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“We’re No. 1!” 

Search: “Smyrna Delaware” 
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“Sooo …  
Is there 
anything  
to do in 
Fayetteville?” 
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www.visitdelaware.com/industry/delaware-tourism-statistics 
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 Travelers rely on 
the web more then 
ever. 
 

 They put credence 
in the opinions of 
others – especially 
friends and family. 
 

 Increasingly, the 
interaction is from a 
mobile device. 
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Some key stats … 
 
 70% of Americans look at product reviews before making a purchase 
 50% of people have been inspired to travel to a destination after seeing 

a post from a friend. 
 Over 70% of people post about being on a vacation while on vacation 
 83% of leisure travelers use the internet as part of their travel planning; 

and 65% begin researching online before they've even decided where or 
how to travel. 

 An authentic photo from a friend makes a difference in travel decision 
making. 
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Start broadly 
 Give a broad idea of 

what attractions are 
available, e.g., “biking,” 
“boating,” “nightlife.” 

 Think like a tourist – 
what is it about your 
destination that will 
attract their attention. 

 Aim to do two things: 
pique their interest and 
help them navigate. 

 Be clean and clear rather 
than comprehensive and 
cluttered. 

 



Municipal Websites: The details (part 1) 

Page 9
  

Remember 
the travelers 
 Let photos show your 

best side (and 
remember to link the 
photo to content) 

 Includes the words 
travelers expect to find 
(“Visitors,” “Travel 
Info,” Tourism Info”) 

 Content should be 
driven by travelers’ 
needs 

 Be clean and clear 
rather than cluttered 
and comprehensive. 
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Remember the travelers 
 

 Try to put your case as a desirable destination in front of them quickly, with a scenic 
photo on the front page, and a snappy “call to action” nearby, such as “Enjoy 
Smyrna’s scenic byways.” 

 Make sure there’s something behind the photo. Many sites feature alluring pictures, 
but give the user no way to click through for information. 

 Make sure the front-page navigation prominently includes options for out-of-state 
people seeking travel info, using keywords that are clear and recognizable, 
Examples: “Traveler Info.” “Attractions” “Things to Do.” “Plan Your Trip.” 
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Remember the travelers 
 

 When planning the web content, take time to ask yourself some key questions: What 
needs do potential travelers have? What problems and challenges do potential travelers 
need to resolve? Challenges such as “Where do we eat?” And, “Where can we take the 
kids.” Then, find ways to help them solve those challenges.  

 In that sense, think itineraries, trails, “tours” – save the traveler a step and put together a 
day’s activities that will inspire them to come. Example: Outdoor Trail 

 Work with partners to integrate their content into yours. 
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And don’t forget 
Social Media 
either … 
 
 Social Media can 

be cheap, easy 
and amazingly 
effective 
(Facebook, 
Instagram, 
Pinterest, 
YouTube) 

 There are tools 
available 
(HootSuite, 
SproutSocial) 
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Content to consider: 
 Photo Galleries 
 Listings of attractions, 

broken down by 
category, e.g. 
Restaurants, Nightlife, 
Historic Sites 

 Links to partners 
 Try to be their travel 

agent as well as guide – 
links to hotels, public 
transportation 

 Online Maps 
 Calendar of Events 
 Prominent link for media 

to contact 
 Story ideas for media 
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We’re ready to 
help! 
 Remember to use 

VisitDelaware.com 
as your on-stop 
shop for content.  

 You can link to our 
pages and use our 
resources to help 
your visitors. 

 VisitDelaware.com 
has a booking 
engine (Orbitz) that 
you can utilize for 
your visitors as well. 
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Think like a traveler.  
 
In this example, Franklin Village 
prominently proclaims its 
“Historic” nature, includes some 
appropriate photos, and even 
encourages the visitor to 
“Experience it.” But gives the 
visitor no way to delve more 
deeply into the taste of history 
they’ve been given – no links, no 
keywords that would catch a 
travelers’ eye. 
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Good!  
(with a caveat …) 
 
The Villager of Morton 
quickly shows itself off as 
“The Pumpkin Capital of 
the World,” showing a 
lovely parkland scene, and 
including on the lower right 
a dedicated link labeled 
Tourism. No confusion in 
the visitors’ mind of where 
to go there. Everything 
would have come off a bit 
more inviting, through, if 
the biggest picture on the 
page didn’t show city hall – 
at night – in a rainstorm. 
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