
DOI: 10.4018/IJCRMM.2020040101

International Journal of Customer Relationship Marketing and Management
Volume 11 • Issue 2 • April-June 2020


Copyright©2020,IGIGlobal.CopyingordistributinginprintorelectronicformswithoutwrittenpermissionofIGIGlobalisprohibited.



1

An Evaluation of Toronto’s 
Destination Image Through Tourist 
Generated Content on Twitter
Hillary Clarke, Edinburgh Napier University, Edinburgh, UK

Ahmed Hassanien, Edinburgh Napier University, Edinburgh, UK

ABSTRACT

Thisstudyaimsatevaluatingthecognitive,affective,andconativecomponentsofdestinationimage
fromtheperceptionoftouristsonsocialmedia.Thenetnographytechniqueisusedfordataanalysis
and interpretation.Througha textual content analysis approach, an interpretationofmeaningof
contentproducedfromtweetsbytouristsisconducted.Thefindingsshowthatdestinationattractions
were themostcommentedoncomponentof thecognitivecomponent.Throughout the travelling
process,touristsassessedtheaffectivedestinationimage.Itwasfoundthattourists’evaluationwasof
favourableemotionstowardsTorontoasadestination.Theconativecomponentwasassessedbefore,
during, and after visiting Toronto. Tourists provided insight into their behaviour online through
personalupdatesandinformationsharing.Theresearchoutcomesprovidescholarsandpractitioners
withgreaterinsightintothedimensionsofdestinationimageformedbyuser-generatedcontentfrom
touristsandtheirusefulnessforinformationexchangeinvarioussettings.
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1. INTRoDUCTIoN

Tourists’traveldecision–makingprocessisheavilyinfluencedbydestinationimagewhenplanning
aholidayandanintegralcomponentistheimagethatrepresentsthedestination(Cai,2002;Morgan
etal.;2004,Iwashita,2006).Thedestinationimageformationprocesstakesplacethroughastimulus
ofmediaincluding,officialpromotionalcampaigns,word-of-mouth,guidebooks,popularculture,
andthemedia(Hammett,2014).Additionally,Gunn(1988)proposestheseven-stageprocessthat
touristsusetoformdestinationimage:(1)accumulatingmentalimagesofthedestination–organic
level;(2)modifyingtheinitialimageaftermoreinformation–inducedlevel;(3)decidingtovisit
thedestination;(4)visitingthedestination;(5)sharingthedestination;(6)returninghome;and(7)
modifyingtheimagebasedontheexperience.Ontheotherhand,theemergenceofsocialmediais
influencinghowtouristsassessdestinationimagecomponents.Thestudyofsocialmediarelatingto
destinationimageisevolvingasresearchersseektobetterunderstandwhattouristsexpectandtheir
behaviouronline(Lange-FariaandElliot,2012).Fewpreviousstudiesfocusedontheroleofsocial
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mediainthetravelplanninganddestinationmarketingprocess(e.g.ChungandBuhalis,2008;Hsu
andLin,2008;O’Connor,2008).However,therehasbeenagapinliteraturethatexplorestourists’
evaluationofadestinationimageonsocialmediadespitesitssignificance(KladouandMavragani,
2015;ZengandGerritsen,2014).

Giventhedevelopmentsofnewinformationsources,suchassocialmedia,andtheinfluence
ofuser-generatedcontentonthecustomer’sdecision-makingprocess(Jalilvandetal.,2012)it is
consequentlyimportanttoconsidertheevaluationofdestinationimagefromthetouristsperspective.
Accordingly,thisstudyaimstoassesstourists’evaluationofthedestinationimagecomponentsof
TorontofromtouristgeneratedcontentonTwitter.Thisisassessedbyexploringtopicsofdestination
imagerelatedinformationexchangeonTwitterbefore,duringandaftertravellingtoTorontosoasto
assesstourists’perceptions,experiences,andlevelsofsatisfactionaboutthedestination.Inaddition,
the research will conclude with recommendations on how this evaluation of destination image
componentsonsocialmediacanbenefitdestination-marketingorganisations.

2. LITERATURE REVIEw

This section introduces and analyses previous research published about tourist generated online
contentonTwitter,destinationimageandthekeytopicsthatareconnectedtothisarea.Thiscanbe
seenthroughtheconceptualframeworkdetailedinFigure1.

2.1. Tourist Generated Content on Twitter
User-generatedcontentrefersto,“theinformationthatisdigitalizeduploadedbytheusersandmade
availablethroughtheInternet,”(Munar,2011,p.292).Itiscreatedandusedbyuserswiththeintent
ofsharingitwithothers(Kohlietal.,2015).GretzelandYoo(2008)foundthatmorethan74%of
travellersuse the commentsofother consumers as a sourceof informationwhenplanning their
holiday.Touristssharetheirevaluationandperceptionsofdestinationimageonsocialmediaand
theseevaluationscaninfluencethechoiceofthedestination;notonlyfriendsandfamilybutsocial
mediausersfromaroundtheworld(KladouandMavragani,2015).Othertouristsareseekingto
gainauthenticinformation,whichisnotalwaysavailablefromdestinationorganisations;asaresult,
user-generatedcontentisbecomingthetruthfordestinations.Sinceuser-generatedcontentisoutof
thecontrolofdestinationorganisationstheircontentappearstobemoreauthentictoothertourists.
Therefore,thisbecomesofspecialimportancegiventhesignificanceofsocialmediaandtheinfluence
ofuser-generatedcontentonthetourists’decision-makingprocess(Jalilvandetal.,2012).

User-generatedcontentonlinehasrevolutionizedthewayinwhichtouristsinformthemselvesand
othersondestinationimage,includingmethodsoftransportation,facilities,andotherhospitalityneeds
(ZhengandGretzel,2011).Touristshavetheabilitytoquicklygeneratecontentoftheirexperience
andshareitwiththemasses(OliveiraandPanyik,2015).Inthissense,consumersonsocialmedia
notonlyhavetheabilitytocontroltheinformationtheyhearbutalsowhattheywanttopassalong
(Kohlietal.,2015).Consequently,touristsarealsocreatorsanddistributorsofdestinationimageon
socialmedia(Limetal.,2012).

Twitterisoneofthemostpopularonlinesocialnetworkingservices.Itallowsuserstosendand
read140charactersmessagescalled“Tweets”.Thereareover300millionactiveusers(Twitter,2015a).
RegisteredusersareabletopostandreadTweets,butunregistereduserscanonlyreadothersTweets.

Figure 1. Research conceptual framework
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