93

Chapter 5
Photographic Image,
Credibility, and Consumption
of Tourism in the Digital Era

André Riani Costa Perinotto
Federal University of Piaui, Brazil

Jakson Renner Rodrigues Soares
University of Santiago de Compostela, Spain

ABSTRACT

This chapter seeks to bring the communication field and tourism closer together. In
this sense, the authors use photographic images and photography through authors
fromdifferent areas. They believe that hospitality and tourism as a transdisciplinary
field deserve a wide and transversal discussion. In addition, they seek with this work
to discuss the mediatized society, with the instantaneousness of the “digital world”
in technological devices, within the context of tourism communication. Likewise, it
seeks to promote a discussion about the importance of selecting the right tools in
the strategy to promote the tourist photographic image with regard to the theme of
marketing and communication, in the sense of reaching certain audiences (consumers,
or not, of the tourist activity). Finally, it concludes that the use of new technologies
by tourists during their stay may increase the credibility of the information disclosed
because tourists, as well as consumers, have an important role in the production
of information.
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Photographic Image, Credibility, and Consumption of Tourism in the Digital Era
INTRODUCTION

Tourism as an activity tends to be an intangible service and the photographic
image acts in this necessary sensitization, not always directly, sometimes in films,
novels and etc. Always with the photographic image as background to disseminate,
inform, disseminate and sometimes attract people to the mediated landscapes in
photographic images in different media. At this point, convergence with authors
such as Perinotto (2013), Flusser (2009), Sontag (2004) and others will provide a
debate for readers to take advantage of and understand the important dynamics of
tourism communication.

Throughout the chapter, we aim to bring the communication field of tourism
closer together, using the theory of photographic images and photography, through
authors from different areas. The theoretical discussion on this importance of the
Communication for Tourism must be posed and debated (to understand even the
relationship in which marketing is present in this relationship), such as communication,
tourism and photography (imagery). With regard to this theme, which is somewhat
broad to be debated, we seek to reflect on authors who bring subjects that cross
between Communication and Tourism, tourism and images, tourism and photography,
to give a general basis on the intricacies of the research foundation, which revolve
around these three axes.

Thus, some of these authors have been referenced, whether they are read in
books or in academic / scientific journals, such as Perinotto (2013), Urry (1996)
and Albernaz (2009). In addition to theme as Photography (history and philosophy)
and photographic images. In this item of references, one thing draws attention, there
was a concern in providing a brief report to the reader about photography and its
importance in communication. However, in order for the discussion of photography
not to be limited only to technique and history, it was necessary to deepen the
epistemology and philosophy behind photography and the photographic image. We
use the following authors: Aumont (1993), Barthes (1984), Benjamin (1994, 2006),
Flusser (2009), Lopes (1998) and Sontag (2004).

There was some concern considering that the tourist consumer travels more
and more independently of the intermediation. It informs itself and contracts
services through the internet, and that any topic raises a greater interest through
the visualization of photographic images and comments of the web pages, one can
affirm that the internet has increased the requirement for more intense and special
experiences (Sousa, 2015). Tourism as an activity tends to be an intangible service
and the photographic image can be considered as an attempt to make this service
tangible. The sources of tourist information are responsible for presenting the
destination and therefore may influence their attractiveness.
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