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This bachelor‘s thesis is about creating a website for Abja Rural Tourism Destination. 

The project is commissioned by Non-Profit Organization (NPO) Mulgimaa Develop-

ment, which operates in southern Estonia.  

 
The objective of this thesis is to build a multilingual website, which would function as a 

source of information for tourists. In addition, the purpose is that it increases the rec-

ognition of Abja and starts to build brand awareness for Abja as a tourist destination. 

The Abja area has great potential to be a competitive destination, thanks to its beautiful 

nature and historical sites, provided that its resources are strategically utilized.  

 
The theoretical part starts by describing a destination, destination marketing, destina-

tion online marketing and tourist‘s behavior before visit. However, the main focus in 

put on website-building principles, for instance choosing a domain name, defining the 

website‘s objectives, tips for content planning, selecting visual design elements and so 

on. The project development part describes in detail the website development tasks, 

like comparing website building principles, benchmarking and planning, gathering and 

editing content and design element, building the website and testing it.  

 

This project-based thesis has resulted in the development of a website in two languag-

es, Estonian and English. The development process took place between June and No-

vember 2012.  
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website, website design, destination website development, destination marketing, rural 
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1 Introduction 

 

The growth of Internet usage has pushed the communication, marketing and business 

transaction methods to a new playing field. According to Internet World Stats (2012), 

there were 2,406 million Internet users in June 2012 worldwide and with the advances 

in technology, the number of users is most likely to increase. With online marketing 

accessible for anyone who has a device, whether a computer, TV, Smartphone or a 

tablet, connected with the Internet, increasing online visibility has become an impor-

tant aspect in marketing strategy (Thomas 2011, 7).  

 

Prior to planning a holiday trip, people try to seek out as much information as possible. 

This is often done online, for instance by browsing blogs, destination website, various 

travel advisor pages, and so on. Consequently, it is clear that a destination‘s website 

plays an important part in attracting visitors to a destination. Because of this, Destina-

tion Marketing Organizations (from here onwards abbreviated as DMOs) invest signif-

icant amounts of money to improving the effectiveness and usability of their official 

websites (Park & Gretzel 2007, 46).  

 

This project-based thesis is focusing on developing a multilingual website for Abja Ru-

ral Tourism Destination, which would offer tourism related information for both local 

people and visitors. The project is commissioned by NPO Mulgimaa Development, 

which operates in south Estonia.  

 

The theoretical part of this thesis starts by discussing about destinations and carries on 

with destination marketing, destination branding and destination online marketing as-

pects, and finishes with analyzing tourist‘s behavior before visit. Theory part continues 

with examining the website building principles, such as deciding on domain name, de-

fining website‘s objectives, planning the content, choosing visual design elements, en-

hancing website with third-party tools, setting up Search Engine Optimization (from 

here onwards abbreviated as SEO) and connecting a site with website analytics system.  
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The product development part describes in detail the actual process behind creating 

the website. For instance, it starts with describing the planning stage, which explains 

how the design elements were chosen, what programs were used for image editing, 

how the copyright issues were followed and so on. Development stage carries on with 

describing the implementation process. For instance, the paragraph starts by mention-

ing aspects related to font and text, like which font types were used and how the text 

was aligned, and continues with section about photo usage on the site. Moreover, web-

site content section explains shortly about the header and footer of the website and 

continues with describing how the different content elements were searched and 

placed on each page. Final sections in the paragraph are dedicated to describing how 

the SEO was implemented, reasons for building the mobile version of the website and 

how the testing was carried out.  

 

The final product is a website with ten pages, in both Estonian and English languages, 

and a mobile version of the website in Estonian. The Abja Rural Tourism site is de-

signed to be fully functional and it is up to the commissioning party, whether and 

when they decide to publish the website.  

 

1.1 Background information 

 

The author of this thesis was hoping to co-operate with a company operating in Esto-

nia, specifically with an organization which would be located in her home region, Vil-

jandi County. Right from the beginning the aim was to design a plan and possibly to 

create a website for a company which would be involved in developing a rural tourism 

in the area and would be willing to collaborate throughout the process. Through the 

search for prospective partners in the region, the author found out that after the clos-

ing of the Abja Tourist Information Point, there is a need for a website which would 

function as an information facilitator about Abja and its region.  

 

Thesis author contacted local representatives involved with the work of the Abja Tour-

ist Information Point via e-mail and inquire about their plans for developing a website, 

as well as possibility for co-operation in this process. E-mail was presenting them with 

a proposition that the author would be gathering the content information, designing 
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and building the website as part of her thesis project. Reply was received from 

Ms.Leskova, who is currently working as an executive director in NPO Mulgimaa De-

velopment and she was positive about collaborating in this project and discussing more 

about the details during out first meeting.  

 

NPO Mulgimaa Development 

 

NPO Mulgimaa Development was established in 2006 and it is one of the Local Ac-

tion Groups (from here onwards abbreviated as LAGs) operating in southern Estonia. 

 

LAGs are made up of public and private partners from the rural territory, and must in-

clude representatives from different socio-economic sectors. They receive financial as-

sistance to implement local development strategies, by awarding grants to local projects. 

(European Commission, 2009.)  

 

It actively operates in five local municipalities such as Abja, Karksi, Halliste and Paistu 

parish and the city of Mõisaküla, and has members from local entrepreneurs and 

NPOs. At the moment the organization has 62 active members throughout the re-

gions. The organization focuses on three main strategic goals: Supporting Small Entre-

preneurship, Developing the Village Environment and Increasing the Competitiveness 

and Originality of Mulgi County. (NPO Mulgimaa Development.) 

 

Abja-Paluoja 

 

Abja-Paluoja is situated in the southern part of Viljandi County and shares its border 

with Latvia (see Figure 1). Abja Rural Municipality area is 290,2km2 in size, it has 15 

villages and 2424 registered citizens (last updated 01 Jan 2012). The city currently has a 

high school, kindergarten, community centre, new sport centre, several shops, 2 dining 

places (Mulgi Tavern and Kilpkonna Inn) and 3 accommodation providers (Abja 

boarding schools hostel, Paluoja holiday home and Mulgi Tavern guesthouse).  

 

Abja region is full of various historical places, such as Abja manor, Abjaku and Põlde 

stone grave sites, old buildings, Atika sacrificial stone and so on. In addition, it has 
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many beautiful scenic areas, like Vaida, Hendrikhansu and Lopa outcrops, Paasi lake, 

Lüütre nature reserve, Paudi farmstead and so forth. Local stakeholders, entrepreneurs 

and citizens, are very involved and actively participate in improving the Abja surround-

ings and preserving the Mulgi culture and heritage sites. 

 

 

Figure 1. Location of Abja-Paluoja indicated with the red marker (Google Maps, 2012) 

 

1.2 Objectives and limitations 

 

The main objective is to build a functioning, up-to-date and multilingual, Estonian and 

English, website for the Abja Rural Tourism destination. Additionally, the aim is that 

the website would increase the recognition of Abja and would start to build brand 

awareness for Abja as a tourist destination. Destinations brand awareness is described 

as the strength of a brand‘s presence in the traveler‘s mind (Kozak & Baloglu 2011, 

177). 

 

Even though the thesis author has basic skills of Adobe Photoshop, Picasa and website 

building software which functions on drag-and-drop method, some limitations regard-

ing the website building and visual design may arise from the limited technical exper-

tise. Consequently, this project it somewhat based on trial-and-error method thus it 

would take slightly longer for the website to be fully finished, than it would for an ex-

perienced website developer.  
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In addition, since there will not be an employee responsible for updating the content 

of neither the website nor the social media, it is crucial that the website contains the 

latest and most relevant information. Moreover, it should not have news feed, blog or 

any other application which would require regular updates.  

 

1.3 Task description 

 

This project-oriented thesis is about creating a multilingual website for Abja Rural 

Tourism destination and the process would be guided by the project plan made with 

Edraw Max, and can be found in the attachment 1. The project plan shows tasks which 

would be done by the thesis author, as well as future tasks, which would be done in co-

operation with the commissioning party.  

 

The process would start with gathering theoretical background information, such as 

website building principles and other technical know-how materials, to enhance the 

knowledge of the thesis author. It continues with comparing and choosing suitable 

website building program, which would be operating based on drag-and-drop interface. 

The most suitable platform for this project proved to be Wix. The tasks carry on with 

benchmarking domestic and international destination, to gather ideas for the website‘s 

content elements. Based on the ideas collected from the research, the Abja Rural Tour-

ism website map would be created and presented to the commissioning party repre-

sentative.  

 

Tasks carry on with gathering and editing content stage. The website content gathering 

and editing would be the responsibility of the thesis author. All the content, for in-

stance contact information for service providers, attraction‘s descriptions, images, reci-

pes, legends, and so on, would be searched from both printed materials and online 

sources. Design elements would be searched from online and altered in either Photo-

shop or Picasa. The map for attractions would be created with Google Map My Places 

functions and the exact coordinates for this would be searched from different online 

sources, like National Registry of Cultural Monuments and Estonian Environment 

Information.  
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Building the website stage entails placing the elements onto the Wix website building 

platform, naming images with descriptions and Alt text, as well as adding links to orig-

inal sources below the content materials on the website, and so forth. In addition, since 

the Wix website builder does not automatically create a mobile version of the website, 

this would be created as well. However, it would be only in Estonian as it is not possi-

ble to make it multilingual. Social networking is important marketing tool for any busi-

ness, however due to the fact that the Abja Rural Tourism website will not have a per-

son regularly updating it or any social media pages, there is no need at the moment to 

create Facebook, Pinterest or Twitter accounts. 

  

The final stage is focused on the testing and improving the Abja Rural Tourism web-

site and the mobile version. For instance, the website‘s compatibility with various In-

ternet browsers would be checked, as well as functionality of links, buttons and third-

party tools.  

 

The finalized website would be presented to the commissioning party representative 

Ms. Leskova and the codes for accessing the Wix online website building platform, 

content information and design elements would be handed over in electronic format. 

The final tasks presented on the project plan would be carried out in co-operation with 

the commissioning party. In addition, it was agreed upon with the commissioning party 

that they would be responsible for purchasing the Wix hosting/upgrading package and 

the domain name. In the future, if necessary, any assistance, changes or occasional con-

tent updates can be guided or implemented by the thesis author, since she is familiar 

with the software and its functions. 
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2 Marketing of  destinations 

 

Destination marketing is a demanding task, because a destination comprises of many 

tangible and intangible aspects which all affect the marketing process. The challenges 

may arise from dealing with all the stakeholders, as well as determining how to market 

a destination, in order to differentiate it from others alike. (Boniface & Cooper 2005, 

42-43.) The following paragraph talks briefly about destination marketing, branding, 

online marketing and tourist‘s behavior before visit.  

 

2.1 Destination marketing 

 

Before discussing the complexity of destination marketing, it is important to under-

stand what a destination is. For instance, according to Horner and Swarbrooke (1996, 

682) a destination is a country, region or locality where tourists spend their holidays. 

Boniface and Cooper (2005, 41) on the other hand have come up with more elabora-

tive definition, as for them a destination has to have at least one attraction, supporting 

facilities, accessibility, basic infrastructure, tourist organizations and political stability, in 

order to be a proper tourist destination. It is clear that the first description is overly 

simplified and in reality a destination needs to have supportive elements in order to be 

viable and remain competitive, as explained by latter authors.  

 

The intricate task of marketing the destination is often managed by DMOs, be it tour-

ist offices, tourism bureaus, Convention and Visitor Bureaus or councils, and the fund-

ing usually comes from the government or tax money (Kozak & Baloglu 2011, 80). On 

the other hand, the marketing and financial aspects can also be managed by LAGs and 

entrepreneurs, as is often the case with the smaller rural destinations, which need to 

come up with own financial resources, since they have to compete with more popular 

destination for the government funding and do not necessary get the full support they 

deserve. 

 

Destination marketing compared to product marketing is more multifaceted and often 

requires different approach (Boniface & Cooper 2005, 42-43). Not only do the DMOs 
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need to deal with the tangible elements such as natural geography, built environment, 

attractions, accommodation and so on, but also with the intangible aspects like social 

and cultural factors (Cooper, Fletcher, Fyall, Gilbert & Wanhill 2008, 612). For that 

reason, it is important for DMOs to involve all stakeholders and to combine their in-

put and effort to the process, in order to successfully apply the appropriate marketing 

concepts to planning strategy and to attract visitors to a destination (Kolb 2006, 2; Ko-

zak & Baloglu 2011, 14). 

 

DMOs need to remember that tourists cannot simply pre-sample a destination before 

their arrival consequently, they base their decisions on the information received from 

the marketing or on feedback received from their friends and family (Kozak & Baloglu 

2011, 3-4). Because of this, it is vital that the marketing message would match the reali-

ty of the destination; otherwise the visitors would feel deceived, which would result in 

negative attitude towards the destination (Kozak & Baloglu 2011, 4). 

 

2.2 Destination branding 

 

According to Morrison and Anderson (2002, in Qu, Kim & Im 2011, 466) destination 

branding is as a way to communicate a destination‘s unique identity by differentiating a 

destination from its competitors. It is more than just designing a logo and slogan, and 

is certainly more complex than branding a product (Kozak & Baloglu 2011, 156).  

 

Most destinations have great facilities and attractions, and every destination promotes 

their unique culture, heritage, beautiful landscape, excellent facilities and friendly 

people. Consequently, DMOs need to strategically manage their branding process, in 

order to reach their branding goals and to attract visitors. (Kozak & Baloglu 2011, 15-

154.) There are four stages which can be used by DMOs to guide the branding process: 

Assessing the destination‘s current situation and core values, developing a brand identi-

ty and promise which interacts with the target audience, communicating that promise, 

and after that measuring the brand‘s effectiveness in the marketplace (Hudson & Rit-

chie 2009, 219). Ideally, a brand should reflect all the destinations products and servic-

es, as well as all the characteristics which form the destination‘s image and identity 

(Kozak & Baloglu 2011, 155).  
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2.3 Destination online marketing 

 

Simply said, online marketing is defined as using World Wide Web for marketing 

products or services and is often also expressed as e-marketing, web marketing or In-

ternet marketing (Thomas 2011, 4-5). Online marketing in its core is used for keeping, 

cultivating and rekindling relationships, but it also helps to support brand awareness, 

increase sales and interact with current and prospective customers. Methods often used 

for online marketing are for instance online advertising, paid search, SEO, social media 

and e-mail marketing. (Thomas 2011, 5-9.) 

 

Since the online based marketing strategies have become widely used, DMOs are 

forced to carefully evaluate their website effectiveness, assess the return on their in-

vestments and gather feedback on necessary improvements (Park & Gretzel 2007, 46). 

Park and Gretzel (2007, 51) emphasize that the mistake that DMOs do, is that they fail 

to establish clear objectives for their websites, as well as strategic development plans 

for their online marketing endeavors. This results in wasting precious marketing budget 

on methods which do not necessarily work or are not efficient enough.  

 

2.4 Tourist’s behavior before visit 

 

With time, tourists have become more educated, informed, demanding and expe-

rienced. They expect good value, quality, higher standards, and often want to have 

more than one experience at the destination. (Kozak & Baloglu 2011, 3-11.) The 

changes in behavior and preferences have been greatly influenced by the growth of the 

Internet and the use of Information and Communication Technologies (from here 

onwards abbreviated as ICT), which has resulted in development of new type of em-

powered individuals, the ICT-skilled tourists (Jacobsen & Munar 2012, 39).  

 

Information search is considered to be the starting point in the tourists‘ destination 

choice process and thanks to their skills, tourists know how and from where to search 

better offers, as well as what to expect from international and national destinations 

(Dey & Sarma 2010, 341; Jacobsen & Munar 2012, 39; Kozak & Baloglu 2011, 11-12). 
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Consequently, tourists have become less interested of package tours and more inde-

pendent from intermediaries like travel agencies and tour operators, and often pur-

chase their travel products directly from various online booking systems (Buhalis & 

Law 2008, 611; Jacobsen & Munar 2012, 39). In that way they can make their own 

schedules and their own preferences, when it comes to accommodation, transporta-

tion, tours and so forth (Buhalis & Law 2008, 611; Dey & Sarma 2010, 341).  

 

In addition, tourists do not rely anymore only on the information received from the 

tour operators or the destination marketing message, since they have the possibility to 

gather information about the destination through a variety of sources, such as Internet, 

word-of-mouth communication, brochures, magazines and newspapers, TV shows, 

and so on (Kozak & Baloglu 2011, 12). Accordingly, more and more of tourist‘s base 

their decisions on the information collected from tourism related websites and virtual 

communities, like Couchsurfing, iTourist, Travelblog, Foursquare,TripAdvisor, Face-

book, Youtube, Twitter, and so on (Buhalis & Law 2008, 612; Munar 2011, 294). Ac-

cording to Rheingold (1993, in Buhalis & Law 2008, 612), ―A virtual community is a 

group of people who may or may not meet one another face-to-face, and who ex-

change words and ideas through the mediation of computer bulletin boards and net-

works.‖  

 

Buhalis and Law (2008, 612) point out that in the future, it is expected that tourist will 

be more influenced by the virtual communities based on peer reviews and less by des-

tination‘s marketing message. This in fact puts added pressure on DMOs, since they 

need to modify their marketing strategies and to focus on gaining better understanding 

of the behavior and satisfaction of the virtual communities‘ users, in order to utilize 

this new marketing paradigm in a more efficient way and to use virtual communities to 

increase destination‘s brand awareness (Buhalis & Law 2008, 612).  
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3 Website building principles 

 

Internet provides endless possibilities for website design and development. For in-

stance, a website can be easily created by using do-it-yourself tools, by hiring a freel-

ance graphic designer or even expensive design agency. (Thomas 2011, 26.) Kozak and 

Baloglu (2011, 210) highlight the fact that websites are important online marketing 

tools and in order to affect online users intention to purchase, it is crucial to provide 

useful, complete and relevant information to potential users consequently, great care 

needs to go into planning and developing a website.  

 

The following chapter describes various website building principles, for instance as-

pects to keep in mind while choosing a domain name, the importance of defining web-

site objectives, elements to remember while planning the content, choosing the appro-

priate color, text and font for the site, using third-party tools to enhance usability for 

visitors, as well as issues like SEO and website analytics, to track and improve the web-

site.  

 

3.1 Domain name 

 

Thomas (2011, 20) points out that before starting to design and develop a website, it is 

important to purchase a domain name, which is also known as Uniform Resource Lo-

cator (from here onwards abbreviated as URL). URL is a web address, which is used to 

find a website on a web server (Chaffey 2009, 751). While choosing a suitable domain 

name, it should be remembered that the name should be short, memorable, not easily 

confused with other similar domains, easy to spell, suit with company synergy and 

would work on business cards (Laudon & Traver 2010, 7-47; Nielsen 2000, 247; Tho-

mas 2011, 20). 

 

3.2 Website objectives  

 

In order to determine the form, functions, the content of a website, it is vital to clarify 

site‘s purpose and goals (Chaffey & Smith 2008, 223; Kraynak & Bluttman 2011, 2). 
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Website‘s purpose could be to support, entertain, inform, showcase a product, sell 

products or services, brand an individual, and so on (Kraynak & Bluttman 2011, 2; 

Thomas 2011, 19). Chaffey and Smith (2008, 223) suggest that in order to determine 

the websites purpose, it is good to ask the following: How could my website help my 

customers? For instance: Help them to make purchases. Provide them with informa-

tion. Help them to save time and money and so forth. (Chaffey & Smith 2008, 223.) 

 

Kraynak and Bluttman (2011, 2) recommend in addition to website‘s purpose, to set 

measurable goals, for example to get 100 visitors per month to sign up for newsletter, 

or to increase sales by certain percent. Whatever the goals, it should be made sure that 

they are measurable, so that it would be possible to determine whether the goals have 

been achieved or if any changes need to be made with marketing efforts (Kraynak & 

Bluttman 2011, 2). 

 

3.3 Content planning 

 

People come to a website to read something, look at something, learn new things, 

watch videos or hear music – these are all forms of content. Needless to say, the con-

tent is king. (Kraynak & Bluttman 2011, 4.) Newlands (2011, 77) recommends to con-

duct a research, to find out what other similar companies have on their websites. In 

addition, since search engines and users like it when a website is frequently updated 

with new content, it would be helpful to create a content plan and a schedule which to 

follow (Newlands 2011, 151).  

 

The quality of the information plays a great role for users. They prefer that information 

which is accurate, up-do-date, reliable, honest and based on expert sources. Therefore, 

whenever possible, it is good to provide precise, detailed information and to point out 

sources as well as dates. (Brinck, Gergle & Wood 2002, 279.) 

 

Furthermore, online rich media elements such as pictures, illustrations, animations, 

audio tracks and videos are important part of a website design, which can be very per-

suasive when distributed correctly (Chabrow 2006, in Rosenkrans 2009, 19; Kozak & 

Baloglu 2011, 210; Thomas 2011, 32). Safko (2010, 193) explains that of all the rich 
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media elements, users generally prefer video over audio and audio over text. However, 

since creating a professional video is relatively expensive and requires the most effort, 

smaller companies and entrepreneurs can instead create an audio message, which they 

are able to make with using tools already in their computer. From the user‘s perspec-

tive, audio files are smaller thus can be downloaded faster than videos, they can be 

played on various portable players and can be listened while doing different activities, 

like driving, walking and so on. (Safko 2010, 193.) 

 

The shift from web 1.0, the information web, to web 2.0, the social web, has changed 

the way people use and interact on the Internet (E-language, 2012). Users are no longer 

content with merely reading the information and are seeking to actively participate in 

content development, to express their ideas and experiences. Consequently, Chaffey 

and Smith (2008, 268) recommend to increase the interaction and two-way communi-

cation, to offer website visitors more involvement and control over their web expe-

rience. This can be done by utilizing for instance Forums, feedback forms, social net-

work pages and virtual communities, like Facebook, Pinterest, Twitter, Foursquare, 

TripAdvisor and so forth.  

 

Carrying on, website‘s planning process can be made easier by creating a website map. 

A website map illustrates a list of pages, which would be available for website‘s users. 

It can be created as a simple list with pages and subpages in Word document, or it 

could be build with boxes to make it more visual (see Figure 2). It is also beneficial for 

developers, as it visualizes the hierarchy thus guides the development process and 

makes it easier and faster. (Thomas 2011, 38.)  
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Figure 2. Example of a website map (Thomas 2011, 39)  

 

When it comes to planning the layout, it is good to build a wireframe for each of the 

website‘s page. Wireframing refers to a process of defining a structure of the webpage, 

without the intended content (see Figure 3 below). Wireframe helps developers to fo-

cus on the structure, without being distracted by visual elements like colors, text and 

images. (Kraynak & Bluttman 2011, 4.) A wireframe can be built with only a handful of 

boxes or may be created to show all the details (Kraynak & Bluttman 2011, 83). 

 

 

Figure 3. Example of a wireframe (Kraynak & Bluttman 2011, 4)  
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A good practice is to keep website quick and easy to navigate, and not to give people 

too many layers to click through, so that they are easily able to retrieve the information 

they are looking for. With more complex sites, it would be useful to test the website‘s 

map and wireframe on few people, to identify whether the structure looks also logical 

for potential users. (Reed 2011, 33.) 

 

3.4 Color, text and font 

 

Color  

Kraynak and Bluttman (2011, 90) point out the fact that website developers need to 

keep in mind that people often have different associations with color, which are influ-

enced by emotional, psychological or cultural aspects in their lives. For instance, deep 

reds may express love, passion or even aggression, earthy colors on the other hand may 

be more soothing and are often used as autumn colors (Kraynak & Bluttman 2011, 91). 

 

Kraynak and Bluttman (2011, 99) recommend that it is best to choose complementary 

colors, which are those that are opposite one another on a color wheel (see Figure 4). 

Complementary colors look good together on a page, however it is advisable not to use 

them in foreground/background relationship, in order to avoid the phenomenon called 

simultaneous contrast (see Figure 5), which would make colors look more vibrant to-

gether and make page over stimulating for viewers (Kraynak & Bluttman 2011, 99). 

 

 

Figure 4. Color wheel (Tiger Color, 2012) 
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Figure 5. Example of simultaneous contrast (Kraynak & Bluttman 2011, 100)  

 

Another safe strategy is to use analogous colors. Those are the colors next to each oth-

er on the color wheel. However, those should not be used in situations which require 

contrast. For instance, it is not good idea to use analogous colors in charts. (Kraynak & 

Bluttman 2011, 99.)  

 

Text  

 

Kraynak and Bluttman (2011, 113) state that the main web activity is to read content 

and even the fanciest website is useless when the text is obscured. To make content 

easier to read, it is best to use shorter paragraphs, so that the information would be 

divided into chunks (Brinck et al. 2002, 279). 

 

Furthermore, to point out parallelism in multiple items, it is best to use bullet points. 

On the other hand, to avoid confusion for viewers it is best to avoid using custom-

designed bullets, bullet points that may look like buttons and those which give three-

dimensional shading. (Brinck et al. 2002, 280.)  

 

There are four text alignment types (see Figure 6) which developers can apply on their 

websites. However, the most popular way is to align the text in a paragraph from left, 

which would be the most user-friendly, followed by the center alignment, which is the 

second most commonly used alignment type (Kraynak & Bluttman 2011, 124). It is 
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best to avoid using justified alignment, since it might cause users to focus on ‗white 

space‘ between the words, instead of the content itself (Trinity College Dublin, 2012). 

 

 

Figure 6. Four text alignment types  

 

When adding links to the website, it is good to differentiate the active link from the 

rest of the text, so that the users would be able to distinguish the difference. Blue and 

underlined text is universally recognized method, even for novice computer user. 

(Brinck et al. 2002, 285-286.) 

 

Font 

 

It is possible choose from hundreds of fonts, however in reality only a handful of types 

are practical on the websites. The problem with fonts is that in order for a font to dis-

play properly for users, it must be installed on person‘s computer, so that it would be 

available for their browsers. That is the reason why developers prefer to use certain 

well-known type of fonts, which are commonly installed to computers. (Kraynak & 

Bluttman 2011, 113.) 

 

There are two kinds of font families, serif and sans-serif, to choose from. In general, 

serif fonts are mostly used for text in paragraphs and sans-serif font types for headings 

(Kraynak & Bluttman 2011, 115). To clarify, serif fonts are those which have small 

decorative pieces on the ends of every character (see Figure 7), however sans-serif 

fonts lack those decorative ends (Trinity College Dublin, 2012). While choosing a font 

type, it is useful to check out the study by Shaw (2012a; 2012b), which demonstrates 

the most common sans and sans-serif fonts in Windows, Mac and Linux.  
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Figure 7. Difference between serif and san-serif fonts (Trinity College Dublin, 2012) 

 

3.5 Third-party tools 

 

Reed (2011, 38) recommends to use third-party web tools, in order to enhance a web-

sites‘ service offering and make it more interactive for users. Third-party tools are of-

ten also called widgets or gadgets, which are different tools made available on website 

and either provide some functionality, like calculator or provide real-time information, 

for instance weather forecast (Chaffey 2009, 135).  

 

It is more reasonable to purchase the tools, since in most cases the prices are very rea-

sonable or tools are even free, rather than to waste resources and time to build one. It 

is often thought that using a third-party tool makes a website look ‗unprofessional‘, 

however even the biggest brands commonly purchase tools from elsewhere. (Reed 

2011, 38.) For instance, it is possible to find various free widgets from Google Gadgets 

for Your Website page, such as Google Maps, Google Driving Directions, Google Ca-

lendar, Skype, PayPal, Weather, and so on. 

 

3.6 Search Engine Optimization 

 

To discover websites and other online content, people mostly use search engines like 

Google, Yahoo!, Ask and Bing, to find the material they are looking for. By under-

standing the work methods of search engines, the website and its content can be built 

in more efficient way, which would then help to gain higher search engine ranking. 

(Kraynak & Bluttman 2011, 219.)  

  

SEO involves in adding certain keywords into website‘s SEO settings, in order to 

achieve higher ranking in natural listings on the search engine results pages (Chaffey & 
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Smith 2008, 283). For instance a meta description, which is a short description of a 

web page, helps search engines to index and rank sites, and is often displayed in search 

results for users (Kraynak & Bluttman 2011, 226). Kraynak and Bluttman (2011, 226) 

recommend to remember following tips while optimizing meta descriptions: write a 

description for each page, limit the length to 150-200 words, incorporate descriptive 

keywords and phrases, and finally, write for users and not just for search engines.  

 

While choosing keywords, Kraynak and Bluttman (2011, 227) advise developers to use 

those sparingly and strategically, place the most important ones first, separate words 

with commas and to choose 5-10 most targeted keywords which to use. Furthermore, 

another useful trick to improve website‘s ranking is to give each visual element and 

image a descriptive filename, caption and Alt text (Chaffey 2009, 648; Kraynak & 

Bluttman 2011, 228).  

 

In the past, in order to achieve highest ranking possible, website developers tried to 

trick search engines by stuffing the pages with all sorts of keywords. Nowadays, since 

search engine developers became aware of this method, it no longer works and using 

this trick would most likely have an opposite effect on the ranking. (Kraynak & Blutt-

man 2011, 227.)  

 

3.7 Website analytics 

 

In order to measure and to improve a website‘s effectiveness, it is good to connect it 

with web analytics service. Analytics shows for instance visitors‘ demographics, their 

behavior on pages, what kind of technology they use for browsing, how many are re-

turn visitors, etc. Connecting your website with analytics service is relatively easy and 

most service providers operate on the same principle: sign up for an account, identify 

to the system the website which will be tracked and copy the code received from the 

service provider to the footer of the website (Reed 2011, 39). Google Analytics is 

probably the most known web analytics provider, which offers also free account.  
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4 Planning stage 

 

Developing a website is not particularly an easy task and required a lot of time and ef-

fort. Following section describes how the planning stage of the website was carried 

out. The paragraph starts by explaining the process of choosing the appropriate web-

site building program and continues with introducing the Wix publishing platform. It 

carries on with describing how the content planning was organized, as well as how and 

from where the visual design elements were chosen in order to obey the copyright re-

striction, and so forth.  

 

4.1 Choosing a website building program 

 

It was clear that since the thesis author does not have adequate HTML coding skills, 

which is traditionally used for building a website, it was necessary to explore other op-

tions. HTML stands for Hypertext Markup Language and it is the programming lan-

guage used to make web pages. HTML consists of tags which are read by the browsers 

and then displayed as visual elements. (Kraynak & Bluttman 2011, 227.) 

 

Therefore, the alternative was either to create it with a blogging platform or a drag-

and-drop based platform, but since the first option has rather limited customization 

capabilities, the favor was towards latter alternative. The comparison and testing was 

made between Moonfruit, Yola, Webs, Weebly and Wix. In the end, it was established 

that Wix was the most reasonable, when it came to customization, usability and price 

level, and would be most suitable for this project.  

 

Wix 

 

Wix is a free online publishing platform, which uses drag-and-drop interface. The 

company was founded in 2006, headquarter is located in Tel Aviv and offices in San 

Francisco, New York and Dnepropetrovsk. Wix is very user-friendly and even users 

with basic computer knowledge are able to create Flash or HTML5 websites, mobile 

sites and Facebook pages. (Wix 2012.) 
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The HTML5 based website building platform is still a work in progress and the aim is 

that it will be the new standard for HTML (W3Schools 2012a). Abja Rural Tourism 

website is created by using Wix HTML5 website editor.  

 

Wix pros 

 easy drag-and-drop interface 

 no coding required  

 free hosting 

 allows customization of websites 

 premium packages are affordable 

 good customer support (forum) 

 many step-by-step tutorials 

 pre-built templates 

 Search Engine Optimization. 

 

Wix cons 

 browser compatibility (elements shift around in different browsers) 

 not possible to download/backup the website 

 not possible to upload own fonts 

 no undo button (sometimes Ctrl+Z functions as undo, but not always) 

 not possible to bulk delete images  

 text editing boxes not functioning properly and lack extra functions 

 website and online editor loading rather slow  

 multilingual website building complicated 

 mobile site editor functions are limited 

 not possible to create multilingual mobile site 

 not compatible yet with Pinterest 

 text and link editing not always functioning properly 

 limited slideshow functions. 
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4.2 Content planning 

 

The purpose of the website was clear from the beginning: It should offer adequate in-

formation to visitors about Abja region tourism opportunities, which was previously 

offered from the Abja Tourism Information Point. Therefore, the website‘s main ob-

jective is to offer information, as well as to entertain users with the Mulgimaa video, 

images, legends of Abja and Mulgi food recipes. 

 

The initial ideas for website design and content elements were gathered through ben-

chmarking other similar destinations in Estonia and abroad. The benchmarking me-

thod is easy to use and is applied either to compare one company aspects with another 

or to gathering good ideas (Pollard 1999, 73). 

 

After gathering the ideas, the preliminary draft of Abja Rural Tourism website map 

(see attachment 2) was generated with Edraw Max software. Since the website is rela-

tively small in content and does not require any drop-down menus, the website map 

shows the elements (e.g. content headlines, icons, third-party tools, etc.) which would 

be put onto the site. The preliminary version was presented to Ms. Leskova and certain 

changes, elements added and eliminated, were made according to her suggestions and 

ideas. The Abja Rural Tourism website building was guided by the final version of the 

website map, which can be found in the attachment 3. 

 

4.3 Visual design 

 

There were no limitations by the commissioning party on website design, it was only 

suggested to use linseed field image for background, since linseed flowers have symbol-

ic meaning for Abja. Specifically, in the past the farmers in Abja region made their for-

tune from growing and selling linseed, as well as current Abja coat of arms is illustrated 

with blue linseed flowers.  

 

Since it is rural tourism website, the idea was to create familiar and cozy feeling by us-

ing vintage design element and to use colors which would complement the blue linseed 

filed background, rather than bright shades.  
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4.4 Design elements  

 

Design elements used in this project are: various icons, images for design purpose (e.g. 

envelopes, notebooks, postcards, old books, etc.) as well as Adobe Photoshop brushes, 

vectors and shapes. The image editing was done with Picasa photo editing software 

version 3.9 or Adobe Photoshop CS5 program. Some of the design elements were al-

tered in Photoshop by using various brushes (e.g. notebooks for recipes, postcard and 

envelope, old books for legends, etc.). Elements which were uploaded to website were 

either of jpeg or of gif formats and images were named with a description and an Alt 

text.  

 

The design elements were searched by using Google Search Engine and Pinterest page. 

Pinterest is relatively popular social networking site, which allows users to pin photos, 

with links attached, onto their virtual pinboard. In addition, it allows users to browse 

other people‘s pinboards and to follow users with similar interest. Pinterest was very 

useful with this project development, as it helped to find design elements more easily. 

 

For copyright reasons, only the design elements which were allowed ‗free for commer-

cial use‘ and with ‗no attribution needed or attribution appreciated‘ terms were utilized 

in this project. Keywords which were used in Google and Pinterest searches were fol-

lowing:  ‗free for commercial use‘, ‗no attribution required‘ combined with ‗vintage 

vectors‘, ‗vintage brushes‘, ‗Photoshop vintage brushes‘, ‗vintage images‘, ‗old enve-

lopes‘, ‗old postcards‘, ‗old books‘, ‗notebooks‘, ‗social media icons‘, ‗website icons‘, 

‗water stain brushes‘, ‗texture stain brushes‘, and so on. Before any of the elements 

were downloaded, the Terms of Use (from here onwards abbreviated as TOU) were 

carefully read to identify if the files were allowed to be used without attribution and 

commercially. The TOU were just in case saved as PDF files, by using freeware called 

doPDF version 7, together with downloaded elements into folders in Dropbox. Drop-

box is software which synchronizes your files online and across your devices (Cloud 

Puzzle). Folders were named after the website, from where the items were gathered 

(e.g. fuzzimo.com, bittbox.com, etc.), so it would be easier to identify the source.  
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5 Development stage 

 

The following section describes in detail, how the website creation for Abja Rural 

Tourism took place. It starts by describing issues related to font and text and continues 

with the aspects related with photos. In addition, the section describes briefly about the 

development process of each page in the website content subsection, and carries on 

with issues like SEO, reasons behind building the mobile version of the website, as 

well as testing the site‘s links and button functions and its compatibility with various 

browsers. 

 

5.1 Font and text 

 

Prior to starting to write the content, it was checked from the study by Shaw (2012a; 

2012b) which serif and sans-serif are the most common in various Operating Systems. 

Based on the findings and personal preference, title font which was used on the web-

site was Trebuchet MS, with font size varying from 16-18, and the paragraph font 

which was chosen was Georgia, with font size from 12-13.  

 

All the content text was prepared in Microsoft Office Word document and copy-

pasted to the website editor while using Internet Explorer. It was noticed that by using 

Internet Explorer or Mozzilla Firefox for editing, it was possible to keep the font type 

which was used in Word document, however Google Chrome tended to change the 

font into Wix generic style. The text on the website was in most cases aligned from left 

and text was divided into short paragraphs, so that the content would not be cramped 

together and it would be easier to read the material. 

 

5.2 Photos  

 

The Abja photos were searched from online material and saved to Dropbox folder. In 

there, the photos were named clearly with the name, author and with the source web-

site abbreviation (e.g. Abja manor in winter. Abja Manor. www.abjamois.ee), so it 

would be easier to identify and to correctly indicate the source on the website.  
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Prior to uploading photos to the website, images were optimized in order to reduce 

their size. Of course it somewhat reduced the image quality, but not significantly. The 

optimization was done with FILEminimizer Pictures 3.0 program, which is a freeware 

and can be downloaded from the Internet. In some cases, it indicated that it reduced 

the photo size even by 90%, which in return would increase the website loading speed.  

 

Most of the photos were added to the website by using slideshow application. First the 

Estonian version was completed and afterwards the photos were translated for the 

English version. Every photo was named, the author was noted and a link was added 

to the original source, and if it was possible, also Alt text was added.  

 

5.3 Content of the website’s pages  

 

This section begins by describing elements placed onto the header and footer and con-

tinues with explaining the development process of each website‘s page. The pages 

which were created, and which functions and features are described are for instance, 

Home, Services (Catering, Accommodation and Activities), Attractions, Legends, Rec-

ipes, Contacts and Additional information.  

 

5.3.1 Header and footer 

 

The header of the website‘s pages display the title of the website, Abja Maaturism in 

Estonian and Abja Rural Tourism in English. By clicking on the headline, users would 

be taken back to the Home page, either to the Estonian or English version, depending 

which language they are using.  

 

In addition, users are able to switch between languages by using the flag buttons lo-

cated in the right-hand corner of the screen. British flag image corresponds to the web-

site‘s English version Home page and Estonian flag image to the Estonian version.   

 

Website‘s footer displays a copyright symbol, a year and Abja Maaturism text (e.g. © 

2012 Abja Maaturism). Moreover, since the background photo (Linseed field) was used 
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under the Creative Commons license from Herry Lawford which was downloaded 

from Flickr and therefore, requires attribution. The source is indicated in the footer, 

with the link to original material.  

 

5.3.2 Home page 

 

A gallery with current and historical photos and Mulgimaa video from Youtube were 

placed on the upper part of the page. The Mulgimaa introductive video was done by 

NPO Mulgimaa Development and is available on Youtube. The video was added to 

the website with Wix own application, which only required that the link was copied 

from the Youtube source to the video application. The Estonian version website has 

video in Estonian and the English version in English language. A short description 

about Abja was placed right below the gallery, in addition the page was enriched with 

various third-party tools, which were mainly added with HTML embedding app in 

Wix.  

 

Most of the codes of the third-party tools were available online, for instance weather 

broadcast from Ilmake.ee and Google Driving Directions, and it was merely a matter 

of customizing and copy-pasting those to the appropriate place. The weather broadcast 

displays current weather conditions in Abja-Paluoja, for instance the outdoor tempera-

ture and wind speed. By clicking on the weather widget, users would be prompted to 

the official Ilmake.ee website, where they would be able to retrieve more information 

about the current weather conditions as well as forecast for a week.  

 

Google Driving Directions already contains the destination, which is set to be Abja-

Paluoja. By entering the starting location into the application ‗From‘ field and by click-

ing the direction button, users would be forwarded to the Google Maps website, which 

would display the driving direction to Abja-Paluoja.   

 

In order to get the event calendar for Kultuuri.net, it was necessary to contact the ser-

vice provider and they sent the correct code via e-mail. Unfortunately the calendar is 

only in Estonian language. The events displayed in the calendar are for Abja and Kark-

si, a neighboring municipality, due to the fact that Abja event calendar is not regularly 
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updated. However, in November 2012 the Kultuuri.net webpage will start to operate 

under new brand name, Kultuurikava, which should also improve the event calendar 

update frequency.  

 

The bus ticket and schedule was added by merely using linking option, by clicking on 

the Tpilet image, users would be transferred to corresponding website, where they 

would be able to purchase bus tickets or merely check the schedules. Google Map 

which is displaying the location of Abja-Paluoja, was added with Wix application which 

merely required that the address and the business name needed be filled. Users are able 

to zoom in, drag the map inside the application and switch to the street view function.  

 

5.3.3 Services 

 

Since the Abja-Paluoja is a relatively small destination, it does not have wide range of 

services to offer. Service pages which were added were: Catering, Accommodation and 

Activities. Each page has approximately 3-5 services per page. Information about ser-

vice providers was checked from multiple sources, to assure that the data on the web-

site would be correct. Every service provider was shortly described, followed by busi-

ness address, contact phone, e-mail and if applicable, also homepage and Facebook 

page link.  

 

E-mail addresses were not set with direct ‗mailto:‘ option and were altered, the @ sym-

bol was replaced with [at] marking (e.g. name[at]domain.com), in order to reduce the 

spam mail. Even though it would have been possible to set e-mail addresses with ‗mail-

to:‘ link, it was recommended in Website Creation Tutorials that this should be avoided 

even with the disguised e-mails, since spam robots may still extract the address from it. 

Spam robots, also called as Spam Bots, are programs designed to search and collect 

data from the Internet for e-mail addresses posted online as hyperlink format, which 

would be later on used for distributing spam e-mails to user accounts (Gresham, 2012). 

 

An image or a logo was placed next to most of the service providers. The exception 

was with accommodation providers, which received a gallery with the photos of their 
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rooms and other facilities. In that way the visitors would be able to see the amenities 

straight away and would not have to search for those from the Internet.  

 

5.3.4 Attractions 

 

The prospective attractions and their descriptions were searched from various online 

sources and from printed materials. The sources were clearly indicated underneath the 

text and links were added to the original material. The map of attractions was made 

with Google maps - My Places function. The exact coordinates of attractions were 

searched from National Registry of Cultural Monuments and Estonian Environment 

Information, which were then copy-pasted to Google maps. Attractions contain both 

Estonian and English descriptions on the same map. By clicking on the illustration of a 

map underneath the ‗Attractions map‘ heading, a new browser window would open 

and display the map. The map has all the generic functions of the Google map. Users 

are able to print the map, send it via e-mail and save it to their Google account.    

 

Furthermore, link was added to Everyman‘s rights, so that visitors would be familiar 

with the regulations in Estonia and would remember to respect those while sightseeing.  

 

5.3.5 Legends 

 

The legends for the website were chosen from the book ―Mulgimaa Charm and Pain‖ 

written by Ms.Vainlo, which has compilation of stories from Abja area. The criterion 

was that the origin of the story should be in Abja or near the area, the legend should 

not be very long and the story should not be violent, thus would be also appropriate 

for children to read.  

 

Permission for using the legends on Abja Rural Tourism Destination website was ac-

quired via phone call from the author Ms. Vainlo. It was explained to Ms. Vainlo 

where the stories would be featured and which ones in particular would be used. She 

was content with the selection and gave permission to use those on the website (Vain-

lo, S. 24 Aug 2012). 
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After receiving the permission, the stories were typed into Word document in Estonian 

and afterwards translated into English. Translation was done with the help of various 

online and printed dictionaries. The sources of the legends are indicated under the sto-

ries on the website. 

 

5.3.6 Recipes  

 

Recipes were first searched from an online cookbook and the publisher was contacted 

in order to acquire the permission for using images and recipes on the website. The 

answer received from them stated that it is not allowed to feature their material on a 

website ‗As is‘, however it was allowed to use their image and link it to their original 

recipe or then purchase the rights for using the images and recipes. These options were 

not suitable and the alternative solution was to use recipes from blogs. 

 

After the search from blogs, four suitable recipes from two different authors were cho-

sen. The blog authors were contacted via e-mail in order to ask for permission to use 

their images and recipes on the Abja Rural Tourism website. Both authors gave their 

consent to use their material. Recipes and images on the website are linked back to the 

original sources.    

 

5.3.7 Contacts 

 

The contact page was created however, since the Abja Rural Tourism Information 

Point currently does not have a person working in the office, the page will be hidden 

on the website and can be later on made visible. Contacts page consist of description 

of Information Point services with contact information and location on Google Map. 

In addition, the page has a custom contact form, so that visitors are able to send an e-

mail directly to the Abja Rural Tourism Information Point. Users would need to fill in 

their name, e-mail, subject and content field, and after clicking on the send button, the 

e-mail would be sent to the Information Point‘s e-mail address.  
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5.3.8 Additional information 

 

Additional information is a compilation of various links which would be useful for visi-

tors in order to gather more information about the region. Links were divided into 

separate sections: Abja-Paluoja, Mulgimaa and Miscellaneous. If an organization or a 

business has a Facebook page, also this was added next to the link with the Facebook 

icon.  

 

5.4 Search Engine Optimization  

 

With Wix site optimization function, it is possible to add to every page a tile, descrip-

tion and keywords. The title consists of combining Abja Rural Tourism with corres-

ponding page, e.g. Abja Rural Tourism – Catering in Abja-Paluoja. The description was 

more elaborative and stated what information can be found from the page and from 

the destination (e.g. Delicious food and cozy dining places in Abja-Paluoja. Come and 

taste the mulgi cuisine, etc.). Finally, the keywords were chosen based on the page and 

the information on it (e.g. Abja attractions, places to see in Abja, activities in Abja, ac-

tive holiday, nature hikes, etc.). 

 

5.5 Mobile version of the website 

 

After the Abja Rural Tourism website was finalized, the mobile version was created as 

similar as possible. Unfortunately, it was only possible to build it in Estonian language 

and not in English. The reason for building the mobile site in Estonian and not in 

English was based on the thesis author‘s presumption that at the present, Abja is more 

known and visited by domestic tourists than by international visitors, although there is 

no statistical data to support this statement. In addition, according to study by Verkasa-

lo (2011, 227) the odds of using mobile Internet for browsing are around 242% higher 

when at home country, compared to roaming internationally. Thus, it is more likely 

that domestic tourists would use their Smartphone‘s Internet while visiting Abja and 

searching for tourist information, than international travelers. It could be argued that 

since Estonia has numerous free wireless locations, the international tourists would be 

able to use those instead of their mobile Internet, on the other hand, this would be 
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limit their Internet and the Abja Rural Tourism website browsing only to certain loca-

tions, while domestic visitors would be able to use their mobile Internet everywhere. 

Therefore, based on the abovementioned arguments, thesis author found that it is 

more beneficial to have the mobile version in Estonian than in English.     

 

Continuing, Wix mobile editor itself is simple to use, but when it come to customiza-

tion, it does have limited functions and it was notices that the editor does not work 

properly in Google Chrome browser.   

 

5.6 Testing  

 

Once the website and the mobile version were completed, those were tested with the 

most popular browsers, such as Mozzilla Firefox, Google Chrome and Internet Ex-

plorer, and the mobile website was checked on Android based Smartphone. The 

browser usage popularity was checked from W3Schools.com (2012b). The snapshots 

of the finalize Abja Rural Tourism website‘s pages can be seen from attachment 4 

which displays the English version and from attachment 5 which presents the Estonian 

version.  

 

The testing with the Internet browsers showed that there are compatibility issues with 

the website. The images and text elements had the tendency to shift either up or down, 

which changed the look or made the text unreadable. Sifting issues were fixed in Wix 

editor by adding transparent Shape Box into the problematic area and attaching the 

text or image onto it. This method was learned from the Wix support forum and it 

seemed to eliminate the malfunction, at least for the time being.  

 

From the loading speed, it seems that the website is faster with Mozzilla Firefox and 

Google Chrome, and with Internet Explorer it takes slightly longer to fully load. Dur-

ing the testing it was noticed that the Attractions page does take slightly longer to load 

than other pages, but this is due to the amount of content that is on the page. In addi-

tion, all the links, buttons and third-party tools were tested to make sure that every-

thing is working properly, as well as the images were looked over, to see if the descrip-

tions are correct.  
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The testing with Smartphone did not indicate any problems with the mobile site; how-

ever it is difficult to view the actual website with a phone. Even though Wix does state 

that there should not be any problems with viewing the site, it seems that there is a 

slight compatibility issue.  
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6 Further development 

 

Future development suggestions can be implemented gradually and similarly to this 

project, a co-operation could be done with a graduate student. At the moment the 

website is only in Estonian and English, in future also Finnish, Russian and Latvian 

versions can be created, to help tourists to retrieve information in their native language. 

Since Abja Rural Tourism website currently does not have a logo, one can be created 

either by a professional designer or a co-operation could be done with local citizens or 

even students. While deciding on appropriate color, it might be useful to take a look at 

Millers (2012) article about colors, brands and different associations. 

Currently there is no need for social network pages, since there is no one to update 

those on regular basis. However, when applicable in future, it is good to increase inte-

raction with visitors by creating a Facebook page, as well as Pinterest page. The social 

network logos can then be added to the header of the website. Furthermore, interac-

tion and visitor assistance can be boosted by adding an online chat or Skype and fo-

rum, as well as a feedback form and monthly/quarterly newsletter and so forth. 

Smartphone usage is certainly a growing trend and people use them more and more. 

Therefore, to make information easily accessible, it would be practical to create QR 

codes of the website to incorporate that in marketing and of attractions map, to place 

this on to the traditional information stands. A QR code stands for Quick Response 

and it is a Smartphone readable barcode (QR Stuff, 2012). It is possible to link a QR 

code with an URL, e-mail, telephone number, text, etc. A free QR codes can be easily 

created online for instance on QR Stuff website.  
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7 Evaluation 

 

The main objective of this project was to create a multilingual website for Abja Rural 

Tourism Destination, which would alleviate the absence of Abja Rural Tourism Infor-

mation Point and would offer tourism related information to visitors as well as locals. 

Since the thesis author does not have extensive HTML coding experience, the most 

suitable choice was to use Wix online website development platform, which functions 

on drag-and-drop interface and is quite easy to use.  

 

When it comes to visual design, the intention was to keep it relatively simple and to 

create a cozy, rustic feeling by using vintage inspired elements whenever possible. The-

sis author was not limited by the commissioning party, NPO Mulgimaa Development, 

in any way and was free to choose the design elements, as well as the website content. 

Visual design elements were searched from various online sources, but only those 

which were allowed free for commercial use were utilized for this project. The altering 

of images and other visual elements were done in Photoshop and Picasa, which took 

quite a lot of time to edit, since the first program was relatively new to author and it 

was necessary to learn its functions.  

 

After the website was created, a feedback for both positive aspects and suggestions for 

improvement was inquired via e-mail from the commissioning party representative Ms. 

Leskova. The response received was positive and she especially liked the linseed field 

as the background image, simple layout of the website, use of vintage design elements 

and use of various applications. In addition, she pointed out that the English version of 

the website was well done and contains lots of content, as well as the Smartphone ver-

sion of the website is great to have for visitors. For the improvement, it was recom-

mended to change the header from ‗Events in Abja and Karksi‘ to ‗Events in Abja and 

in Abja region‘, and if possible to change the Mulgimaa YouTube video starting 

thumbnail in the Estonian version, which currently displays a church, which is not lo-

cated in Abja region. (Leskova, P. 06 Nov 2012.) The first suggestion was imple-

mented, but unfortunately the second improvement can only be done by the video up-

loader.  
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At the beginning, the project implementation seemed rather daunting task due to the 

limitation of technical skills, however by reading books and experimenting with pro-

grams, the anxiety was relieved and the creation process was in fact very exciting. The 

project not only taught a great deal about different design programs, website building 

principles and inspired the author to learn more about the graphic design, but also 

taught about the historical background of the Abja area, its natural attractions and 

showed that it has great potential to be a successful tourism destination, provided that 

its resources are strategically utilized.  
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Attachments 

 

Attachment 1. Project plan  
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Attachment 2. Preliminary draft of Abja Rural Tourism website map 
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Attachment 3. Final Version of Abja Rural Tourism website map 
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Attachment 4. The website of Abja Rural Tourism – English version 

 

1. Home page  
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2. Catering 
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3. Accommodation 
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4. Attractions 
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5. Attractions (cont‘d) 
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6. Activities 
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7. Legends 
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8. Recipes 
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9. Contacts 
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10. Additional information 
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Attachment 5. The website of Abja Rural Tourism – Estonian version 

 

1. Kodu (Home page) 
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2. Toitlustus (Catering) 
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3. Majutus (Accommodation) 
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4. Vaatamisväärsused (Attractions) 
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5. Vaatamisväärsused (Attractions) (cont‘d) 
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6. Aktiivne tegevus (Activities) 
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7. Legendid (Legends) 
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8. Retseptid (Recipes) 
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9. Kontaktid (Contacts) 
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10. Lisainfo (Additional information) 

 


