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ABSTRACT

The webometric study analysis utilizes SimilarWeb, a tool designed for market intelligence to assess and
evaluate various aspects of tourism websites. The objective of this study is to conduct a comprehensive
review of these websites, focusing on their global and local standings, sources of traffic, user demographics,
performance indicators, external sites directing traffic, and the influence of social media during the months
of September to November 2023. The study examines how users interact with these websites and their
overall traffic to understand how the internet is used within the ASEAN region. The research contributes to
the field of webometrics, which is the study of the quantitative aspects of the construction and use of
information resources, structures, and technologies on the web. It also provides insights that could improve
digital marketing for tourism websites in ASEAN. The analysis reveals that Malaysia’s “tourism.gov.my” is
performing notably well on a global scale, boasting a high global ranking at #14,949 and a strong presence
within the country, indicating a solid online reputation in the world of tourism. The data also underscores
the importance of Google as a source of organic traffic, emphasizing the need for effective SEO strategies to
ensure visibility in search results. Vietnam’s tourism website is highlighted for attracting the highest number
of visits, suggesting that the country’s online engagement tactics are resonating with users. Both Vietnam
and Malaysia are identified as having robust performance metrics, an indicator of successful user
engagement strategies. Furthermore, the study points out that the websites of the Philippines, Singapore, and
Malaysia serve as significant referrers, which means they are important in directing visitors to other sites.
This reflects the interconnected nature of these platforms and their role in enhancing a website’s overall
online presence.
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INTRODUCTION

Tourism industry has been a fascinating phenomenon for the countries of ASEAN since tourism sector may
contribute significantly to ASEAN countries’ GDP. The higher the GDP, the better a country’s financial
condition, where the GDP itself may be produced from certain industries, one of which is tourism. Every
country wishes to increase national production growth over a certain time period (Rahardja and Manurung,
2004). As a result, the number of national outputs may indicate certain significant aspects of the economic
sector. Tourism is one of the industries that may contribute to national production. Because most countries
in ASEAN have numerous beautiful areas, the tourism business is quite essential to countries.

In the past few years, ASEAN tourism has expanded a lot. The economies of the ASEAN member states
could get better because of tourism sector. In 2011, the World Economic Forum (WEF) reported that the
tourist industry contributed 4.6% to the GDP of ASEAN countries (Moenir, 2017). The United Nations
World Tourism Organization (UN-WTO) stated that Southeast Asia is the part of the Asia-Pacific area that
foreign tourists visit the most. The goal of every ASEAN country is to raise its GDP because that means the
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economy is doing well in that country. However, ASEAN countries’ GDP always changes. The tourism
indicator can determine changes of GDP in ASEAN countries. The measure can be divided into two parts:
tourists arriving and tourists spending money (Phiri, 2015). ASEAN countries, especially their governments,
can see changes in the number of tourists coming to their countries and the money they bring in from
tourism. This helps them make the right decisions about how to raise their own GDP.

In the 21st century, information and communication technologies (ICTs) have significantly impacted
tourism. Several experts have studied the impact of ICT on tourism services and their competitiveness in
recent years because of the importance of innovations in the tourism sector. Tourism is a rapidly growing
industry in ASEAN countries from an economic perspective. As one of the fastest-growing communications
mediums in history, the Internet has indeed become a significant development in communications. Mobile
phones, radios, and televisions have all been overtaken by its diffusion. When integrated with other Internet
functionalities, the World Wide Web has been hailed as a powerful marketing tool. Tourism industry in
ASEAN countries has taken advantage of this and has used the Internet to reach out to potential tourists.
Businesses have taken advantage of the internet to access new markets, promote their products and services,
and create better customer service. As a result, tourism in ASEAN countries has flourished. Additionally,
the high percentages of Internet users in the top tourism-spending countries contribute to the enhancement
of this potential.

Webometric analysis of tourism websites in ASEAN countries is an important research area that covers
various topics, such as the influence of the internet on tourism management, the connection between
macroeconomic factors and tourism demand, and the impact of tourism sectors on economic development
(Buhalis & Law, 2008). Webometric analysis provides a thorough assessment of previous research on the
use of the Internet in the field of tourism, with a particular focus on the importance of understanding the
current status of eTourism research (Buhalis & Law, 2008; Pinjaman & Pawan, 2021). Pinjaman and Pawan
(2021) performed a research to identify the primary determinants of tourist demand in ASEAN-5 nations,
emphasizing the significance of macroeconomic variables in influencing tourism demand. In a study
conducted by Sundoro & Soeprapto (2018), the impact of the tourism sector on the GDP of the ASEAN
countries was investigated. The study focused on the economic consequences of the tourism business,
specifically looking at tourist arrivals and tourism revenues (Sundoro & Soeprapto, 2018).

In addition, Wannapan et al., (2018) examined the relationship between tourism demand and economic
growth in ASEAN-3 countries. Their study revealed insights into the connection between tourism demands
and the economy, and offered suggestions for effective tourism policies (Wannapan et al., 2018; Gupta &
Utkarsh, 2014). Gupta and Utkarsh (2014) performed a content study on the official tourism websites of
leading tourist destinations, emphasizing the importance of website effectiveness in attracting travelers.
Moreover, Subandi & Putra (2017) highlighted a lack of research on the examination of local tourist office
websites, specifically those pertaining to Indonesia’s most important locations, emphasizing the need for
thorough website assessments (Subandi & Putra, 2017).

Furthermore, Li and Wang (2010) conducted an assessment of the efficacy of destination marketing
organizations’ websites, highlighting the significance of evaluating online promotion evaluation tools for
reviewing national tourist organization websites globally (Li & Wang, 2010). In addition, Yekini et al.
(2022) emphasized the importance of web content, web technology, web use, and web link analysis as
characteristics for rating institutions in webometrics (Yekini et al., 2022). The combination of these sources
highlights the complex and diverse characteristics of webometric analysis of tourism websites in ASEAN
countries. This analysis encompasses various aspects, including the influence of the internet on tourism
management, the connection between macroeconomic factors and tourism demand, and the efficacy of
tourism websites in attracting visitors.

ASEAN tourism website has not been analyzed very comprehensively by academic research until now
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(December 2023). Similar studies have been conducted previously in the context of the evaluation of
website content and functionality (Scott & Baggio, 2009), but not to provide a detailed overview of search
engine results. In order to develop an analysis and evaluation of ASEAN’s tourism websites based on
Search Engine Optimization (SEO) rank, this paper uses the SimilarWeb online tool to analyze and evaluate
ASEAN’s tourism websites on the basis of SEO rank in detail. Webometric analysis provides a more
comprehensive and objective view of web phenomena than traditional bibliometric methods. By analyzing
web content, technology, usage, and web links, webometric analysis can provide a more comprehensive
view of how the web is affecting different research areas and industries. Additionally, it can be used to
assess the impact of web technologies on research collaboration and industry, as well as to evaluate the
effectiveness of digital reference tools disseminating tourism information. The approach enables researchers
to explore the relationships between different web technologies, such as the impact of web technologies on
research collaboration, the effectiveness of digital reference tools, and the spatial-temporal transfer of
research topics. It also allows researchers to gain a better understanding of how web technologies are being
used in industry, as well as to assess the impact of web technologies on research collaboration and industry.
Overall, webometric analysis provides a comprehensive framework for understanding and evaluating web-
based phenomena across various domains. Overall, webometric analysis has significantly contributed to
understanding and evaluating web-based phenomena across diverse fields, making it a valuable tool for
research and assessment in the digital age.

LITERATURE REVIEW

Academic research has shown that ASEAN tourist websites are getting a lot of attention. This highlights the
significance of online platforms in shaping tourism trends. The webometric approach helps us understand
how tourism agencies and governments use the internet, and whether their efforts are successful. It also
shows how online platforms and technologies can help inform and attract potential tourists. Pinjaman and
Pawan (2021) conducted a study on the relationship between economic indicators and tourism trends in nine
ASEAN countries. This research shows that tourist demand is complex and has many different aspects. It
emphasises the importance of understanding the overall economic situation in order to manage tourism
effectively. The study found that using online platforms is a good way to reach potential tourists and give
them accurate and current information about the destination. Tourism operations can be improved by using
them to track and monitor tourism trends and economic indicators. By understanding how these factors are
related, people involved in tourism can make smart choices about how to handle tourism in their own
countries. Webometric analysis is a modern way of studying and evaluating tourist websites. It is based on
bibliometrics and is becoming more popular. Muniyasamy and colleagues (2023) focused on a less explored
topic in webometric research by studying tourist sites in India. Webometric research can provide valuable
insights into the digital presence of tourist websites. Thelwall (2008) conducted a detailed study on
webometrics, highlighting its rapid growth and significance in the field of computer science. In 2022, Ghosh
and Kumar studied how link analysis and visibility of agricultural digital archives’ websites in Africa can be
analysed using webometric analysis. They found that webometric analysis can be used in various fields.

Yassin et al., (2020) studied how digital platforms affect tourist destinations. They examined at how tourism
density affects the environmental performance index in ASEAN countries. This study shows that tourism
activities and environmental sustainability are connected, and it suggests using webometric analyses to
understand how tourism websites affect the environment. Akbar et al., (2022) analysed the tourism websites
of Bali and North Sumatra Province to see how effective they are at promoting their regions. They found
interesting information about the strategies used by each region. This study highlights the importance of
using webometric evaluations to measure how effective tourism websites are at attracting visitors and
promoting different destinations. In addition, Giannakoulopoulos et al.,, (2019) studied how well
institutional and open repositories with scientific literature can be used to find tourism information online
using webometric analysis. In 2022, Bakkiyaraj and Kalidasan conducted a study on physical education
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institutions in India. They used webometric analysis to evaluate the quality of their websites. This study
showed how webometric analysis can be used to assess the online presence of educational institutions. In
their study, Sharul et al., (2021) developed a new framework that uses machine learning techniques to
automatically classify web pages of academic websites. They focused on webometrics and web usability and
showed how advanced technologies can be integrated into webometric analysis.

In addition, a study by Wannapan et al., (2018) examined at how tourism affects the economy in ASEAN-3
countries. They found useful information about how tourism and economic indicators are connected. This
research highlights the importance of using webometric analyses to inform strong tourism policies that
promote sustainable economic development. The literature review shows that there are many different
things that affect tourism in ASEAN countries. These include things like the economy and the environment.
These studies show how important it is to use webometric analyses to understand and handle the
complexities of tourism in the digital age. Sarwar et al., (2021) said that webometric analyses are important
for understanding websites and web pages. They are useful for assessing the digital presence of tourism
websites. In their study, Kertamukti et al., (2021) used a qualitative approach to analyse information
sources, website structure, and technology. They also used bibliometric and infometric approaches to show
how webometric analysis can have multiple dimensions. Wahyuningrum et al., (2021) studied the Timor
Leste University website during the COVID-19 pandemic. They used webometric analysis to show how this
method can be used to evaluate websites during changing times. The research on webometric analysis of
tourism websites shows that it is useful for evaluating the online presence, visibility, and impact of tourism-
related digital platforms.

Countries Internet users, 2021 «- Global rank =+~ Available data =~
Brunei 9808 1 1990 - 2021
Singapore 96.92 2 1990 - 2022
Malaysia 86.75 3 1990 - 2022
Thailand 8527 4 1960 - 2022
Vietnam 74.21 5 1990 - 2022
Indonesia 62.1 ] 1990 - 2022
Laos 62 7 1990 - 2021
Cambedia B0.15 g 1990 - 2021
Philippines 5268 9 1990 - 2021
India 4631 10 1990 - 2021
Burma 44.02 1 1990 - 2021

Figure 1. Internet user in South East Asia 1990-2021

Source: (The Global Economy.com, 2021)
METHODOLOGY

Tourism websites have been selected from the official websites of each ASEAN country’s Ministry of
Tourism. Researchers analyze all selected websites wusing online tools such as Similar
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Web (http://SimilarWeb.com). Different research studies have used the SimilarWeb tool to assess the digital
presence, visibility, and impact of websites. The SimilarWeb tool measures the number of unique visitors to
a website, the number of page views, and the amount of time they spend on a website. By analyzing this
data, researchers can gain insights into how well a website is performing in terms of digital presence and
visibility, as well as its potential impact on tourism. In order to increase the visibility of tourism websites on
search engines, Search Engine Optimization (SEO) techniques are essential. The goal is to improve organic
search rankings and increase traffic to the website by optimizing content, meta tags, and keywords (Tavosi
& Naghshineh, 2022). By providing insights into keyword rankings, backlink profiles, and overall website
visibility, SEO tools help evaluate the effectiveness of these techniques. SimilarWeb can also be used to
analyze web traffic, user engagement, and visitor behavior on tourism websites. Website traffic sources,
audience demographics, and popular content can be analyzed using SimilarWeb to understand tourism
websites” web presence (Jansen et al., 2022).

Furthermore, the tool provides an in-depth analysis of the domain’s visibility in search engines, including
the top keywords used to access the domain, the overall number of visits, the average number of visits per
day, the number of referring domains, and more. This analysis helps to demonstrate the effectiveness of the
domain’s online presence for disseminating scholarly information. Researchers can assess web visibility,
societal interests, scholarly impact, and ranking of digital platforms across a variety of domains using the
SimilarWeb tool in webometric analysis. A webometric analysis using SEO and tools such as SimilarWeb
involves utilizing SEO techniques, benchmarking website performance, analyzing web traffic, and
evaluating webometric ranking indicators. Using these methodologies, researchers can assess the web
presence and visibility of tourism websites in the ASEAN region. In this analysis, researchers will analyze
global and country rankings, traffic sources and channels, demographic insights, performance metrics,
referring websites, and social media impact in the period from September 2023 to November 2023.

Table 1. Websites considered for the present evaluation

Country URL

Malaysia https://www.tourism.gov.my
Singapore  |https://www.Visitsingapore.com
Brunei https://www.bruneitourism.com
Thailand https://www.tourismthailand.org
Philippines [https://beta.tourism.gov.ph
Vietnam https://vietnam.travel

Cambodia  |https://tourismcambodia.org
Indonesia https://www.indonesia.travel
Laos https://www.tourismlaos.org
Myanmar https://www.tourism.gov.mm

Source: Authors, 2023

Page 2393

www.rsisinternational.org



https://www.rsisinternational.org/journals/ijriss/
https://www.rsisinternational.org/journals/ijriss/
http://www.rsisinternational.org/
http://www.tourism.gov.my/
http://www.visitsingapore.com/
http://www.bruneitourism.com/
http://www.tourismthailand.org/
http://www.indonesia.travel/
http://www.tourismlaos.org/
http://www.tourism.gov.mm/

INTERNATIONAL JOURNAL OF RESEARCH AND INNOVATION IN SOCIAL SCIENCE (1JRISS)
ISSN No. 2454-6186 | DOI: 10.47772/1JRISS |Volume VI1II Issue 1l February 2024

5, >
¢ RSIS ~

RESULT AND DISCUSSION

This study examines the online tourism website from September to November 2023 in the domain oftourism
websites. In our analysis, we carefully examine various tourism-related platforms in order to assesstheir
online website and user engagement strategies. This study’s dataset consists of a wide range of globaland
regional tourism websites. Our focus is on understanding the dynamics of web traffic, userdemographics,
and the impact of various digital channels. Top of Form

Global, Country, and Industry Rankings

Figure 2 shows rankings for tourism-related websites from September 2023 to November 2023, providing a
comprehensive view of their global, country-specific, and industry rankings. Malaysia’s official tourism
website, tourism.gov.my, holds the #655,775 position in ASEAN countries, indicating its global reach and
popularity. Unlike other websites, visitsingapore.com has a significantly lower global ranking at #67,020,
indicating a weak online presence. Tourismthailand.com is ranked #127,309 worldwide, while
bruneitourism.com is ranked #2,642,128 globally. There is no global rank for beta.tourism.gov.ph,
suggesting that relevant data might not be available. In terms of country-specific rankings, tourism.gov.my
places at #14,949 while visitsingapore.com is positioned at #6,033, which signifies the site’s position at the
top of the rankings. In the category Tourism/Travel and Tourism — Other, tourism.gov.my ranks at #10,925,
bruneitourism.com at #905, tourismthailand.com at #41,854, and beta.tourism.gov at #37,471. By analyzing
the data, valuable insights are gained regarding the comparative online visibility and popularity of tourism
websites on a global, country, and industry level.

The figure 3 shows that vietnam.travel secures a notable position at #204,823, which demonstrates its global
reach. However, tourismcambodia.org has a higher global ranking, at #1,643,611. There is a strong ranking
for the website indonesia.travel at #149,166, while tourismlaos.org and tourism.gov.mm have positions at
#3,803,709 and #500,300 respectively. According to Vietnam’s country-specific ranking, vietnam.travel is
ranked #19,542. Vietnam.travel is ranked #2,955 in the Tourism/Travel and Tourism industry rankings,
demonstrating its prominence in the field. The websites tourismthailand.org and indonesia.travel rank at
#27,709 and #2,070 respectively. In terms of tourism/travel and tourism, tourismlaos.org and
tourism.gov.mm hold positions #54,579 and #8,071 respectively. By examining this data, we gain a deeper
understanding of the digital prominence and influence of these tourism websites on a global scale, within
specific countries, and within the tourism industry.

Global rank ® Country rank ® Industry rank ®

fz] Sep2023-Mov2023 § Worldwide f] Sep 2023 - Nov 2023 &£ Malaysia In& .urism/Travel and Tourism - Other
Domain Rank Domain Rank Domain Rank
¥ tourism.gov.my #655,775 ¥ tourism.gov.my #14,949 ¥ tourism.gov.my #10,025
&) visitsingapore.c.. #67,020 & visitsingapore.c.. #6,033 & visitsingapore.com #9035
BN bruneitourism.c... #2,642128 BN bruneitourism.c... N/A BN bruneitourism.com #41,854
& tourismthailand... #127,309 &) tourismthailand... #37.471 & tourismthailand.o.. #1,754
Wi beta.tourism.go.. N/A Wi beta.tourism.go.. N/A W beta.tourism.gov.... N/A

Figure 2. Overview global, country, and industry rankings in five ASEAN countries
Source: Authors, 2023
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Global rank © Country rank © Industry rank ©

] Sep2023-Mov 2023 @) Worldwide 5] Sep 2023 -Nov 2023 ) Vietnam In#& ._urism/Travel and Tourism - Other

Domain Rank Domain Rank Domain Rank
g2 vietnam.travel #204,823 (= vietnam.travel #19,542 vietnam.travel #2,955
@ tourismcambod... #1,643,611 @ tourismcambo... N/A @ tourismcambodi... #27,709
" indonesia.travel #149,166 ¥ indonesia.travel #315,967 ¥ indonesia.travel #2,070
tourismlaos.org #3,803,709 tourismlaos.org NSA tourismlaos.org #54,579
&} tourism.gov.mm #500,300 @} tourism.gov.mm N/ A @ tourism.gov.mm #8071

Figure 3. Overview global, country, and industry rankings in five ASEAN countries
Source: Authors, 2023

Traffic and Engagement

Figure 4 provides insight into the total number of visits and device distribution for various tourism-related
websites between September 2023 and November 2023. A significant number of 114,545 visits to
tourism.gov.my indicate a noteworthy global engagement. Singapore’s website visitsingapore.com is close
behind, with an undisclosed number of visits of 3.328 million. A comparison of the websites
bruneitourism.com and tourismthailand.org reveals that they have respectively received 35,116 and 1.529
million visits, which is indicative of their global digital footprints. The data reveal interesting patterns when
examining the distribution of devices. The majority of visitors to tourism.gov.my (62.2%) come from
mobile devices, while visitsingapore.com experiences 76.5% of its traffic from mobile devices. The website
bruneitourism.com shows a balanced distribution with 55.1% coming from desktops and 44.9% coming
from mobile devices. Website of tourismthailand.org and beta.tourism.gov.ph display varying patterns of
usage, with the former receiving 38.3% of visitors from desktop and the latter receiving 61.7% from mobile
devices. The results of this study emphasize the importance of understanding user behavior across devices in
order to develop an effective digital strategy and engage the tourism sector.

In Figure 5, the website of indonesia.travel stands out with a significant figure of 1.749 million, indicating a
strong global engagement. The websites tourismcambodia.org, vietnam.travel, tourismlaos.org, and
tourism.gov.mm also report varying levels of traffic, contributing to their digital presence on a global scale.
The data reveals interesting patterns when examining the distribution of devices. In the case of
vietham.travel, the majority of visits (66.3%) are generated by mobile devices, whereas
tourismcambodia.org has a more balanced distribution with 55.0% of visits coming from mobile devices and
45.0% coming from desktop computers. The website of Indonesia.travel, on the other hand, receives 76.8%
of its traffic from mobile devices.

Total visits ©
(5] Sep 2023 - Nov 2023 @ Worldwide

Device distribution ®
5] Sep 2023 - Nowv 2023 @ Worldwide

Demain Y% H Domain Desktop Mobile
¥ tourism.gov.my 1 114,545 ¥ tourism.gov.my 37.6% 62.2%
& visitsingapore.com —— 3.329M & visitsingapore.com 23.5% 76.5%
BN bruneitourism.com 1 35116 BM bruneitourism.com 95.1% 44.9%
& tourismthailand.org L | 1.529M & tourismthailand.org 38.3% m— 61.7%
&% beta.tourism.gov.ph 1 100,209 W beta.tourism.gov.ph 60.6% I 39.4%

Figure 4. Traffic analytics of total visits and device distribution
Source: Authors, 2023
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Total visits © Device distribution ©

7] Sep 2023 - Nov 2023 & Worldwide =] Sep 2023 - Nov 2023 &) Worldwide

Domain % H# Domain Desktop Mobile
vietnam.travel — 1.067M vietnam.travel 33.7% 66.3%
& tourismcambodia.org 1 72,244 2 tourismcambodia.org 45.0% m— 55.0%
™ indonesia.travel ——— 1.749M " indonesia.travel 23.2% o 76.8%
tourismlacs.org 1 20,298 tourismlaos.org 26.6% 73.2%
& tourism.gov.mm = 307,537 & tourism.gov.mm 68.3% I 31.7%

Figure 5. Traffic analytics of total visits and device distribution
Source: Authors, 2023

Figure 6 presents an analysis of key metrics from several tourism-related websites, providing insight into
their performance and user engagement. It is estimated that 38,182 visitors visit the website of
tourism.gov.my each month, with an average visit duration of 00:03:15 and an average number of pages
viewed of 2.88. Bounce rate is 63.09%, indicating that the majority of visitors leave the site without
exploring further. According to visitsingapore.com, the website receives over 1.109 million visits every
month, with a visit duration of 00:01:17 and an average of 2.37 pages per visit. This site has a bounce rate of
67.41%. On the websites of bruneitourism.com and tourismthailand.com, monthly visit counts are 11,705
and 509,715, respectively, with varying visit durations, pages per visit, and bounce rates. The website
beta.tourism.gov.ph records 33,403 monthly visits, with a visit duration of 00:01:49 and a bounce rate of
65%. As a result of these metrics, valuable insights can be generated regarding user behavior, engagement,
and the overall effectiveness of these tourism websites in retaining and attracting visitors.

As shown in Figure 7, vietnam.travel is the website with the highest monthly visit count of 355,854, as well
as a relatively longer visit duration of 00:01:21 and an average of 1.65 pages per visit. In the case of this
website, the bounce rate is 70.04%, indicating a moderate percentage of visitors leaving without further
exploration. Website of tourismcambodia.org records 24,081 monthly visits, with an average visit duration
of 00:01:43 and a page-per-visit average of 2.71. Indonesia.travel records 583,161 monthly visits, with a
shorter visit duration of 00:00:58 and a higher bounce rate of 74.04%. The website with the highest page
views is indonesia.travel with 891,509 records.

Metric @ tourism.gov.my @ visitsingapore.co.. @ bruneitourism.co.. @ tourismthailand... @ beta.tourism.gov..
E Maonthly visits 38,182 1.109M 0> 11,705 509,715 33,403

Monthly unique visitors N/A N/A N/A N/A N/A

g Visits / Unique visitors MN/A N/A N/A MN/A MN/A

Gj Visit duration 00:03:15 0 00:01:7 00:01:18 00:01:49 00:03:00

[:'.;“I Pages per visit 2.88 @ 2.37 1.73 1.66 2.0

Z. Bounce rate 63.09% 67.41% 67.03% 72.571% 65%

[:'.;“I Page Views 110,132 2.629M 0> 20,295 846,686 67,158

Figure 6. Traffic analytics of engagement users
Source: Authors, 2023

Page 2396
www.rsisinternational.org


http://www.rsisinternational.org/

W1y
- Yo,

INTERNATIONAL JOURNAL OF RESEARCH AND INNOVATION IN SOCIAL SCIENCE (1JRISS)
ISSN No. 2454-6186 | DOI: 10.47772/1JRISS |Volume VI1II Issue 1l February 2024

CARCH
\“’\

Metric ® vietnam.travel @ tourismcambodi.. @ indonesia.travel © tourismlaos.org @ tourism.gov.mm
E Monthly visits 355,854 24,081 583,161 6,766 102,512

Monthly unique visitors N/A N/A N/A N/A N/A

‘g Visits / Unique visitors N/A N/A MN/A N/A N/A

@ Visit duration 00:01:21 00:01:43 00:00:58 00:00:53 00:03:32 >

@ Pages per visit 1.65 2.1 1.53 1.61 3.49

.Z. Bounce rate 70.04% 78.92% 74.04% 91.43% 53.8% O

f_é-jl Page Views 585,034 65,160 891,509 10,872 357,888

Figure 7. Traffic analytics of engagement users
Source: Authors, 2023

Visit over Time

Figure 8 depicts the monthly trends in traffic to several tourism websites during September, October, and
November 2023. There were 114,545 visits to the website of tourism.gov.my at the during of the period.
There are 3.329 million visits to the website of visitsingapore.com. Website of bruneitourism.com starts
with 35,116 visits experiencing a decline to 8,257 in October. Website of tourismthailand.org witnesses a
substantial surge in visits from 1.529 million visits. Website of beta.tourism.gov.ph maintains a more stable
visitation trend, with 100,209 visits and 34,386 visits in October.

The figure 9 illustrates the website of vietnam.travel with 1.067 million visits between from September to
November 2023. 72,244 visits have been recorded on the tourismcambodia.org website, representing a
significant level of engagement. The website of indonesia.travel stands out with a significant 1.749 million
visits, showcasing a strong digital presence. In the figures, it is evident that the levels of digital engagement
among these tourism websites vary greatly. The fluctuations in website traffic can be influenced by factors
such as marketing campaigns, events, or seasonal trends. Further analysis of user behavior and external
factors will allow a more comprehensive understanding of the observed patterns.

tourism.gov.my visitsingapore.com bruneitourism.com [ tourismthailand.org beta.tourism.gov.ph

114,545 3.329M 35,116 1.529M 100,209

1.250M

1.000M { Visits - Oct 2023 —e

e tourism.gov.my: 22,227

750,000 ® visitsingapore.com: 1.128M

e bruneitourism.com: 8,257

500,000 o— . . em 1o
' C N » tourismthailand.org: 455,425

e beta.tourism.gov.ph: 34,386
250,000

o & g J _ﬂ

Sep 23 Oct 23 Nov 23

Figure 8. Website trends of visit over time from September to November 2023
Source: Authors, 2023
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Figure 9. Website trends of visit over time from September to November 2023
Source: Authors, 2023

Geography: Top Countries

Data shown in Figure 10 provide valuable insight into the geographical distribution of online engagement
from September 2023 to November 2023. The countries of Thailand, Singapore, India, Indonesia, and
Vietnam emerged as key players in driving traffic to the specified websites during this period. Thailand
holds a traffic share of 20.72%, which indicates its presence in the digital engagement landscape. The traffic
share of Singapore is significant, accounting for 9.88% of the overall traffic of the analyzed websites. In
terms of online traffic, India accounts for 7.24% of all traffic, illustrating the country’s presence in the
digital influence. Indonesia dominates with a staggering 96.8% group traffic share, illustrating its
prominence in driving traffic to the websites. Vietnam also plays a notable role, contributing to the group
traffic share with 97.9%.

In Figure 11, Indonesia emerges as a significant player, accounting for a significant share of 22.21% of
traffic. Myanmar is a major contributor to the overall traffic, with a 99.4% share of group traffic.
Additionally, Australia and the United States play an important role in influencing the websites under
consideration, with traffic shares of 7.39% and 6.55% respectively. Malaysia, with a traffic share of 6.39%
adds to the diverse sources of online visitors. A significant portion of the overall traffic comes from these
countries with the group traffic share split demonstrating the varying degrees of influence each country has
on the digital landscape. This information is crucial for website owners and marketers to tailor their
strategies based on the regions that contribute most to their online presence.

Top Countries ©
(51 Sep 2023 - Nov 2023 &f All traffic

Country Traffic Share Group traffic share split

& Thailand 20.72% = [ 23.7% | 76.3% ]

& Singapore 088% m | 91.1% o]
" . % India 7.24% um [ "B7.3% “12.5% ]

& |ndonesia 715% = | 96.8% ]

© Vietnam 709% = | 1 97.9%) I

Figure 10. Geography traffic analytic in top countries
Source: Authors, 2023
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Figure 11. Geography traffic analytic in top countries
Source: Authors, 2023

Marketing Channels

The figure 12 provides an overview of the traffic sources driving traffic to various tourism-related websites
in ASEAN countries from September 2023 to November 2023. The website of tourism.gov.my received
91,950 visits during this period, with a breakdown of traffic sources. There is 100% direct traffic to the
website, indicating that visitors have navigated directly to the site without using intermediary channels.
Website of visitsingapore.com, with a substantial 3.266 million visits, demonstrates a diverse traffic
acquisition strategy. Referrals contribute 50%, suggesting that half of the traffic comes from other websites
linking. Website of tourismthailand.org, with 1.472 million visits, has a balanced distribution across
channels, emphasizing the website’s accessibility through various means.

This figure 13 illustrates the website of vietnam.travel with 1.038 million visits during this period of time.
This demonstrates the diversity of traffic sources driving the site’s traffic. The website tourismcambodia.org
received 71,069 visits, showing a balanced distribution across channels, with no direct or email traffic but a
significant 50% from referrals. The website of indonesia.travel received 1.682 million visits, demonstrating
the effectiveness of its diverse online marketing strategy. Website of tourismlaos.org with 19,237 visits
emphasizes the importance of social and organic search channels in driving engagement. The data
underscores the importance of a comprehensive approach to digital marketing, with different channels
playing varying roles in driving traffic and engagement for these tourism websites on a global scale.

Channels overview
5] Sep 2023 - Nov 2023 &) Worldwide Eg All traffic

tourism.gov.my visitsingapore.com <2 bruneitourism.com [ tourismthailand.org beta.tourism.gov.ph
91,950 3.266M 31,777 1.472M 97,530
100%
B
i Iﬂl I
0% - Iu.:_]l _____ | __._— | | _u___ _____
Direct Email Referrals Social Organic search Paid search Display ads

Figure 12. Marketing channels overview website analysis
Source: Authors, 2023
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Figure 13. Marketing channels overview website analysis
Source: Authors, 2023

Organic Search Analysis

As shown in Figure 14 below, the top organic search terms for ASEAN countries from September 2023 to
November 2023 provide a detailed analysis of the keywords driving organic traffic to tourism-related
websites. Website of tourismthailand.org is in the lead with 85.37% organic search. Search term “singapore
rewards” holds a traffic share of 0.85%, with a volume of 2,300 searches and a cost per click (CPC) of
$1.07. Search term “visit singapore” contributes to a traffic share of 0.61%, with a higher volume of 6,180
searches and a slightly lower CPC of $1.01. The search term “Phuket”, commanding a traffic share of
0.46%, with a substantial volume of 435,170 searches and a CPC of $0.40.

Figure 15 shows the search term “ha giang loop” commands a traffic share of 1.45%, with a volume of
48,580 searches and a CPC of $0.53. The search term “raja ampat” contributing to a traffic share of 0.67%,
with a volume of 92,140 searches and a lower CPC of $0.42. The search term “ninh binh”, with a traffic
share of 0.66%, a volume of 78,950 searches, and a CPC of $0.62. Organic search traffic from the general
term “Vietnam”, with a traffic share of 0.58%, a higher volume of 1,296,690 searches, and a CPC of $0.50.
The data emphasizes the importance of optimizing content for relevant keywords to enhance organic search
visibility, with the varying search terms reflecting the diversity of user interests and intent when searching
for tourism-related information.

Top organic search terms ©
[5] Sep 2023 - MNov 2023 @ Worldwide &2 Desktop

@ tourism.gov.my @ visitsingapore.com @ bruneitourism.com @ tourismthailand.org @ beta.tourism.gov.ph

Search Term Traffic Share Group Share Split Volume CPC
singapore rewards 0.85% T T 2,300 $1.07
visit singapore 0.61% Tl 6,180 $1.01
phuket 0.46% [ 100% ] 435170 50.40
singapore 0.45% I 1,485,370 50.54
Yaunsarsse 0.42% [ 100% ] 900 -

Figure 14. Organic search analysis websites
Source: Authors, 2023
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Figure 15. Organic search analysis websites
Source: Authors, 2023

Referrals Website Analysis

Figure 16 illustrates the top referring websites from September 2023 to November 2023, providing insight
into the sources of traffic to various tourism-related websites. Google.com emerges as the top referring
website, being a dominant search engine with a significant traffic share of 15.45%. This indicates that
organic search traffic has a significant impact on directing users to tourism websites. As a referring site,
Tourism.gov.ph has a traffic share of 5.00%, and is categorized under Travel and Tourism. Singaporegp.sg,
a site that focuses on Motorsports, holds a 4.76% traffic share, illustrating the significance of specialized
interests in driving traffic. The domain of malaysia.travel also falls under Travel and Tourism, contributing
to a traffic share of 4.71%, showcasing the influence of destination-specific websites in directing users to
related tourism platforms.

Figure 17 shows the domain of “vietnam.gov.vn”, categorized under Government, is another notable
referring site, contributing to a traffic share of 8.15%. This indicates that government-related platforms play
a role in directing users to these websites, potentially showcasing the influence of official channels. The
domain of “www-indonesia-travel.translate.goog”, under Travel and Tourism, has a traffic share of 7.59%,
emphasizing the impact of translated travel content in driving traffic to these platforms. The domain of
“ASEAN2023.1d”, categorized under Government contribute to a traffic share of 5.91%, showcasing the
diverse referral sources, including government-related and unidentified platforms. The data highlights the
diverse array of referral sources, ranging from search engines to destination-specific websites, each playing
a crucial role in shaping the online visibility and traffic patterns for these tourism-related platforms.

Top referring websites ©
5] Sep 2023 -Nov 2023 &) Worldwide &2 Deskiop

Domain Website Categories Traffic Share Group Traffic Share Split

& | google.com Search Engines 15.45% mmm [ | B7.6% |
W tourism.gov.ph Travel and Tourism 5.00% m [ T00% |
¢ singaporegp.sg Motorsports 476% m [ 100%) )]
%| malaysia.travel Travel and Tourism 471% = 0 T00% |
presearch.com Investing 2.80% 1 [ 100% |

Figure 16. Referrals websites analysis usage in Malaysia, Singapore, Brunei, Thailand and Philippines
Source: Authors, 2023
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Figure 17. Referrals websites analysis usage in Vietnam, Cambodia, Indonesia, Laos,and Myanmar
Source: Authors, 2023

Social Traffic Analysis

According to Figure 18, social traffic data for various tourism-related websites from September 2023 to
November 2023 provides insight into the sources of social media-driven traffic. For “tourism.gov.my”,
social traffic comprises the highest visits, indicating a strong reliance on social media channels for driving
engagement from Facebook. The website of “bruneitourism.com” receives the most social traffic from other
websites. Figure 19 shows “tourism.gov.mm” is in the lead of social traffic comes from sources like
Facebook, Youtube, Reddit, Facebook Messenger, and Pinterest. The data underscores the importance of
social media in driving desktop traffic to these tourism websites, with variations in the specific platforms
utilized. The diversified approach seen on some websites, incorporating multiple social channels, reflects a
strategy aimed at reaching a broader audience and engaging users across various social media platforms.

Social traffic @
[ Sep 2023 - Nov 2023 & Worldwide &2 Desktop

tourism.gov.my visitsingapore.com bruneitourism.com [ tourismthailand.org beta.tourism.gov.ph

100%

o [ .

§) Facebook & WhatsApp Webapp Other
Figure 18. Social traffic analytics usage
Source: Authors, 2023
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Figure 19. Social traffic analytics usageSource: Authors, 2023
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Gender Distribution Analysis

Figure 20 shows the data on gender distribution across different tourism-related websites from ASEAN
countries illustrates the varying proportions of male and female visitors. For website of “tourism.gov.my”,
the majority of visitors are male constituting 57.22% of the audience, while female account for 42.78%. In
the case of “visitsingapore.com”, the gender distribution is more balanced, with 52.76% female visitors and
47.24% male visitors. Website of “tourismthailand.org” shows a slightly higher percentage of female
visitors at 53.87%, with males comprising 46.13%. The website of “beta.tourism.gov.ph” also exhibits a
higher proportion of female visitors, making up 60.66% of the audience, while males account for 39.34%.
Figure 21 shows for website of “vietnam.travel”, the majority of visitors are female constituting 56.94% of
the audience, while male account for 43.06%. The website of “Indonesia.travel” shows a percentage of
female visitors at 53.82%, with males comprising 46.18%. The data underscores the diversity in gender
representation across these tourism websites, emphasizing the importance of recognizing and catering to the
preferences and interests of both male and female visitors in the development of content and marketing
strategies. Understanding the gender dynamics of the audience is crucial for effectively engaging and
catering to the needs of a broad and diverse user base.

Gender Distribution

60% tourism.gov.my
¥ visitsingapore.com
60.66% = 'gapc
60% D T 53.87% bruneitourism.com

0%

47.24% 46.13% e 4 tourismthailand.org
. a
40% SRR i beta.tourism.gov.ph
20%: I
Male

Female

Figure 20. Overview of gender distribution analytics
Source: Authors, 2023
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Figure 21. Overview of gender distribution analytics
Source: Authors, 2023
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CONCLUSION AND DISCUSSION

The analysis of webometrics shows that online tourism website in the ASEAN region is constantly changing
and evolving. Search engines like Google are really important for getting people to visit websites. This
means that it’s really important for websites to use search engine optimisation (SEO) strategies to make sure
they show up in search results. In addition, the data shows that we heavily depend on social media platforms
to drive traffic. This means it’s important for us to use social media marketing effectively in order to
connect with a larger audience. The industry and country ranks help us understand how well tourism
websites are doing compared to each other. This information can be used to figure out how to make
improvements and plan strategies for the future.

The differences in how many male and female use different websites show how important it is to make
content and marketing strategies that work for all kinds of people. It is important to understand what both
male and female like and how they behave in order to create content that appeals to a wide range of people.
In the future, it will be important to regularly check and adjust digital strategies for tourism websites in
ASEAN countries to keep them running well and make them even better. The results of this study will be
used as a starting point for future research and to create specific strategies that will make tourism promotion
in the region more effective online.

In conclusion, the analysis of tourism websites in ASEAN countries has given us useful information about
the online website of the tourism industry. The information about global ranks, country ranks, industry
ranks, and different performance metrics helps us understand how these countries use online website and
user engagement strategies. Some important things we found are the different rankings of countries and their
tourism websites. This shows how competitive and effective each country’s website is. When analysing
tourism websites in ASEAN countries, it’s important to consider different factors like the economy,
environment, technology, and local context. This is mentioned in the relevant literature. By combining these
different aspects, we can gain a complete understanding of how tourism websites in the ASEAN region are
performing and how effective they are. This will help us make better decisions and plan strategies in the
tourism industry. The detailed breakdown of where website traffic comes from, including search engines
and social media, shows how important these platforms are for getting people interested in online content.
Additionally, the data on gender distribution reveals the varied audience demographics on these websites.
Overall, these findings show that it’s really important to have a well-rounded online strategy for tourism
websites. This means using things like SEO, social media, and user-friendly design to make the websites
more visible and attractive to people.
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