting the tourists to the destination.
Studies on online marketing of destination and comparative evaluation of tourism related website
lacks attention in the literature (K. Chavali and S. Sahu, 2008). The evaluation of the website and the
suggestions on how it can be improved could potentially reduce this gap. Theoretically AIDA model
is widely accepted by researchers and academicians. However, there are limited studies on how it can
be applied to tourism website evaluation.

1.3Objectives of the Study
Following are the objectives of the study:
 To analyse and compare the Kerala government tourism website with its competitors using traffic
share from top countries, search traffic by engines, links through social networks and organic
keyword search.
 To make a comparative analysis of the Kerala government tourism website with its competitors using
AIDA model in digital marketing.

1.4Research Methods
This research is quantitative and exploratory in nature as this includes web metrics variables. The
websites of Kerala tourism and its competitors were compared using the analytical softwares – Alexa
internet and SEMrush. With the results obtained, the researchers could understand the web traffic. The
web traffic was analysed from November 2017 to February 2018. Usually, this period is peak season
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in Kerala. So, analysing the data during this period would help the researchers to include the
maximum number of tourist visiting the destination.

1.4.2

Measures

The analysis is done based on AIDA Model as discussed above. The data is acquired from authentic
sources such as: Alexa – www.alexa.com and SEMrush – www.semrush.com
Alexa (www.alexa.com)- Alexa (officially Alexa Internet, Inc.) is a Californian based company
focused in delivering commercial web traffic analytics and data. It was founded in 1996 and was
acquired by Amazon Inc in 1999. The website is a great source of web traffic data, website rankings
and other parameters with the data of 30 million websites.
SEMrush (www.semrush.com)- SEMrush is a 10-year old company that provides SEO competitive
research service of the websites. It is an all-in-one marketing toolkit for digital marketing
professionals. It is used by larger clients such as Ebay.com, Overstock.com, Seobook.com etc.
SEMrush handles over 800 million keywords with 130 million domains in the world wide web.

For comparing the different websites, the researchers searched www.keralatourism.org (Kerala
government tourism website) on SEMrush.com. The given below organic competitors were found:
www.irisholidays.com (Iris Holidays)
www.keralatravels.com (Kerala Travels)
www.paradise-kerala.com (Paradise Kerala)
www.keralabackwater.com (Kerala Backwater)
These websites were measured using AIDA model. The study has adopted the Key Performance
Indicators (KPI) for measuring AIDA model in digital marketing, which was developed by (Flores,
2014). The KPI used in the study for analysing AIDA model is given in Table 1.

Table 1. Summary of key performance indicators in stages of the AIDA model
Key performance indicators (KPIs) of the
Stage of the AIDA model for web analytics
associated web analytics

Attention

Interest
Desire

Number of visitors
Unique visitors
Average duration of visit
Bounce rate
Most visited pages
Bounce rate
Click-through rate

Action
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(Source: Flores 2014)

1.5 Data Analysis and Results
As discussed above, Alexa and SEMrush are used for analysing the data. The statistics obtained from
SEMrush and Alexa between November 2017 and February 2018 (3 Months Data) using AIDA model
in digital marketing are discussed below:

Website
Attention
Number of
Visitors
Unique
Visitors
Interest
Average
duration of
visit
Bounce
Rate
Desire
Most
Visited
Pages
(With
respect to
organic
keywords)
Action
Clicks

Table 2: Comparison of websites using AIDA model
keralatourism.org irisholidays.com keralatravels.com paradisekerala.com

keralabackwater.com

2.512 Million

447,696

257,084

411,983

118,705

1.44

1.24

1.55

1.67

2.45

00:02:29

00:02:04

00:01:47

00:03:03

00:02:30

62.90

68.90%

66.60%

49.80%

60.80%

2,4181

27212

10113

10234

775

2.141 Million

164,100

86,800

53,810

9,150

(Source: www.alexa.com)
According to the website analytics using AIDA’s principle (with reference to Search Engine
Optimisation items), Kerala Tourism (Government of Kerala) website tops in terms of Number of
Visitors (2.512 Million) and Clicks (2.141 Million). However, the competitor Keralabackwater.com
tops in the list of Unique Visitors. In terms of average duration of visit, paradise-kerala.com tops with
the timing of 00:03:03.
In terms of the bounce rates, the ideal percentile to attain for a good bounce rate is below 60%. Out of
the five websites listed above, only one website (paradise-kerala.com) falls under good Search Engine
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Optimisation (SEO). It doesn’t imply that the others are bad, it simply means that they are somewhat
slightly on a higher side and requires improvement.
The most visited pages are measures based on large amount of traffic generated from organic search
results along with the number of keywords each page has in Google’s top 50 search results.
Irisholidays.com

tops

the

chart

with

2721

keywords

for

the

link-

http://irisholidays.com/keralatourism/best-places-to-visit-in-kerala/. The most visited pages of the five
websites are:
1) https://www.keralatourism.org/highresolutionimages/ (Kerala tourism)
2)

http://irisholidays.com/keralatourism/best-places-to-visit-in-kerala/ (Iris holidays)

3)

http://www.keralatravels.com/pages/train-timings (Kerala travels)

4)

http://paradise-kerala.com/blog/top-tourist-places-in-kerala/ (Paradise- Kerala)

5) https://www.keralabackwater.com/tours/backwaters.html (Kerala backwaters)
Apart from the above results, the other findings include the following:
Table 3: Traffic share and 5 websites share

(Source: www.semrush.com)
From the above table, it shows the visitors from the top 5 countries. Among this the highest traffic is
generated from India (80.25%) followed by US (4.31%), UAE (2.91%), UK (2.40%) and Saudi
Arabia (0.80%). While comparing different websites traffic share in each country, keralatourism.org
has the highest ranking (India- 53.3%, US- 52.4%, UAE- 63.2%, UK- 67.3% and Saudi Arabia68.5%),

followed

by

irisholidays.org,

keralatravels.com,

paradise-kerala.com

and

keralabackwaters.com.
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Table 4: Search Traffic by Engines

(Source: www.semrush.com)
The above table projects the statistics of the search engines used by the visitors. From the statistics,
the most widely used search engine is Google. In Google, the highest search was for the website
irisholidays.com (98.77%) followed by paradise-kerala.com (98.6%), keralatravels.com (98.40%),
keralabackwater.com (97.13%) and keralatourism.org (95.91%). The other search engines that was
used includes Yahoo, Syndicated, Ask and Bing.
Table 5: Comparative analysis of the social networks used by visitors to link to their website

(Source: www.semrush.com)
Above table shows that to link to the keralatourism.org website the highest number of visitors have
used Facebook (54.63%) followed by YouTube (17.41%), Quora (13.87%), Pinterest (3.68%) and
WhatsApp (3.37%). For irisholidays.com, the highest link was generated from Facebook (36.84%),
Reddit (32.83%), Pinterest (11.82%), WhatsApp (11.11%), YouTube (6.30%) and Quora (1.10%).
Keralatravels.com doesn’t receive any link for these prominent social networks. The highest link for
paradise-kerala.com was received from YouTube (34.57%) followed by Pinterest (22.26%),
WhatsApp (22.15%) and Facebook (8.48%). The keralabackwaters.com gets the link generated from
YouTube (100%).
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Table 6: Organic keywords search data

(Source: www.semrush.com)
Table 6 depicts that while giving the organic search (regular search by user) keyword as Kerala
tourism the traffic share is highest for keralatourism.org (98.7%). It is same for the keywords Kerala
(85.7%) and Munnar (74.6%). On the other hand, if the keyword is tourist places in Kerala and places
to visit in Kerala the traffic share is highest for irisholidays.com (91%) and (98.4%) respectively.
1.6 Results and Discussion
From the above analysis it is found that the number of visitor and clicks are highest for the
keralatourism.org. Unique visitors are highest for keralabackwater.com. Average duration of visit and
bounce rate is good for paradise-kerala.com. The most visited pages are highest for irisholidays.com.
Keralatravels.com doesn’t lead in any of the key performance indicators. Attention can be generated
towards a website and can be measured using number of visitors and unique visitors visiting the
website. Kerala tourism and Kerala backwater are doing a lot of campaigns to gather the attention of
the people who search online. The effectiveness of campaigns can be evaluated by systematically
benchmarking and comparing statistics of web analytics (Flores, 2014). The other websites should do
more and better campaigns to top the traffic share and thereby to create attention.

The effectiveness of website content generates interest and desire in the minds of the visitors
(Charlesworth, 2014). The interest can be measured using KPI average duration of visit and bounce
rate. Average duration of the visit shows the quality of the website. When the website content is more
interesting visitors spends more time on the website. When the bounce rate is higher, it shows that the
visitor leaves the website soon. Most visited pages also help to measure the desire of visitors towards
the website (Flores, 2014). So, the websites lacking this should improve the content quality of the
website and improve the engagement of visitors.
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Action refers to the decision-making point. Click through rate shows the percentage of visitors who
has clicked on stimulus (like advertisements, campaigns, sponsored post etc). This shows their
intention to purchase or actual purchase. While designing campaigns or advertisements by the tourism
website it is important that it should create attention and should finally convert it into action.

The traffic share is more in India, which means that the domestic tourists are aware about these
websites but its reach to the international tourist needs improvement. More SEO optimisation should
be done to increase the reach of the website. Google is the most widely used search engine. Kerala
government tourism website when compared to other website lacks its reach in this search engine.
They should adopt enough measures to improve this to reach to the international market. The study
also gives a clear idea to each website on the backlinks created by different social networks. Tourists’
decision making indicates that the use of social media is effective in integrating communication
marketing of tourism service (Sotiriadis and van Zyl, 2013).

1.7 Conclusion
Development of digital marketing has led to many changes in the tourism industry (Buhalis, 1998).
Building a website to market destination has become a necessity now. The government of Kerala is
promoting tourism, focusing on its resources and has formulated different strategies to enhance the
destination’s visibility across the world. Since, the digital marketing has attained greater popularity
among the people; the government has used this as an important strategy to promote Kerala as a
tourist destination.
The present study was done to compare the tourism website of the government of Kerala with its
competitors to analyse the website quality using AIDA model in digital marketing. The study utilizes
web metrics for comparison and empirically supports the significance of the website in promoting
tourism destinations. The study implies that the marketers can comprehend their online performance
and suggest the steps that they must follow in order to enhance more visitors. Likewise, it is important
to understand the experience of visitors and criteria that increases the value of the websites. It is also
important to understand whether the visitors use these websites for decision making. Further research
can be done using the AIDA model to find out the Return on Investment (ROI) through digital
marketing. The limitation of this study is that a few parameters like repeated visit and conversion rate
cannot be measured. This can only be achieved using Google Analytics software. Since, the
researchers don’t have access to the website console/codes, Google Analytics software is not used.

Volume 8, Issue 5, 2018

24

http://pramanaresearch.org/

Pramana Research Journal

ISSN NO: 2249-2976

References
1. Al Masharis M, Al Sanad a (2002). A best practice model for measuring readiness levels for ecommerce, e-business and e-government applications. 9th European conference on IT evaluation, p.
11-16.
2. Ashcroft, L, Hoey, C. (2001). PR, marketing and the Internet: Implications for information
profesionals. Library Management, 22 (1/2), 68-74.
3. Bansal P, Ahmad T (2016). Methods and Techniques of Intrusion Detection: A Review. In
International Conference on Smart Trends for

Information Technology and Computer

Communications, Springer, 518-529.
4. Barwise, P., Elberse, A, Hammond, K. (2002). Marketing and the internet: a research review, London
Business School: Future Media Working Paper. In: B.A. Weitz, A. Barton and R. Wensley (eds)
Handbook of Marketing. London: Sage.
5. Cano, V., Prentice, R. (1998). Opportunities for endearment to place through electronic visiting:
WWW homepages and the tourism promotion of Scotland. Tourism Management, 19(1), 67- 73
6. Charlesworth, A. (2014). Digital Marketing. A practical approach. 2nd ed. Routledge. NewYork.
7. Clemente, Mark N. (2002). The Marketing Glossary: Key Terms, Concepts and Applications.
Clemente Communications Group, LLC. New Jersey.
8. Coyle, J.R, Thorson, E. (2001) The effects of progressive levels of interactivity and vividness in web
marketing sites. Journal of Advertising, XXX (Fall), pp. 65–77.
9. Dr. Kavita Chavali, Dr. Subrat Sahu (2008). Comparative Study of Tourism Websites in India – With
special reference to South India. Conference on Tourism in India – Challenges Ahead, IIMK
10. Emma Bourne (2015). Business Coordinator at ExtraMile Communications. AIDA- The 4 steps every
web marketer should consider
11. Flores, L. (2014). How to Measure Digital Marketing. Metrics for Assessing Impact and Desinging
Success. Palgrave MacMillan. London.
12. Hanna JRP, Millar R.J (1997). Promoting tourism on the internet. Tourism management, Vol 18,
No.7, pp 469- 470.
13. Hwang, J.-S., McMillan, S. (2002) The role of interactivity and involvement in attitude toward the
web site. Paper presented at the American Academy of Advertising, Jacksonville, FL.
14. Höpken W., Ernesti D., Fuchs M., Kronenberg K., Lexhagen M. (2017). Big Data as Input for
Predicting Tourist Arrivals. In: Schegg R., Stangl B. (eds) Information and Communication
Technologies in Tourism, Springer, Cham.

Volume 8, Issue 5, 2018

25

http://pramanaresearch.org/

Pramana Research Journal

ISSN NO: 2249-2976

15. Jiangyu Li, Haibo Yu (2013). An Innovative Marketing Model Based on AIDA: - A Case from Ebank Campus-marketing by China Construction Bank. iBusiness, 5, 47-51
16. Kojima, T., Kimura, T., Yamaji, M., Amasaka, K., (2010). Proposals and development of the direct
mail method "PMCI-DM" for effectively attracting customers. International Journal of Management
and Information Systems, 14 (5), 15-21.
17. Liu C, Arnett K.P (2000). Exploring the factors associated with web site success in the context of
electronic commerce. Information and Management, vol. 38, p. 23-33.
18. Lu J, Zhang G (2002). Cost and benefit analysis for e-service applications. International Conference
of E-business.
19. Michaelson, D., Stacks, W. D. (2011). Standardization in public relations measurement and evaluation
standardization. Public Relations Journal, 5(2), Spring.
20. McMillan, S.J., Hwang, J.-S, Lee, G. (2003) Effects of structural and perceptual factors on attitudes
toward the website. Journal of Advertising Research (Winter), pp.400–409.
21. Porter, M.E. (2001) Strategy and the internet. Harvard Business Review, 79 (Spring), pp. 62 –78.
22. Saxena, Rajan (2009). Marketing Management. 4th ed. Tata McGraw Hill Education Private LimitedNew Delhi.
23. Sotiriadis, M.D, van Zyl, C. (2013). Electron Commer Res. Springer US, Print ISSN1389-5753,
Online ISSN1572-9362
24. Shahizan Hassana, Siti Zaleha Ahmad Nadzim, Norshuhada Shiratuddin (2014). Strategic Use of
Social Media for Small Business Based on the AIDA Model. Procedia - Social and Behavioral
Sciences 172 (2015) 262 – 269
25. Standing C, Vasudavan T. (2000). Diffusion of internet technologies in travel agencies in Australia.
The 8th European Conference on Information Systems (ECIS). p. 1112-1119.
26. Thorbjornsen, H., Supphelen, M., Nysveen, H, Pedersen, P.E. (2002). Building brand relationships
online: a comparison of two interactive applications. Journal of Interactive Marketing, 16 (Summer),
pp. 17–34.
27. Tonkin, Sebastian, Caleb Whitmore, Justin, Cutroni (2010). Performance marketing with Google
analytics: Strategies and techniques for maximizing online ROI. Hoboken, NJ: Wiley Pub.
28. Uysal M Fesenmairer D.R.O, Leary J.T (1994). Geographic and seasonal variation in the
concentration of travel in US. Journal of travel research, Vol 32, No.3, pp 61-64

Volume 8, Issue 5, 2018

26

http://pramanaresearch.org/

