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Abstract: Through the Internet, information about tourism destinations have multiplied and 

consumers are faced with many, and sometimes contradicting information from a number of 

different online sources. The figure of the travel professional is again gaining importance since 

consumers can rely on travel professionals to get access to the relevant information they need in 

order to plan their travel in the best way. For travel professionals, it is therefore of crucial 

importance to stay updated about what a destination has to offer. Switzerland Tourism, the 

national tourism board of Switzerland, has created an eLearning course about Switzerland in 

order to provide travel professionals with the quality information they need to sell the country 

to their potential clients. The aim of this study is to find out the level of effectiveness of the 

eLearning tool in terms of travel professionals’ satisfaction, confidence in selling Switzerland 

as a destination, and of the level of knowledge acquired from the offered eLearning tool. This 

was achieved by using an online survey built upon the Kirkpatrick’s model. Eventually, the 

response rate was satisfactory and the results demonstrate a positive feedback by travel agents 

to the eLearning tool both in terms of satisfaction and transfer of knowledge. Moreover, 

suggestions were collected for the implementation of future eLearning courses on tourism 

destinations. 

 

 

Introduction 
 

In the last decades, the tourism industry has rapidly changed due to the development of Information and 

Communication Technologies (ICTs) and the spread of the Internet. Because of these new technologies, the 

environment in which travel agents work has greatly changed. Due to the significant number of tourism-related 

information available on the Web, more and more tourists can personally plan, organise and book their holidays online. 

The figure of the travel agent is therefore shifting from a ticket-booking agent towards a provider of a more 

personalised holiday experience while being a reassuring figure in times of uncertainty (Lawton & Weaver, 2009). In 

addition, the role of Destination Management Organisations (DMOs) has changed. In fact, DMOs can use ICTs not 

only to directly contact clients/prospects, but also to reach out to travel agents and give them the quality information 

they need to provide the best holiday experience to their clients. 

 

With the rise of ICTs, eLearning has become an important tool in the acquisition of knowledge and it has 

gained success among both students and professionals in a variety of fields. In the last two decades, the growth of 

eLearning courses on tourism destinations has shaped the way in which travel professionals can acquire or upgrade 

their knowledge about a destination (Cantoni et al., 2009). In the field of tourism, these courses can help travel agents 
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get high-quality information about a destination and keep themselves informed about developments and news so to 

offer to their clients the best advice and holiday experiences (Garbani-Nerini et al., 2018; Kalbaska & Cantoni, 2018). 

 

From a DMO’s point of view, the provision of an eLearning course for travel professionals can represent a 

competitive advantage (Cantoni & Kalbaska, 2010). By giving relevant and quality information about a destination to 

travel professionals around the world, an eLearning tool could potentially create an increase in tourism arrivals at the 

destination. Nevertheless, it is difficult to assess how many of the tourism arrivals at a destination are in some way 

linked with the existence of an eLearning tool. However, since DMOs make an important investment in the creation 

of such eLearning tools, their evaluation is a priority since it gives an idea of the return on investment (ROI) made by 

the funder of the project while shedding some light on the changes and improvements that can be implemented to 

make the eLearning course more effective. 

 

 

Literature Review 
 

The goal of eLearning, as defined by the Commission of the European Communities, is that of improving the 

quality of learning by facilitating access to resources and services as well as remote exchanges and collaborations 

(CEC, 2001) but even if this goal is eventually achieved, it is something still difficult to assess. The evaluation of 

eLearning is becoming a crucial issue since always more funds are used to finance new eLearning platforms but it is 

sometimes difficult to evaluate the success of such an investment. Evaluation is not only important to understand 

whether the eLearning tool lives up to the stakeholders’ expectations; it also shows to decision-makers the value of 

the tool itself (Wang & Wilcox, 2006). 

 

Evaluation is important since it is the starting point in the process of adapting the eLearning tool to meet the 

users’ requirements and to improve performance (Wang & Wilcox, 2006). Evaluation is a pre-requisite to 

understanding what can be ameliorated in order to better the learning experience and achieve the desired learning 

outcomes. In the case of tourism destinations, many DMOs are creating eLearning courses in order to give quality 

information to travel agents worldwide (Kalbaska, 2012) and satisfy their need for a personalised training in order to 

give to their clients tailored information (Lawton & Weaver, 2009) and face the ever-growing competition of Online 

Travel Agencies (OTAs) (Buhalis, 2001). When implementing an eLearning course on tourism destinations, the 

ultimate goal from the DMO’s perspective is to increase the number of tourist arrivals at the destination, raise 

awareness, and create a positive image of the destination worldwide, hence gaining a competitive advantage in 

comparison with other destinations (Glaesser, 2006). From a DMO’s perspective, it is important to understand whether 

the eLearning tool is able to provide the right information and if this information is internalized and used by travel 

agents while selling the destination to their clients, potential tourists (Kalbaska & Cantoni, 2010). 

 

To evaluate the extent of the success of eLearning courses, the Kirkpatrick’s model has been widely used to 

investigate participants’ reaction, transfer of knowledge, and behaviour. The model has been used in the evaluation of 

eLearning in a variety of fields like, for example, medical education (Curran & Fleet, 2005), and corporate training 

(Ozturan & Kutlu, 2010). An example of the application of the Kirkpatrick’s model in the field of destinational 

eLearning can be found in a study by Kalbaska et. al. (2013) about the perceptions of UK travel agents with regard to 

eLearning courses created by DMOs. The Kirkpatrick’s model was used as a framework for investigation with 

satisfactory results in terms of the insights gained in participants’ attitudes towards eLearning, their level of 

satisfaction, and the learning outcomes. Travel agents had a positive perception of eLearning courses provided by 

DMOs and Kalbaska suggested that participants’ satisfaction is shaped by three main factors, which are “the number 

of previous courses attended, the knowledge obtained, and the increase in confidence as a result of participation” 

(Kalbaska, et al., 2013, p. 12). Adukaite et. al (2014) also used the Kirkpatrick’s model in a study on the Ticino 

Switzerland Travel Specialist (TSTS) eLearning course offered by the DMO of Canton Ticino (Switzerland). In this 

case as well, results were satisfactory and Adukaite’s research showed that for the TSTS the two main reasons for 

participants’ dissatisfaction were the lack of time and the length of the course (Adukaite, et. al. 2014). 

 

The Kirkpatrick’s model has also proved efficient in studying the performance of tourism MOOCs as in the 

study by Lin & Cantoni (2017) about the Swiss tourism MOOC ‘eTourism: Communication Perspectives’ (Lin & 

Cantoni, 2017). Moreover, Adukaite et al. (2016) have used a survey based on the Kirkpatrick’s model to study the 

degree of formality versus informality of destinational eLearning courses. In the study, it was discovered that even if 

this type of courses can be considered as formal learning since they are strictly structured and provide users with a 



certification after completion, the learning experience of participants produces many informal learning practices as 

for example talking about the destination with colleagues or visiting related websites (Adukaite, et al. 2016). 

 

The Kirkpatrick’s Model. To assess the success of an eLearning tool, the Kirkpatrick’s model offers a 

valuable framework that is applied worldwide both in practice and in research (Grohmann & Kauffeld, 2013). The 

model, developed by Don Kirkpatrick in 1959, suggests that the learning process can be evaluated in terms of four 

different levels. Level 1 is called ‘reaction’ and it encompasses the customer’s satisfaction, engagement, and perceived 

relevance of the learning material, hence, the degree to which participants react favourably to the learning event 

(Kirkpatrick, 2015). ‘Learning’, level 2, is concerned with the skills and knowledge that learners acquire from the 

course and includes elements like learners’ motivation, confidence, and commitment. Level 3, named ‘behaviour’, is 

about assessing to what degree participants apply what they learned during the training when they are back on the job. 

Finally, level 4, ‘results’, is described as the degree to which targeted outcomes occur as a result of the learning 

event(s), namely the business outcome. In the case of destinational eLearning courses, especially those implemented 

by DMOs, the targeted outcome is an increase of tourism arrivals at the destination thanks to the abilities of trained 

travel professionals to sell the destination. 

 

Each level of the Kirkpatrick’s model is to be understood, from ‘reaction’ to ‘results’, as a pre-requisite of 

the following level. In the evaluation of eLearning courses, ‘results’ and ‘behaviour’ are the most difficult to assess 

while ‘learning’ and ‘reaction’ can be more easily determined by using techniques as questionnaire-based surveys and 

in-depth interviews for ‘reaction’ and tests and quizzes for ‘learning’. In this paper, we focus on the first three levels, 

while the fourth one could not be tackled. 

 

 

The Switzerland Travel Academy 

 

In April 2017, Switzerland Tourism (ST), the national tourism board of Switzerland, launched a new 

eLearning platform for travel professionals about Switzerland as a destination. This course, called the Switzerland 

Travel Academy (STA), aims at promoting knowledge about Switzerland to travel professionals. The platform 

contains high-quality training materials about Switzerland that should help travel professionals worldwide gaining the 

knowledge they need in order to better sell the country to their clients. 

 

Users can register for free and the learning experience is self-paced; to assess the knowledge, evaluation tests 

are provided. The Academy is divided into core modules and specialisation ones. The core modules, four in total plus 

the module “News from Switzerland”, contain basic information about Switzerland, as, for instance, information on 

the country’s geography, history, culture, and transportation network. When the test concerning the core modules is 

passed, the user is certified as a Switzerland Travel Expert and receives an official certification. The module “News 

from Switzerland” is updated every year. The certificate is valid until December of the following year; once the 

certificate expires, in order to renew it, users have to study the updated “News from Switzerland” module and have to 

re-take the test for the core modules. 

 

The specialisation modules focus on different topics concerning Switzerland as a destination, as, for instance, 

nature and outdoor activities, city breaks, and family holidays. The user can complete any module he/she likes and, 

after passing the final test for the chosen module, he/she receives a certificate. Before being able to download the 

certificate of specialisation on a certain topic, the user needs to complete the core modules and pass the final test for 

them. 

 

In the months following the launch of the first, International version of the Academy, localised versions have 

been launched to meet the needs of travel professionals working in different markets. The following localized versions 

were available as for September 2017, when this research was conducted: for Germany, United Kingdom, Australia, 

and North America. 

 

 

Methodology and Sample 

 



The aim of this study is to analyse the level of satisfaction of the registered users of the STA, as well as the 

acquired knowledge, and its actual transfer to their professional activities, hence addressing the first three levels in the 

Kirkpatrick’s model. To achieve this, two different questionnaires were created. The first questionnaire is for the users 

who have completed the core modules and passed the final test, while the second one is for the users who are registered 

in the platform but have not (yet, at the time of responding) passed the final test. Both questionnaires contain 19 

questions and a provided space for free comments at the end. The questions were divided into five categories: (1) 

demographics; (2) knowledge acquisition; (3) discovery/interest in the STA; (4) outcomes from enrolling in the STA; 

(5) opinions on the STA’s structure, content and usefulness. The estimated time needed to complete the survey was 

about 10-12 minutes. The links to the questionnaires were sent via email to both groups of users. 

 

In total, 2’200 users were invited to complete the questionnaire, 629 of them were certified users, while 1’571 

were not-certified ones. Eventually, 396 answers were collected and analysed, 269 from certified users (42.8% of 

them), and 127 from not-certified users (8.1% of them). Data collection and analysis were conducted using the 

software Qualtrics (2007). Descriptive statistics have been used for the purpose of this analysis. 

 

 

Results 
 

The demographics will be presented aggregating the results from certified and not-certified users. For other 

sections, when relevant differences are found between the two respondent groups, results are presented distinguishing 

certified and not-certified users. Results, apart from demographics, are presented following the three first levels of the 

Kirkpatrick’s model, namely ‘reaction’, ‘learning’, and ‘behaviour’. 

 

1. Demographics 

Respondents’ general profile. A total of 396 travel professionals worldwide participated in the survey “Switzerland 

Travel Academy: we need your opinion”. Out of these, 31.3% were male and 68.7% female. The largest group of 

respondents (24.0%) report the age ’30-39’, 18.7% are ‘Under 30’, while 21.0% reported to be aged ’40-49’. The 

others are distributed as follows: ’50-59’ with 20.4%, and ‘Over 60’ with 15.9%. 

Countries in which respondents are based. All continents are represented in the sample. The majority of the 

respondents are from Oceania (37.7%), followed by European travel professionals (28.7%), American (18.6%), Asian 

(13.7%), and African (1.3%). The most represented countries in the sample are Australia (32.8%), Germany (19.3%) 

and the United States (13.0%). Of all the respondents, 63.6% have already visited Switzerland, while 36.4% have not 

visited the country yet.  

Respondents’ current job. Taking a closer look at respondents’ working profile, most of them (33.8%) work for a 

‘Travel Agency (Multiple Agency)’, while the rest are divided as follows: ‘Independent Travel Agency’ 31.8%; 

‘Travel Agency (Homeworker)’ 16.2%; ‘Travel Agency (Call centre/Internet based)’ 2.0%; ‘Corporate Buyer’ 0.8%. 

 

Other categories, which account for 15.4%, include people working in academia, hotel management, tour operators, 

travel management companies, tourism associations, MICE, as well as tour guides and students. 

 

The majority of the respondents (31.1%) have worked in the tourism industry ‘for 1 to 5 years’, followed by 

respondents who have been working in the industry ‘for more than 20 years’ (28.3%). The other categories consist of 

professionals who have been working in the industry ‘for 6 to 10 years’ (18.3%), ‘for 11 to 15 years’ (10.9%), and 

‘for 16 to 20 years’ (11.4%). 

 

2. Reaction 

In this section, the first level of Kirkpatrick model is addressed. It covers learners’ satisfaction and opinions about 

the STA structure and content. Moreover, how they got to know the STA, as well as their motivations to attend the 

course and willingness to renew the certificate are covered. The reasons why some of them did not complete it and 

some additional remarks conclude this section. 



Satisfaction. Among the respondents, the level of satisfaction is very high. 69.0% of certified users are ‘significantly 

satisfied’ while for not-certified users the percentage is 40.5%. However, 27.6% of certified users were ‘satisfied’ 

compared to 44.8% in the case of not-certified users.  Only 1.9% of all the respondents are ‘not at all satisfied’.  

 

Opinions on the STA structure and content. Respondents were asked if they perceived STA as being more a 

destination marketing tool than a training course. The majority of the respondents (52.2%) believe that the Academy 

is a training tool rather than a destination marketing tool. On the other hand, 38.9% of the respondents perceived it as 

being more a marketing tool than a training course. 

 

When it comes to recommending the Switzerland Travel Academy to a colleague, the high majority of respondents 

are willing to recommend it (93.3%) and only 2.4% would not do that. The remaining 4.3% had no opinions about it. 

In the case of certified users, 54.6% strongly agree and 41.0% agree with the statement. For not-certified users, 39.2% 

of them strongly agree and 48.4% agree. 

 

When asked if they would recommend the course to other people even though they may not have the time to pass the 

final exam, the majority of respondents (83.5%) agreed on the fact that they would do that. In fact, only 11.0% of 

respondents would not recommend the Academy to people with no time to pass the final exam. By looking at the two 

groups of respondents separately, a higher percentage of not-certified users disagrees (10.3%) or strongly disagrees 

(6.2%) with the statement as compared to certified users (6.8% disagree and 2.0% strongly disagree). 

 

Regarding the statement that ‘going through all the modules and passing the final exam is the only meaningful 

approach to the course’, respondents have contrasting opinions. In fact, 45.6% of respondents stated that they ‘strongly 

agree’ or ‘agree’ with the statement while 44.1% ‘disagree’ or ‘strongly disagree’. The remaining respondents gave 

‘no opinion’ about the statement (10.3%). 

 

Regarding the respondents’ opinion about the length of the course, the majority (69.2%) indicated that they ‘disagree’ 

or ‘strongly disagree’ with the statement ‘the course is too long’, meaning that they believe the length of the course to 

be adequate. Only 23.9% of respondents ‘strongly agree’ or ‘agree’ with the statement while 6.9% have no opinion.  

Not-certified users especially agree with this statement; in fact, 37.1% of not-certified users agree or strongly agree 

while only 18.8% of certified users agree or strongly agree with this statement. 

 

When it comes to the necessity of having an online tutor ready to answer to users’ questions, most of the respondents 

do not feel the need for it (60.1%). Only 24.9% of respondents agreed on the fact that ‘the course should have an 

online tutor’ while 15.0% had no opinions on the matter. 

 

Most of the respondents were keen on imagining the Academy as a place to start collaborations with other travel 

professionals (46.6%) while 34.4% of respondents did not agree. Among them, 10.4% of not-certified users strongly 

agree with the statement as compared with the 4.8% of certified users. On the other hand, 8.4% of certified users 

strongly disagree with the statement, the same percentage being only 3.1% for not-certified users. 

 

Finding out about the existence of the STA. The channels through which the travel professionals found out about 

the STA are represented below: 

 

 
Figure 1: How travel professionals found out about the Switzerland Travel Academy. 
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The majority of respondents found out about the STA through the ‘Switzerland Tourism Newsletter’ (26.6%). 17.9% 

of the respondents discovered it through the ‘Switzerland Tourism official website’, while 10.6% of them found out 

about it thanks to ‘a colleague’s suggestion’. 

 

It can be noted that the majority of respondents found out about the Switzerland Travel Academy through one of the 

official channels of Switzerland Tourism (newsletter, website or roadshow). 

Among the 24.0% of respondents who answered ‘Other’ to this question, some of them stated they found out about 

STA through the Travel Daily Newsletter (10), the Lufthansa Experts Newsletter (5) and the FVW Magazine (3).  

Reasons to attend the STA. The following table represents the main motivations of travel professionals in their 

decision to subscribe to the STA (multiple answers were possible). 

 

Motivation to subscribe % 

To be updated about Switzerland and its events 24.7% 

To sell more and earn more 20.6% 

To respond to my client’s needs/requests 18.8% 

To enrich my curriculum 18.1% 

To look for specific information I needed 10.9% 

Other 3.1% 

To expose the official certification 2.3% 

To respond to my manager’s suggestion 1.0% 

It was imposed by my manager (compulsory) 0.5% 

Table 1: Travel professionals’ reasons to subscribe to the Switzerland Travel Academy. 

 

‘To be updated about Switzerland and its events’ is the main motivation for respondents to register to the STA (24.7%). 

‘To sell more and earn more’ is the second most important one (20.6%), followed by ‘to respond to clients’ 

needs/requests’ (18.8%) and by ‘to enrich the curriculum’ (18.1%). 31 respondents also specified other motivations 

to attend the STA. The main one was ‘to gain a trip to Switzerland’ (12), the trip that users registered on the Australian 

version of the platform had a chance to win. 

Willingness to renew the certificate. The majority of travel professionals who passed the final test for the core modules 

and are therefore Certified Switzerland Travel Experts state that they will renew the certificate once it expires (96.8%). 

Only 3.2% are not willing to renew it. 

Reasons not to complete the STA. 31.9% of the travel professionals who had not passed the test for the core modules 

at the time when the questionnaire was sent stated that they will later complete the STA. On the other hand, 68.1% 

stated they will not complete the Academy because of the following reasons (more than one answer was possible): 

 

Reasons not to complete the STA % 

Not enough time to complete it 27.8% 

Other 14.6% 

The core modules are too long 6.2% 

There is too much textual information 6.2% 

There are too many testing activities 5.6% 

I already know enough about Switzerland 3.5% 

Some presented information are not useful 2.1% 

The course is too boring 1.4% 

The content does not correspond to expectations 0.7% 

Table 2: Reasons for not-certified users not to complete the Switzerland Travel Academy. 

 

The main reason not to complete the Switzerland Travel Academy is that the users do not have enough time to 

complete it (27.8%). Other recurring reasons are that the core modules are too long (6.2%) and that there is too much 

textual information (6.2%). Other reasons for respondents not completing the Switzerland Travel Academy are: 

- ‘I should have all lessons in PDF version instead of each module separately’ 



- ‘I completed the first course [the former STA] and then you created a second one right after’ 

 

Additional remarks. At the end of the survey, respondents were asked to leave a comment with opinions and 

suggestions about the Academy. Some respondents, out of the 139 who used the comment section, used the comment 

space to congratulate on the Switzerland Travel Academy with comments such as: 

 

• “I loved doing the program, it gave me so much information and confidence when promoting Switzerland as a 

destination” 

• “The information is well dosed in small sections with wonderful images of Switzerland […] I hope to inspire my 

clients!” 

On the other hand, other respondents described some problems encountered with the Academy: 

• “I often have to leave a module session to attend to business. It does not seem easy to continue where you left off”. 

• “Exam focuses on minutia, otherwise excellent course”. 

Finally, some respondents wrote suggestions about how to improve the Switzerland Travel Academy: 

• “There should be more essential information for agents who don’t have time for the depth of the current course”. 

• “It would be very helpful to get the possibility to get all the courses in a PDF download”. 

 

 

3. Learning 

In this section, travel professionals’ knowledge about Switzerland acquired thanks to STA is presented as self-reported 

by respondents. Moreover, their changes in beliefs about this destination are reported. Additionally, the strategies they 

use in order to learn about tourism destinations are investigated, as well as the number of eLearning courses attended 

by certified and not-certified respondents before subscribing to the STA. 

Knowledge about Switzerland. 73.2% of the respondents stated that STA has increased their knowledge about 

Switzerland. Only 0.6% of the total respondents declared that it did not have an impact on their knowledge. Regarding 

the Certified Switzerland Travel Experts, 78.1% stated their knowledge had ‘significantly’ increased, 16.3% said it 

had ‘somehow’ increased, 5.2% ‘slightly’ increased, and only 0.4% ‘not at all’ increased. In the case of not-certified 

users, 62.7% stated that their knowledge had ‘significantly’ increased, 23.2% said it had ‘somehow’ increased, 13.1% 

‘slightly’ increased, and 1% ‘not at all’ increased. 

Beliefs about Switzerland. 51.8% of Certified Switzerland Travel Experts stated that their beliefs and/or opinion about 

Switzerland had ‘significantly’ changed in a positive way after taking the STA. Among those who were not (yet) 

certified, this percentage is lower: 43.4%. Overall, 81.1% of all respondents have stated that the Academy has 

‘significantly’ or ‘somehow’ positively changed their beliefs about Switzerland. 

Travel professionals’ strategies to upgrade knowledge. The following options were indicated as strategies for 

acquiring/upgrading knowledge about tourism destinations. Under ‘Other’, respondents referred to taking part in 

webinars and watching TV programmes. 

 

 Certified Users Not-certified Users 

Travel to and visit the destination in person 25.7% 23.8% 

Take tourism eLearning courses 25.3% 23.4% 

Attend roadshows 13.7% 14.1% 

Attend seminars/conferences 12.6% 12.8% 

Read books/magazines 10.2% 12.8% 

Follow specialized websites/blogs/mailing lists 7.5% 9.4% 

Follow relevant groups on social networks 4.2% 2.8% 

Other 0.8% 0.9% 

Table 3: How travel professionals acquire/upgrade knowledge about tourism destinations (multiple answers were 

possible). 

 

Number of attended eLearning courses on tourism destinations. When it comes to the number of other destinational 

eLearning courses attended by the respondents in the past, a difference can be detected between certified users and 

not-certified users. 



Certified users. On average, a travel professional who has completed the STA has taken 7 courses on eLearning about 

tourism destinations. Nonetheless, 21% of them had never taken an eLearning course about a tourism destination apart 

from the STA. The median number of destinational eLearning courses taken by them is 4. 

 

Not-certified users. When it comes to respondents who are not certified as Switzerland Travel Experts, 30.3% of them 

stated they had never taken an eLearning course on tourism destinations before registering to the STA, a much higher 

percentage than the certified users. The average eLearning courses taken by this group of respondents is 6, almost the 

same as for the certified respondents. However, the median number of destinational eLearning courses taken by them 

is 2. 

 

Most appreciated eLearning courses on tourism destinations. Respondents were also asked to list up to three 

eLearning courses on tourism destinations that they appreciated the most. 260 responded to this question. As foreseen 

due to the surveyed sample, STA ranks #1, with 74 mentions. Hereafter, those courses that were mentioned by more 

than 10 respondents are listed. 

 

eLearning course # of mentions 

Switzerland 74 

Canada 40 

New Zealand 36 

Australia 27 

Fiji 22 

Ireland 21 

Virgin Island 19 

Spain 17 

Hawaii 15 

Dubai 13 

South Africa 13 

Japan 12 

Table 4: Most liked eLearning courses on tourism destinations. 

 

4. Behaviour 
In this section, the third level in the Kirkpatrick’s model is addressed, tackling the learners’ confidence in selling 

Switzerland as a destination, the impact of STA on their actual sales, and actions they intend to take in the future, 

based on their experience of STA. 

Confidence in selling Switzerland as a destination. More than half of the respondents (61.5%) feel ‘significantly 

more confident’ in selling Switzerland to their clients after having subscribed to the Academy. The percentage for 

certified users is 67.0% while for not-certified users it is of 47.5%. In the case of not-certified users, 36.4% of them 

feels ‘somehow more confident’; for certified users, this percentage is 24.7%. Overall, 9.1% respondents feel ‘slightly 

more confident’, while only 1.4% feel ‘not at all more confident’ (0.8% for certified users, and 3% for not-certified 

ones). 

Impact of having taken the Switzerland Travel Academy on the level of sales. While analyzing the perceived increase 

in sales acknowledged by the respondents and due to their participation in the STA, we see that 26.7% of certified 

users saw a ‘significant increase’ in their sales and 40.6% acknowledged that there has been ‘somehow’ an increase. 

24.7% of them stated that there has been a ‘slight’ increase. In the case of not-certified users, 29.3% declared that 

there has been a ‘significant increase’ in the level of sales, and 30.3% ‘somehow an increase’. 26.3% of them stated 

there has been ‘slightly’ an increase. 

 

Overall, respondents who did not acknowledge an increase in sales are 9.7% (8.0% for certified users and 14.1% for 

not-certified users). This perception may be influenced by the fact that the survey was carried out only a few months 

after the launch of the Academy. 

 

Future actions users are willing to take due to what they experienced on the Academy. The fact of having taken the 

STA has encouraged travel professionals to take several actions. Here are the results: 



 

Action % 

Visit/plan to visit Switzerland in person 25.8% 

Visit the website of Switzerland Tourism 21.3% 

Discuss about Switzerland with colleagues 13.4% 

Visit the website of players at the destination 12.4% 

Attend a roadshow/presentation about 

Switzerland 

12.1% 

Browse social media platforms related to 

Switzerland 

7.4% 

Read professional paper magazines about 

Switzerland 

5.4% 

No action 1.2% 

Other 1.0% 

Table 5: Actions that have been encouraged by taking the STA (multiple answers were possible). 

 

Most of the respondents, after having subscribed to the STA, are willing to visit Switzerland in person (25.8%) and 

visit the official website of Switzerland Tourism (21.3%). The least enhanced actions are to ‘browse social media 

platforms related to Switzerland’ (7.4%) and ‘read professional paper magazines about Switzerland’ (5.4%). 

 

Conclusions 
 

Results collected through the online survey were satisfactory with a response rate of 42.8% for certified users and 

8.1% for not-certified users. Building the questionnaire for the evaluation of eLearning courses on destinations based 

on level 1 (reaction), level 2 (learning) and 3 (behaviour) of the Kirkpatrick’s model demonstrated to be successful 

both in terms of response rate but also for the data collected which were able to give to the authors a good overview 

of the success of the STA. 

 

Results show that the STA has had a significant success among travel professionals worldwide; the level of 

satisfaction, knowledge acquisition, and transfer of knowledge has been in fact very high overall. The STA could 

therefore be used as an example in terms of functionalities provided and content organization by other destinations 

willing to develop their own eLearning course. A remarkable fact is that almost all the certified respondents who took 

part in the survey stated that they are willing to renew the certificate once it expires. Even among the users who have 

not completed the test for the core modules yet, the level of satisfaction with regard to the platform is high. Beliefs 

about the destination have positively changed and knowledge about it has increased together with the confidence in 

selling it to potential clients proving that the course is highly beneficial in this sense. Results in the level of satisfaction 

as well as in the degree of increased knowledge and confidence in selling Switzerland as a destination showed a 

difference between the two respondent groups. Certified users are ‘significantly satisfied’ about the STA and 

‘significant’ is also the increase in their level of knowledge and of confidence while not-certified users mainly 

described themselves as ‘satisfied’ with the STA and recognized ‘somehow’ an increase in knowledge and confidence. 

This suggests that users who do not become certified do not reach the same level of satisfaction and increase in 

knowledge and confidence as those who are certified. This confirms the relationship between satisfaction and level of 

increased knowledge and confidence found in Kalbaska’s study on the UK travel agents’ perceptions of the eLearning 

courses offered by DMOs (Kalbaska, et al., 2013). 

 

Not to become certified does not seem to have an impact on the level of sales since the percentage of 

respondents acknowledging a significant increase in the level of sales is equivalent in both respondent groups. This 

might be due to different starting points of learners: some of them, who were already selling Switzerland as a 

destination quite well, might have enrolled just to acquire some specific pieces of knowledge (without interest to get 

certified), and were able to somehow improve their selling performance, while novices, interested in starting to sell 

the destination, might have recorded faster and higher initial improvements. 

 

Regarding the channels through which respondents became aware of the STA, the DMO’s official ones 

(website, newsletter, roadshow) were the most quoted. It is therefore important for a DMO wanting to develop an 



eLearning course to promote it extensively using its official channels. Since one of the main reasons for travel 

professionals to take the eLearning course was to keep updated about news and events, it would be sensible to include 

in the course a content item dealing with this topic. Finally, respondents did not feel the need for an online tutor, 

meaning that a simple forum could be an efficient way to have a two-way communication between users and managers. 

 

Moreover, the three main actions respondents were willing to do after taking the STA were visit Switzerland 

in person, visit the website of Switzerland Tourism, and discuss about Switzerland with colleagues. These results are 

in line with Adukaite’s findings in terms of informal learning practices that arise from taking a destinational eLearning 

course (Adukaite, et al., 2016). In fact, 10.6% of our respondents found out about the existence of the STA through a 

colleague’s suggestion. 

 

On the other hand, some reasons why travel professionals may not complete the Academy were discovered 

and suggestions on how to improve the eLearning course and the users’ learning experience were collected. Those 

suggestions and remarks should be taken into consideration while thinking about developing an eLearning course on 

a destination. Among these remarks, some respondents perceived the course as too long because, due to their job, they 

lack time to study. This is reflected in a higher percentage of not-certified users perceiving the course as long as 

compared to certified ones. Moreover, not-certified users are more likely to avoid suggesting the course to people who 

do not have time to complete it as compared to certified users. This is in line with Adukaite, et. al.’ findings (2014) 

about the ‘lack of time’ and the ‘length of the course’ being the two main reasons for dissatisfaction for participants 

of destinational eLearning courses. Finally, some respondents expressed the need of having the whole course available 

in PDF format; not having enough PDF downloads also figured as one of the reasons for users’ not completing the 

Academy. 

 

A limitation of this study is that the online survey was conducted only a few months after the launch of the 

Academy and therefore a long-term evaluation is still needed and should be considered in the future. Moreover, even 

in the short-term, it is difficult for travel professionals to clearly assess the extent to which the knowledge they have 

acquired through the Academy has had an impact on the sales they have made and on their behavior on the job. 

 

For future research, additional surveys should be done to evaluate other eLearning courses on destinations in 

order to collect enough material to assess how learners perceive these courses and what they expect from them with 

the ultimate goal of creating solid guidelines for the future creation of eLearning courses on tourism destinations. 

Moreover, an analysis of learning analytics should be carried out to assess the users’ behavior on the STA. 
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