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Abstract 

The Impact of Official Tourism Websites on the 
Destination Image: The case of Morocco  

Azdine El Maazouzi 

 

 
The destination image is a significant factor that determines the 
success of a tourist destination. Information sources such as 
official websites of a tourist destination also play a critical role 
in attracting more tourists. This paper focuses on analyzing the 
impact of online sources such as the destination image's official 
websites. Being an exceptional tourism destination among the Arab 
countries, Morocco has been selected to analyze its official 
website's impact on its image. The paper applies a qualitative 
research design to accomplish the research. Data has been collected 
from the official website of the selected tourist destination. The 
study reveals that quality content and rich cognitive information on 
the destination's official tourism website have a distinct influence 
on the destination's image perception that eventually attracts, 
motivates, and encourages tourists to visit once or repeatedly. 
Therefore, it is necessary to take into consideration the quality of 
information being provided to potential tourists to create an 
enhanced image of the destination and the perceptions of tourists 
about Morocco's destination. 
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1.0 Introduction 

 

Tourism has witnessed impressive growth in the past decade and barring few exceptional 

periods such as the Covid-19 phase. It can be said that Tourism can grow in the foreseeable 

future. During good times, the tourism sector has been proved to be a sector with rapid growth 

opportunities. Moreover, with the increase in tourism activities, the economic situation of the 

country improves as well. Therefore, governments often try to improve tourism-related 

infrastructure to get attracted to the destination (Tan et al., 2017). One in eleven jobs in the 

world goes to the tourism sector. It also calls for 30% of the service exports of the world. 

Tourism-related data between 2013 and 2014 shows an increase of 0.035 billion in one year, 

from 1.087 billion to 1.122 billion, and this number is expected to move to 1.8 billion by the 

end of 2030 (UNWTO, 2015). Thus, it has become necessary to increase the focus on tourism 

development to attract more visitors. 

Various factors impact the development and growth of the tourism sector. Some of 

these factors are the tourist location environment, presence of transportation facility, 

geographical location, and proximity to the other tourist spots in the area. Furthermore, the 

traveler's attitudes and how they perceive a tourist destination also determine the tourist 

destination's success and growth (Camilleri, 2018). Thus, these factors must be managed 

efficiently for growth in tourism within the country. 

This paper attempts to stress the importance and the interrelationship of the concept 

destination image and information sources, namely official tourism websites and their impact 

on building and enhancing a destination image that can increase tourist's arrival to the 

destination. Regarding building a destination image, the effect of Moroccan official tourism 

websites and Destination Marketing Organizations will be investigated. 

Morocco is one of the attractive tourist destinations in the world. The researcher has 

 

selected  Morocco   to   analyze  the  factors  that   attract   or  demotivate   tourists   to visit  the 
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destination. The marketing and promotional strategies of Morocco and consumer perception 

towards the destination have also been analyzed so that a better destination image could be 

built to attract more tourists. Morocco has been selected because of the marketing perspective, 

as it is an attractive tourist destination in Africa and the Arab world. So, it is interesting to 

analyze the marketing activities helping the place to attract more tourists. 

1.1 Aim 

 

This paper aims to analyze the online sources' impact on the destination image. The researcher 

will assess online sources, namely the official online sites and DMOs of Morocco, and their 

positive impact on Morocco's official public image creation as a tourist destination. Hence, 

with this paper's help, an effective strategy can be developed to manage tourism websites to 

create a positive image of a tourist destination that can attract many tourists. It is crucial to 

identify and analyze the advantages of tourism websites for building an ideal image of a 

tourist destination. Thus, in this paper, the role of official tourism websites platform in 

building destination image has been discussed. 

1.2 Study Area 

 

Tourism in Morocco 
 

The tourism sector of Morocco has been significantly developed. The country has firmly 

maintained a strong tourism industry. Traditionally, Morocco focuses on the coasts, its rich 

and diverse heritage, and its history as the essential tourism types that compete to attract a 

significant share of holidaymakers. Along with these tourism types, desert, rural, and 

healthcare tourism have recently emerged as new tourist attractions. Morocco is a politically 

stable country in North Africa. This stability constitutes one of the most significant factors 

that significantly help the country focus on developing the tourism sector. By recognizing 

tourism importance in the growth of the economy, the government of Morocco created a 
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Ministry of Tourism in 1985 to improve the tourism sector's growth rate. Since 2013, tourism 

has been the key source of foreign exchange (Dakhama, 2019). Morocco received around 12.3 

million tourists in 2018. The number of visitors further increased in 2019, which shows the 

attractiveness and great potential of Morocco's tourism sector. However, there are a lot of 

opportunities that can be used by Morocco to boost its tourism sector and attract more tourists. 

1.3 Objective 

 
The objectives of this paper are: 

 
• To explore the official Moroccan websites to see to what extent visitors' feelings, values, 

impressions, perceptions, experience, and satisfaction are used in tourism websites to 

attract more tourists. 

● To identify the impact of official websites on the individual tourists' perception of Morocco 

as a tourist destination. 

1.4 Scope of the Study 

 

The research stresses the role and importance of information sources, mainly official websites 

and DMOs, to build images of a tourist destination, promote their products, and make tourist 

information available. This study will enhance or help to advance research on the topic. With 

this study, researchers can also conduct research to identify and analyze the factors that can 

improve the functionality and maximize the efficiency of the destination's official website. This 

study will also help other researchers provide a tourism destination model that allows the 

stakeholders and practitioners of tourism to have some crucial understanding of the official 

tourism website content used for tourism promotion. 

On the other hand, to create jurisdiction for the reliability and validity of the paper's 
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result, the current paper has some limitations. The result of this paper has been presented in 

descriptive form. Numerical data has not been used. Hence, it is very tough to verify the result 

of this paper. Qualitative research also cannot be statistically represented. Moreover, the paper's 

findings cannot be generalized worldwide because people's perception is bound to be affected 

by some other factors apart from Official tourism websites and destination image. 

2.0 Previous research 

2.1 The concept of destination image 

 

A destination image is a central element that is used to promote the destination. The destination 

image can be considered the combination of beliefs and impressions developed over time based 

on information gathered and processed from different sources (Phillips et al., 2017). It is 

probably one of the most important criteria affecting the tourist choice of a particular 

destination. It consists of commonly two types of images, such as affective images as well as 

cognitive images. Affective image of a tourist destination is the feelings or emotions people 

generate about a destination, whereas cognitive image shows beliefs and knowledge about a 

destination. Affective image and cognitive image of a destination remind the tourist of a given 

destination. If any of these images are negative, the tourist will prefer not to visit the 

destination. Hence, it is essential to focus on building the destination's affective and cognitive 

image (PEKTAŞ et al., 2019) so that it can alter the tourist's perceptions and attract them to 

visit the destination frequently. 

Becken et al. (2017) has argued that previously only the cognitive image was used to 

measure a destination's image. Still, now researchers consider both affective and cognitive 

images to measure destination image. The affective image of a place is measured by the 

excitement and vitality of the destination. On the other hand, different aspects of the  

destination constitute the place's cognitive image, such as cultural attraction elements, 

landscape, attractions, quality of experience, environment, infrastructure and superstructure, 
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cultural and natural sources, cultural environment, culture. These elements determine the 

destination image; therefore, these should be improved to create an appealing destination image 

to attract more tourists. According to the research findings conducted on 900 holidaymakers, 

the satisfaction level is also a key factor affecting tourists' intention to revisit the destination. 

Another study conducted on 393 tourists found that the destination image tremendously 

affected the tourist repeat visit of the place (Chaulagain et al., 2019). These studies can be of 

great help in analyzing the cognitive and affirmative factors applied to social media, namely  

the official tourism websites that affect the potential tourists' decision-making process and 

attract them to visit or revisit the destination. Some researchers stated that it is the individuals' 

perception that plays a crucial role in determining tourists' revisiting. 

2.2 Destination and the tourist's perceived image 
 

The importance of tourism and tourist image of tourist destinations has been stressed in several 

studies. According to Leung et al. (2017), destination image affects the number of visitors 

visiting the destination. Suppose a destination possesses a positive image in the eyes of the 

visitors. In that case, they will also promote the destination to their friends and family  

members, thus increasing the visitor count to the destination. The positive image of the 

destination does not only attract first-time visitors but also induce the repeat visitors to revisit 

the destination. Thus, the destination's favorable image contributes to the growth of the 

country's tourism sector. The tourist destination image hugely influences the tourist to revisit 

the destination because it affects the tourist's perception and attitude (Shi et al., 2019). For 

example, an unpleasant visit experience to the destination will create a negative image of the 

tourist's destination, resulting in the inability and refrain from revisiting the same place in the 

future. Apart from this, he/she will share his/her experience with his/her family members, 

friends, and relatives, which will demotivate them to visit the destination. Thus, the tourist 

destination image significantly affects the intention of a tourist to revisit the place. 
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A satisfied tourist is a retained tourist. It implies that the tourist who is contented with 

the destination and has an excellent visiting experience will commit to revisiting the destination 

(Leung & Dickinger., 2018). An individual visits a place in search of pleasure and leisure, and 

if he/she gets what he/she intends or desires, will revisit the destination, this can be better 

understood with the example of Kotler. Kotler says that a customer who is satisfied with a 

product or service will repurchase the product or service because the customer knows the value 

the product or service delivers to him/her. On the other hand, if he/she gets an incredible 

experience that is not pleasant, he/she will not revisit the destination in the future. Therefore, it 

can be concluded that it is the destination image that affects a tourist's intention to frequent the 

destination. 

The tourism sector also plays a crucial role in ensuring sustainability in the country. 

Therefore the concept of sustainable tourism has been developed to motivate tourists to 

participate in sustainable practices while visiting a destination to make a positive impact on the 

environment, society, and the economy (Asmelash & Kumar., 2019). Thus, tourism can 

significantly promote sustainability in Morocco. The destination's government needs to 

promote sustainable tourism, and people of the destination must participate actively to achieve 

sustainable tourism. Sustainable tourism improves and maintains a high level of tourist 

satisfaction and provides a meaningful experience to the tourists. A destination that promotes 

sustainable tourism and focuses on providing a high level of satisfaction and meaningful 

experience to the tourists generates a positive perception among tourists visiting the  

destination. It motivates and induces them to revisit the destination. Espiner et al. (2019) 

maintain that developing sustainable tourism in the country helps create a positive image and 

perception of the destination that is important to attract many tourists. Sustainable tourism 

affects the intention of the tourist visiting the destination to revisit the destination. Several 

factors are included in sustainable tourism, and ultimately those factors increase the tourists' 
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satisfaction and provide a meaningful experience to them. It contains safe and protected travel 

from one place to another, mitigates the negative impact of travel on the environment.  

Focusing on sustainability attracts more tourists, and hence the destination should focus on 

sustainable practices to improve the public image of the destination. 

The destination image, which is key to tourists' decision-making process, always 

attracts the researchers (Chuchu et al., 2019). The destination image significantly determines 

the decision-making process of the tourists. The perception of an individual regarding a tourist 

destination's values affects the tourist's decision to visit and revisit the place. It has been found 

that the marginal utility of a destination reduces once a tourist visits the area. It is tough to  

think about the same destination to visit as individuals want to explore new places. Here the 

destination's positive image comes into the picture that affects individuals' perception and 

attracts them to revisit the destination. Therefore, it is essential to focus on building an 

affirmative destination image. 

Based on individuals' values related to national culture, the significance attributed to 

the destination and its aspects vary significantly (Keni et al., 2019). The research has also  

found that the nature of the motivation of tourists is heterogeneous. There are differences in 

how tourists from different countries attach importance levels to travel motivation. Some of the 

significant travel motivations are knowledge-seeking, togetherness, escape, satisfaction, and 

experience. It has been found that most of the tourists analyze their previous level of 

satisfaction and experience while planning for a vacation destination. Entertainment and 

hanging out with other tourists are also a vital attribute of a place to visit. All these aspects 

form the destination image that eventually induces the tourists to revisit the destination. 

Chathurangi et al. (2019) maintain that many factors influence the tourist destination 

image. The tourist destination image is also associated with how a tourist sees the destination. 

For example, a tourist may be interested in visiting historical attractions instead of looking for 
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fun. Hence, the amusement will not be a push factor for that tourist to revisit the destination. 

Some of the key determinants that influence the destination image are the attractiveness of the 

place, diversity of attraction sites, satisfaction levels, and experience, weather, gastronomy, 

escapism. These factors also serve as travel motivators and directly impact tourists' intention to 

revisit the destination. 

Furthermore, some researchers argue that it is significantly vital to examine the tourist 

behavior to evaluate the effect of tourist destination image on the tourist's willingness and 

intention to revisit the destination (Souiden et al., 2017). The tourist's behavior covers the 

process of selecting, visiting, and assessing the destination along with behavioral intention to 

revisit the destination in the future. The image of the destination hugely influences the behavior 

of the tourists. The process of destination choice, satisfaction levels, and tourist post-visit 

behavior is found to be affected by the destination image. Therefore, it is crucial to enhance the 

destination's image to shape the tourist behavior. 

Political considerations also have a significant impact on the image of the destination 

and perception of the visitors. Before visiting a place, the tourist considers the political aspects 

of the destination to decide whether to visit the place or not. For example, a tourist destination 

with political turmoil will negatively impact the destination's image, and tourists will consider 

other places rather than visiting the destination in question. Stability in the political system 

seems to be a key attribute to attract or induces tourists to visit the destination. Likewise, 

countries known by their high rates of corruption and crime have an adverse influence on 

tourist's decision and their intention to visit the destination. Therefore, tourists will prefer to 

switch to safer destinations. Corruption and higher crime rates negatively affect the destination 

image, which tremendously discourages tourists from visiting or recommending the  

destination. On the other hand, the absence of crime and corruption positively impacts the 

destination's image, increasing visitors' preference to visit the destination (Isaac & Eid., 2019). 
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2.3 Destination image and DMOs online platform 

Destination Marketing Organizations (DMOs) can be quite beneficial in developing the 

destination image, whose fundamental purpose is to coordinate and drive all aspects necessary 

for destination images such as amenities, marketing, pricing, and access (UNWTO, 2007). The 

effective utilization of ICT by DMOs has been of great importance in tourism research since 

the 1990s (Buhalis et al., 1993). As a highly valuable tool, the Internet has transformed 

marketing strategies and DMOs' practices substantially. It has contributed a lot to the 

development of tourism. It provides potential tourists with information about the products and 

services, giving them the chance to compare the prices of the products offered and institutions 

recommended and businesses. The mobile systems also facilitate effective operation and 

information in airlines, hotels, weather, transportation, conditions, currency conversion, and 

translation. 

According to Govers and Go (2005), the destination's representation via online social 

media is efficient and widely attainable. It helps build the destination's image, which meets a 

large number of the public and followers and significantly affects the potential tourist's 

behavioral intentions and decision-making. Furthermore, the official tourism website can be 

used as an essential promotional tool to help tourists gain rich information to improve the 

destination image. In the face of much stiffer competition, implementing suitable tourism 

marketing strategies is very crucial to attain a competitive marketplace of the tourism sector 

which according to Fyall. (2019) can be achieved through: 

1. Apply storytelling on social media posts: It has been found that nowadays, most of the 

customers ask Google if they want to know something. It also helps them to compare the 

prices of competitive products or services. Thus, it is important to make them aware of the 

features of the services being offered in a way that helps them to remember them for a long 

time. 
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2. Use augmented reality to offer memorable experiences: Offering an incredible 

experience within the tourism sector is necessary to get customers to remember the 

destination, revisit, and recommend the toured destination to other tourists. The destination 

can use the latest technologies in communication with the audience, such as augmented 

reality, in the marketing strategies to create innovative and memorable experiences for the 

customers. It also helps in differentiating the product or service from key competitors. 

3. Create valuable content and optimize your website for SEO: Optimizing the website for 

SEO (Search Engine Optimization) and creating valuable content is very important and 

necessary to improve traffic and attract more tourists to the destination. 

4. Manage reviews on different websites: Most of the visitors go through reviews posted by 

tourists who have visited the destination to determine whether they should visit a particular 

destination or not. Thus, it is imperative to manage reviews on different websites to attract 

more tourists. 

2.4 Tourism websites 

 
Websites have evolved into an excellent facility that helps tourists get the range of information 

related to various aspects such as exploration opportunities, entertainment options, learning 

benefits, and available communication channels. As Loncaric et al. (2013) state, websites 

dedicated to the travel sector can be termed as tourism websites. The site can be serving  

various usages such as trip fare information, travel reviews, or both. 

There are essential strategies used in websites that facilitate the effectiveness and 

efficiency of the tourist's services. The first strategy is value extraction, which facilitates self- 

check-in by visiting tourists in airports and hotels. The second strategy is the capture strategy. 

It's a strategy that helps the client to get the required information from their clients hence 

improving their marketing goals through feedback and rating strategy. The third strategy is 
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based on providing a value-addition strategy, which combines services and products to create 

more valuable and diverse products for the tourists. The last strategy is the value creation 

strategy, which involves allowing tourists to participate in decision making on the definition of 

the services and planning the tourism product packaging. The Internet is a fast-growing  

channel that has played a significant role in ensuring the tourism industry's development and 

has led to the growth and formation of e-tourism, which has been vital in this tourism  

(Morocco World News, 2014). 

2.5 Tourism websites as destination image building factor 

 

There are several ways the destination image can be built to affect tourists' perception and 

motivation to visit the destination. The destination image can be created due to affirmative or 

acquiescence marketing strategies (Ketter., 2016), which means that a positive destination 

image leads to success. A negative image leads to failure or constraint. A positive image can be 

changed, and several factors can immediately affect the image and make it negative. But it is 

very hard to change the negative image of a destination. Therefore, the extensive focus should 

be given to the destination image, and affirmative marketing strategies should be used to build  

a strong and positive destination image. Hence, to change the destination's negative image, 

destination positioning strategies should be designed to reinforce a positive image of the 

destination. It is also advisable to create a new destination image that can hide the negative one. 

It can also boost the number of travelers to the targeted destination. 

Tourism websites are among the most influencing forces that can build a strong and 

positive destination image to induce travelers to travel to the destination (Leung et al., 2017). 

Online sources such as online newspapers, television websites, magazines, web pages, forums 

as well as blogs, peer-reviewed journals, and articles have a tremendous impact on the 

destination image. It has been found that most of the travelers have their blogs, and they write 

about their experience while visiting a particular place. So, anyone who is planning to visit the 
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same destination will be significantly influenced by such blogs. If they find that the destination 

is worthy of seeing, they will visit. It can affect the tourist perception and create a new image  

of that destination based on the visitor's experience who has already visited the place. 

According to Rizky et al. (2017), there is a famous quote, 'you believe what you see' in 

marketing as well, it has been observed that people purchase what they see in the market. 

Hence, every organization focuses on increasing the visibility of their products in the market. 

As the product's visibility compared to the competitor's product increases, the people prefer to 

purchase that product 

Thus, following this principle, the image of the destination can be improved using 

tourism websites. The destination presence on the Internet should be improved to get enough 

cognitive information about the destination whenever a tourist looks for information. The 

official tourism websites should increase the destination's visibility so that every potential 

visitor can see the destination along with attractive affirmative information. It will modify their 

behavior, and there's a high chance that they will include the destination in their list to visit. 

The overall image of a tourist destination is significantly affected by the online 

information about the tourist destination (Leung & Dickinger., 2018). When tourists plan to 

visit a place, they develop an overall image of that place through being exposed to the 

information available. Hence their plan to visit the destination changes accordingly. Websites 

information also affects the tourist's cognitive belief, which further determines the intention to 

visit the selected tourist destination. Thus, it can be said that they affect the destination image 

building and should, therefore, be used to create a positive and influencing image of the tourist 

destination. 

Kim et al. (2017) supported the same idea by describing the destination image as a tool 

that helps position and promotes the tourist destination. The marketers can use destination 
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images to position the destination into the tourists' minds to affect their decision and motivate 

them to visit the destination. There is a very tough competition in the tourism market, and 

hence to succeed in the market, it is important to differentiate the product (tourist destination) 

from the competitors' products. Differentiating a product helps in gaining competitive 

advantages, and competitive advantages help in attracting more customers. Thus,  

differentiating the destination image of a tourist destination will help in attracting more  

visitors. So, strategies should be developed to differentiate the image of the destination. One of 

the significant strategies is to provide enough attractive information through tourism websites 

because most visitors search for a tourist destination using the World Wide Web. Therefore, 

having a strong presence over the Internet will help differentiate the destination image, which 

eventually influences the tourist's perceived image. 

Marine-Roig (2019) added that travel websites are effective marketing communication 

channels that can be used to communicate with potential visitors. Communication plays a vital 

role in making a product visible to potential customers. Suppose the organization does not 

correspond with potential customers and does not make them aware of the product. The  

product cannot succeed in the market, and Competitors will kick the product out of the market. 

So, marketers should extensively focus on communication and communication channels to 

make potential customers aware of their offers and influence their buying behavior. The buying 

behavior of the potential customers can be changed by communicating, again and again, the 

product to prospective customers, describing key features of the product. The website is a 

useful and effective tool that can be used to communicate with potential customers. Thus, 

marketers, stakeholders, and tourism organizations can use the Internet and various travel 

websites for advertising the destination's key features to change the tourist perception and 

convince them to visit the destination. 

Similarly, Huete-Alcocer et al. (2019) pointed out that most tourists go through web 
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pages to get more information about a tourist destination. Based on the information they get, 

they formulate their plan to visit the destination. If they find positive information about a  

tourist destination, they decide to visit the destination. Contrary to this, if there's a lack of 

relevant information about the destination, they simply drop their plan to visit that destination 

and look for other destinations. Hence, tourism websites influence tourists' perceptions and 

impressions, which significantly determines their plan to visit a destination. Thus, to affect 

tourists' perception, more information should be provided to them through different websites. It 

will help in increasing the number of visitors to the destination. 

Shafiee et al. (2016) emphasized the importance of understanding how visitors get 

information about a tourist destination to promote the destination to reach the maximum 

number of visitors. It has been found that tourism websites are used extensively to get 

information about a tourist destination. Thus, they are powerful tools that can be used to build 

the destination image of a tourist destination. Several studies have been conducted to study 

tourists' behavior during the formulation of a plan to visit a tourist destination. Those studies 

have found that tourists retrieve information from online sources. Thus, it is important to 

provide information on various travel websites to get the necessary information to promote a 

tourist destination. As the visitors get access to the information, their perception of the place 

can be affected if the destination's information is attractive and positive. Hence, they decide to 

visit the destination. To summarize, websites' role in building destination images cannot be 

underestimated, and extensive focus should be shifted to using such online sources to motivate 

and convince potential visitors to visit the tourist. 
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2.6 Summary 

 

Based on the above information, it can be concluded that online sources can significantly affect 

the destination image to motivate and convince visitors to visit the destination. Online websites 

and DMOs sources have a significant influence on the tourists' perceptions and the perceived 

image of a destination. By providing relevant and important information through various online 

websites, the perception of the visitors and the perceived image of the destination, can be both 

changed. The visitors' decision-making process is also significantly affected by the websites 

channel because most visitors go through different websites to get information about a 

destination they are planning to visit. When they get attractive details on the destination, such 

as pleasant weather conditions, historical importance, several sites for fun and sports, rich and 

mixed culture, they decide to visit the destination. Hence, such information can be provided 

through online sources to build a positive and robust destination image. 

3.0 Research Methodology 

3.1 Data Analysis and Findings 

 

The Moroccan National Tourist Office manages Moroccan tourism websites 

www.visitmorocco.com and www.tourisme.gov.ma, where consumers are assisted in posting 

and sharing their experiences and their comments on tourism travel in Morocco and offer 

helpful tips, opinions, and feedback as well as communicating interactively with the 'site 

managers.' Therefore the data was extracted from the tourists' posted comments and feedback 

regarding the website's information content. 

3.2 Qualitative Research Design 

 
The qualitative research approach is an old research design widely used by researchers to 

conduct a research study. It is used by researchers to study human behavior, motivation, 

themes, and opinions. It is important to get insights into human behavior, motivation, and 

opinions to analyze and understand how they react or behave in certain situations. It helps in 

http://www.visitmorocco.com/
http://www.tourisme.gov.ma/
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developing strategies to produce the desired behavior or response towards a situation. Getting 

insights into human behavior, motivation, and opinions is also necessary to develop products 

and services as per their needs and demands. With the help of this, an organization can analyze 

what product or service they will like. Based on the result, the organization can develop that 

particular product or service. Qualitative research design is widely used by researchers to gain 

in-depth knowledge about the topic in hand (Bresler & Stake., 2017). Thus, this researcher' has 

applied qualitative content analysis of Morocco's official tourism websites to get answers to the 

fundamental query: how online official tourism websites contribute to creating the individual 

tourist perception of Morocco tourist destination. 

3.3 Data collection 

 

The researcher has done the data collected via assessment of the online content present on 

Morocco's public official websites for evaluating their performance in enhancing the image of 

Morocco as a destination for the tourists. Data collection is a factor that determines the validity, 

accuracy, and reliability of the whole research paper. Irrelevant data cannot serve the paper's 

intended objective; it may affect the research findings and lead to an inaccurate result. 

Therefore, the researcher has considerably focused on the relevancy of the data. 

3.4 Ethical Consideration 

The researcher in this paper has ensured the confidentiality of the collected data by omitting the 

tourists' usernames or any other personal information. The researcher has collected data from 

Morocco's official tourism websites and quotes from several tourists from different websites. 

The researcher has given credit to the websites mentioned above for collecting data. 

4.0 Data and analysis 

 

Using content analysis, the researcher has focused intently on the two leading Moroccan 

tourism websites' content to identify the ideas, patterns, themes, and meaning to fulfill the 

paper's objectives. Moreover, 50 posts of different tourists have also been analyzed to get 
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insight into tourists' perspectives and opinions. I did not include all 50 posts as most of the 

posts were only redundant, replicating the same ideas and trends. All the selected posts are 

recent (maximum one year old). Seven recent posts have been selected to be analyzed to know 

the industry's current trends and potential tourists' demands. Tourists are all from Europe 

because the highest number of Morocco tourist arrivals is accounted for by tourists arriving 

from Europe. 

Travelers use several travel services during their visit to a tourist destination, such as 

information, transportation, accommodation services. These services affect travelers'  

perception or how they perceive the destination (Martín-Santana et al., 2017. Various inputs of 

a destination construct experiential output for travelers in the form of experience. 

Some of the tourists who visited Morocco highlighted that information on the 

destination provided in the websites motivated them to visit Morocco. Morocco provides 

tourists with information about the different services and products that the destination offers. 

Providing information about adequate transportation, communication, accommodation 

facilities, and other amenities such as attraction sites, shopping centers, hospitals, and other 

public places creates an affirmative effect on tourists. It gives them the quality experience that 

can induce them to visit the destination. 

The research stresses that the websites' information content is an important factor 

impacting the destination image's portrayal. In other words, the image of a particular 

destination principally feeds on the type and quantity of information available on that certain 

destination. Most of the tourists search for information about the place before they decide to 

start their journey. Some will look for information on tourism websites to understand more 

about the given area. Specifically, most tourists who have never visited Morocco are motivated 

by the information they get from online official tourism websites. Hence, their decision is 

influenced by that information. Most of the information that tourists require about the 
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destination revolves around the climate conditions, healthcare facilities, the local culture, and 

the political situation and attraction sites of the given area. The following are some comments 

that tourists provide about how the information content presented on the websites influenced 

the way tourists perceive Morocco's image as a favored destination. 

I was captivated by the diversity of information available on Moroccan tourism websites, 

which are appealing, current, and up-to-the-minute.' (Visit Morocco, 2020). The first tourist 

seems to be motivated to visit Morocco because the information on the tourism website is 

relevant and up-to-date. The tourism websites in Morocco ensure that they give detailed 

information about Morocco and any changes in its tourism industry. Providing and frequently 

updating the website's information makes the customers feel confident about its services to its 

customers. It helps tourists to plan and make the right decision when to visit Morocco. Well- 

structured details on the services and products that a country offers help them win and  

influence customers' decisions to consume their products. Information about the destination is 

updated in time, so tourists will know what they will require and expect before setting off on 

their journey. Therefore, before they travel, they will pack all the necessary commodities and 

budget for the ones they will purchase. As a destination promoter, official websites should keep 

on improving the system of information and ensure that their information is frequently updated 

for the user's purposes. The presence of up-to-date information is vital to ensure that it is useful 

for users coming to the website for such information. 

'The Moroccan travel website provides diverse information on local cultural products, 

heritage, and many other social and cultural aspects that inspires me to experience this 

culturally rich country.' (Visit Morocco, 2020). The second tourist is convinced to visit this 

destination since the tourism websites provide information about the local products and 

Moroccan culture. The above tourist statement shows that having quality content on  the 

website is necessary to provide the required information to potential customers to attract them 
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to the destination. Having quality and relevant content also helps the website rank higher on 

Google with SEO. It is important to understand that people prefer to visit such websites, 

ranking higher on Google. Thus, the destination needs to optimize the website for SEO to rank 

higher and increase customer traffic. It will land more tourists to the website, and hence the 

number of visitors to the destination can significantly increase. Information content, which 

describes the local products and people's culture in Morocco, has influenced most people from 

far countries to visit Morocco. Gastronomy is one factor that can make people feel pleased and 

enjoy the hospitality and generosity of the host communities. Trying another country's local 

food is a unique experience that encourages tourists to consider visiting another country. 

Morocco has been successful in attracting visitors because of its delicious food delicacies. 

Moroccan cuisine is diverse and has a unique taste of popular spices, making many people visit 

Morocco. The information about the Moroccan aromatic food that awakens the sense of their 

unique flavors and patterns of their food also seems to be an attractive element to visit 

Morocco. 

Morocco is a melting pot of cultural diversity that has become a popular and favorable 

destination for many people, whether they are tourists or local citizens. Although many ethnic 

groups are speaking various dialects, they live in great harmony and peace. This tolerance can 

be ascribed to Moroccan religious and cultural tolerance and coexistence, making it a favorable 

destination for tourists. The Ministry of Tourism launched a cultural development program to 

promote tourism in the Medina (old city) of Fez, one of the imperial cities in Morocco. The 

information about culture is provided on the websites because they believe that a country's 

cultural diversity and historical landmarks will always influence tourists' decision processes in 

visiting the destination. As mentioned above, the tourist commented that they choose Medina 

(old city), whose outstanding universal value has been recognized by UNESCO because of its 

unique architectural heritage. 
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Culture, tradition, art, and history are among the main determinants that significantly 

impact Morocco's image as a tourist destination. Tourists consider these factors while planning 

for a destination. If they find such factors favorable and attractive, they select the destination to 

visit. Therefore, to attract more holidaymakers, the Ministry of Tourism decided to develop 

tourism specifically in Medinas (old cities) by integrating culture products that focus on 

preserving, developing, and promoting this destination in Morocco. The Ministry of Tourism 

comes up with a cultural development program based on the following areas: regionalization, 

decentralization, and developing local expertise. This regionalized promotion strategy says that 

each region can execute the promotion marketing of its territory. This information about new 

tourist attractions' developments goes a long way to motivate many people to visit those areas. 

The information shows that the development is entrusted to the Moroccan Agency for tourism 

development, whose objective is to develop and support these tourism products and develop 

cultural landmarks. The development program shows that Morocco will be a popular tourist 

destination. The portrayal of such tourism-related information on the website creates trust and 

credibility of the destination, which will promote the destination and eventually makes the 

destination receive a greater number of tourists. 

'Providing different information on historical attraction sites, Folklore, monuments, 

festival, and handicraft makes me excited to travel and glimpse Morocco's rich history.' 

(Visit Morocco, 2020). Different factors can impact the decision of tourists to visit destinations. 

For example, historical buildings, museums, monuments, and theme parks motivate potential 

tourists to visit the destination. Thus, the destination must identify factors that can significantly 

influence tourists' decision processes because they are central tourism motivators. The websites 

provide information about the accessibility of these commercial tourist attractions in Morocco, 

thus motivating and stirring tourists' curiosity to visit those sites. The destination's rich history 

and cultural heritage are among the key attractions that create an assertive image of the 
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destination and attract tourists. Hence, consistent information about all the attractive features in 

Morocco should be regularly updated so that tourists visiting Morocco are well informed, 

which eventually creates loyal tourists in the long term. Therefore official tourism websites 

should widely circulate information about those features to ensure that they reach all the 

potential tourists hence attracting them to visit and see those attractions. 

'The Moroccan tourism website provides clear, trustworthy, and reliable maps and 

directions that displays all the country's routes and places which are very important and 

helpful.' (Visit Morocco, 2020). This tourist statement shows the importance of the scope of 

augmented reality to attract and motivate tourists to visit the destination. Therefore, using 

augmented reality can significantly improve the customer base of the destination. It is a good 

source of competitive advantage for the destination. Hence, tourism websites should use 

augmented reality to gain a competitive advantage and experience many tourists at the 

destination. The tourism websites provide people with maps and directions of various 

destinations in Morocco. Some people are motivated to start their journey if they understand 

well where and what they will see when they reach certain places. Most of the people prefer to 

conduct their online research about the places they intend to visit. The map will always give 

accurate information about the given place and where exactly it is located. It is a feature that 

will still show the direction and the routes that one can follow even without necessarily being 

directed by someone, and they will reach their destination safely. 

'The provision of detailed price information of the important destination attractions 

and services (Sahara, Restaurants, Beaches, Bars, Spa ...) inform the tourist about what to 

expect.' (Visit Morocco, 2020). When people get the pricing of the main destination attractions 

that they intend to visit, they will be motivated to visit them as soon as possible. Most people 

like budgeting for their vacations to ensure they allocate enough funds for each attraction or 

activity.  Therefore,  most   tourists  will  visit  tourism   websites  to   find  out   how   different 
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destinations price their products and their unique features in those places. They will determine 

whether the services provided are reasonably priced and what will motivate them to pay for 

those costs to visit the given location. Therefore, Morocco has kept their customers informed 

about their services and the different destinations tourists can visit and their various prices, 

allowing them to choose between facilities, locations, or prices according to their ability and 

preferences. 

'I am only interested in enjoying some rest and get away from the hustle and bustle of 

daily life.' (Visit Morocco, 2020). The significance of geographical characteristics and natural 

sites cannot be ignored because natural sites have been the center of attraction. Since most 

people are nature lovers, they are keen to explore Morocco's natural and geographical 

landscapes. Therefore, Morocco markets itself as an escape paradise for tourists. One can 

cherish many magical landscapes from the amazing imperial cities of Marrakesh, Fes, and 

Meknes allowing tourists a refreshing break from their hectic lifestyle. 

'People who have never been to Morocco because it's just a Muslim country, they 

don't understand that Morocco is very liberal, open and one of the safest places to visit in the 

Arab world.' (Visit Morocco, 2020). Political consideration has a significant impact on the 

destination's image and perceptions of the visitors. Before visiting a place, the tourist considers 

the political aspects of the destination to decide whether to visit the place or not. Political 

stability and low crime rate attract or induce tourists to visit the destination because they feel 

safe there. Safety is also one of the biggest concerns for tourists visiting any destination. If they 

think they are not safe at the destination, they do not visit the destination. Hence, the level of 

safety either attracts or demotivates tourists to visit a destination. Therefore, Morocco presents 

itself as a very safe tourist destination, taking advantage of the unstable political situation in the 

neighboring countries, especially after the so-called 'Arab Spring.' 

An initial look at the seven comments and reviews from tourists reveals a fundamental 
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attribute of official tourism websites, namely, information content, which has a crucial role in 

shaping the tourist decision to choose Morocco as a destination. There is a consensus among 

the tourists that providing detailed and diverse information on the official tourism websites is 

an important currency to the websites' providers to win the customers' trust and eventually 

motivate them to choose Morocco as a favorable destination. The characteristics of the 

information portrayed on the websites seem to fit and satisfy the customers' expectations (Kahn 

et al., 2002). 

A tourism destination image is crucial to determine its success and help develop a 

thriving tourism industry. It also has a significant impact on the demand and supply aspects of 

the tourism destination. Several factors considerably affect the tourist destination's image. An 

important factor is marketing. Recognizing the tourism industry's growing importance as a 

factor for economic development and growth, almost every country that wants to develop its 

tourism sector and promote it to attract more tourists believes in aggressive marketing. They 

use different means to promote and position the destinations into the tourist's mind. Marketing 

efforts help create a positive image of the destinations that results in the high number of tourist 

visits at the destination. Therefore, focusing on marketing the tourist destination is one of the 

most effective ways to determine its image to attract more visitors. 

The literature mentioned above asserts that along with various other factors, the 

information sources, namely official websites to which prospective tourists are exposed, impact 

the formation of the destination's perception. The destination's official website serves as a 

cornerstone source of information related to the destinations, thus forming the tourists' 

perception of the destinations and improving their image with beneficial information (Cho et 

al., 2012). It means that potential tourists process the information provided on the websites, 

resulting in the Destination image's formation in their minds. Official tourism websites in 

Morocco use different marketing strategies, including the cognitive and affirmative dimensions 
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considered very important components of the destination image formation process. 

 

Morocco's official tourism websites use an essential strategy based on added value 

strategy, which combines products and services to create rich and diverse service packages to 

be more attractive and effective and cater to visitors' needs and wishes. This strategy revolves 

around providing tourism information and quality content on which a potential tourist depends 

when it comes to making decisions and purchasing the products and services. 

This strategy can be further explained within Wang and Strong's (1996) information 

quality's conceptual framework in the context of tourism websites. This framework is critical 

for consumers who look for information related to services or products. It emphasizes the 

importance of the content cues of the official tourism websites, which include five important 

factors, which are as follows: relevancy, amount of information, completeness, value-added, 

and timeliness. 

The value-added factor refers to the credibility and reliability of the website's 

information and the extent to which information is beneficial and helpful in the decision- 

making process (Wang & Strong., 1996). For instance, if a tourism website page provides 

useful information regarding local restaurants and available foods, tourists can develop 

cognitive images based on how to access the restaurants. In the same vein, an affective image 

about a future experience can also be developed from more visualized information such as 

feelings about trying out local cuisines. Furthermore, the relevancy of information about the 

destination is also an important constituent in destination image formation. It refers to the 

extent to which the information provided is understandable, applicable, and helpful to the 

tourist. Dissemination of useful information for tourists helps them avoid information overload 

while looking for relevant news and information related to the trips, which eventually help 

them form an image regarding the destination (Frias et al., 2008). 

Timeliness also seems to be a significantly important determinant of the information 
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portrayed on the website. Timeliness describes if the provided information is the latest and 

sufficiently up-to-date to be relevant for the tourist's purpose. The recency of information has 

also been found to be correlated with information processing and the adoption of the 

destination (Wang & Strong., 1996). 

Finally, completeness of tourism information and the noncontact cue factor, which is 

the amount of information delivered to the potential tourist, has also been considered an 

essential dimension of information quality. The former describes the information with all the 

needed parts and has sufficient breadth and details about the destination (Wang et al., 1995). 

Complete information portrayed by the website can help tourists build a positive destination 

image. Simultaneously, the amount of information refers to the degree of appropriateness of the 

volume and access information such as travel routes and must-eat restaurants, helping tourists 

form an image about things and activities that tourists can do at the destination. These factors 

from Wang and Strong's framework are useful as information quality attributes forming a 

tourism destination image (Ranganathan et al., 2002). 

These factors help the tourists form their images and trigger their senses, emotions in the 

pre-visit stage, which is considered an important stage in evoking and positioning the 

destination into the tourists' minds and shaping their destination's perception. This perceived 

image of a tourist destination creates the backbone of the selection and the evaluation process. 

It motivates the tourist to select the destination to visit. It also provides a link between 

motivation as well as the choice of the tourist destination. The development of the destination's 

ultimate overall image is very much associated with the tourist's response towards a tourist 

destination, based on affection and cognition that eventually creates a comprehensive image 

destination (Tasci & Gartner., 2007). So the availability of quality information about Morocco 

as a tourist destination helps tourists build interest, awareness, desire, and eventually affect 

their decision-making. This influence manifests in the tourist's decision, motivation, and 
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inclination to visit Morocco, which correlates with the country's attributes and information 

sources. Features such as accommodation, tourist activities, shopping facilities, culture, price- 

quality, and security directly impact the tourist's cognitive perception and the motivation and 

evaluation of Morocco as a tourist destination. 

According to Wang and Strong (1996), information is of quality if it is suitable and 

useful for customers to use in planning and decision-making (Wang & Strong, 1996). 

According to this definition, customers are the ultimate arbiters of quality, and customers can 

have a range of needs for information. Some require up-to-date information. Others want the 

information to be quite detailed and complete. 

In an international competitive context between destinations, positioning, and 

differentiating the destination led the Moroccan official tourism websites to put the 

attractiveness and usefulness at the heart of their concerns to maximize the benefit of  

Morocco's assets as a destination. The Moroccan tourism websites have so far significantly 

changed the traditional and superficial destination image of Morocco created from the colonial 

period, which concentrates on the product desert as the destination's central theme. Therefore, 

according to Burgess (1978), there is a consensus among researchers regarding the type, 

quantity, and quality of the information, which eventually determines the image built among 

the target individuals and positively influences tourist behavior. This might be a call to 

managers in Morocco and offer them tips on creating and handling this tool to create an 

improved destination's image along with its perceptions of tourists about Morocco's destination 
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5.0 Conclusion 

 

The research provides insight into the tourism information source component, namely 

official tourism websites, as an essential destination image formation factor. Destination image 

is a source of attracting tourists to the destination, so adopting marketing strategies based on 

providing tourists with quality information and valuable content about the destination has a 

significant influence on tourists' image formation process and the likelihood and intent to 

choose and visit the destination. 

Moroccan official tourism websites are considered an important constituent of the 

destination image formation process. They deliver detailed information and added value 

content that enriches the potential visitors about the culture, and several unique social factors 

that the visitors can experience and enjoy. As a result of this, they help create positive images 

of the destinations and position it into the visitor's mind, fueling the tourist's enthusiasm and 

willingness to choose it in their plans and help the destination gain a competitive advantage. 

The destination's image plays a decisive role as a central factor that tremendously 

affects the tourist decision process and behavior. Therefore it is of pivotal significance that 

marketers make sure they provide and transmit quality information and content that conform to 

the destination's reality. Failing to do so might create an unsatisfactory image of the destination 

that doesn't cater to the tourists' expectations, which eventually makes a negative image of the 

destination (Beerli and Martin., 2004). 

Though there is no commonly and officially agreed-upon standard for assessing  

website success in tourism (Park & Gretzel., 2007), this research remains a humble, 

comprehensive, and viable instrument for evaluating tourism destination websites and utilize it 

in examining Morocco's online representation. 
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Overall, the research findings strongly indicate a positive association between 

Morocco's official tourism websites as a source of cognitive information about the destination 

and the tourists' destination image formation and decision making. To summarize these 

findings, it is appropriate to frame them in terms of the two research questions that sought to 

explore the impact of official tourism websites on the destination image. 

1. To explore the official Moroccan websites to see to what extent feelings, values, 

impression, perception, experience, and satisfaction are used in tourism websites to 

attract more tourists. 

This research validates that. In general, the information portrayed through the official tourism 

websites positively affects the overall destination's image formed by the potential travelers by 

describing the advantages of the place and listing down the benefits that a potential visitor may 

gain during a visit to the destination. This affirmative marketing strategy creates and reinforces a 

positive destination image. This destination image will intercede the relation between travel 

intention and motivation. So the importance of official tourism websites for destination 

marketing in Morocco should not be underestimated. 

2. To identify the impact of official websites on the individual tourists' perception of 

Morocco as a tourist destination. 

Based on the findings of this research through this research, it can be stated that with the 

increasing strategic importance of the Internet and E-tourism, websites have become a 

fundamental driver for the destination's image building process along with its portrayal to the 

world (Lee & Gretzel., 2012). To highlight the importance of the websites on the destination's 

image, the two leading Moroccan tourism websiteswww.visitmorocco.com and 

www.tourisme.gov.ma are example encapsulating how the destination of Morocco initiated its 

official tourism websites as an increasingly important source of information (Bastida & Huan., 

2014). Morocco launched its official websites to maintain a competitive advantage and help 

http://www.visitmorocco.com/
http://www.visitmorocco.com/
http://www.tourisme.gov.ma/
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build a positive impact on its image to increase tourist satisfaction. This latter represents an 

essential constituent of tourists' behavioral intentions to visit the destination, revisit, or 

recommend the destination (Chi & Qu., 2008). This strategy is consistent with Morocco's  

focus and vision 2020, making Morocco among the world's top 20 tourist destinations (OECD, 

2016). 

This study confirms the usefulness of Official tourism websites based on the content 

they offer to the tourism consumer. Besides, it can be a vital resource for any future 

comparative study with other countries' websites to evaluate the stage of development and 

functionality of Moroccan e- tourism with a particular focus on official tourism websites. 
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