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Abstract

Tourism and culture are strongly intertwined. People can experience culture before, during
and after their journey, both in the offline and in the online world. Arguably, the internet is among
the main sources of inspiration and information retrieval for tourists, who navigate social media and
websites to know more about the destination, its products and services. Following the developments
in tourism communication and marketing fostered by information and communication technologies,
researchers as well as practitioners have been approaching the issue of cultural difference in multiple
ways. Among them, localization describes the adaptation of online content and design to meet the
culture-bound preferences of a specific international audience. While marketing studies argue for the
benefits of this practice, there has been little research within the e-tourism domain.

Addressing this gap, the present PhD thesis examines the practice of localization and its
implications from the perspective of the Online Communication Model (OCM) (Tardini & Cantoni,
2015), which is composed of four main pillars: web content, design, managers, and online visitors.
More precisely, Chapter 2 aims at providing an overview of localization within the tourism domain,
arguing on its advantages and limitations, along with its implications for web content and design.
This objective was achieved by triangulating academic research and industry reports with examples
of cultural adaptation from destination websites.

Chapter 3 investigates whether and how heritage tourism promotion on Instagram varies
across cultures. This objective was achieved by performing both a manual and an automated content
analysis of 1744 Instagram posts published by the national tourism organizations of four culturally
different destinations: Chile, Portugal, USA, and Netherlands. Following this exploratory research,
Chapter 4 explores the integration of localization practices within the online communication strategy
developed by destination marketing organizations (DMQOs), by interviewing 11 marketing managers
and IT specialists from national tourism organizations — members of the European Travel
Commission.

Addressing cultural adaptation from a demand perspective, Chapter 5 analyzes the effect of
localizing cultural values on online visitor’s perceived image and willingness to visit a heritage site,
via two highly powered experiments with a total of 2039 participants from two culturally distant
European countries: Portugal and United Kingdom. Lastly, the methodologies of both Chapter 3 (for



the analysis of cultural values) and Chapter 5 (for the creation of the stimuli) relied on a qualitative
research (Annex) that investigated how cultural values were conveyed by visuals from European
destination’s websites.

Overall, findings show that localization extends to a wide spectrum of possible
customizations in terms of content and design, which include the adaptation of cultural values
(cultural cues) expressed by multimedia content. Even though the Internet has arguably erased
geographical borders, cultural orientations appear to be largely reflected on Instagram, a popular
social network for tourism promotion. In this regard, interviews reveal that DMOs are aware of
cultural differences and cope with them by integrating localization activities within their online
marketing strategy, with important consequences for content production and distribution. Finally,
experimental findings show that, within the European context, the localization of cultural values for
heritage tourism promotion leads to limited benefits (at best) in terms of online visitor’s perceived
image and willingness to visit — suggesting a high tolerance of participants toward incongruent
cultural values.

Providing a substantial contribution to both theory and practice, this PhD thesis sheds light
on cross-cultural differences in a globalized online world and how tourism destinations perform
localization activities to tackle these issues. Lastly, findings pose critical questions regarding the

benefits of localizing cultural values and its limitations in tourism promotion.
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Dimensions
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Chapter 1. General introduction

Localization consists in “taking a product and making it linguistically and culturally
appropriate to the target locale (country/region and language) where it will be used and sold”
(European Telecommunications Standards Institute, 2007, p. 12). According to a report by the Chief
Marketing Office Council based on 150 responses, 63% of marketers — including participants from
the hospitality and tourism industry — stated that their teams were not performing correctly or needed
to improve at localizing branded content for different markets. On the other hand, 33% claimed to be
satisfied with their performance or to be specialized in the area of cultural adaptation (Gesenhues,
2017).

To accommodate the features of a product or service to the culture of the reference market,
adaptation activities can address both content and design. For example, websites can be customized
in terms of themes, symbols, layout and navigation (Singh, Furrer, & Ostinelli, 2004). Considering
these options, localization practices in online communication can be divided into two major themes:
localization of multimedia content, which includes the adaptation of cultural values, and localization
of (website) design, which comprises the customization of cultural markers according to a specific
country (Tigre Moura, Singh, & Chun, 2016). Cultural values represent “broad tendencies to prefer
certain states of affairs over others” (Hofstede, Hofstede, & Minkov, 2010, p. 9), which transposed
to online communication refer, for example, to a preference for content emphasizing family
experiences over feelings of independence and self-reliance (Tigre Moura, Gnoth, & Deans, 2014).
Cultural markers consist of “interface design elements and features that are prevalent, and possibly
preferred, within a particular cultural group” (Barber & Badre, 1998, p. 2). These include, for
instance, the preference toward the amount and disposition of textual and visual elements within the
webpage.

Despite the relevance of culture in tourism (Egberts & Bosma, 2014), there is a surprising
lack of research investigating DMO online promotion from a cross-cultural perspective, especially
on social media (Gretzel, Fesenmaier, Lee, & Tussyadiah, 2011). In addition, a considerable gap has
been identified for what concerns the overall role of localization in tourism promotion and its effects
on online visitors (Tigre Moura, Gnoth, & Deans, 2014). Consequently, with the aim of providing

an important theoretical and managerial contribution to the e-tourism field, this PhD thesis examines
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how to analyze and localize (cultural values) in online tourism promotion. The following subsections
describe the main concepts and theories used in this dissertation project. The general introduction will
then be concluded with an outline of the thesis chapters.

1.1 Culture and cultural tourism

The United Nation World Tourism Organization (UNWTO) defines tourism as “a social,
cultural and economic phenomenon which entails the movement of people to countries or places
outside their usual environment™ (2008, p. 1) for leisure or business purposes (e.g., business tourism).
Within the leisure spectrum, cultural tourism is a type of tourism activity in which travelers” main
motivation is to discover, experience and learn about the cultural attractions of a destination, such as
museums, heritage sites, and festivals (Stebbins, 1996) — representing one of the first forms of tourism
in the Western world (Gravari-Barbas, 2018).

From a supply perspective, cultural tourism is expected to remain one of the most important
markets in the future, with an increase in number of visitors pursuing this activity and, in parallel, a
wider range of stakeholders involved in the sustainable development of the experiences surrounding
this unique resource (UNWTO, 2018). In this regard, it should be noted that while tourism flows
certainly provide economic support for heritage preservation — be it tangible, intangible or natural —
they do require proper management, especially in terms of sustainability, to avoid damaging local
resources or affecting negatively residents’ perceptions of visitors (Rastegar, Zarezadeh, & Gretzel,
2020; Muler, Coromina, & Gali, 2018). In combination with strategic management of tourist flows,
a proper marketing strategy should educate tourists about the value and uniqueness of cultural
resources as well as promote heritage attractions in a way that resonates with their cultural
background and preferences — providing meaningful and engaging contents (Egberts & Bosma,
2014).

The UNWTO defines cultural products as “a set of distinctive material, intellectual, spiritual
and emotional features of a society”” (2018, p. 13), which are so important to occupy a specific place
within the marketing and promotional plan of 55 UNWTO Member States (corresponding to 84%
of respondents to a UNWTO survey). These cultural products encompass tangible, intangible, and
natural heritage (Bonn, Joseph-Mathews, Dai, Hayes, & Cave, 2007), along with contemporary art

expressions and local lifestyle — offering visitors a wide range of intellectual and multisensory
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experiences (Stebbins, 1996). In this regard, cultural tourism can be described as “special interest
travel where the culture of a host country is an important factor in attracting tourists” (Reisinger, 1994,
p. 24). Therefore, from a supply viewpoint and within the scope of this PhD thesis, cultural and
heritage tourism will be used as interchangeable terms. In fact, even contemporary art and living
cultures can arguably be considered constituents of heritage, as their foundations rely upon (recent or
remote) past social values and they start belonging to “history” as soon as they are created (Timothy,
2011).

These resources or attractions — depending on the perspective — not only are the testimony
of the past and present identity of any destination, but can also shape its values, living traditions and
customs. Prototypical examples of such interdependency can be the influence of water (and water
management) on the definition of the Netherlands and Dutch national identity (Terlouw, 2014); the
instrumental role of the Alps in the construction of a Swiss identity and nation (Zimmer, 1998). In
this regard, iconic sites include the Jungfrau-Aletsch in Switzerland (2020) and Kinderdijk in the
Netherlands (2020), both natural heritage attractions with UNESCO status.

1.2 Measuring culture and cultural values online

Culture is a challenging concept that has more than one hundred definitions (Wallerstein,
1990). This PhD thesis adopts the one provided by Hofstede et al. (2010), who define culture as “the
collective programming of the mind that distinguishes the members of one group or category of
people from another” (p. 6). According to these scholars, cultures are observable and comparable at
the national level along cultural dimensions: constructs that serve to measure the relative distance of
countries in terms of cultural values. Hofstede’s et al. (2010) theories have been widely used (and
criticized) by scholars in the field of cross-cultural communication (Ess & Sudweeks, 2006) and
international marketing (de Mooij, 2019; Samaha, Beck, & Palmatier, 2014). This PhD thesis focuses
on three dimensions of national cultures: Individualism vs. Collectivism (COL-IND), Power
Distance (PD), and High-Context vs. Low-Context communication (HC-LC) — the latter being, in
fact, developed by the American anthropologist Edward Hall (1976). The arguments behind the
choice of these dimensions will be presented in the concerned thesis chapters. The cultural

dimensions are outlined as follows.
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The dimension of COL vs. IND refers to the degree of interconnectivity among people.
Societies with a more individualist culture are characterized by looser ties among individuals, who
assign a higher value to self-reliance and independence (as “I”’); while more collectivist cultures
privilege a higher degree of interdependence among people, who are part of a stronger in-group and
identify themselves with it (as “we”) (Hofstede, Hofstede, & Minkov, 2010). From a tourism
perspective, COL can be associated with family-and-friends experiences (“we” centered), whereas
IND can be reflected by feelings of escape and freedom (“T” centered) (Tigre Moura, Gnoth, &
Deans, 2014).

The dimension of PD describes the extent to which a society accepts and expects power
inequalities: the higher the score on this dimension, the more individuals prefer to depend on
authorities — avoiding contradicting their views (Hofstede, Hofstede, & Minkov, 2010). From a
tourism perspective, following the literature on the operationalization of this dimension (e.g.,
Winterich, Gangwar, & Grewal, 2018; de Mooij, 2017; Zhu, Anagondahalli, & Zhang, 2017), high
PD can be associated with content emphasizing status, power and authority’s recommendations;
whereas, low PD can be expressed by highlightings on peer-to-peer communication with “fellow
tourists.” The dimension of PD is also negatively correlated with COL-IND — that is, countries that
score high on PD are also likely to be more collectivist, while individualist countries are typically
closer to the low PD pole (Hofstede, Hofstede, & Minkov, 2010).

The dimension of HC-LC describes the extent to which societies assign importance to non-
verbal cues in their messages. Cultures with a stronger HC orientation priviledge more indirect
messages, where most of the information is left to the physical context or internalized by the speaker,
whereas LC cultures prefer direct, explicit communication (Hall, 1976). From a tourism perspective,
LC messages can be operationalized as a focus on tangible attributes of a product or service, such as
quality and price; whereas HC communication can be translated into emphasis on intangible aspects,
such as entertainentment and socialization (Tigre Moura, Gnoth, & Deans, 2014). The dimension of
HC-LC is strongly connected with COL-IND — in the sense that collectivist cultures tend to engage
in HC communication, whereas individualist societies prefer LC styles (Kitirattarkarn, Araujo, &
Neijens, 2019). For this reason, in Chapter 5, it was decided to integrate HC and LC within the COL-

IND dimension to create the experimental stimuli.
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Communication and marketing research indicates that such cultural orientations are also
reflected online, influencing the choice of content published by companies (e.g., Singh, Zhao, & Hu,
2005) as well as the behavior of online visitors or potential customers (e.g., de Mooij, 2019).
Surprisingly, little research has addressed tourism promotion from a cross-cultural perspective (Tigre
Moura, Gnoth, & Deans, 2014). In addition, no studies have been found for what concerns the
analysis of (heritage) tourism promotion on social media. Addressing this gap would be particularly
relevant given the intercultural nature of international travel and the frequent online touchpoints
between the destination (the sender of the message) and the wannabe traveler (the receiver) — taking
place on social media and other platforms. Addressing this topic, researchers advocate that a better
knowledge of the receiver’s cultural background can make communication and marketing strategies
more effective (Amaro & Duarte, 2017) — adapting content in a way that resonates with the cultural
orientation of the addressed audience.

In conclusion, adressing this untapped research opportunity, Chapter 2 provides an overview
on culture and localization in tourism promotion, while Chapter 3 investigates the expression of
cultural values within the context of social media marketing — which arguably represents the most

important reason to use localization in tourism promotion.

1.3 Localizing tourism promotion

Within the context of online communication, the localization of cultural values generally
consists of tailoring the values conveyed by website or social media content to match those of online
visitors from a specific country. In other words, the values expressed by the online outlet become
congruent with those of the public of interest (Singh & Matsuo, 2004).

The supporting argument for localized (vs. standardized) promotion is that as people grow
up in a certain culture, they accustom themselves to a specific system of values, beliefs and
perceptions. Consequently, they tend to respond positively to advertising messages that are congruent
with their own culture and value system (Zhang & Gelb, 1996). This dynamic is connected with the
theory of the self, whereby products or services that reflect values that are relatable to the self-image
of the consumer will be preferred over those that do not (Dolich, 1969). There is also another element
that provides support to the use of localization practices in the tourism domain: the importance of

visitors’ experience at the destination as object of promotion.
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Tourism represents the forefront of experience creation and delivery (Oh, Fiore, & Jeoung,
2007). On the same lines, DMO websites and social networks are meant to virtually anticipate the
holiday experience (Molinillo, Liebana-Cabanillas, Anaya-Sanchez, & Buhalis, 2018), triggering
visitor’s hedonic motivation (Tigre Moura, Gnoth, & Deans, 2014). Destination stakeholders do not
simply sell a product and its characteristics. Instead, they try to capture visitor’s imagination and
desires with highly experiential content, drawing on histories, myths, and other culture-bound
associations to sell a highly iconic product (Sternberg, 1997). As van Leeuwen (2001) describes,
iconography, like semiotics, is about the existence of layered meanings: the denotative or
representational meaning (e.g., a picture showing a group of people at a heritage site) and the
symbolic or connotative meaning (e.g., visitors can enjoy the heritage experience with their family,
their in-group), whose meaning entirely depends on the cultural background of the interlocutor.

Localization activities also include the translation of textual content from the source
language “A” of the sender to the target language “B” of the receiver. Within the tourism context,
translation is generally considered as a crucial element to make content understandable to the
reference audience (e.g., Cappelli, 2008). In addition, scholars argue that properly translated content
also leads to better positions in search engines — simply because the content matches with the
language and expressions used in search engine queries formulated in the addressed international
market (Achkasov, 2015). Given the widespread recognition of the importance of translating content,
this PhD dissertation does not investigate translation effects when testing cultural adaptation
effectiveness (see Chapter 5) — instead it focuses on less explored areas, like the effects of localizing
cultural values on online visitors’ perceptions and intentions. Yet, this PhD thesis does account for
translation in all the other chapters, including when exploring the type of localization activities used
by national tourism organizations (see Chapter 4).

Marketing literature addressing the concept of localization reaches divergent conclusions
with respect to its effectiveness and usefulness. On the one side, there is research showing that
Western European consumers are not sensitive to culturally adapted commercials in terms of COL-
IND (Janssen & Hornikx, 2019; Hornikx & de Groot, 2017). Within the e-tourism domain,
experimental research combining localized (congruent) cultural values with website design
manipulations shows negative effects of adapted communication on online visitor’s perceptions and

intentions toward an imaginary destination, which — according to the scholars who conducted the
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study — can be a consequence of reduced novelty in favor of familiarity (cultural congruence) (Tigre
Moura, Gnoth, & Deans, 2014).

On the other side, research indicates that national (cultural) differences can play a role in
terms of perceived complexity and liking of ads. For example, a study shows that Belgian
respondents — characterized by a higher-context culture, where people arguably prefer implicit, artful
language — perceive ads with visual metaphors as less complex and more appealing than Dutch
respondents — a lower-context culture, with a preference for explicit, task-related communication
(Hornikx & le Pair, 2017). In addition, scholars argue that when creating a website for an international
audience, it is important to have content reflecting their cultural background (Singh, Zhao, & Hu,
2005) to improve attitude and purchase intention (Bartikowski & Singh, 2014; Baack & Singh,
2007). On the same lines, cultural differences are also found to affect (banner) advertising
effectiveness (Mdller & Eisend, 2010), purchase likelihood (He & Wang, 2017) and product reviews
(Song, Moon, Chen, & Houston, 2018).

The discrepancy on the effects and benefits of localization in tourism promotion highlights
a largely untapped opportunity for experimental research, which can be of great interest for both
academics and practitioners. Addressing this gap, Chapter 4 and Chapter 5 investigate localization

activities from a supply and demand perspective respectively.

1.4 Outline of the dissertation

This PhD thesis investigates the issue of cross-cultural differences and localization in
tourism promotion following the four main components or “pillars” of the Online Communication
Model (OCM) proposed by Tardini and Cantoni (2015) (Figure 1.1). Within the scope of this
dissertation project, the pillars can be outlined as follows: content, design, managers, and visitors.
Each pillar constitutes the focus of one or more chapters within the main narrative of this PhD thesis.
In fact, the OCM components are not meant to be considered as stand-alone elements. Instead, they
all contribute to build the iterative circle of online communication, with DMQOs (third pillar) creating
and managing website design and multimedia content (first and second pillar), following their

business goals and users’ needs (fourth pillar).
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Figure 1.1. Main chapters of the PhD thesis in relation to the OCM pillars.

Chapter 2

What is
localization?
How does it apply
fo tourism?

Analysis of
academic research,
industry reports,
and examples of
localization.

OCM Pillar 1 & 2:
Content & design

(Mele & Cantoni, 2018)

Chapter 3

Does cultural
fourism promotion
on Instagram differ

across cultures?

Manual and
automated content
analysis of posts
promoting cultural
fourism.

OCM Pillar 1.
Content

Chapter 4

How do destination
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Chapter 2: Cultural localization of web content and design

Considering the limited knowledge surrounding the topic of cultural localization in tourism,
this book chapter triangulates academic articles with industry reports and examples from the web to
tackle four main points (Mele & Cantoni, 2018). First, the reasons why localization in tourism online
communication can be beneficial. Second, a description of the steps required to integrate it within a
promotional strategy. Third, an overview of different localization practices involving web content
and design, including examples from DMO websites. Lastly, the issue of over-localization is

discussed with respect to the loss of perceived novelty that it may cause.

Chapter 3: Cross-cultural differences in tourism social media promotion

Moving from a broader view on cultural influences on tourism online communication and
localization practices, this article uses the cultural dimensions of COL-IND, PD, and HC-LC in a
manual content analysis to explore cultural value differences in Instagram posts (n = 1744) promoting
cultural tourism (Mele, Kerkhof, & Cantoni, Under review). The research focuses on the images and
captions published by the national tourism organizations of Chile, Portugal, USA, and Netherlands.
The visual analysis not only considers the themes that convey certain cultural cues, but also how these

are communicated by including image mise en scene dimensions (shot composition, angle, and

18



scale). In addition, an automated content analysis is conducted using the software LIWC2015 to

examine the relationship between cultural orientation and linguistic style of destinations’ posts.
Chapter 4: Localization activities from the perspective of DMOs

As cultural orientations appear to influence online communication in tourism, how do
DMOs cope with cultural differences within their marketing plan? This paper adopts a qualitative
research design to investigate whether and how cultural adaptation strategies are used by the
members of the European Travel Commission (ETC) (Mele & Cantoni, 2017). The organization
comprises 33 national tourism organizations, committed to strengthen sustainable tourism
development in Europe. A total of 11 ETC members participated to 30-minute interviews tackling
the following areas: (a) state of localization practices within the organization; (b) required market
research for web copywriting; (c) most important localization activities; and (d) use of key

performance indicators to measure localization effects on online visitor’s perceptions and intentions.
Chapter 5: Localization effects on online visitors’ perceived image and willingness to visit

Within the spectrum of localization practices, the adaptation of cultural values is arguably
one of the most discussed activities in marketing research. Two preregistered, highly powered
experiments —with a total of 2039 participants from Portugal and UK —are conducted following a 2
(COL vs. IND) x 2 (high PD vs. low PD) x 2 (country: Portugal vs. UK) between-subject design to
test localization effects on participant’s perceived image and willingness to visit a Dutch heritage site,
Kinderdijk (Mele, Kerkhof, & Cantoni, 2020). The study also considers the direct and moderating
effect of heritage interest, a factor measuring the general appeal of participants toward heritage
tourism. Lastly, perceived image is analyzed in relation to Kinderdijk (Study 1) and to the

recommended experience at the destination (Study 2).

Annex: Cultural value representation in tourism visuals

Both the content analysis of cultural values and the experimental studies testing localization
effects (see previous chapters) benefited from a previous qualitative, exploratory analysis of tourism
visuals from a cross-cultural perspective (Mele & Lobinger, 2018). More precisely, this research
investigated the relationship among cultural values, visual content and visual style in tourism pictures
(n=95) — published by European DMOs — following theories of visual semiotics and cross-cultural

communication.
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1.4.1 A mixed methods approach to analyze localization

As the combination of qualitative and quantitative methods testifies, this PhD dissertation
analyzes localization activities using a mixed methods approach. This research design allows
researchers to gain a richer understanding of a phenomenon of interest and its context, combining the
strengths and opportunities of different methods (Johnson, Onwuegbuzie, & Turner, 2007).

With reference to the thesis chapters, taking a step back from localization activities, the
research in Chapter 3 used a quantitative content analysis to investigate the promotion of cultural
tourism on Instagram from a cross-cultural perspective, considering Hofstede’s et al. (2010) and
Hall’s (1976) cultural dimensions: Collectivism vs Individualism, Power Distance, and High-
Context vs Low-Context communication. A quantitative content analysis is a research method that
can be defined as “the systematic assignment of communication content to categories according to
rules, and the analysis of relationships involving those categories using statistical methods” (Riffe,
Lacy, & Fico, 2014, p. 3). The chosen method simplified cultural cues by assigning them to numbers,
which were then analyzed in terms of frequency to answer questions, such as “how many times were
individualist cues emphasized in post images published by the Portuguese national tourism
organization? Did the occurrence significantly differ from the other destinations?” Quantitative
content analysis can be applied to images (e.g., Stepchenkova, Kim, & Kirilenko, 2014), videos (e.g.,
Pan, Tsai, & Lee, 2011) and text (e.g., Singh, Zhao, & Hu, 2005), also with the aid of programs that
conduct the analysis for the researcher — that is, automated content analysis. In Chapter 3, we used a
(manual) content analysis for post images and caption (text) as well as an automated content analysis
exclusively for post captions to analyze the influence of cultural orientation on linguistic styles.

After identifying and measuring the presence of cultural differences on the web, we used
semi-structured interviews in Chapter 4 to investigate how destination marketing organizations
would cope with them; whether cultural adaptation (localization) was an activity they would consider
in their marketing strategies and how they would integrate it. Regarding the employed method,
interviews are a qualitative technique used to grasp the viewpoint of people (the interviewees) on a
specific topic, with a focus on diversity rather than quantity. Semi-structured interviews are an
appropriate approach to conduct “descriptive, exploratory research in a new area of inquiry”
(Bickman & Rog, 2009, p. 25), where the interviewer can add new questions if unexpected, relevant

elements arise from the conversation with the interviewee. As all qualitative methods, interviews can
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help outline and describe complex processes — valuing their richness — and reveal angles that have
not been considered previously by the researcher (for more details, Gubrium & Holstein, 2001).

After having identified different types of localization activities, in Chapter 5 an experimental
design was used to test the effects of one of them, the localization of cultural values, on participants’
perceptions and intentions. Experiments are a quantitative method used to investigate causal
relationships between one or more independent variables and (one or more) dependent variables. For
the causal relationship to exist, these conditions must be true: (1) the cause must precede the effect;
(2) any time the cause is present, the effect occurs; and (3) the cause must be present for the effect to
take place. This research method has some specific characteristics: (1) the intentional manipulation
of the independent variable(s); (2) the use of controls, such as random assignment of participants to
one or more condition; (3) measurement of the dependent variable(s) that should show the effect of
the manipulations. The first and the second point are what differentiates experiments from other
techniques (Kirk, 2012). In Chapter 5, the conditions were represented by webpages showing
manipulated cultural cues to participants, while the dependent variables — that is, the object through
which the researcher measures the effect — were perceived image and willingness to visit a heritage
site — both of them measured through items presented in an online questionnaire (for more details,
Section 5.3.2).

The coding book for the manual content analysis in Chapter 3 as well as the experimental
conditions (Chapter 5) were developed with the aid of a previous qualitative, semiotic analysis of
tourism pictures published by destination marketing organizations (Annex). A semiotic analysis is a
technique used to explore how visuals create meaning through a combination of signs (Pennington
& Thomsen, 2010). In the research reported in the Annex, this method was employed to examine
which signs (e.g., a happy-looking family having lunch) would communicate certain cultural cues
(e.g., Collectivism) and which mise en scene characteristics would emphasize them (e.g., the
proximity of the viewer to the scene, making him / her part of the event). A semiotic content analysis
does not simplify signs into numbers, instead it discusses their characteristics and their relationship
with the object expressing them, the knowledge of the viewer as well as with the broader cultural
context to which the (visual) signs belong (e.g., Smith, 2018; Pennington & Thomsen, 2010).
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Chapter 2. Cultural localization of web

content and design’

Abstract

The globalization of the tourism industry has been made possible thanks to ICTs. From a
communication viewpoint, Internet does not know political borders, but still experiences linguistic
and cultural ones. This situation requires that publishers provide both a linguistic and a cultural
translation of their messages. Only caring for such a comprehensive “localization” will ensure being
understandable and attractive for people with different cultural backgrounds. The chapter analyzes
(1) the reasons why localization in tourism online communication is needed (with a focus on tourism
destinations and cultural tourism); (2) the main needed activities to provide it. It also discusses (3)
different practices and strategies (presenting a few cases), as well as (4) the issue of how much
localization is needed, and when it may become counter-productive, making the destination too much

similar to one’s own experience at home.

! This chapter is published as: Mele, E., & Cantoni, L. (2018). Localization of tourism destinations' websites: theory
and practices. In M. Bielenia-Grajewska, & M. Cortés de los Rios (Eds.), Innovative Perspectives on Tourism
Discourse. Pennsylvania: IGI Global. doi:10.4018/978-1-5225-2930-9.ch008.
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2.1 Introduction

According to the statistics released by the World Tourism Organization of the UN
(UNWTO), the number of international tourist arrivals reached 1.186 billion globally in 2015 and
they forecast to mark 1.8 billion by 2030, with a growth of 3.3% a year (UNWTO, 2016).
Information and Communication Technologies (ICTs) play amajor role in supporting and enhancing
this phenomenon. Nowadays, tourism players are able to make their services and products more
accessible for the publics they want to address. The availability of such information allows
prospective tourists to find — first of all — inspiration while browsing the Web. A recent study
conducted by Google (2016) in USA shows that one out of three accesses the Internet without a
concrete place in mind. Referring to this dynamic, research underlines that Search Engine
Optimization (SEO) is a crucial component for Destination Marketing Organizations (DMOs) that
want to attract people from key markets (Pan, 2015).

According to a report elaborated by Euromonitor International (2014), 87% of prospective
travelers make use of the Internet for travel planning, 45% look for trip ideas, and 31% look for
inspiration by watching videos (Figure 2.1). Hence, it becomes easier to realize why tourism players
are involved into this set of practices. An interesting study by Achkasov (2015) examines these
dynamics from a cross- cultural viewpoint. More specifically, the researcher shows that SEO can be
considerably enhanced by assisting it with a proper cultural adaptation of website keywords.
Answering queries in a local language would allow tourism-related businesses to prevail over the
stiff competition that characterizes the online environment. Among the innovations, it is important to
underline that online visitors can share and retrieve information from their peers on the web about
products and services. This dynamic allows them to decrease risks and uncertainties arising from the
intangibility of tourism services. Indeed, reading comments provided by other tourists allows them
to assess the quality of the offered service as well as visualize it in their minds (Park & Nicolau, 2015).

According to Euromonitor International (2014), online travel sales will experience a steady
growth by 2017. Among the categories included in the study, there are accommodation,
transportation, and tourist attractions. Such projections certainly stimulate destination stakeholders to
better understand (i) how to adapt their products and services online; and (ii) how to shape their

communication strategy according to the reference markets. Addressing these aspects, a study
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conducted by Michopoulou and Moisa (2016) analyzes the role of cross-cultural backgrounds in
differentiating the way travelers plan their holidays on the web. More specifically, the researchers
refer to elements like lead-time for the preparation of the trip, flexibility, and attention to service
details. Managerial implications for such outcome point at the need to implement tailored
communication strategies according to the audience of reference, a need that includes the importance
of accurate translation to make the content accessible.

Figure 2.1. Consumer research, shop, and engage about travel.
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Translation of multimedia content needs to be supported by adaptation of services and
experiences, which best fit the needs of the reference market (Mele, De Ascaniis, & Cantoni, 2015).
Indeed, researchers highlight that when online visitors experience information overload, the ability
of processing alternatives or options considerably decreases as well as their positive impression
regarding the image of the destination (Rodriguez-Molina, Frias-Jamilena, & Castafieda-Garcia,
2015). As opposite to this negative experience, Chung et al. (2015) observe that perceived relevance
and usefulness of online content, together with continuous usage, are important triggers for travelling
to a destination. At this point, it is important to underline that the need for content tailoring does not
only concern the marketing sphere of tourism: it covers the full communication spectrum of it. More
specifically, sharing information regarding tangible or intangible heritage on a destination website
requires attentive cultural translation and adaptation (Mele, De Ascaniis, & Cantoni, 2015).
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Modifying the granularity of the description regarding local heroes, religious, historical, or culinary
elements allows content editors to transmit a piece of knowledge that is “sustainable”. The latter is
meant here as the capacity of the recipient to understand and act according to the message sent by the
publisher. An example of such dynamic is the adaptation of local narratives describing heritage sites
at the destination, in an effort to transmit their value to visitors (and encourage respect) (Ndivo &
Cantoni, 2016).

The above-mentioned dynamics show that while the Internet does not know political
borders, it does still experience linguistic and cultural ones. Hence, this situation requires publishers
to provide both a linguistic and cultural translation of multimedia contents, including texts, images,
and layout (Cantoni & Tardini, 2006). This set of activities is part of the so-called “localization”,
which entails all those processes that aim at “modifying products and services to account for
differences in distinct markets” (LISA, 2007, p. 11). Hence, only caring for such comprehensive
adaptation will ensure being understandable and attractive for people with different cultural
backgrounds.

Given these premises, the chapter analyzes (1) the reasons why localization in tourism online
communication is needed (with a focus on tourism destinations and cultural tourism); (11) the main
needed activities to provide it. It also discusses (111) different practices and strategies (presenting a
few cases), as well as (1V) the issue of how much localization is needed, and when it may become

counter-productive, making the destination too much similar to one’s own experience at home.

2.2 What is localization?

The Localization Industry Standards Association (LISA), a former Swiss-based trade body
specialized in the translation of computer software, described localization as “the process of
modifying products or services to account for differences in distinct markets” (LISA, 2007, p. 11).
Starting from this definition, it is possible to list and outline its main components.

The first part “The process of modifying products or services” (p. 11) clarifies that
localization is to be understood as a process and not as a punctual activity. Namely, it involves a series
of practices that continue and change over time. This also highlights the importance of having
qualified personnel that decides, manages, and evaluates them, in order to assess their validity and

suitability toward the market of reference. Moreover, to ensure the optimization of resources, this
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process can be supported by cultural translation as well as integrated with standardized elements. For
instance, an oven produced in Switzerland and sold in China and Russia will need certain
components to be adapted (e.g. voltage) and others standardized (e.g. size). The second part “[...] to
account for differences in distinct markets” (p. 11) specifies that localization is meant to answer
markets with diverse characteristics. Namely, there is the need to adapt specific features of a product
or service to make it usable for a given audience. Concerning this aspect, the International Standards
Association (1SO) defines usability as the degree to which a specific public can use an artifact, within
a precise context, to reach specified goals with efficiency, effectiveness, and satisfaction (1ISO 9241-
11, 1998). For example, to make a software usable for the Chinese audience, at the engineering stage
programmers need to include the possibility to insert special characters in the textual content.

From a communication perspective, in both segments of the definition it is possible to find
links with the four pillars (i.e. key elements) of the Online Communication Model (OCM) (Inversini
& Cantoni, 2014). The researchers explain that online communication needs certain conditions to be
effective and efficient. Their characteristics will be briefly outlined here to contextualize the definition
of localization into the realm of the Web. The first and second pillars contain all
contents/functionalities and the user interface of a website. Text, pictures, and layout often undergo
the process of localization to make them apply to new requirements. The third pillar represents
experts that create, manage, and evaluate the website, along with the adaptation process involved.
The fourth pillar refers to the users of the website, without whom online communication does not
take place. Thus, specialized personnel (third pillar) manages localization activities of online contents
and user interface (first and second pillar), to account for the needs of a specific audience (fourth
pillar). The OCM includes also a fifth element, the context, which encompasses all info-competitors
of a specific destination website, shaping the expectations of online users while retrieving information
to plan their holidays.

The European Telecommunications Standards Institute (ETSI) (2007) provides a definition
of localization enriched with other important facets. More specifically, it is described as “taking a
product and making it linguistically and culturally appropriate to the target locale (country/region and
language) where it will be used and sold” (p. 12). This definition can be divided into different

segments to illustrate and contextualize its components.
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The first segment “Taking a product and making it linguistically and culturally appropriate”
(p. 12) focuses on two principal factors. First, the importance of providing an artifact (e.g. a website)
whose contents and instructions, for instance, are expressed in the language of a specific audience.
Second, culture-dependent characteristics of the product need to be adequate to receivers. The second
segment “...] to the target locale (country/region and language) where it will be used and sold” (p.
12) specifies that the receivers (i.e. the market) can be identified with a geographical region, from
where a website will be accessed. Given the focus on the usage of the artifact, it is important to draw
aconnection between this aspect and the other two ones mentioned above. Namely, a study by Barber
and Badre (1998) explains that culture, including language, can affect the usability of any piece of
software to the point that, in case of strong incompatibility, the local public avoids using it. To express
this dynamic, the researchers present the term “culturability”. For instance, websites in Arabic should
have graphics and important messages with an orientation from right to left, instead of center or left
to right for American ones. Lack of attention toward these aspects can affect negatively the online
user experience, going beyond the comfort zone of the visitors (Barber & Badre, 1998).

Consequently, once transposed to websites, localization describes all those activities that aim
at adapting components like layout, information architecture, navigation as well as text, pictures, and
videos (Tigre Moura, Gnoth, & Deans, 2014). To better understand all the phases that lead to this
decision, it will be useful to introduce the Lingo diagram (Figure 2.2), developed by the American
Translators Association (2002). Originally thought as a scheme to guide the adaptation of products
for a given marketplace, it will be used here to provide an example of the steps that lead to the
localization of a website.

The outer layer “Globalization™ describes the process of conceptualization of a website for
international markets. This includes the discussion among stakeholders regarding how many
different versions are needed to address specific key publics. The second phase is the
“internationalization”, where programmers engineer the website in a way that it will also support
different characters as well as text orientations. This step is of great importance, because it reduces
the future financial costs of adapting the communication channel for specific markets. Indeed, instead
of creating another website for the Chinese audience, for instance, it is possible to create beforehand
a software that allows both Latin and Mandarin characters. Hence, while “Globalization” is about the

conceptualization and mapping of the website, “‘Internationalization” is the actual construction of the
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artifact in a way that it will support the adaptation for different publics. The third step is
“Localization”, which includes the activities mentioned above, focusing on one specific audience.
Finally, the inner circle “Translation” describes the activity of online translation and SEO experts
transposing the source language “A” into the receivers’ language “B”, making the content accessible
for the reference audience as well as ensuring the presence of keywords to answer queries from local
search engines (Achkasov, 2015).

Figure 2.2. The LINGO diagram.

Existing research highlights the role of localization from several different perspectives.
Addressing this issue with a quantitative approach, a study by Alexander et al. (2016) examines
differences for design attributes among Australian, Chinese, and Saudi Arabian websites for
government, news and media. Results show their usage significantly varies across nations (i.e.
identified in the study as representative of national cultures), including cultural-dependent
preferences for layout, multimedia, and textual content. Discussing the research outcome, the
scholars point at the need to think globally and act locally to gain the attention of the local audience,
by accommodating the website according to their specific cultural needs and preferences.
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On the same lines, a previous study by Mushtaha and De Troyer (2014) proposed a
conceptual model to support the design of websites according to the culture of the reference audience.
More specifically, the researchers indicate five different stages, containing “‘cultural markers”, which
provide designers and content editors with a view of all website elements that need to be considered
according to the needs of the company (i.e. from rather international websites to highly localized
ones). Even though this chapter is not meant to provide more details on their components, what is
essential to mention is the importance they attribute to the existence of different degrees of
localization for a website. Indeed, according to the precise context and preference of a company (also
in relation to its audience), distinct online communication strategies may coexist at the same time.

Examining localization practices within the ecommerce domain, Bartikowski and Singh
(2014) analyze the effect of such process, defined here as “website cultural congruity (WCC)” (p.
246), on attitude toward the website, and trust in the online vendor. Results show that WCC
positively affects online consumer behavior, particularly for those companies with weak equity
brands (i.e. monetary value of a brand name). Nevertheless, findings highlight that high levels of
WCC does not affect strong equity brands. At this regard, Bartikowski and Singh (2014) add that for
high-risk decisions (e.g. booking a tourist service) the identity of strong equity brands could be diluted
and suffer from it. Consequently, they suggest a moderate localization activity to (I) make the

information accessible for the local audience and (11) still challenging them with novelty.

2.3 Why to localize in the tourism online domain?

In the first section of this chapter, we have illustrated an overview of the context that
surrounds localization activities in the tourism online domain. More information will be provided
here regarding existing studies that justify the need for adaptation, along with its limitations and
diverging lines of thought.

Addressing this last perspective, this section will start with the hotel business, which is often
regarded as the most globalized tourism industry (Yu, Byun, & Lee, 2014). According to research,
also with the support of the Internet, the dynamic of globalization is responsible for an increasing
homogenization of international markets’ preferences and needs (Liu, Guillet, Xiao, & Law, 2014).
In their study, Liu et al. (2014) question such statement by mentioning the difficulties that

standardized hotel services encounter internationally. Indeed, visitors from different countries may
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want to experience the local flavor of the destination while experiencing accommodation services.
Given the importance of standardization for well-established and large international hotel companies,
the researchers aim at grasping a better understanding of the issue by exploring the preferences for
hotel pricing policies across cultures. More specifically, the study examines whether there are
differences regarding this matter between Chinese and Western customers. Results show that, apart
from travel behavior, there are no diverging preferences for pricing, including room rates and
refundability when booking online. Such outcome suggests that for major hotel brands complete
localization of rate restrictions may be not needed, with special regard to these two markets. However,
Liu et al. (2014) underline that pricing is only one component of marketing and management
strategies. Moreover, the scholars add that market research plays an instrumental role for the analysis
of needs and preferences of hosting cultures, before deciding what direction to take. As concluding
remarks, Liu et al. (2014) state that more research is needed regarding the ““glocalized” approach,
located in the middle of a continuum between standardization and localization.

On the same lines, an experimental study performed by Tigre Moura et al. (2014) highlights
the limitations of cultural adaptation for online tourism marketing. More precisely, following the
cultural theories developed by Hofstede’s et al. (2010) and Hall (1976), the researchers develop four
fictitious tourism websites to be explored by a sample of 400 Australian students. After the navigation
following the standard experimental protocol, survey results show that the highly adapted ones (i.e.
two out of four) lead to lower willingness to travel than the other two, with opposite cultural values.
Tigre Moura et al. (2014) motivate such outcome by stating that in the context of leisure tourism,
high cultural congruency does not appear as an appropriate solution. In other words, novelty elements
have the power to stimulate prospects’ imagination positively, when visiting destination websites for
hedonic purposes (i.e. pleasure seeking). Hence, it is possible to resume that both studies by Liu et al.
(2014) and Tigre Moura et al. (2014) point at the limitations and (possible) negative effects of highly
localized marketing strategies for tourism-related websites. While this could be misinterpreted as a
discouraging signal for employing adaptation activities, the following part of this section will show
in fact the opposite.

The construct of novelty is one of the central components of travel motivation. This appears
clearly in both the well-known definition provided by UNWTO (2014) and the study developed by
Lee and Crompton (1992). More specifically, the latter defines it as “the degree of contrast between
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present perception and past experience” (p. 733) and adds that novelty represents the antithesis of
familiarity. In other words, online visitors will access destination websites seeking for inspiration
from and information about (perceived) new experiences. If prospective tourists are already familiar
with the contents displayed online, this may provoke boredom and loss of interest. Indeed, the higher
is the knowledge about the destination, the lower is the interest in relying on external information
sources (Toyama & Yamada, 2012).

Addressing these dynamics, a study developed by Toyama & Yamada (2012) explores the
relationship between destination satisfaction, familiarity, loyalty, and novelty, with the precise
purpose of going beyond the novelty-familiarity continuum. As opposite to theories classifying these
two concepts as opposite, (in the context of TV commercial) empirical data show no significant
correlation between them. Examining their relationship as segregated constructs in the context of
domestic cultural tourism in Japan, results show that both novelty and familiarity contribute to
destination loyalty. Furthermore, there is no relationship between familiarity and tourist satisfaction.
Addressing such results, the scholars argue that tourists are willing to reduce the risk of disappointing
experiences and, at the same time, they are novelty seekers. Consequently, they suggest destination
marketers to focus on novelty, while providing enough information to increase familiarity and
decrease the uncertainty related to service consumption (Toyama & Yamada, 2012). From an online
communication perspective, this digression shows that novelty and familiarity need to coexist on
destination websites. Furthermore, context and market of reference dictate the optimal balance
between them. This also explains why highly localized marketing strategies do not seem to work in
the tourism context, where novelty seeking is so important. Indeed, providing an image of the
destination too similar to one’s knowledge or home experience may suffocate the trigger to travel to
foreign countries. Such flexibility needs to account both for familiar and standardized elements (see
above) in online communication.

Underlying the importance of localization strategies to account for cross-cultural differences
in the tourism domain, a study by Cho and Sung (2012) examines their effects on information value
and performance evaluation. Taking the case of the Korean National Tourism Organization (KNTO)

website (english.visitkorea.or.kr), the scholars test components of these two constructs for Chinese,

Korean, and US-American publics. Confirming the study hypotheses, among the results it is

important to mention here that travel information appears to be more important for Korean
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participants. Whereas, new adventures and sensational activities principally attract the interest of US-
Americans. Also involving cultural characteristics, the evaluation of user friendliness shows a lower
score from U.S. users. Cho and Sung (2012) argue that this outcome may be due to the preference
for explicit and detailed communication, which is typical of a relatively low-context culture like the
US-American one.

Within the tourism online domain, cultural tourism certainly poses major challenges in terms
of content selection and adaptation. The richness of information available, for instance, for museums
and heritage (both tangible and intangible) requires careful adaptation when displayed on tourism
websites. Indeed, visitors from different countries may have little knowledge regarding the topic or
they may feel overwhelmed by the density of provided contents. Researchers warn against the
dangers of providing a copious amount of information to online visitors, causing a less positive
impression of destination image (Rodriguez-Molina, Frias-Jamilena, & Castafieda-Garcia, 2015). A
study developed by Ardissono et al. (2012) specifies that cultural heritage is probably one of the
favorite domains for researchers and experts in personalization techniques. With the support of the
web, prospective visitors can access contents at any moment of the tourist experience, creating a
continuum where interests change according to previous and current experiences, knowledge, and
other characteristics. Within the European area, researchers highlight the necessity for heritage
revival to inform prospects about the historical and cultural richness that characterizes Europe.
Egberts (2014) defines this concept as the possibility to make heritage live again, “[...] creating a
meaningful historical experience for the audience [...] offering opportunities for personal
development and self-expression” (p. 16). With the innovations brought by ICTs, in particular the
Internet, cultural and heritage institutions have the possibility to establish sustainable relationships
with existing key publics as well as opening conversations with new markets (Egberts, 2014).

Given the role of National Tourism Organizations (NTOs) in promoting the destination
mostly to international publics (Pike, 2008), an exploratory study by Mele et al. (2015) aims at
analyzing the online representations of World Heritage Sites (WHSs) for the US-American and
Italian audience. By applying the framework developed by Tigre Moura et al. (2014) (with several
adaptations), content analysis shows differences in terms of cultural values, reflecting most of
Hofstede’s et al. (2010) classification. For example, the Italian version for the Old Town of Zamos$¢

(Poland) focuses more on past power structures and notorious artists than the US-American version
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does. Addressing this aspect, it is possible to argue that such difference may be due to transposition
of different cultural values for Power Distance when creating online contents for these versions. More
precisely, this cultural dimension describes the relative preference for power discrepancies in society
and, in the tourism context, the possibility to refer to famous people related to the destination like
politicians, artists, and others (Mele, De Ascaniis, & Cantoni, 2015). As observed by Hofstede et al.
(2010) the Italian cultural score on this dimension is relatively higher than the US-American one. As
concluding remarks, Mele et al. (2015) add that such differences between versions show the interest
of content editors and marketing managers in adapting WH online contents, to account for cultural
differences in distinct markets.

Consequently, conveying information online about the heritage and history of a destination
is an important challenge for content editors, who need to adapt information without falling into
negative stereotypes or fictitious realities. In this sense, localization of cultural heritage online offers
the possibility to notice a shift of the very concept of glocalization. Indeed, as Salazar (2005, p. 631)
describes it:

“[...] whereas in its original micromarketing meaning glocalization referred to tailoring global products to

particular circumstances, in the case of tourism [...], it involves tailoring local [...] products (representations of

heritage and culture) to changing global audiences (international tourists coming from various parts of the world
and with different preferences)”

While the researcher examines this concept within the context of local tour guiding in
Indonesia (Salazar, 2005), it is possible to apply it here to understand why for NTOs localization
practices are important, from the broader perspective of overall communication of attractions and
experiences to the role of culture as a competitive advantage to attract international tourists. More
specifically, when communicating information about, for instance, heritage sites or sacred festivals,
adaptation activities should aim at making them “sustainable” for the audience. In other words, a
message that can be “sustained” and “integrated” by the interlocutor.

Within website domain, these messages can take the form of storytelling (described by
locals), which aim at capturing the attention of online visitors to rise their awareness (or promoting
behaviors) regarding the importance of certain features of the destination. Localization plays an
important role here, because it consists of all the activities that content editors employ to make online

communication effective for publics with different cultural backgrounds (Mele, De Ascaniis, &
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Cantoni, 2015). Innovation Norway website (visitnorway.com) provides an example of storytelling

localized uniquely for the English-speaking audience (Figure 2.3). The text belongs to a webpage
dedicated to the historical Olav’s Mine in the UNESCO WHS town of Raros (Norway). The first
objective here is to stimulate the fantasy of online readers with the use of affective language (e.g.
“minerals are flashing shared of blue and green [...]”). The second objective is to raise their
awareness regarding the symbolic and historic importance that the site has for the local population
(here represented by the interviewee). Finally, both the focus on experience and the use of
comparisons (i.e. “...] as big as 21 football fields”) aim at increasing the visualization of the place
in the mind of online visitors before they arrive at the destination.

Figure 2.3. Innovation Norway (2016). The legacy of the miners. Retrieved November 8, 2016, from
visitnorway.com/places-to-go/trondelag/rorosAvorld-heritage/

The legacy of the miners

Arne Carlsen is the last man standing in the depths of the historical Olav's Mine in the UNESCO World Heritage town of Roros. “This is
a utterly beautiful place to contemplate about life,” says the 57-year old janitor.

Text: Morten Andre Samdal

Also addressing the importance of ICT-mediation in tourism online communication, a study
by Ndivo and Cantoni (2016) aims at examining the need for heritage interpretation for the rock-
hewn churches of Lalibela, a WHS in Ethiopia. The scholars claim that it is instrumental to provide
a story that involves the widest audience possible, presenting them the meanings related to the site.
In addition to that, they suggest that the goal of heritage interpretation is not only to provide
information, but also to transmit the importance of the WHS, appeal at visitors’ imagination, and
persuade them about the necessity to preserve the site for future generations. Discussing the results,
the researchers highlight that effective communication together with proper explanation contributes
to visitor satisfaction (Ndivo & Cantoni, 2016). From this point, it is easy to understand that prospects
can benefit from diverse multimedia contents that can be localized in several different ways according

to needs and context.
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2.4 What can be localized and how?

With the process of localization, marketing managers and content editors can create a more
effective communication strategy for key markets. Within the tourism domain, novelty and affective
language necessarily support this activity, to account for the novelty-seeking nature of most tourists
that go beyond their everyday life to experience something different. In this respect, the importance
of localization resides in the fact that it provides valuable contents to prospects, reducing the
uncertainty connected with the fear of unsatisfactory experiences and of visiting unknown places.
From the perspective of cultural tourism, adaptation activities give access to “sustainable’ online
contents regarding heritage and history. Thus, destinations can inform international travelers in
advance regarding the importance and value of certain attractions for the local population. Such
strategy should aim at promoting better behaviors on site and understanding between hosts and
visitors. From a supply viewpoint, this signifies the integration of “glocalized” strategies that
according to audience and context (e.g. season) may focus more on standardized or tailored contents.
Given the nature of localization as a process, rather than a punctual activity, DMOs need experts that
deal with layout and content creation, update, and assessment, to secure its effectiveness over time.
However, because of the challenging nature of tourism, with online visitors coming from several
different countries, NTOs’ managers face the need to integrate these processes into their operations.
To clarify these dynamics, the following section will provide a few cases regarding what can be
localized and how, together with interpretations from marketing and cultural perspectives.

Addressing these issues, a study by Mele and Cantoni (2016) collects information regarding
several aspects of adaptation practices at eleven NTOs that are part of the European Travel

Commission (ETC) (etc-corporate.org). Among the results, interviews show that the headquarters of

these organizations work in close relation with their branches in key markets to tailor contents and
create ad-hoc campaigns to attract international tourists to the destination. The majority of
interviewees (eight out of eleven) declare that their companies retrieve data by conducting surveys
and other studies at different stages of the tourist experience, together with the collection of
information made already available by other entities. The outcome of market research then serves as
a direction for the improvement of content tailoring on destination websites (Mele & Cantoni, 2016).

Focusing now on the actual localization practices, this section will start with one of the most important
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multimedia contents for inspiring potential visitors: destination images. At this regard, it is important
here to underline that pictures that populate websites are also meant to allow visitors to visualize the
place, to anticipate the experience, and feel the location before actually getting there.

Several studies focus on the importance that these elements have to capture the attention of
the audience and influence the creation of destination image when browsing the web. However, a
few of them examine the role of culture in the creation of visual representations (Stepchenkova, Kim,
& Kirilenko, 2014). At this regard, a study by Stepchenkova et al. (2014), in the context of inbound
tourism in Russia, provides interesting insights regarding how the cultural profile of US-Americans
(i.e. relatively low Uncertainty Avoidance and adventurous), for instance, matches with their
preferences for rural areas and suburban neighborhoods. A preference shown in the pictures taken at
the destination, portraying the places where locals actually live (Stepchenkova, Kim, & Kirilenko,
2014). From the supply side perspective, localizing images includes avoiding offensive contents and
showing ad-hoc ones from tailored campaigns. To provide an example, Figure 4 and Figure 5 are
respectively the two-second largest pictures on the homepages of the Chinese and US-American
editions of Tourism Ireland (ireland.com).

Starting from Figure 2.4, the cartoon invites in a playful way to explore the main attractions
in Ireland. From a cultural viewpoint, it is possible to argue that the image expresses different values
compared to the US-American one. First, there is a clear focus on entertainment, highlighted by the
use of cartoons and affective contents. Indeed, both colors and joyful expressions of the characters
contribute to this factor. Second, at least five sections portray family-related activities. Referring to
the framework elaborated by Tigre Moura et al. (2014), the former corresponds to the soft sell
approach category, meaning that High Context cultures prefer a promotional approach based on
intangible, affective, and entertaining cues. The latter (i.e. family-related activities) corresponds to the
family theme, more suitable for Collectivist cultures, which privilege pictures of families and groups
of tourists. Consequently, this is in line with the cultural theories developed by Hall (1976) and
Hofstede et al. (2010), which respectively describe China as a High Context and relatively high
collectivist national culture compared to U.S. In this sense, it is important to underline that cultural
scores assigned by Hofstede et al. (2010) can only be understood from a comparison among different
national cultures. Moving now to Figure 2.5, it is possible to argue that the values displayed there

relate to the themes of independence and adventure (Tigre Moura, Gnoth, & Deans, 2014). This can
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be deduced from both textual content (i.e. “Get ready for an adventure”) and wild nature into the
foreground, with a few adventurers crossing a suspended bridge. Once again, it is possible to see a
connection with Hofstede’s et al. (2010) theories, describing the US-American culture as relatively
more individualistic (e.g. focusing on independence and self-reliance) and lower on Uncertainty
Avoidance than the Chinese one. From a managerial viewpoint, asking local experts to create visual
contents can allow, as in the example, a more appropriate match with the culture of the key market.
While this maintains the novelty elements of the destination, it can be a powerful way to ensure that
online visitors remember what they have seen, carrying a mental souvenir from the website

experience.

Figure 2.4. Tourism Ireland (2016). Irish Cartoon. Retrieved November 9, 2016 from discoverireland.cn

Another key element of destination websites that should be localized is textual content.
Addressing this area, a study by Cappelli (2008) tackles several issues regarding translation activities
and the role of translators for tourism websites. Moreover, she says that “whenever the term
‘translation’ is used, it subsumes both translation and localization [...] two inseparable processes as
far as promotional tourist websites are concerned” (p. 109). Within this peculiar realm, the scholar
highlights the importance of accounting also for the source code, which must include keywords that
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give search engines powerful hints about the content of the website to improve organic results in

specific markets.

Figure 2.5. Tourism Ireland (2016). Northem Ireland: get ready for an adventure. Retrieved November 9, 2016 from
ireland.com/en-us/

NORTHERN IRELAND

Get ready for an adventure

The paper also presents important specifications regarding the very nature of tourism-related
text, reporting that it has specific features and modes. In addition to that, it must be considered as a
multifaceted and multidisciplinary discourse that can reach diverse levels of specialization according
to the topic and the audience. Textual content of tourism websites needs to answer to global readers,
who have different values, interests, and preferences when searching for information on the web.
Consequently, the professional translator needs to tackle both technicalities related to the linguistic
level and the promotional aim of the message itself. The latter is achieved by careful selection of
keywords and key phrases when localizing contents for a specific audience. These must be relevant
and mostly placed in the first paragraph of a webpage. To achieve the first objective, the scholar
suggests using keyword popularity tools (Cappelli, 2008). One last aspect that is important to mention
here is the specific role of internationalization, which has already been mentioned above. More
specifically, this process aims at simplifying the original textual content to facilitate the consequent

adaptation activity performed by the expert (Cappelli, 2008). On the same lines, a study by Achkasov
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(2015) underlines the scope of web translation and localization to provide meaningful (for the
audience) as well as optimized content (to answer to local queries).

Providing more details on the topic, Cantoni and Tardini (2006) mention that apart from
linguistic translation, also all the other elements that vary across countries must be localized too.
Reporting here some of them, dates, currencies, unit of measures, laws, regulations, customs,
uniforms, and historical notions may bear no clear meaning for individuals belonging to cultures that
are distant from the destination (Cantoni & Tardini, 2006). To provide an example of text localization
practices, Figure 2.6 and Figure 2.7 belong respectively to the Italian and US-American editions of
Austrian National Tourist Office (austria.info).

Figure 2.6. Austrian National Tourist Office (2016). Salisburgo. Retrieved November 10, 2016 from
austria.info/it/destinazioni/citta/salisburgo

Salisburgo

Famosa in tutto il mondo per aver dato i natali al genio musicale
Wolfgang Amadeo Mozart, Salisburgo e anche una citta arricchita
dalla fortezza di Hohensalzburg che la domina, dal Castello di
Hellbrunn e i suoi giochi d’acqua e da musei. Una citta tutta da
scoprire.

Both texts provide a brief description of the city of Salzburg in Vienna (retrieved from the
same website on different editions). However, they present several differences between them (as well
as similarities). First, Figure 2.6 has a bigger amount of words (n = 48) than Figure 2.7 (n = 32).
This is not due to the nature of the language, but the contents themselves. Indeed, Figure 2.6 shows
a finer granularity than the US-American version, mentioning the name of a fortress (i.e. “fortezza di
Hohensalzburg”) and a castle (i.e. “Castello di Hellbrunn™), for instance. The latter instead mentions
in a generic way the main attractions (i.e. “‘churches, castles, and palaces™) and adds the fact that the
city isa UNESCO WHS. Moreover, it provides information regarding the geographical location of
the city of Salzburg (i.e. “Capital of SalzburgerLand”).

From a cultural perspective, one may argue that the text for the Italian audience shows more
signs of High Context (for the soft sell approach) (Tigre Moura, Gnoth, & Deans, 2014) than the US-
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American version does. Indeed, the former mentions the richness provided by the monuments (i.e.
“una citta arricchita da [...]”), choreographed water features (i.e. “I suoi giochi d’acqua”), and the
pleasure of discovery (i.e. “una citta tutta da scoprire”): all elements that relate to experience or
entertainment. They might also suggest an ancient baroque middle-European atmosphere through a
quite obsolete style (“dato 1 natali”, “’che la domina”, “giochi d’acqua™), elements that are not
highlighted in the US-American edition. In comparison, this one appears more direct, listing precisely

some city’s main features.

Figure 2.7. Austrian National Tourist Office (2016). The baroque city of Salzburg. Retrieved November 10,
2016 from austria.info/us/where-to-go/cities/salzburg

The baroque city of Salzburg
Capital of SalzburgerlLand

Salzburg, the birthplace of Wolfgang Amadeus Mozart, is
dominated by churches, castles and palaces. Its picturesque old
town is a UNESCO World Heritage Site.

Referringagainto Hall’s (1976) theories, this interpretation reflects the status of Italy as High
Context culture compared to the Low Context US-American one. From a marketing perspective, the
presence of more content for the Italian audience may be justified by the fact that the predominant
Italian segment that visits the webpage may have already heard about the names of those attractions
(hence, valuable information), while the US-American one may not. Indeed, this example also shows
the importance of avoiding showing pieces of content that may not make sense for culturally and
geographically far online visitors, who may be overwhelmed by the amount of content. Finally, the
US-American version of the text provides more hints related to artistic and historic features like the
referral to the baroque period and the status of UNESCO WHS. Even for this case, the choice and
adaptation of content may be dictated by preferences of the reference audience.

In addition to pictorial and textual contents, another element presented here is the localization
of destination themes. From a visitor perspective, tourism as an experience economy gathers a series
of perceived attributes, which include atmosphere cues (e.g. physical design of a hotel or a

neighborhood) and memorabilia (e.g. souvenirs) (Gao, Scott, & Ding, 2016). These and other
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attributes can group under one theme, connecting together several experience and service elements
into visitors’ mind (Agapito, Valle, & Mendes, 2014).

Research by Agapito et al. (2014) underlines that ICTs can enhance visitor experience at the
destination and the identification of core themes can help coordinate experiential offerings.
Moreover, these constructs present at least three main advantages. First, they contribute to the
planning and marketing of powerful experiences. Second, they originally group together several
resources to attract specific key markets. Third, destination themes influence visited places as well as
the way tourists behave in the host environment. Gao et al. (2016) add that, supported by the power
of storytelling, a theme helps travelers provide meanings to what they experience, group their
impressions, and strengthen their memories about it. Furthermore, the construct can also help
promote sustainable behaviors. Depending on the availability of services, products, and attractions,
destination marketers can build different themes according to the preferences of the publics. Hence,
“an effective theme is dramaturgical, and can be an idea, a subject [...] that determines the elements
applied to create the experiential context” (p. 3). However, the scholars also report that such choices
should be culturally relevant for the intended audience (Gao, Scott, & Ding, 2016). This is the reason
why localization processes can enhance the communication of destination themes, diversifying them
also according to the cultural profile of online visitors from specific countries.

To provide an example of destination theme localization, two cases from the same NTO will
be provided and interpreted separately. Both contents (Figure 2.8 and Figure 2.9) appear on the top
of the Hungarian NTO’s website homepage (different versions). The first theme “Por los cafés de
Budapest” (in English: “Around the cafés of Budapest”) is dedicated exclusively to the Spanish
audience. The textual content invites online visitors to learn about literary culture in Budapest by
visiting some of the most important historic cafés, where XX century elite authors spent their time.
In addition to that, the writer underlines that these are symbolic places for the city of Budapest.
Strengthening and supporting the textual message, the banner on the background shows a lively (and
colorful) environment with several groups of people (supposedly both tourists and locals) tasting
typical culinary products. In other words, from a marketing perspective, content editors are promoting
the theme of cafés and literature as a fil rouge that visitors can follow to explore an interesting cultural

aspect of the city, linked with its artistic, literary, and culinary tradition.
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The second theme is from the homepage of the Italian edition of the Hungarian NTO’s
website (Figure 2.9). Exclusively for this audience, the theme is “Budapest, la capitale amica dei
ragazzi e dei bambini”’ (in English: “Budapest, the friendly capital for kids and babies”). Starting from
the textual content, the message wants to provide a series of experiences that can be fully enjoyed by
both adults and children, listing several attractions like parks, miniature trains, and playgrounds. In
addition to that, the last line mentions the importance of security, smart decisions, and low-cost
experiences. As a support, the banner shows a child happily eating an ice cream on the edge of the
riverside (i.e. the Danube) and on the foreground sport-related activities with an artistic cityscape.
From a marketing perspective, all contents aim at transmitting a strong sensory experience,
suggesting the possibility to explore Budapest following the common denominator of the family

theme (which is supported by a series of products and services).

Figure 2.8. Hungarian National Tourist Office (2016). Por los cafés de Budapest. Retrieved November 11, 2016 from
es.gotohungary.com/

J POR LOS CAFES DE BUDAPEST

Para conocer los aires literarios de Budapest nada mejor, que a través
de sus innumerables cafés. La tradicion de frecuentar a estos sitios al

BN principio del Siglo XX por la élite literaria de la ciudad ya habra pasado,
pero siempre nos queda este ambiente particular en un entorno
inmejorable. No nos olvidemos de hacer una paradita en estos sitios
emblematicos de Budapest

DESCUBRE LAS
REGIONES DE

() Leer MAS HUNGRIA

From a cultural viewpoint, one may argue that the Italian theme shows more signs of
Collectivism than the Spanish one does. Indeed, apart from showing a picture with groups of tourists,
the text of the latter does not refer explicitly to any group or family-related activity. On the contrary,
this is evident for the Italian edition, where both the banner and the textual content support the family

theme. By operationalizing with Tigre Moura’s et al. (2014) suggested framework, such observation
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goes toward a different direction from what Hofstede’s et al. (2010) suggests regarding these two
cultures, with Spain being relatively more collectivist (i.e. higher integration into in-groups) than Italy
is. For this specific piece of content, the answer probably resides in the fact that the preferences of the
predominant website audience prevail to a certain extent over cultural values transposition and
cultural localization. The clear reference to cost advantages of family holidays in Budapest for the
Italian audience also supports the previous statement. Indeed, even though the Italian national culture
is described as being a relatively High Context one (Hall, 1976), following the framework by Tigre
Moura et al. (2014), this can be a sign of Low Context, referring directly to the monetary value of the
experience (instead of maintaining the overall entertainment-related spirit of the discourse).
However, in this case the reference to costs can relate to () the economic concerns that may arise
while planning a family holiday; and/or (11) the willingness of marketers to compete (on price) with
other family destinations.

Figure 2.9. Hungarian National Tourist Office (2016). Budapest, la capitale amica dei ragazzi e dei bambini. Retrieved November
11, 2016 from it.gotohungary.com/

BUDAPEST, LA CAPITALE AMICA DEI
RAGAZZ| E DEI BAMBINI

Una citta fatta apposta per essere goduta da tutti, grandi e piccol.

benvenuti a Budapest! La capitale ungherese é piacevolissima anche

per i ragazzi. tra parchi e aree giochi, trenini e attrazioni di ogni genere, i

pils giovani (e spesso anche i loro genitor) possono davvero godersela

In sicurezza, con inteligenza e poca spesa.
ESPLORA LE
REGIONI

() PER SAPERNE DI PIU DELL'UNGHERIA

Following the adaptation of pictorial and textual contents, together with core themes, the
localization of layout and content disposition is also an important issue to be addressed by content
managers. Indeed, while European online visitors usually scan contents from the upper left corner,

Avrabic users start from the upper right corner (Alexander, Thompson, & Murray, 2016). Such
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difference requires several changes, for instance, in the orientation of the menu bar and the location
of the most important contents for the destination marketers. The two figures below (Figure 2.10 and
Figure 2.11) are screenshots of the upper part (including menu bar layout) of Myswitzerland.com
(myswitzerland.com), the Swiss NTO’s website, for Deutschland and Gulf countries editions.

While the promotion of the experience does not vary (in English: “Winter magic in the
city”), the disposition of the menu bar, textual content, and logos change according to the selected
edition, with the purpose to ensure the best experience possible to online visitors with different
cultural backgrounds. In addition to that, the rectangular banner promoting St. Moritz does not appear
for the Gulf countries edition, being probably an ad-hoc commercial for the German market.

From a theoretical viewpoint, this specific preference for content orientation is a cultural
marker. Barber and Badre (1998) define this concept as “interface design elements and features that
are prevalent, and possibly preferred, within a particular cultural group” (p. 2). Consequently,
localizing layout and content disposition to account for a different cultural marker (from the
perspective of the destination) is of paramount importance to preserve the usability of the website for
a specific audience. The scholars add that, by applying the analogy of tourism experiences to the web,
it is easy to understand that, on the one side, new and unusual environments are pleasant during the
exploration phase. On the other side, when there is the need to accomplish a precise task (e.g. find the
highlights of the country) in an efficient way, a culturally unfamiliar layout can be frustrating (Barber
& Badre, 1998).

Figure 2.10. Switzerland tourism (2016). Homepage. Retrieve November 11, 2016, from myswitzerland.com/de
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Figure 2.11. Switzerland tourism (2016). Homepage. Retrieve November 11, 2016, from myswitzerland.com/ar
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This last section of the chapter has presented a few cases of localization activities on
European NTOs’ websites, to provide an overview of what website elements can be adapted and
how content editors, designers, and programmers can achieve adaptation. Moreover, it has included
examples of cultural attractions. In all instances, localization activities appear to coexist with novelty
elements, with the purpose of fueling imagination as well as facilitating information search for users
with different cultural backgrounds. Future research will provide other innovative perspectives on the
impact that localization activities have on specific publics and the cost advantages that such practices
could bring to NTOs that wish to perform cultural translation. This will also include the creation of
Key Performance Indicators (KPIs) to assess the effectiveness of such strategies via A/B testing or

other experimental procedures.

2.5 Future research directions

Among future and emerging trends, research indicates the growing importance of one-to-
one online marketing and the complete customization of tourism experiences (Neuhofer, Buhalis, &
Ladkin, 2015). At this regard, a study developed by Neuhofer et al. (2015) underlines that with the
integration of ICT in business strategies, tourism and hospitality industry needs to move toward a
more meaningful and personalized service for travelers. The scholars add that innovative DMOs are
already moving toward this direction, by providing customization options on their websites to modify
trip planning, maps, activities, and price ranges according to the personal needs of a specific online
visitor. As conclusion of their results regarding especially the hospitality sector, the researchers state
that due to stiff competition, tourism commoditization, and high visitor expectations, ICTs need to
support differentiation strategies to make a business competitive (Neuhofer, Buhalis, & Ladkin,
2015). From the computer science perspective, also a research done by O’Neill et al. (2011) in the
context of cultural heritage digitized content underlines the necessity of assisting specific users by
providing personalized answers to their preferences and needs.

Although these new directions are pushing online communication toward mass-
customization of online contents, differences among languages and cultural backgrounds will always
be present among prospective tourists. Hence, for multimedia content collection and selection on
DMO websites there will still be the need in the future to take into consideration the theory of

“common ground”, saying that two individuals having a conversation (in this case destinations and
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online visitors) need to have shared knowledge to have a meaningful exchange (Clark, 1985). Given
the international nature of tourism, this realm is particularly sensitive to such dynamics. Indeed, only
taking into consideration aspects related to textual contents, there are several elements (e.g. religion,
history, dates, and measures) that require attentive localization according to the culture of the intended
audience. Nevertheless, as illustrated in the sections above, the tourism and hospitality industry is a
particular case where localization and familiarity need to coexist with novelty. Hence, future research
directions will employ experimental settings to understand how to strike the right balance between
familiarity and uniqueness. As shown in Figure 2.12, we hypothesize that according to the level of
familiarity presented online (via localization activities), perceived destination attractiveness in the
mind of website visitors varies accordingly.

More specifically, in Section 1 there would be almost no familiarity with online contents
(i.e. a highly challenging environment), together with low understanding and consequent low
attractiveness. Section 2 represents an area that includes the exact balance between the two variables.
Section 3 shows that with high degrees of familiarity and localization, perceived destination
attractiveness would decline again (i.e. a negative effect). Finally, future research directions will also
include the possibility of going beyond national cultures by addressing more specialized ones, like

winter sport practitioners or pilgrims of a given religion.
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Figure 2.12. A hypothetical curve showing the relation between perceived destination attractiveness and website

familiarity.
I 3
Attractiveness
Section 1 Section 2 Section 3
of N
Familiarity

2.6 Conclusion

The chapter analyzes (1) the reasons why localization in tourism online communication is
needed (with a focus on tourism destinations and cultural tourism); (I1) the main needed activities to
provide it. It also discusses (111) different practices and strategies (presenting a few cases), as well as
(IV) the issue of how much localization is needed, and when it may become counter-productive,
making the destination too much similar to one’s own experience at home. The collections of present
studies, together with our contribution highlight the need of localization and cultural translation to
enhance online communication, especially for NTOs” websites. Moreover, the chapter highlights
three important aspects in tourism industry. The first one is the possibility to integrate localized
contents and communication strategies with standardized elements, to optimize the use of resources
and tailor contents only where needed. Second, within the context of marketing destination websites,
localization activities should aim at decreasing the uncertainty of travel experiences, without
suffocating or diluting the novelty and uniqueness of destinations in the mind of prospects. Third,
adaptation processes not only are important for marketing purposes, but also for communication
ones. Indeed, they help content editors make information sustainable for online users, promoting

responsible behaviors and attitudes at the destination. Finally, the chapter also highlights the relation
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between website usability and culture, by showing the role of localization in making information
retrieval (IR) more efficient and effective for a specific audience before the travel experience. In other
words, adaptation activities ensure the presence of specific cultural markers (e.g. layout and content
disposition) that facilitate user navigation on the website, without compromising the novelty of the
destination.
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Chapter 3. Cross-cultural differences in

tourism social media promotion?

Abstract

A lack of cross-cultural research has been identified regarding cultural tourism promotion on social
media. Using the dimensions of Collectivism-Individualism, Power Distance, and High-Context vs.
Low-Context communication, we content analyze cultural value differences in Instagram posts
promoting cultural tourism — published by the national tourism organizations of Chile, Portugal,
USA, and Netherlands. In addition, an automated content analysis is conducted using the software
LIWC2015 to examine linguistic differences between collectivist and individualist destinations’
posts. Findings show that cultural tourism promotion on Instagram differs across cultures,

highlighting the importance of adapting online content when addressing culturally distant markets.

Keywords: Cultural Tourism, Cultural Values, Tourism Communication, Instagram, LIWC2015

2 This chapter is under review as: Mele, E., Kerkhof, P., & Cantoni, L (Under review). Analyzing cultural tourism
promotion on Instagram: a cross-cultural perspective.
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3.1 Introduction

Culture and history are among the most important resources for a destination to attract
visitors and both fall within the scope of cultural tourism (Timothy, 2011). Researchers as well as
practitioners argue that to capture the attention and interest of a broad public, marketers must link
cultural attractions to an engaging narrative, while using information and communication
technologies — like social media —to deliver their contents and trigger interactions (Egberts & Bosma,
2014).

Popular social networking sites include Twitter, Facebook, and Instagram, where destination
marketing organizations, including national tourism organizations, post information on attractions
and events, while inviting followers to share their own experience and opinion through images,
videos or text (Usakli, Kog, & Sonmez, 2017; Roque & Raposo, 2016; Hays, Page, & Buhalis, 2013).
Among them, since its launch in 2010, Instagram has grown to become a popular photo-based
platform for brand awareness (Ye, Hashim, Baghirov, & Murphy, 2018) and cultural tourism
promotion (Lazaridou, Vrana, & Paschaloudis, 2017).

Tourism promotion leads inevitably to challenges related to cultural differences (Egberts &
Bosma, 2014), including the preference for certain product themes over others (e.g., focus on price
vs. emotions) as well as communication styles (e.g., direct vs. indirect). In this regard, scholars argue
that to design an effective international marketing strategy that resonates with the cultural background
of a specific geographical market, it is important to investigate how the organizations from that area
communicate online (Tsai & Men, 2012). This is relevant because, from a demand perspective,
research shows that culture affects customer-brand relationship on social media (Hudson, Huang,
Roth, & Madden, 2016), visitor’s interests (Hsu, Tien, Lin, & Chang, 2015), and online purchase
decisions (Goodrich & de Mooij, 2014) — highlighting the need to account for cultural differences
with customized social media strategies (Tsai & Men, 2017). The recognition of the role of culture
inonline communication has sparked the birth of several studies on the analysis of cultural differences
on the web from a supply viewpoint (Tigre Moura, Singh, & Chun, 2016), including destination
websites (Tigre Moura, Gnoth, & Deans, 2014). In this regard, calls have been made for further
research on visuals (Stepchenkova, Kim, & Kirilenko, 2014) and social media (Amaro & Duarte,

2017) from a cross-cultural perspective, because of the influence that these channels have on tourist’s
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intentions (Molinillo, Liebana-Cabanillas, Anaya-Sanchez, & Buhalis, 2018). Furthermore, despite
the relevance of cultural attractions for tourism destinations (UNWTO, 2018), there is a surprising
lack of cross-cultural research addressing their online promotion, not to mention social media
marketing.

Addressing this gap in the literature, the present research explores how cultural tourism is
promoted on Instagram from a cross-cultural perspective, taking as reference the official accounts of
the national tourism organization of four culturally different countries: Chile, United States,
Netherlands, and Portugal. To achieve this objective, we first conducted a manual content analysis of
cultural values expressed by Instagram posts promoting cultural tourism. More precisely, we
analyzed post captions along the dimensions of Collectivism-Individualism, Power Distance
(Hofstede, Hofstede, & Minkov, 2010), and High-Context vs. Low-Context communication (Hall,
1976); while post images were examined in terms of Collectivism-Individualism and mise en scene
dimensions (Pan, Lee, & Tsai, 2014). Finally, using the Linguistic Inquiry and Word Count (LIWC)
2015 software (Pennebaker, Boyd, Jordan, & Blackburn, 2015), we performed an automated content
analysis of post captions to examine whether the Instagram posts from more collectivist destinations
(Chile and Portugal) differed from those published by more individualist ones (United States and
Netherlands) along twelve LIWC2015 linguistic categories.

3.2 Literature review

3.2.1 Culture and cultural tourism

While there are more than one hundred definitions for the concept of culture (Kroeber &
Klukhohn, 1952), they all share two common points: culture is a way of living built upon a system
of shared meanings and it is conveyed from generation to generation through this very system
(Danesi & Perron, 1999). Using a metaphor, Hofstede et al. (2010) describe culture as “the collective
programming of the mind that distinguishes the members of one group [...] from others” (p. 6).
Cultural values constitute the core of this collective programming and they describe general
predispositions to prefer certain ways of living over others. According to those scholars, cultures can
be analyzed and compared at the national level along cultural dimensions: constructs that allow

researchers to examine the relative position of countries in terms of cultural values.
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Although the existence of national cultures has been criticized by scholars, who raise the
issues of cultural heterogeneity and national divisions (Shiag, Khalid, Akram, & Ali, 2011; Jones,
2007), research shows that countries can be reliably distinguished along a series of cultural values
(Minkov & Hofstede, 2011). Furthermore, within the spectrum of cross-cultural theories (Minkov,
2011), we argue that the intelligibility and parsimony of Hofstede’s model (Kirkman, Lowe, &
Gibson, 2006) make it particularly suitable for a quantitative content analysis of online
communication. For this study, three cultural dimensions have been used — namely, Collectivism-
Individualism (COL-IND), Power Distance (PD), and High-Context vs. Low-Context
communication (HC-LC).

The dimension of COL-IND describes the level of interdependency among individuals.
More precisely, in individualist societies people are expected to be self-reliant and as they grow up
they learn about the importance of independence (as “I”); whereas collectivist societies assign the
identity of the individual (as “we”) to strong in-groups, like extended families and friends (Hofstede,
Hofstede, & Minkov, 2010). Widely used by researchers to analyze the expression of cultural values
in both visual and textual communication (e.g., Pineda, Hernandez-Santaolalla, & Rubio-Hernandez,
2015; Imada, 2010), COL-IND differentiates messages reporting shared experiences (COL) from
those focusing on independence and self-reliance (IND) (Tigre Moura, Gnoth, & Deans, 2014).

The cultural dimension of PD describes the relevance of hierarchy among individuals
(Hofstede, Hofstede, & Minkov, 2010), with high PD societies expecting unequal distribution of
power (Vice versa for low PD). From a communication perspective, research suggests that members
of high PD societies assign greater importance to hierarchies and opinions from authorities, including
destination managers and celebrities, because of their social status (Winterich, Gangwar, & Grewal,
2018; Tigre Moura, Gnoth, & Deans, 2014). Among the celebrities, social media influencers can act
as third-party endorsers who shape audience attitudes towards a brand by publishing contents directly
on their own social networks (Freberg, Graham, McGaughey, & Freberg, 2011) and whose advice
is considered as valuable (Khamis, Ang, & Welling, 2017). Consequently, we argue that
recommendations from influencers, destination marketing organizations and notorious outlets can be
classified as signs of high PD, together with status elements such as destination awards and references

to luxury.
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The cultural dimension of HC vs. LC communication, proposed by Hall (1976),
differentiates communication styles depending on their reliance on the context — the unspoken part
of a conversation —and how much information the interlocutors are expected to share (Hall, 1976).
Social media marketing research suggests that HC communication is generally indirect, focusing on
elements such as emotions and entertainment. On the other hand, LC communication is more direct
and explicit, with social media contents emphasizing concrete, product-related characteristics (Choi,
Seo, Wagner, & Yoon, 2018; Men & Tsai, 2012).

All these cultural dimensions appear to be connected. More precisely, scholars indicate that
IND is negatively correlated with PD, whereas COL is positively correlated (Hofstede, Hofstede, &
Minkov, 2010). In addition, HC and LC communication styles are reported as being more
predominant among collectivist and individualist societies respectively (Kim, Sohn, & Choi, 2011,
Wirtz, 2005). Within the context of the present research, following Hofstede’s et al. (2010) and
Hall’s theories and scores (van Everdingen & Waarts, 2003; Hall, 1976) (Table 3.1), Chile and
Portugal are described as relatively collectivist, high PD national cultures, with a preference for HC
communication; whereas USA and the Netherlands are reported as relatively individualist, low PD

cultures, with a preference for LC communication.

Table 3.1. Hofstede’s and Hall’s cultural dimension scores.

Culture Collectivism/Individualism Power Distance High-Context/LLow-Context Communication*
Chile 20 63 81
Portugal 27 61 87
USA 91 40 19
Netherlands 80 38 37

1Scores adapted from van Everdingen and Waarts (2003) to the same scale (0-100) of Hofstede’s scores.

Qualitative research suggests that the expression of cultural values in tourism visuals is
related to mise en scene dimensions, such as shot composition (number of people in a picture), angle
and scale (Mele & Lobinger, 2018). For instance, Mele and Lobinger (2018) argue that the
prototypical example of individualism consists of a picture showing a single subject, far from the
viewer (long shot), who is looking at the scene from an eye-level angle —thus, reinforcing the idea of
the independent traveler experiencing the destination, while maintaining a “neutral”, eye-level

perspective. Yet, no further (quantitative) research has been conducted to explore such relationships.
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Cultural values as well as the other layers of culture — that is, rituals, heroes, and symbols
(Hofstede, Hofstede, & Minkov, 2010) —are influenced by as well as constitute the cultural resources
of a destination, meaning its intangible, tangible and natural heritage (Bonn, Joseph-Mathews, Dai,
Hayes, & Cave, 2007), in addition to local lifestyle and contemporary art expressions; offering
visitors a wide range of experiences, whether aesthetic, emotional, intellectual or psychological
(Stebbins, 1996). In this regard, cultural tourism can be defined as a “special interest travel where the
culture of a host country is an important factor in attracting tourists” (Reisinger, 1994, p. 24).
Consequently, from a supply perspective, cultural and heritage tourism can be considered as
interchangeable terms. In fact, Timothy (2011) argues that even contemporary art and living cultures
are an important component of heritage, as they are built upon (recent or remote) past social values
and they become somehow “historical”” from the moment of their creation. Lastly, despite the global
relevance of this phenomenon, there is a lack of cross-cultural research addressing its online

promotion.

3.2.2 Cultural differences in online tourism promotion

From a supply perspective, the influence of culture in website design and content has been
highlighted by several studies (Tigre Moura, Singh, & Chun, 2016), which have also addressed
corporate communication on social media (e.g., Chatzithomas, et al. 2014; Men & Tsai, 2012). For
example, research by Riskos et al. (2017) investigates cultural differences in Facebook posts
published by British and Greek companies for their respective domestic audience. Results suggest
that messages are country specific: corporate posts from Greece are more emotional and contain
fewer informational cues than British posts. In addition, findings indicate that informational posts (vs.
non-informational) in UK receive more “likes” from the domestic audience, whereas the opposite is
observed for Greek Facebook posts — suggesting that cultural differences are a relevant object of
research for their role in communication dynamics.

Research suggests that online tourism promotion is not culturally neutral either (Mele &
Cantoni, 2017) and it should account for cultural nuances (Jiang, Tan, Liu, Wan, & Gursoy, 2020).
For instance, a study by Tigre Moura et al. (2014) content analyzed the depiction of local cultural
values on 46 Chinese, 36 Indian and 48 New Zealand destination websites, showing how these differ

in terms of COL (e.g., contents emphasizing community relations) and LC communication (e.g.,
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hard-sell approach). Other studies report cultural differences in terms of IND-COL and HC-LC
communication between Eastern and Western websites of medical tourism companies (Frederick &
Gan, 2015); similarly, travel blogs from the same regions are also found to differ in terms of social
identity, from the focus on others (collectivist cue) to the blogger’s experience (individualist cue) at
the destination (Lee & Gretzel, 2014).

For what concerns cultural tourism, a phenomenon that is perceived as individual enough to
deserve its own marketing scheme (Timothy & Boyd, 2006), there is surprisingly little research
adopting a cross-cultural perspective. Cross-cultural differences have been either addressed from a
demand viewpoint, to investigate behavioral intentions to adopt augmented reality at heritage sites
(Jung, Lee, Chung, & tom Dieck, 2018), or in terms of website promotion from a qualitative
standpoint (Mele & Cantoni, 2018; Mele & Cantoni, 2017). Yet, so far there has not been an
empirical investigation of cultural differences in (heritage) tourism promotion on social media.

While culture and cultural values seem to pervade online communication, it may not be the
case for tourism marketing on social media. Among them, Instagram is arguably the most successful
platform in terms of user engagement (Usakli, Kog, & S6nmez, 2017), functioning as a platform for
multimodal travel writing with images, videos, and text (Smith, 2018). On the one side, destination
marketing organizations can convey (consciously or unconsciously) the cultural values of the host
country when selecting and publishing multimedia contents to promote cultural experiences on their
Instagram accounts. On the other side, research shows that Instagram is populated by self-oriented
posts, following motives such as self-expression and escapism (Lee, Lee, Moon, & Sung, 2015)
within an overall individualist orientation (Ekman & Widholm, 2017). Given the relation among the
cultural dimensions explained above and the presence of these contrasting influences that could affect
the promotion of cultural tourism, we propose the following research question:

RQZ1: Within the cultural tourism promotion by the national tourism organizations of Chile, Portugal, USA, and

the Netherlands, do Instagram images and captions reflect the cultural values of the host country?

Lastly, since the expression of cultural values may be connected to certain mise en scene attributes in
tourism pictures (see section 3.2.1), we propose an additional research question:

RQ2: Is there a relationship between the occurrence of COL-IND cultural values and specific mise en scene

attributes? Can these differences be explained from a cultural viewpoint?
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To answer these research questions, the present study builds upon the research by Tigre Moura et al.
(2014), for the operationalization of the cultural dimensions, in combination with previous studies on
visual content analysis in the tourism domain (Mele & Lobinger, 2018; Pan, Lee, & Tsai, 2014).

3.3 Methodology

The present research investigated whether official heritage tourism promotion on Instagram
varied along cultural dimensions, by taking the case of the national tourism organizations of Chile,
Portugal, USA, and the Netherlands. To achieve this objective, first, a manual content analysis
allowed the examination of cultural values conveyed by post image (in terms of COL-IND) and post
caption (in terms of COL-IND, PD, and HC-LC). Second, an automated analysis of post captions
was performed to observe whether cultural differences existed between posts published by COL
destinations (Chile and Portugal) and IND destinations (USA and Netherlands) along a series of
linguistic categories provided by the software LIWC2015. The two analyses are detailed below.

The research question, design, sample size and analysis plan were pre-registered before data

collection on November 14, 2019 (https://aspredicted.org/blind.php?x=f93mm7).

3.3.1 Manual content analysis

A manual content analysis was employed to examine cultural value differences in official
heritage tourism promotion on Instagram along the dimensions of COL-IND, PD, and HC-LC. A
manual quantitative content analysis was considered the most appropriate technique, because it
allowed to code both textual (caption) and visual content (images) into categories, and to analyze
their frequency of occurrence across samples. In addition, human coding was chosen for this part of
the research because of its ability to capture content nuances and because of its use in previous tourism
studies investigating cultural differences on the web (Lee & Gretzel, 2014; Tigre Moura, Gnoth, &
Deans, 2014).

The definition of the sample started from the preliminary identification of national tourism
organizations (NTO) as official communication sources. These are destination marketing
organizations that oversee tourism development and promotion at the national level (Pike, 2011).
Among their functions, NTO marketing teams are supposed to collaborate with regional and local

stakeholders to select products and services to be promoted on their channels (Blumberg, 2005),
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which include websites and social networks. In other words, their objective is to match internal
resources with marketing opportunities (Pike & Page, 2014), communicate a unique national identity
(Hallett & Kaplan-Weinger, 2010), while representing the “face” of the country as a tourism
destination for both domestic and international visitors (Mele & Cantoni, 2017). For the scope of this
research, given their authority and function, NTOs were considered appropriate communication
sources to investigate the culture of a national destination —that is, its cultural attractions as well as its
cultural orientation.

Instagram posts were considered as the unit of analysis. The sample was retrieved from the
official international accounts of NTOs of four countries: Chile (@chiletravel), Portugal
(@visitportugal), USA (@visittheusa), and the Netherlands (@Vvisit_holland). These destinations
were selected because of their strong cultural difference along Hofstede’s et al. (2010) and Hall’s
(1976) cultural dimensions (Table 3.1), their active Instagram accounts (> 2000 posts) and the
presence of photographs showing people —as several NTO accounts did not portray any and having
people in the frame was an important precondition to identify COL-IND cues. A preliminary analysis
of the destinations’ websites revealed that the chosen NTOs had only one official Instagram account,
the international one in English — except for Chile, which had also a domestic account
(@chile_estuyo) with less followers and less published posts. In fact, the international account of the
Chilean NTO had most of the post captions translated also in Spanish, showing the willingness of the
NTO to reach a broad audience. Within the total sample, the few captions that were only available in
Spanish and Portuguese — published by the Chilean and Portuguese NTO respectively — were
translated by the main coder, who had knowledge of both languages. Finally, as previous tourism
research had already shown that local cultural values could be reflected by web content meant for an
English-speaking audience (Tigre Moura, Gnoth, & Deans, 2014), the selection of these
(international) Instagram accounts was deemed acceptable to compare the NTOs in terms of cultural
orientation.

An a priori power analysis was conducted using the software G*Power (Faul, Erdfelder,
Lang, & Buchner, 2007), which indicated a grand total sample size of 1742 units to reach 90% power
with a small effect size (w = 0.1) for chi-square tests. The final posts (436 for each account) were
selected in chronological order starting from November 2019 backwards and covered a time range
of two years (2019-18), except for USA (2019-16). Those posts without cultural attractions or

S57



containing videos were excluded (805 in total), as their analysis was beyond the research scope.
Table 3.2 provides a detailed description of what was considered as cultural attraction.

In the manual content analysis, we used the Instagram post image and caption as separate
units of data collection. Given the focus on cultural tourism and the fact that Instagram is a photo-
based social network, only posts with photographs promoting cultural attractions were considered for
the analysis. In addition, if a post had a slideshow, only the first image promoting a cultural attraction
was selected. Finally, official reposts were included in the sample, as they must have been considered
as appropriate by the NTO marketing team and excluding them would have generated an incomplete
view of the cultural experiences offered by the destination.

Apart from the cultural dimensions, also the image mise en scene was considered — that is,
the distribution of all elements within the frame of a picture (Table 3.3). Indeed, photographs are
composed of content as well as framing (mise en scene) and both contribute to the creation of
meaning (Mele & Lobinger, 2018). Addressing this topic, Neuendorf (2017) identifies two types of
content with respect to its appearance: manifest and latent content — also referred to as the denotative
and connotative parts of a message. Within the context of this research, the first describes all the
elements that are physically observable (mise en scene), whereas the second is composed by the

subtler ones (cultural values).

Table 3.2. Description of cultural attraction

Cultural attraction® Description Source
Intangible heritage Handicrafts, gastronomy, traditional (UNWTO, 2018)
festivals and music, oral traditions,
religions.
Tangible heritage Movable heritage, national and world
heritage sites, historic places and
buildings.
Natural heritage Protected fauna, flora and rural (Timothy & Boyd, 2003)

environment. National, regional and
local parks of unique value.

Contemporary art and architecture Temporary and permanent art (Timothy, 2011)
installations. Contemporary music,
design and art festivals. Infrastructure
with unique architectural value.

Local lifestyle Local people’s customs and living
culture.

Division among cultural attractions only for explanatory purpose.
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Table 3.3. Description of image and text dimensions.

Unit Dimension

Descriptiont Coding Value

Image  COLIND

Composition

Angle

Scale

Caption COLIND

PD

HCLC

Collectivism: A group of people, family, children or COL=1,IND=2,None=0
couple. A compact crowd. If these subjects are in the

foreground and single individuals are in the background,

then the foreground has priority. If priority cannot be

established, then None = 0.

Individualism: Single person or (unrelated) sparse
subjects. If these subjects are in the foreground and groups
are in the background, then the foreground has priority. If
priority cannot be established, then None = 0.

Number of people in the picture. One=1,Two=2, Three=3,
Four or more =4, None =0

Low Angle: The frame is below the subject (looking up). Low =0, Eye=1, High=2,
Eye Angle: The frame is at the same level of the subject. Bird’s Eye =3
High Angle: The frame is above the subject (looking

down).

Bird’s Eye Angle: 40- to 90-degrree elevated shot above

the subject (looking down).

Extremely Long Scale: The human figure is lost or tiny. Extremely Long =0, Long =
This is the framing for landscapes and city vistas. 1, Medium Long =2,

Long Scale: Subjects are more prominent, but the Medium = 3, Medium Close-
background still dominates. Up =4, Close-Up=5

Medium Long Scale: Subjects in full or from knees up. A
balance between human figures and surroundings.

Medium Scale: Subjects from waist up. Gesture and
expression are more visible. The surrounding is less
important.

Medium Close-Up Scale: Body from chest up, almost
occupying the height of the frame. Scarcely visible
background.

Close-Up Scale: Body part.

Collectivism: Overall emphasis on shared experiences. COL=1,IND=2,None=0
Family metaphors. Collective actions and events.
Community feelings.

Individualism: Overall emphasis on independence,
freedom and escape. Individual experiences.

Power Distance: Recommendation from the NTO HighPD=1,LowPD=0
formulated as an order or with top priority.

Recommendation from influencers (> 10k followers) and

notorious travel guides. Emphasis on awards, power and

social status, including metaphorical expressions.

High Context: Overall emphasis on feelings, HC=1LC=2
entertainment, and games.

Low Context: Overall emphasis on facts, figures, lists.
Focus on quantity.

!Edited to save space
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The operationalization of the (cultural and mise en scene) dimensions was first developed
from existing research and then refined with a preliminary analysis on tourism Instagram posts. The
most important decision that followed this step was to analyze PD and HC-LC values only for post
captions. This was decided because in most cases it was not possible to understand whether a picture
was showing a celebrity or acommon visitor. Similarly, HC-LC communication appeared to be more
appropriate for text rather than images.

In terms of coding, both pictures and captions could convey simultaneously multiple cultural
values. Yet, these could not be mutually exclusive — that is, a piece of content could not be coded
both as collectivist and individualist (same for HC-LC). The expression of cultural values was
measured with a binary categorical variable as done in prior research (Hamid, 2017; Riskos,
Hatzithomas, Boutsouki, & Zotos, 2017). Categorical variables were also used to report mise en
scene attributes. After a preliminary training and discussion on the coding book, the first author of
this study coded the full sample (n = 1744), while a second coder analyzed approximately 13% of all
the posts (n = 229) to assess reliability. Cohen kappa was chosen as a conservative reliability
coefficient, as it yields agreement beyond chance only and it is appropriate when using two coders
for the analysis of categorical data (Neuendorf, 2017). The resulting Cohen kappa statistics for the
cultural and mise en scene dimensions were the following: COL-IND for post image (0.92), COL-
IND for post caption (0.62), PD (0.61), HC-LC (0.47), Composition (0.96), Angle (0.81), and Scale
(0.75). Consequently, the strength of the agreement ranged from substantial (0.61-0.80) to almost
perfect (0.81-1.00), except for the moderate agreement (0.41-0.60) for HC-LC (Landis & Koch,
1977).

3.3.2 Automated content analysis

Automated content analysis describes a group of algorithms that employ probabilistic
models to reveal the underlying themes within a corpus (Nunez-Mir, lannone, Pijanowski, Kong, &
Fei, 2016). This method is particularly useful when examining large amounts of social media data to
identify linguistic features (van Atteveldt & Peng, 2018).

The purpose of this automated content analysis was to investigate whether COL destinations
(Chile and Portugal) differed from IND ones (USA and Netherlands) in terms of linguistic categories,

which were extrapolated from post captions using the software LIWC2015 — containing a dictionary
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with almost 6,400 words and approximately 90 output variables to capture cognitive, emotional and

structural components of written text (Pennebaker, Boyd, Jordan, & Blackburn, 2015). The main

investigation focused those 12 variables (Table 3.4) that had a theoretical relationship with COL-

IND (treated as a grouping variable) and its related dimensions PD and HC-LC.

The sample for the automated content analysis of Instagram post captions was the same one

we used in the previous analysis (n = 1744). Before uploading the corpus for the automated analysis,

frequent internet annotations (e.g., hashtags) were removed to improve the accuracy of the results. In

addition, the first author translated the few post captions that were not originally written in English.

The output of the automated content analysis (dimension scores) was then used as dependent variable

in multiple ANOVAs to examine whether the continuous outcome (incl. means) could be explained

by COL-IND differences between destination groups.

Table 3.4. Description of selected LIWC2015 linguistic categories.

Linguistic Categories Description

1% person singular “T”, “she” and “he” relate to individual experiences (IND). “We” and “they”
1% person plural relate to collective experiences (COL).

3" person singular

3 person plural

Social Words Keywords referring to the social sphere relate to collective experiences (COL).
Power Keywords referring to “power” and “reward focus” relate to social status,
Reward Focus recognition and power relationships (PD).

Word Count Direct communication: little information left to context and interpretation lead to

Question Marks
Analytical Thinking

Authentic

Money

a higher word count (LC). Indirect communication: most of the information left
to context and interpretation lead to a lower word count (HC).

Frequent use of question marks can be associated with indirect speech (HC).
Higher numbers reflect a more formal, logical text (LC); lower numbers reflect
narrative, informal text (HC).

Higher numbers are associated with a more honest, direct text (LC); lower
numbers suggest a more guarded discourse (HC).

Frequent use of money-related words can be associated with direct, fact-based
communication (LC).
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3.4 Results

3.4.1 Cultural dimensions and mise en scene. chi-square analysis

As preregistered, chi-square tests were performed to analyze differences among the samples
in terms of cultural values conveyed by Instagram posts (image and caption) promoting heritage
tourism (Table 3.5). The adjusted residuals of a chi-square analysis were used to compute the p-value
of each comparison within a contingency table (MacDonald & Gardner, 2000). First, we obtained
the chi-square value for each comparison by squaring the adjusted residual. Second, we calculated
the p-value of each single relationship using the formula provided by SPSS (IBM, 2019), containing
the chi-square value and one degree of freedom: p-value = SIG.CHISQ(chi-square, 1). This process
was particularly useful because our analysis contained more than four comparisons and it was not
clear whether all relationships were significant. Bonferroni post-hoc test (Bland & Altman, 1995)

was then performed to control the overall Type 1 error rate.

Table 3.5. Cross-tabulation of cultural dimensions and destinations: chi-square analysis.

Chile USA Netherlands Portugal 2 Test
Dimensione N % AR. N % AR N % AR N % AR 2

Images

COL 73 167 -6 75 172 -3 81 186 5 80 183 4 126.376 (6)
IND 102 234 53 226 518 92 164 376 19 98 225 58

Captions

COL 132 303 -7 125 287 -15 150 344 15 144 330 7 128.366 (6)
IND 160 367 -53 265 608 64 238 546 34 167 383 -45

LPD 271 622 -37 316 725 17 314 720 15 306 702 5 14.172 (3)
HPD 165 378 37 120 275 -17 122 280 -15 130 298 -5

HC 299 686 44 223 511 -42 179 411 -92 340 780 90 151.095(3)
LC 137 314 -44 213 489 42 257 589 92 96 220 -90

aValue “None” for COL-IND (image and text) not reported.
® Adjusted residuals in bold = significant association (p < 0.001).
¢p <0.005.

The adjusted residuals also provided information on the direction of the relationship between
the actual and expected count of cultural values within each destination. An adjusted residual value

smaller than -1.96 indicated a negative relationship between two categorical values — namely, the
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actual count was significantly smaller than the expected count. A reversed conclusion applied to
values greater than 1.96 (Stepchenkova & Zhan, 2013). As expected, Chilean and Portuguese post
images had a negative association with individualist cues. Yet, only USA posts showed higher scores
for individualism, while the difference between expected and actual count for Dutch post images was
not significant (p = 0.54). For what concerns COL, the sample did not show differences in terms of
collectivist values for both Instagram images and captions. Concerning textual differences, the
findings confirmed our expectations in terms of IND and HC-LC communication. Lastly, Chilean
post captions scored lower on low-PD values and higher on high-PD values. Yet, the post captions
from the other destinations did not differ on this dimension.

Additional chi-square tests were run to explore the relationship between COL-IND and
image mise en scene (Table 9.2, Appendices). Bonferroni post-hoc tests (Bland & Altman, 1995)
were conducted to control the overall Type 1 error rate. The most relevant results for each mise en
scene dimension are outlined here; followed by the respective co-occurrence value and the adjusted
residual. Most images that conveyed collectivist cues had a shot composition with four or more
people (N = 150, adj. res. = 17.5). In terms of shot angle, collectivist (N = 12, adj. res. = -3.2) and
individualist (N = 22, adj. res. = -5.1) cues had a negative relationship with bird’s eye angle.
Collectivist cues conveyed by Instagram images were associated positively with medium-long shot
scale (N =67, adj. res. = 3.4). Finally, individualist cues were found to have a negative relationship

with medium shot scale (N =5, adj. res. =-6.3).
3.4.2 Linguistic analysis of captions

The objective of this part of the research was to investigate whether the destination’s cultural
background could predict variations in language use, which were known to be related to Hofstede’s
et al. (2010) and Hall’s (1976) cultural dimensions. The captions were analyzed using LIWC2015
software (Pennebaker, Boyd, Jordan, & Blackburn, 2015). Multiple ANOVAs were conducted to
compare the destination means for the 12 linguistic categories illustrated in Table 3.4. More
precisely, for this analysis, Instagram post captions (n = 1744) were re-grouped with two dummy
variables (with two levels each). Following Hofstede’s et al. (2010) and Hall’s (1976), the first
variable was COL-IND: post captions from Chile and Portugal were categorized as collectivist (high

PD and HC), whereas those from USA and the Netherlands were categorized as individualist (low
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PD and LC). In order to establish whether the linguistic differences could be attributed specifically to
those cultural dimensions — represented by the dummy variable COL-IND — the four destinations
were also grouped in terms of geographical location: Americas and Europe. The two dummy
variables (COL-IND and Geography) were then employed in multiple univariate models to analyze
their main and interaction effects.

Multiple ANOVAs indicated significant relationships (Table 3.6) between COL-IND and
four out of six linguistic variables. Unexpectedly, in two out of three cases, Geography had a higher
F-value than COL-IND. In addition, Geography was the only variable associated with the two PD-
related categories, Power and Reward. Lastly, no significant relationship was found on the linguistic
category “3™ Person Singular.”

As expected, the descriptive statistics showed that the category (personal pronoun) “I” had
a higher mean in individualist posts (vs. collectivist posts) promoting cultural heritage (Table 3.7).
Similarly, the category “They” and “Social” had lower means in the same posts (vs. collectivist
posts). Contrary to our expectations, the category “We” had a higher mean in individualist posts —
which was also confirmed by the interaction effect. In addition, the PD-related categories had higher

means for the posts published by US-America and Chile (vs. Netherlands and Portugal).

Table 3.6. ANOVAs for COL-IND and PD linguistic categories.

| We They Social Power Reward
F ’7p2 F ’7p2 F ’7p2 F ’7p2 F ’7p2 F 77p2
COLIND 4818" 003 66995™ .037 12892 007 5358° .003 2860 .002 2663 .002

Geo 10.703° 006 51.888™ .029 591 000 89.018™ .049 7.351" .004 6.048" .003

COLIND 3535 .002 16207 009 1677 001 1959 001 1876 .001 .006 .000
x (Geo

Notes: non-significant values for “3" Person Singular” not reported; df = 1; error df = 1740; * p <0.05, ** p < 0.001.

Table 3.7. Descriptive statistics for COL-IND And PD linguistic categories — main effects.

| We They Social Power Reward
Mean  SE Mean  SE Mean SE Mean SE Mean SE Mean SE
COL .05 02 .70 .08 30 .03 7.30 19 141 .08 197 10
IND 12 02 1.60 .08 13 .03 6.67 19 161 .08 174 10
Americas 13 02 75 .08 23 .03 5.69 19 167 .08 203 10
Europe .03 02 153 .08 20 .03 827 19 135 .08 1.68 10
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Six additional ANOVAs revealed a significant relationship between COL-IND and the
designated dependent variables related to the cultural dimension HC-LC (Table 3.8). As expected,
COL-IND had a higher F-value than the other independent variables — except for the linguistic
category ““Analytical Thinking”, with whom Geography had a higher score than COL-IND.

As expected, descriptive statistics showed that Instagram post captions classified as IND —
hence, LC communication —had a higher mean for the linguistic categories Word Count, Authentic,

and Money, and a lower one for the category Question Marks (Table 3.9).

Table 3.8. ANOVASs for HC-LC linguistic categories.

Word Count ~ Question Marks ~ Analytical Thinking Authentic Money
F 77p2 F 77p2 F ’7p2 F 77p2 F 77p2
COLIND 3153727 153 61231 034 21717 016 68.631" .038 13535™ .008
Geo 56.676™ .032 47.256" 026 201.628™ 104 2113 001 1811 .001
COLIND x Geo 205431 145 29.626™ .017 9.203" 005 6417° 004 103 .000

Notes: df = 1; error df = 1740; * p < 0.05, ** p < 0.001.

Consequently, LC captions (vs. HC) were more explicit in providing information about
cultural products and services, including information about price. Differently, HC captions were
more indirect and used more question marks to communicate with the audience. Lastly, LC captions
(vs. HC) had a higher mean for Analytical Thinking, suggesting a more logical, hierarchical textual
structure. Yet, unexpectedly, the orientation of the means was inverted when the geographical

location (Americas vs. Europe) of the destinations was considered.

Table 3.9. Descriptive statistics for HC-LC linguistic categories — main effects.

Word Count Question Marks Analytical Thinking Authentic Money
Mean SE Mean SE Mean SE Mean SE Mean SE
CoL 2820 68 159 07 8249 68 346 110 27 04
IND 45.33 68 .78 07 87.57 68 4834 110 48 .04
Americas 3313 68 83 07 91.87 .68 4303 110 .33 .04
Europe 4040 68 154 07 78.19 68 4077 110 41 .04
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3.5 Conclusions

Overall, the findings of this exploratory research indicate that heritage tourism promotion on
Instagram differs across culturally distant destinations. Data from the manual content analysis of
posts (Table 3.5) published by four national tourism organizations revealed that images and captions
differed in terms of emphasis on individualist values — namely, US-American and Dutch post
captions (vs. Chilean and Portuguese) had a positive relationship and a higher frequency score on this
dimension. A similar outcome was found for Instagram images — except for those from the
Netherlands, which had a non-significant association with IND. Expectations were met also in terms
of HC-LC communication: Chilean and Portuguese post captions privileged high-context cues,
whereas US-American and Dutch posts presented a low-context communication style. Lastly, post
captions from Chile had a positive association with PD, whereas, unexpectedly, the other destinations
did not show any significant relationship with that dimension. In addition, the sampled posts did not
differ in terms of emphasis on collectivist values. Presumably, this last outcome is due to the overall
self-centered orientation of Instagram (see section 3.2.2), where destinations can have opposite
associations with individualist cues, but still show a relatively individualist orientation.

Data from the automated content analysis of post captions provided an additional
perspective to the object of research by grouping the four countries according to their theorized
cultural orientation (COL vs. IND) and geographical location (Americas vs. Europe). The mean
scores of most linguistic categories confirmed our expectations in terms of COL-IND and HC-LC
communication preferences — except for the category “we”, which was frequently used in Dutch
posts, and the “3" person singular”” (which did not show any significant association). In line with the
manual analysis, cultural orientation did not predict a change in terms of PD-related variables, which
appeared to be associated with the geographical location of the destinations.

This exploratory research analyzed not only which cultural cues were conveyed by
Instagram pictures, but also how these were communicated. Mise en scene analysis revealed that
those images categorized as collectivist were composed mostly by four or more people and had a
positive association with medium-long shot scale; whereas images with individualist values had one
person in the frame and a positive relationship with long shot scale, increasing the distance between

the viewer and the subject. Following the literature on semiotic analysis and tourism visuals (Mele &
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Lobinger, 2018), this finding suggests that collectivist cues (vs. individualist cues) find their
prototypical expression in pictures with a higher degree of perceived observer-subject proximity and
interactivity. In the opposite direction, individualist cues like self-reliance and independence are
conveyed by images that arguably isolate the subject from the observer.

The present study has multiple theoretical implications. First, it indicates that cultural values
permeate heritage promotion on Instagram both at the visual (image) and textual (caption) level,
extending previous literature on the topic of cross-cultural differences (and adaptation) in online
communication (Tigre Moura, Singh, & Chun, 2016), social media (Goodrich & de Mooij, 2014),
and travel photography (Pan, Lee, & Tsai, 2014). More importantly, the influence of cultural
orientations on a popular social network like Instagram also suggests that —while removing physical
distance — tourism promotion is not characterized by a homogeneous culture. On the one side, this
contributes to the cultural richness of a destination and its heritage. On the other side, the identification
of cultural orientations in our sample arguably signals the persistence of cultural (value) preferences
in tourism promotion on social media and, consequently, the importance of accounting for them in
marketing strategies (Goodrich & de Mooij, 2014). Indeed, also experimental research indicates that
culturally adapted social media content is more persuasive than culturally incongruent (standardized)
messages (Sung, Kim, Choi, & Lee, 2020). Finally, as the main and interaction effects of
geographical location suggest, certain content preferences can be also predicted by a combination of
factors rather than cultural orientations alone, like the co-existence of a Pan-European culture
(Hornikx & de Groot, 2017) or the use of benchmarking to elaborate online messages that are similar
to those published by cutting-edge competitors within the same region (e.g., Americas) (Hays, Page,
& Buhalis, 2013).

From a managerial perspective, we suggest destination marketers to consider audience’
cultural preferences when addressing geographically (and culturally) distant markets with heritage
tourism promotion on social media — for instance, by conducting paid campaigns with A/B tests that
include culture-based contrasts or by creating different Instagram accounts for distinct key markets —
given the importance of these platforms in inspiring tourists via meaningful cultural experiences.
Therefore, following our findings and the literature on the topic, we argue that marketing the
destination on Instagram with one international account — without adapting posts — could be

detrimental or (at least) less persuasive than culturally sensitive messages. In addition, the selection
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of travel pictures for the promotion of the destination should also account for image mise en scene —
apart from what is being portrayed — to project specific experiences to live while visiting cultural
attractions (e.g., self-reliance and escape for more individualist cultures). The implications of our
findings can be extended to other social networks that share a similar structure with Instagram, such
as Facebook and Weibo, where the effect of cultural adaptation or standardization can be tested also
with audiences with different demo- and psycho-graphic characteristics. Nevertheless, the reflection
of national cultural values in international tourism promotion should not always be considered a
barrier. In fact, experimental data suggest that (cultural) tourism promotion within the same region of
the destination (e.g., Europe) minimizes the role of culture-bound preferences and, consequently,
lowers the importance of cultural (value) adaptation activities (Mele, Kerkhof, & Cantoni, 2020) —
which should not be undertaken in such context.

In conclusion, limitations of this exploratory study include the moderate agreement among
coders for HC-LC communication — even though it is still an acceptable value (e.g., Doring et al.,
2016), it should be regarded as tentative. Second, the main coder was not blind to the conditions of
the research and analyzed both cultural values and mise en scene dimensions. Third, the choice of
international Instagram accounts may also represent a limitation —although results suggest that it does
not affect the relative cultural difference in heritage tourism promotion. Apart from addressing these
elements, future experimental research should test the effects of culturally adapted Instagram
messages (following our framework) on variables such as ad liking and persuasiveness. Furthermore,
future studies should consider additional cultural constructs, also in the light of the criticism
addressing Hofstede’s theory of national cultures (Jones, 2007). Lastly, it would be interesting to
include social media contents from popular Eastern destinations, like China, allowing a broader
generalization of the findings.
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Chapter 4. Localization activities from the

perspective of DMOs®

Abstract

The number of international tourist arrivals is increasing substantially both globally and in Europe.
Giventhe role played by information and communication technologies (ICTs) to inform visitors from
international markets, the process of translating destination websites is acquiring a central position.
The stiff online competition not only requires national tourism organizations (NTOSs) to tailor tourism
services, but also to shape their communication strategies according to the cultural background and
habits of their different audiences. Such adaptation is defined as “localization”, a well-recognized
practice in the ecommerce and marketing sectors as well as in the tourism sphere. The goal of the
present study is to examine the actual use and integration of website localization practices at NTOs.
To accomplish this, IT and marketing specialists are interviewed, providing an overview of
adaptation activities at eleven NTOs which are members of the European Travel Commission (ETC).
Results show that localization processes are recognized as important for marketing and

communication purposes on destination websites.

Keywords: eTourism, Localization, NTO

3 This chapter is published as: Mele, E., & Cantoni, L. (2017). Localization of national tourism organizations websites:
the case of ETC members. In R. Schegg, & B. Stangl (Eds.), Information and Communication Technologies in
Tourism 2017 (pp. 59-71). Cham: Springer. doi:10.1007/978-3-319-51168-9 5
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4.1 Introduction

According to recent statistics issued by UNWTO (2016), in 2015 the number of
international tourist arrivals in the world reached 1.184 billion and 608.6 million in Europe. The
figures show a growth of' 4.4 and 4.9% respectively. Given the role played by ICTs to inform visitors
from international markets, the process of translating destination websites is acquiring a central
position. As an effort to overcome online competition, NTOs are promoting tailor-made products
and services. Nonetheless, these choices need to be supported by a localized online communication
(Mele, De Ascaniis, & Cantoni, 2015). The process of localization describes all those activities that
aim at “modifying products and services to account for differences in distinct markets” (LISA, 2007,
p. 11). According to the American Translators Association (ATA) (2002), localization is defined as
“the process of customizing a product for consumers in a target market so that when they use it, they
form the impression that it was designed by a native of their own country” (p. 4). Within the area of
online communication, this set of adaptation practices describes the customization of multimedia
contents (including their translation) and layout to account for the cultural background of a specific
audience (Tigre Moura, Gnoth, & Deans, 2014). Cantoni and Tardini (2006) specify that localization
needs to consider all those elements that vary across cultures. For example, this is the case for units
of measure, calendars, and currencies, together with historical and folkloric notions. Research by
Achkasov (2015) adds that the use of effective keywords for search engine optimization (SEQ) is
instrumental for localization practices. Indeed, a customized website version has to satisfy the queries
of the local audience to compete online. Despite the recognized importance of localization within the
marketing and ecommerce sectors (Wang, Peng, Sia, Tong, & Ku, 2016), more research needs to be
done in the tourism area (Tigre Moura, Gnoth, & Deans, 2014). More specifically, none of the so-far
available studies provides an overview on the actual state of website localization practices at
destination management organizations (Mele, De Ascaniis, & Cantoni, 2016). To accomplish this
goal, the present study entails interviews with IT and marketing specialists from NTOs which are
members of ETC.
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4.2 Literature review

The growing number of tourists employing ICT during the travel-planning phase is pushing
destination marketing organizations (DMOs) to enhance their Internet presence (Gibbs, Gretzel, &
Noorani, 2016) continuously. Websites are inserted into a specific external environment, which is
composed by information competitors, substitutes, and users. Thanks to the Web 2.0, online visitors
are able to share suggestions (i.e. user generated content) about destinations (Inversini & Cantoni,
2014). Given the abundance and availability of travel information on the Web, the expectations of
Internet users are rising (Lee & Gretzel, 2012). To answer to this trend, tourism products and services
are often customized to meet the needs of potential consumers, who compare different websites to
choose the most suitable offer (Jin, He, & Song, 2012). Within this context, NTOs’ websites aim at
providing information and promoting experiences at the destination especially for international
publics (Pike, 2008). Hence, it becomes clear that these organizations are constantly confronted with
the issue of making their communication strategy appealing. A recent study by Choi et al. (2016)
further explores this aspect, by showing that DMOs’ websites need to capture the attention of the
visitor by making them feel at the destination and raising their knowledge.

To be effective, the communication and promotion of destinations to international markets
requires the translation of multimedia content. According to research by the European Tourism
Association (2016), 90% of online visitors choose their native language before deciding whether to
purchase a product or service. In addition to that, language translation needs to be supported by local
SEO expertise. Achkasov (2015) writes that textual elements need to be relevant, appealing, and
responding to appropriate keywords. Without these components, the website will inevitably fail its
intended communication purposes toward the audience. Both textual translation and SEO adaptation
are part of the so-called “localization”. This concept describes those set of activities that aim at
“modifying products or services to account for differences in distinct markets” (LISA, 2007, p. 11).
According to the American Translators Association (ATA) (2002), localization is defined as “the
process of customizing a product for consumers in a target market so that when they use it, they form
the impression that it was designed by a native of their own country” (p. 4). Within the tourism area,
localization takes also into account those elements that vary across cultures. Among them, Cantoni

and Tardini (2006) highlight dates and figures, currencies, measures and rules. The authors add that
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pieces of information relating to local history, religion, or geography need to be adapted too. Writing
“Hotel X is near Assisi [...] and [...] St Francis’s Basilica is fully understandable by people who
know where Assisi is, who St Francis was [...]” (p. 110), while this may appear confusing for tourists
from China, for instance. Given the role that pictures and videos have in presenting the destination,
their adaptation must be taken into account as well (Stepchenkova, Kim, & Kirilenko, 2014).

The centrality of culture within localization activities is justified by its impact during
information and planning stages. A study by Frias et al. (2011) shows that the creation of destination
image thorough information sources (including the Internet) is affected by the cultural background
of visitors. More specifically, the researchers refer to those tourists who have high Uncertainty
Avoidance, namely: the relatively strong preference (compared to those who are low on this
characteristic) for structured and clear situations over uncertain ones (Hofstede, Hofstede, & Minkov,
2010). Thus, the tourists from France or Italy perceive the Internet as less reliable than those from
UK. Such findings should push NTOs to stress the reliability of content and data privacy when
communicating with high Uncertainty Avoidance cultures (Frias, Rodriguez, Castefieda, & Buhalis,
2011). On the same lines, a study by Huang et al. (2013) examines the effect of culture on tourists’
intention to travel. Findings suggest that, within the context of Chinese tourism, mystery and cultural
congruency increase the desire to visit a destination. Indeed, the presence of novelty in travel
narratives is necessary to feed the desire of temporary freedom and exploration of the unknown,
which are intrinsic tourism components (Robledo & Batle, 2017). This assumption is also confirmed
by Tigre Moura et al. (2014), who show the negative effects (i.e. boredom) of complete cultural
localization on online visitors” destination image and willingness to travel. While the co-existence of
novelty and familiarity may appear as a contradiction, Toyama and Yamada (2012) explain that
recent cognitive science classify these two concepts as separate ones (instead of opposite). Within the
context of Japanese tourism, the researchers suggest destination marketers to highlight the novelty of
the place, while providing necessary information to make it understandable to the reference audience
(hence increasing familiarity) (Toyama & Yamada, 2012). The localization of textual content is
particularly important for the promotion of cultural tourism. Indeed, tailored narratives can improve
the transmission of the significance that host cultures attribute to their heritage and enhance visitor

experience (Ndivo & Cantoni, 2016).
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Despite its attractiveness in terms of tourism, Europe shows a need for heritage revival
(Egberts, 2014). This concept is defined as “a meaningful historical experience for the audience, [...]
offering opportunities for personal development [...]” (p. 16) with the goal to make visitors aware of
heritage and history. Related to the tourism area, a study performed by Ardissono et al. (2012)
provides an overview of practices related to content adaptation for cultural heritage. More
specifically, the authors state that dealing with these type of experiences requires attentive content
selection, because of the enormous amount of information available and the risk of overloading
online visitors. Given the importance that ICT has in heritage communication and promotion, Mele
et al. (2015) explore this topic on three European NTO websites. The study aims at understanding
how World Heritage Sites (WHSSs) are localized for the US-American and Italian publics. Findings
show that multimedia contents are adapted according to the audience of reference and the
representation of cultural values varies across different versions. A consequent explorative study by
Mele et al. (2016) examines the promotion of attractions and services on three European NTO
websites. As for the previous research, results show a clear commitment of NTOs to adapt online
contents to meet the needs and preferences of the reference publics (i.e. US-American and Italian
tourists). At this regard, it is important to underline that despite the presence of localization activities,
research shows that these practices need to be followed by assessment strategies to understand
whether they are meeting user expectations (Shia, Chen, & Ramdansyah, 2016). Finally, despite the
recognized importance of content adaptation for marketing and communication purposes in the
tourism area, there is a lack of studies examining the existence and integration of these practices from
a managerial viewpoint (Mele, De Ascaniis, & Cantoni, 2016). Hence, more research is needed to
explore the importance and presence of such activities, together with existing assessment strategies,
at DMOs in Europe and their branches abroad.

4.3 Method

The present research aims at providing an overview of localization practices and activities
at NTO members of ETC. Among their roles, tourism organizations at the national level have the
aimto promote the destination to international markets (Pike, 2008). Hence, it is reasonable to assume
that they represent the best study case to explore the actual integration of adaptation processes within

the area of tourism marketing and communication. Established in Norway in 1948, ETC is an
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organization that has three aims (European Travel Commission, 2016): (I) promoting Europe as a
tourist destination; (11) supporting the collaboration and information exchange among NTOs; and
(111) providing partners and other concerned parties with statistics and trends about inbound tourism.
Currently, ETC gathers together 32 NTOs in the European geographical zone.

ETC members were invited to participate to a 30 min open-ended interview. Apart from
being one of the most diffuse qualitative techniques, this method was chosen because it would allow
interviewees to voice freely their opinions and thoughts (Turner, 2010). Interviews were conducted
in English by one researcher in the period July 2015-October 2016. After 3 months, researchers
collected data from eleven NTOs (Table 4.1). Participants could indicate two dates for availability
and they had the possibility to opt for a written open-ended interview. The latter was realized by

employing the online survey platform Qualtrics (qualtrics.com).

Table 4.1. ETC NTO members who participated in the study.

NTO name Website

Croatian National Tourist Board (CNTB) WWW.croatia.hr

Czech Tourism www.czechtourism.com
German National Tourist Board (GNTB) www.german.travel
Toerisme Vlaanderen (TV) www.visitflanders.com
Hungarian Tourism ltd. www.gotohungary.com
Tourism Ireland Itd. www.ireland.com
Innovation Norway WWW.Visitnorway.com
Polish Tourist Organisation (PTO) www.poland.travel
National Tourism Organisation of Serbia (NTOs) www.serbia.travel
Slovenian Tourist Board (STB) www.slovenia.info
Switzerland Tourism www.myswitzerland.com

Questions covered four macro areas regarding adaptation practices and activities: (I) current
state of localization processes; (I1) market research for online content creation and selection; (l11)
most important adaptation activities; and (V) use of key performance indicators (KPIs) to assess the
effectiveness of marketing and communication ad hoc choices. These areas were selected by the
researchers following previous studies on the topic (Mele, De Ascaniis, & Cantoni, 2016; 2015).

Interviewees were content editors, IT or marketing managers, who declared themselves

prepared to discuss about localization practices. In an effort to avoid misunderstandings with “geo-
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localization”, the researchers added an explanation of it to the request for participation. Interviewees’

names and organizations are hereafter kept under complete anonymity for privacy reasons.*

4.4 Results

The first part of the interview addressed the actual state of localization processes at the
NTOs. Ten out of eleven representatives declared that their organization integrates these activities
into communication strategies to address key markets. The operationalization of such processes
appears to vary, as indicated in the following figure (Figure 4.1).

Figure 4.1. Localization practices at eleven ETC NTOs.

\ L

W Internal
Internal and External
External

B Absent

Five NTOs assign localization practices to marketing offices, who are based either at the
headquarter or at branches abroad. The selection of online content derives from the coordination of

joint efforts. At this regard, “Interviewee N 1" declared:

We have our own established companies in the strategic markets. Concerning digital we are translating our image

content, which is like a brief description [...]. The deeper content, which describes certain cities or natural parts,

is translated only for the markets where we are maintaining marketing campaigns. This is modified by the

headquarter and then is checked again by the markets.

The reported text highlights a cost-saving aspect of localization. Namely, the translation of
online contents is applied only when the activity or location is appealing for the audience. As

opposite, a standard (non-localized) description can be provided when the local marketing office does

4 Exception is made for those pieces of information that can be retrieved publicly on the Intemet.
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not signal a potential interest. Interviewees reported that external agencies were employed as a
support too. Referring to this matter, “Interviewee N 2” said:

Now we do make use of localization practices. For what regards the programming [...], there is an outsourced

company taking care of it. In terms of content for different editions of the website, we do it ourselves. We have

professionals taking care of the content [...]. Indeed, we have [...] offices abroad and each office is in charge of
the local website.

Like the previous respondent, also this one underlines the role of local offices in determining
the most appropriate content for the reference audience. However, not all organizations rely solely
on their branches abroad for adaptation choices. Two of them completely outsource localization
practices (i.e. including content creation) to external agencies, which work in contact with the tourism
organization headquarter and its branches.

Differently from the other ten NTOs, one representative declares that only literal translation
is applied across website editions—with no variations. Nevertheless, “Interviewee N 3” admitted
the shortcomings and limitations of such approach and said:

However, for the future we would like to have a website that shows |[...] different experiences and products for

different geographical markets. [ ...] At the moment we have the same depth of translation for [certain] offers for

[certain international and domestic] tourists. This is totally nonsense, because [certain international tourists] will

never come to [the destination] for [those activities].®

The respondent also added that localization activities would require major technical changes
affecting the global server for the creation of different templates.

Given the centrality that market research has for localization activities, the second part of the
interview focuses on this area. More specifically, if and how specific multimedia content choices
across website editions are supported by research. Results show (Figure 4.2) that six out of eleven
NTOs preferably employ customer research performed by internal departments. Namely, data are
retrieved directly from potential visitors or at any step of the tourism experience (i.e. before, during,
or after the trip). Addressing this point, “Interviewee N 4" declared:

We have a department that takes care of market research. This helps us develop strategies that guide us while

choosing which content has to be present on which editions. We also have offices in the markets that tell us what

content is needed for the local audience. Together with them our content team is developing specific content [...].

5> Words enclosed in square parentheses are added by the authors to keep anonymity.
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Interviews show that social media and user generated content (UGC) help tourism
specialists enhance their online communication for key markets. At this regard, “Interviewee N 4”
said:

We also do social media research on a specific topic [...] that gives us information on how the external

environment perceives our destination. For instance, we want to know what the main motivations to come [here]

are. Consequently, we are elaborating market profiles for some countries [...J.

Interviews also reveal that four NTOs rely their market choices on data collected or produced
by external entities. Namely, NTOs gather data from statistics, reports, and studies from other
companies or organizations.

The third area of the interview focuses on the exploration of preferred localization activities
and their coordination. Results show that four out of eleven NTOs have formalized localization
practices into editorial guidelines to improve their processes. For example, those elaborated by the
Norwegian tourism organization “Innovation Norway” are freely available online

(editorial.visitnorway.org). They mention localization issues for areas like (1) spelling and text; and

(I1) front page content. The former includes rules for units of measure, dates, and adjectives. The latter
reminds local editors to give priority to the needs of their market during the year, by localizing content
that fits with the local needs (Innovation Norway, 2016).

Figure 4.2. Market research for localization at eleven ETC NTOs.
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Among the preferred localization activities, adaptation of textual content appears to be the
most important one (Figure 4.3). This affects especially three factors: content choice, granularity,
and focus. Namely, based on the reference audience (and season), local editors decide whether to

include or not a specific activity or attraction on the website. In addition to that, a certain experience
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(for instance) can focus on different elements according to the public or simply vary the quantity of
information displayed (as declared by “Interviewee N 17). As part of textual content adaptation,
four out of ten NTO representatives declare that visa and travel regulations are important pieces of
information that need to be adapted according to the reference audience. “Interviewee N 27
provided an example regarding this matter:

The practical information is more relevant to Europe for some cases, whereas for some other markets it has been

adapted according to their needs. [...] This is the example of Japan, India, China, and US, where practical

information makes the difference. [...] It is also about flight connections, exchange rates, visa regulation, and
custom regulation.

The second most important activity is the localization of destination themes. These can be
defined as underlying concepts that help tourists connect experiences and services around one
common denominator (Gao, Scott, & Ding, 2016). Addressing this aspect, “Interviewee N 17 said:

We have several projects in the markets where they take on special topics [...]. Like for example the topic of

heritage in the US market [...]. The center of our marketing activity is based on highlighting different aspects of

the destination. We have a topic-based marketing plan. We take a topic and we promote it to specific markets.

Among the localized themes, five interviewees mention tangible and intangible heritage as
an important factor for destination promotion to specific international markets. Alongside with this
aspect, “Interviewee N_5” says that online content can be tailored to (II) meet positive stereotypes
of the reference audience; and (I1) increase cultural familiarity. Results show that images and videos
are also adapted for distinct purposes, including cultural ones. Referring to localization choices,
“Interviewee N_6” declared:

Generally, we show content together with an image. Otherwise it is not attractive. We do not adapt images if it is

not really necessary. For the Arabic market we take into account that we cannot show naked skin of women and

other regulations. The aim is not to be offensive toward the specific market [...].

Results reveal that the less frequent localization activities are those affecting units of
measure, currency symbols, layout, and calendars.

The fourth and last part of the interview provides an overview on the presence and use of
KPIs to assess the effectiveness of localization strategies. Results reveal that among those NTOs that
perform adaptation activities, only four actually measure their impact on online communication.

More specifically, “Interviewee N 7" states that they have experts monitoring page views and user
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flow per country specific visitor. The former allows web editors to understand the popularity of an
adapted webpage for users accessing the website from a specific market. Namely, if the number of
viewed pages for market-tailored experiences increases, managers can infer the success and fitness
of those localized contents. User flow is a metric that reports user paths through the website from the
first landing page to the moment they exit it, providing data about its traffic and effectiveness. From
the perspective of this study, these figures show the most popular steps (i.e. what webpages are

viewed) for users from a specific country exploring a localized website edition.

Figure 4.3. Most important localization activities at eleven ETC NTOs.

B Text

B Themes

10
7
m Images & Videos
5
Units of measure
3 3 Symbols
1 1 Calendars

Layout

Starting from the homepage, for instance, the more visitors reach their goals (e.g. finding information
regarding special tour offers), the more the localized content is answering their needs and preferences.
On the same lines of “Interviewee N 77, also “Interviewee N 2" and “Interviewee N 8” declare
that they employ web analytics metrics to understand the effectiveness of adapted contents.
Moreover, the latter, who represented an external company hired to localize contents for the NTO,
added:

What we do not really do is to compare [website’s] versions with each other. [...] We share our findings rather

informally during our team meetings [...]J. [...] [The NTO] hires another agency to deal with their analytics

accounts and big data.

With this statement, “Interviewee N 8 introduces the option of sharing and assessing
localization practices informally among all content editors. Hence, it is possible to assume that
personal satisfaction of the expert in charge as well as web analytics metrics play an important role

for the assessment of marketing strategies for this NTO. Providing another key perspective on the
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issue, “Interviewee N 17 declares that proper localization has a direct and evident impact on SEO.
More specifically, improvements for organic rankings on local search engines for relevant keywords
is considered as a KPI. Indeed, increased visibility allows the website to stand out from stiff online
competition. For what regards those NTOs that do not have KPIs for localization activities, two main
reasons have been identified. The first refers to an explicit preference to measure the performance of
the tourism website as a whole, rather than particular pieces of contents or webpages. The second
involves the e-maturity of the NTOs themselves. Meant here as the level of integration of ICT into
the operational practices of the company (Buhalis, 2003, p. 79). Among them, “Interviewee N 9”
declares that given the need to offer different experiences according to the public, they are actually
taking important first steps for assessments by doing A/B tasting for campaigns tailored for specific
markets. At this regard, “Interviewee N_9” stated:

One of the essentials of online marketing |[...] is A/B testing [...]. I play a few different types of visual ads on the

Internet and | am catching what is going to attract [online visitors] and to trigger engagement. For example, for

some domestic campaigns we did not change every section. For example, [...] [we did some campaigns for a

certain experience in the local language] [...J and we needed to adapt a little just that page [...] [to promote it

on] Google AdWords.

In other words, A/B testing can be a helpful research technique to examine the effect of
alternative localized online ads (published on the Web) on clickthrough rate (CTR) and user

engagement.

4.5 Conclusions, limitations, and further work

As mentioned in the research goal, this paper has provided an overview of website
localization practices and activities at eleven ETC NTOs. Information from open-ended interviews
reveals that all content editors, IT and marketing specialists are well-aware of the importance of these
processes for tourism communication. Apart from one case, all interviewees report the use of
localization strategies to adapt destination websites according to the needs and preferences of specific
key publics. Such strategies are mostly based on in-house market analysis performed by internal
personnel. On the same lines, research shows that outsourcing these practices can be less effective

than involving staff directly (Goffin, VVarnes, van der Hoven, & Koners, 2012).
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From a theoretical point of view, this paper contributes on two points. First, it provides an
overview on the way the concept of localization is perceived by the tourism supply on the following
areas: (I) current state of localization processes; (I1) market research for online content creation and
selection; (I11) most important adaptation activities; and (IVV) use of key performance indicators
(KPIs) to assess the effectiveness of marketing and communication ad hoc choices. Second, it depicts
the concept of localization as a process rather than a punctual activity. On the one side, this implies
that adaptation activities are not meant to suppress the novelty of the destination in favor of complete
familiarity (Tigre Moura, Gnoth, & Deans, 2014). Instead, they aim at making sustainable (i.e.
understandable) only certain aspects of the website (e.g. content selection), while maintaining intact
the novelty of the tourist experience. On the other side, the process of localization implies the
possibility of coexistence with a globalized communication approach in the tourism field. Literature
defines this as a “glocalized” strategy, which shows a balance of characteristics belonging to both
approaches (Matusitz, 2010).

This paper presents also three managerial implications. First, interviews with eleven ETC
NTOs show that localization activities can be employed to enhance online contents for specific
publics. The selection of ad hoc activities avoids the risk of information overload (i.e. an exaggerated
number of alternatives and number of attributes), together with its negative effects on destination
image (Rodriguez-Molina, Frias-Jamilena, & Castafieda-Garcia, 2015). Second, interviews show
that localization can be used not only for marketing purposes, but also to convey sustainable
information about culturally sensitive topics like local heritage. Third, results show that the effects of
localization activities can be measured by examining (1) web analytics metrics (i.e. user flow and
page views); and (I1) search engine positioning among organic results. In addition to these, there is
also the possibility of (111) performing A/B testing online to measure the effect of alternative localized
ads (published on the Web) on clickthrough rate (CTR) and user engagement; and (IV) holding
meetings among content editors to share and assess localization practices informally.

The study is not exempt from limitations. While ETC gathers 32 members, the overview on
localization activities regards only 11 of them. Hence, its results cannot be generalized to those who
have not participated. Future research will include other NTOs outside the European area and DMOs
of different sizes (i.e. not only those at the national level). Finally, it will be necessary to conduct

research on further indicators for localization activities such as costs and quality control.
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Chapter 5. Localization effects on online
visitors’ perceived image and willingness to
visit®

Abstract

This research examines the effects of localizing cultural values on perceived image and willingness
to visit a heritage site. Using Collectivism-Individualism and Power Distance, two preregistered
experiments were conducted with a total of 2039 respondents from Portugal and United Kingdom.
In Study 1, against expectations, culturally incongruent webpage content expressing low (vs. high)
Power Distance generates a higher willingness to visit among Portuguese participants. In Study 2,
localized webpage content expressing Individualism (vs. Collectivism) leads to a higher willingness
to visit among UK respondents, with the mediation of perceived image. Neither experiment shows
an effect of the stimuli on perceived image. Findings suggest limited benefits of localization for

heritage promotion and a high tolerance of participants toward incongruent cultural values.

Keywords: Localization, Collectivism, Individualism, Power Distance, Heritage Tourism

& This chapter is published as: Mele, E., Kerkhof, P., & Cantoni, L. (2020). Cultural localization in online heritage
promotion. Journal of Heritage Tourism (impact factor: 1.49). doi:10.1080/1743873X.2020.1779731
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5.1 Introduction

The process of localization is used to adapt promotional content to convey values that are
culturally congruent with those of the reference audience (Kanso & Nelson, 2002). ). Research
indicates that the web is not a culturally neutral medium (Goodrich & de Mooij, 2014). In fact,
cultural differences appear to have an impact on corporate website design, providing support to the
notion that websites, and online communication in general, should be culturally sensitive (Calabrese,
Capece, Di Pillo, & Martino, 2014). Scholars as well as practitioners have long recognized the
general relevance of cultural adaptation activities to create effective marketing strategies for
international audiences (de Mooij M. , 2019; Mele & Cantoni, 2018). Research highlights the
importance of localization across different contexts, including e-commerce (Huggins, White,
Holloway, & Hansen, 2020), airline and hotel marketing (Lituchy & Barra, 2008). Within the tourism
industry, research shows that destination websites reflect the cultural orientation of the country where
they were created (Tigre Moura, Gnoth, & Deans, 2014). Interviews with destination marketers,
members of the European Travel Commission, reveal that the cultural background and preferences
of key audiences affect the choice of destination themes (e.g. heritage) and multimedia content to be
promoted online. Interviewees declare that culturally sensitive promotion is important for the
attractiveness of destination experience (Mele & Cantoni, 2017). Comparative research shows that
the spectrum of localization activities includes tailoring content depth (e.g. the number of words and
details provided to describe a cultural attraction), search engine optimization (e.g. adaptation of
website keywords), and adaptation of cultural values (e.g. emphasis on collective experiences for the
Chinese market) (Mele & Cantoni, 2018).

Surprisingly, while destination marketers highlight the benefits of cultural adaptation
activities in tourism promotion, only one experimental study so far (to the best of our knowledge) has
investigated localization from a demand side, analyzing the effects of cultural value adaptation in
combination with website design manipulations (Tigre Moura, Gnoth, & Deans, 2014). Given the
constant presence of cultural barriers in international marketing, we argue that is important to expand
the empirical knowledge on the localization of cultural values, by analyzing the main effects of

congruent cultural values (vs. incongruent) and their interactions on participant’s perceptions and
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intentions — without involving website design (e.g. relevance of visuals within a webpage), as its
adaptation to specific countries would be considered anachronistic nowadays.

Addressing this knowledge gap, the current research examines the impacts of localizing the
cultural values belonging to the dimensions of Collectivism-Individualism (COL-IND) and Power
Distance (PD) on online visitors’ perceived image and willingness to visit, taking the case of the
UNESCO world heritage site Kinderdijk (the Netherlands). Two preregistered, highly powered
experiments are conducted to test how participants from two culturally distant countries, Portugal
and United Kingdom (Hofstede, Hofstede, & Minkov, 2010), respond to manipulated webpages
displaying one combination of the cultural dimensions. More precisely, Study 1 focuses on
perceptions and intentions toward the heritage destination, whereas the follow-up experiment (Study
2) focuses on the perceived destination experience.

This paper contributes to the tourism field in multiple ways. First, scholars have called for
more experimental research involving localization and online communication (Mele & Cantoni,
2018; Tigre Moura, Gnoth, & Deans, 2014; Vyncke & Brengman, 2010). We answer this call by
focusing on the single and interacting effects of congruent (vs. incongruent) cultural values on
respondents’ perceived image and willingness to visit a heritage site. Second, research in heritage
tourism has indicated the need to consider cultural differences when developing contents for
international audiences (Jung, Lee, Chung, & tom Dieck, 2018): would cultural congruency alone
improve perceptions and intentions toward a heritage site? Examining the impacts of localizing
cultural values, in combination with participants’ heritage interest, has managerial significance for

the improvement of online promotion of heritage tourism.

5.2 Literature review

5.2.1 Measuring and localizing cultural values

Culture is defined by Hofstede et al. (2010, p. 6) as “the collective programming of the mind
that distinguishes the members of one group [ ....] from others.” Occupying the core of such collective
programming, cultural values represent “broad tendencies to prefer certain states of affairs over
others” (p. 9) and, among their roles, they are found to guide consumer behavior in tourism (Hsu &
Huang, 2016; Sabiote-Ortiz, Frias-Jamilena, & Castafieda-Garcia, 2014).
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According to Hofstede et al. (2010), cultural values can be measured and compared at the
national level, along six virtual constructs called “cultural dimensions.” For the scope of this research,
two of them are outlined here: COL-IND and PD. The former has been chosen for experimental
manipulation because it is one of the most important dimensions in cross-cultural psychology and
comparative studies (Meng, 2010); while PD has been identified as one of the most influential factors
in decision making about tourism destinations (Correia, Kozak, & Ferradeira, 2011). In addition, both
cultural dimensions have been frequently used in marketing research (Saleem & Larimo, 2017).
Although criticized by scholars for their simplistic reduction of cultural phenomena (Jones, 2007),
research shows that countries can be reliably distinguished along a series of cultural values (Minkov
& Hofstede, 2011) and these are reflected also in online experiences (Alcantara-Pilar, Armenski,
Blanco-Encomienda, & Del Barrio-Garcia, 2018). In addition, while acknowledging the limitations
of Hofstede’s model, it is argued here that its clarity and parsimony (Kirkman, Lowe, & Gibson,
2006) make it suitable for experimental research.

COL-IND describes the extent to which individuals are connected to ingroups. Collectivist
societies position the identity of the individual (as “we”) in extended families or groups of friends.
Instead, individualist cultures prize a person’s independence (as “I”’) and self-sufficiency with loose
societal bounds (Hofstede, Hofstede, & Minkov, 2010). Within the tourism context, COL can be
conveyed by emphasizing family and group activities, along with the purchase of gifts and souvenirs
for family members (Woodside, Hsu, & Marshall, 2011), while IND can be conveyed by referring
to values of independence, uniqueness and self-fulfillment (Tigre Moura, Gnoth, & Deans, 2014).
The difference between individualist and collectivist cultures is also reflected in the style of marketing
messages. Individualist cultures privilege directness and persuasion based on facts and figures (hard
selling approach). On the other hand, in collectivist cultures advertising primarily aims at building
trust between companies and customers employing an indirect communication style (Men & Tsai,
2012), and emphasizing intangible elements like harmony (Hornikx & de Groot, 2017) and oneness
with nature (Frederick & Gan, 2015).

Hofstede et al. (2010) show that COL and IND have a positive association with high and
low PD respectively. PD describes the extent to which people expect and emphasize power
differences. Societies that score high in PD assign greater importance to authorities, including

celebrities because of their status (Winterich, Gangwar, & Grewal, 2018), and to the prestige of a
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destination brand (Correia, Kozak, & Ferradeira, 2011). On the other hand, cultures with low PD
prefer equality in social relations, regardless of people’s status and wealth (de Mooij & Beniflah,
2017; Loi, Lam, & Chan, 2012). Consequently, within the tourism context, high PD can be reflected
by images and texts emphasizing authorities endorsing the destinations or attractions (Tigre Moura,
Gnoth, & Deans, 2014).

The cultural values conveyed by a website can also be adapted to conform to the cultural
preferences of the reference audience. In this regard, website localization refers to a set of activities
aimed at adapting a website to the cultural needs and preferences of a specific audience, so that it
feels ‘local’ or natural to the receiver (Singh, Toy, & Wright, 2009). Among the several strategies
available to achieve this objective (Mele & Cantoni, 2017; Tigre Moura, Singh, & Chun, 2016), the
localization of cultural values generally consists of matching the values expressed by the contents on
the website with those held by online visitors from a specific country. In other words, the values
conveyed by the website become congruent with those of the reference audience (Singh & Matsuo,
2004).

Scholars argue that if local websites reflect local cultural values, then it would make sense
for an international company to also localize their communication in a way that feels local for that
market (Chun, Singh, Sobh, & Benmamoun, 2015; Singh & Matsuo, 2004). Research suggests that
cultural adaptation enhances the online competitiveness of a company and, through a better online
experience and satisfaction (Benmamoun, Singh, & Sobh, 2019), positively affects consumers’
attitudes and intentions (Singh, Park, Chun, Tigre Moura, & Seung, 2017). Although some marketing
research questions the benefits of cultural congruence (Hornikx & de Groot, 2017; Tigre Moura,
Gnoth, & Deans, 2014), studies indicate its importance for advertising effectiveness (Moller &
Eisend, 2010) and purchase likelihood (He & Wang, 2017). In addition, research shows that
marketing managers from destination marketing organizations invest effort in localization (Mele &
Cantoni, 2017), for instance by assigning content production to experts from the reference markets

and offering country-specific versions of the destination website.
5.2.2 Heritage, perceived image and willingness to visit

Among the themes promoted by destination websites, heritage is described by Merriman

(Merriman, 1991, p. 8) as “culture and landscape that are cared for by the community and passed on
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to the future to serve people’s need for a sense of identity and belonging.” Scholars highlight the
popularity of cultural tourism (Chen & Chen, 2010), consisting of people experiencing built heritage,
contemporary arts or cultural events (Timothy, 2011). Arguably an important factor directly affecting
prospective tourists’ perceived image and visitation intention, heritage interest refers to visitors’
general appeal for cultural attractions. Drawing from Leone et al. (Leone, Chirumbolo, & Desimoni,
2012), itis argued that heritage interest exerts both a direct and a moderating effect on the willingness
to visit a heritage site, because participants interested in heritage tourism may be more susceptible to
stimuli involving a heritage experience. The effectiveness of promoting a heritage site, in terms of
perceived image and behavioral intentions, is then enhanced by visitors’ interest in heritage tourism.

A perceived image consists of a conscious, multisensory, mental experience held by
prospective visitors (Lai & Li, 2015) and it can influence the success of a heritage site (Remoaldo,
Ribeiro, Vareiro, & Santos, 2014). Within the tourism domain, a perceived image can refer to a
multiplicity of elements, including attractions (MacKay & Fesenmaier, 1997) and destination
experiences (Hunter, 2016). This research focuses on the concepts of destination image (Study 1) and
experience image (Study 2), both of which are perceived images and refer to “the aggregate sum of
beliefs, ideas, impressions and expectations” (Chon, 1990, p. 4) held by tourists. Within the context
of this research, the difference between the two resides in the object of reference: destination image
measures the perception of the destination as a unique amalgam of attributes, products and services;
whereas experience image measures people’s perception of the activities and experience offered by
the destination. Consequently, the latter is strictly related to the concept of “telepresence,” described
as the experience of a location through a communication medium (Steuer, 1992) — that is, the website
or any other online channel used by prospective tourists to virtually experience destination activities
and form a perception about them.

Cultural factors have been identified as an important antecedent for perceived (destination)
image formation (Kastenholz, 2010; Tigre Moura, Gnoth, & Deans, 2014; Yacout & Hefny, 2014).
Scholars argue that visiting a place is not an essential requirement for tourists to form a perceived
image (Beerli & Martin, 2004). For potential visitors, the formation of a perceived image is based on
a variety of sources (Echtner & Ritchie, 1991), including destination marketing organizations’ online
presence on websites (Llodra-Riera, Martinez-Ruiz, Jiménez-Zarco, & lzquierdo-Yusta, 2015).

Research shows that a positive perceived (destination) image influences behavioral intentions
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(Molinillo, Liebana-Cabanillas, Anaya-Sanchez, & Buhalis, 2018) like willingness to visit (Kim &
Kerstetter, 2014).

The construct of perceived image can be analyzed both in terms of an overall assessment
(single factor) as well as within its separate factors (Tasci & Gartner, 2007), namely the cognitive,
affective and overall image components (Baloglu & McCleary, 1999). Cognitive evaluations refer to
the knowledge about a destination, product or service, including the quality of the experience
(Baloglu, 2001), while affective components refer to the feelings about it. Overall image combines
both cognitive and affective evaluations (Baloglu & McCleary, 1999). The multiple- and single-
construct approaches for the analysis of perceived image are used in Study 1 and Study 2 respectively,
with destination image (Study 1) and experience image (Study 2).

5.3 Study 1

The research questions, hypotheses, design, sample size and analysis plan of Study 1 were
pre-registered (https:/aspredicted.org/si3ut.pdf) before data collection in March 2019.

5.3.1 Hypotheses and research question

The literature review highlights a gap in the knowledge about the influence of online content
displaying congruent cultural values on visitors from different countries. The present study examines
the effect of localized communication on participants’ perceived image and willingness to visit a
heritage site, with the direct and moderating effects of heritage interest. For what concerns the analysis
of localization effects, this research adopts the cultural dimensions COL-IND and PD for their
relevance in marketing research. Considering what was outlined in the literature review, it is argued
that content displaying congruent COL-IND and PD values will positively affect participants’
perceived destination image and willingness to visit. Consequently, it is hypothesized as follows:

e H1. Webpages displaying congruent COL-IND values positively affect visitors” cognitive, affective, overall
destination image and willingness to visit, when compared to webpages displaying incongruent COL-IND values.

e H2. Webpages displaying congruent PD values positively affect visitors’ cognitive, affective, overall destination
image and willingness to visit, when compared to webpages displaying incongruent PD values.

Based on hypothesis 1 and 2, it follows that webpages displaying exclusively congruent

cultural values, both in terms of COL-IND and PD, result in a more positive perceived destination

90


https://aspredicted.org/si3ut.pdf

image and higher willingness to visit among participants. One might argue that they strengthen each
other, with a multiplicative effect of congruence across multiple cultural dimensions. Yet, one may
also argue that there is an optimal level of localization beyond which the effects disappear or may
even backfire, as argued by Tigre Moura et al. (2014). In other words, while the congruence for only
one dimension may have a positive effect on the dependent variables (H1 and H2), participants may
perceive fully congruent communication as tedious, because the novelty of the heritage destination
is replaced by cultural familiarity. Instead, they may privilege contents that show a balance between
congruent (familiar) and incongruent (novel) cultural values. Therefore, an exploratory research
question is needed:
e RQ1. How do webpages displaying congruent values on both IND-COL and PD affect visitors® perceived
destination image and willingness to visit, when compared to webpages displaying incongruent cultural values?
Furthermore, based on what was outlined in the literature review, it is argued that participants’
heritage interest has a direct and moderating effect on their perceived destination image and
willingness to visit a heritage site:
e  H3. Heritage interest is positively associated with cognitive, affective, overall destination image and willingness to
visit.
e HA. Heritage interest has a positive moderating effect on the relationship between the exposure to congruent

cultural values and cognitive, affective, overall destination image and willingness to visit.

5.3.2 Methodology

5.3.2.1 Participants and destination

Portugal and UK were selected for comparison because they occupied reversed positions on
the dimensions developed by Hofstede et al. (2010). The two countries had already been chosen for
cross-cultural comparisons in previous research, showing relevant differences in terms of information
and communication technology use (Amaro & Duarte, 2017; Goodrich & de Mooij, 2014). As
destination, this study took the case of the Dutch heritage site Kinderdijk: a UNESCO World
Heritage site since 1997 (UNESCO World Heritage Centre, 2018), a prototypical example of (built)
heritage destination.

Following Hofstede et al. (2010) cultural scores, the Portuguese national culture is relatively

collectivist (cultural score = 27/100), while UK is among the most individualist countries (cultural
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score = 89/100). The two countries also differ in terms of PD, with Portugal scoring higher on this
dimension (cultural score = 63/100) than UK (cultural score = 35/100).

The free software G*Power 3.1.9.2 (Faul, Erdfelder, Lang, & Buchner, 2007) was used to
compute the required sample size for an experiment with 90% power, expecting a small effect (V)
=0.02 (? = 0.02) (Tigre Moura, Gnoth, & Deans, 2014), usinga MANCOVA. The tool indicated a
minimum required of 481 respondents per country.

Participants from both countries were recruited using the commercial crowdworking
platform Prolific (2018) and rewarded £ 0.67 (£ 5.03/hour) upon completion. Data were collected in
March 2019. A screening questionnaire was used to retain participants that fit with two criteria: their
country of birth and nationality matched their residence; they had never been to Kinderdijk. The first
criterion increased the probability of selecting participants integrated within those forces like the
national education system that contribute to create shared cultural values (Hofstede, Hofstede, &
Minkov, 2010). The second criterion ensured that respondents would not rely on previous personal
experiences at the destination, affecting their perceived destination image and willingness to visit.

The online surveys received a total of 500 complete responses from Portugal and 501
submissions from UK all aged 18 and older. A tracking item was integrated in the survey page
containing the (only) hyperlink to the webpage promoting Kinderdijk. In addition, the button to go
forward was set to appear after one minute, to stimulate participants to click on the hyperlink with the
condition before proceeding with the survey. The few participants that did not click on the hyperlink
were removed (Portugal = 5; UK = 3), resulting in a total of 993 valid responses: 495 from Portugal
and 498 from UK. Data were analyzed using IBM SPSS Statistics 25 (IBM, 2019).

The online survey was available in the mother tongue of the participant and the link was
accessible through the platform Prolific (2018). To test the hypotheses and answer the research
question, this study used a2 (COL vs. IND) x 2 (high PD vs. low PD) x 2 (Portugal vs. UK) between-
subjects design, with one condition per participant.

5.3.2.2 Measures

Each condition consisted of a single responsive webpage with both image and text
displaying a combination of manipulated cultural values, offered in the native language (British

English and Portuguese) of the respondent. Overall, the webpages were promoting the same types of
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activities at the heritage destination Kinderdijk, but with a different style and recommended
experience according to the values to be conveyed. The webpage content had no hyperlinks and was
subdivided into three main sections with respective headers and photographs: the introduction to the
heritage site, with its history and characteristics; the description of the activities; booking information
and ticket prices (which did not vary across conditions). All sections showed quotations about the
heritage experience at Kinderdijk, emphasizing a different combination of cultural values depending
on the condition. Each cultural dimension was represented by the same number of pictures and by a
similar number of words. The webpage content was elaborated following the operationalization of
the cultural dimensions indicated by the literature review and a study by Mele and Lobinger (2018)
on the visual representation of cultural values (Table 5.1).

To produce the experimental conditions, four webpages were first constructed from a master
document in English, each of them with four pictures (with captions) and text displaying specific
cultural values. Second, the four webpages were discussed, and their contents improved in a focus
group with other researchers. Third, given the importance of visuals in inspiring visitors (Lee &
Gretzel, 2012), three pilot tests with a between-subjects design were conducted online until the
photographs were correctly categorized in terms of COL-IND and PD by participants. Finally, once
participants were able to recognize both dimensions, the four chosen pictures were integrated into a
total of eight single webpages, four in British English and four in Portuguese, which were then used
as stimuli in both studies. To ensure the quality of all textual contents (including the main survey),
backtranslation was performed together with two Portuguese mother tongue individuals, who were

also proficient in English.

Table 5.1. Operationalization of cultural dimensions for the elaboration of webpage content.

Images Text
Collectivism Groups with subjects looking at Group (family and friends) related activities, with
the viewer. indirect communication style highlighting
entertainment, harmony and togetherness.
Individualism One single person, not lookingat  Independence, freedom, uniqueness, with direct, hard-
the viewer. selling communication style.
High Power Distance Authorities recommending the Recommendations by authorities.
heritage site (embedded text and
icon).
Low Power Distance Common visitors recommending  Peer-to-peer recommendations.
the heritage site (embedded text
and icon).
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Items and scales for cognitive, affective, overall destination image and willingness to visit
are illustrated in Table 9.1 (Appendices). Cognitive image was measured with five items: four of
them (friendly/unfriendly, lively/stagnant, interesting/boring, overcrowded/uncrowded) adapted
from Ekinci and Hosany (2006), one exploratory item “novel/familiar” was added to evaluate
participants’ perception of novelty and familiarity connected to Kinderdijk. As the first reliability tests
yielded a low Cronbach’s a = .54, two items (uncrowded/overcrowded, novel/familiar) were
removed. The second reliability test with 3 items yielded a Cronbach’s o = .68, which, being very
close to .70, was considered as acceptable (Gliem & Gliem, 2003). Subsequently, the three items
were averaged for the main analysis (M =5.50, SD = .96).

Affective image was measured with four items (pretty/ugly, pleasant/unpleasant,
exciting/gloomy, relaxing/distressing) developed by Hosany et al. (2006) (Cronbach’s . = .84, M =
5.90, SD =.87). Overall image was assessed with one single item reporting the overall impression of
the site, as proposed by Baloglu and McCleary (1999) (M =6.17, SD =.71).

Willingness to visit Kinderdijk was measured using two items adapted from Dodds et al.
(1991) (r=.60, p<0.01, M =5.76, SD = 1.04). All items were rated on 7-point scales, with the most
positive evaluation assigned to the highest score.

Concerning heritage interest, participants were asked with three items about their interest in
heritage tourism, whether they usually visited cultural attractions, and whether they valued visiting
UNESCO attractions (Cronbach’s & =.75, M = 3.91, SD =.69) (Table 9.1, Appendices). Among the
covariates, online trust was assessed on two items adapted from Kim et al. (Kim, Chung, & Lee,
2011), namely ‘official tourism destination websites are reliable’ and ‘reviews by other tourists are
trustworthy,” measured on 5-point scales. As there was a weak correlation between the two items (r
=.29, p <0.01), it was decided to treat these two items separately for the main analysis. The study
also accounted for other exploratory covariates that could affect the results: age, gender, household
members, education level, general travel experience and past business / leisure travel experience in
the Netherlands.

5.3.2.3 Manipulation checks

The manipulation checks confirmed that participants correctly recognized the cultural

stimuli of the conditions and, consequently, engaged with webpage contents. One-tailed independent
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sample t-tests showed that webpages in the collectivist conditions were associated more with heritage
experiences “with family or friends” (M = 6.65, SD = .59) than “by yourself” (M = 5.86, SD = 1.17),
while the individualist counterparts were associated more with experiences “by yourself” (M = 5.26,
SD = 1.36) than “with family or friends” (M = 3.69, SD = 1.72); these differences were significant
for COL (t(740.012) = —13.341, p = .000) as well as IND (t(937.224) = 15912, p = .000). The
manipulation check for PD showed that participants correctly associated high PD conditions with
heritage experiences recommended “by authorities” (M = 3.03, SD = 1.71) and low PD conditions
with recommendations “by peers” (M = 4.75, SD = 1.98). As with the previous dimension, these
differences were significant t(968.687) = 14.687, p = .000.

Following Alcantara-Pilar et al. (2018), a set of questions from the Value Survey Module
(Hofstede, Hofstede, & Minkov, 2010) was used to measure participants’ cultural orientation in terms
of COL-IND and PD. Results showed that the Portuguese sample was more collectivistic (cultural
score = 38/100) than the UK sample (cultural score = 48/100). Portuguese respondents were also
higher on PD (cultural score = 32/100) than their counterpart (cultural score = 20/100). Thus, the
relative differences on the cultural scores for both dimensions had the same direction indicated by
Hofstede et al. (2010), yet their distance was not as marked as reported by those scholars.
Consequently, the congruence between the manipulated conditions and participants’ cultural
orientation was assumed from the outcome of the manipulation check and respondents’ cultural
scores. A similar assumption had already been made in previous tourism research on the effects of

cultural localization (see Tigre Moura et al., 2014).
5.3.3 Results

Given the presence of multiple interacting dependent variables and the necessity of
accounting for covariates as well as a moderator, MANCOVA was used for data analysis. Heritage
interest was centered inserted as covariate and included in a custom multivariate model in SPSS
(IBM, 2019) as interaction term with the other factors.

After controlling for the significant effects of age, online trust item 1 (V =.011, F(4, 966) =
2.602, p=.035) and item 2 (V = .025, F(4, 966) = 6.182, p =.000) (Table 5.2), Pillai’s Trace did not
indicate any multivariate effect of the stimuli on the dependent variables also when the moderator

was included. A similar result was obtained also after excluding the covariates from the analysis.
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Table 5.2. Study 1— MANCOVA and univariate follow-ups of Willingness to Visit.

Univariate Follow-Ups

Pillai’s Trace Error df df F 7o
Covariates
Online Trust; item 1 011 966 1 6.71* 007
Online Trust: item 2 025 966 1 22.61%** 023
Age 030 966 1 6.75** .007
Main and interaction effects
Heritage Interest 143 966 1 135.66*** 123
Country*PD .007 966 1 4.67* .005
Error 969

Table 5.3. Study 1 — Estimated marginal means of Country*PD.

Dependent variable ~ Country PD M SE
Willingness to Visit ~ United Kingdom Low PD 5.77 .06
High PD 5.75 .06

Portugal Low PD 5.88 .06

High PD 5.60 .06

Separate  ANOVAs on the outcome variables revealed one significant effect of
“Country*PD” on willingness to visit (F(1, 969) = 4.666, p = .031, n," = .005). Unexpectedly,
Portuguese participants assigned to the conditions with incongruent (low) PD values reported a
higher willingness to visit Kinderdijk (M = 5.88, SE = .06) than after being exposed to congruent
(high) PD stimuli (M = 5.60, SE = 0.6) (Table 5.3). Consequently, hypothesis 1 and 2 were not
supported. In addition, providing an answer to the exploratory research question 1, results did not
indicate any interaction effect between congruent cultural values and dependent variables.

As expected, Pillai’s Trace indicated a significant direct effect of heritage interest on the
dependent variables, V = .143, F(4, 966) = 40.226, p = .000, n,* = .143. Separate ANOVAs on the
outcome variables revealed a significant positive effect on cognitive image F(1, 969) = 47.469, p =
.000, * = .047; affective image F(1, 969) = 47.028, p = .000, 1, = .046; overall image F(1, 969) =
101.635, p = .000, n* = .095; and willingness to visit F(1, 969) = 135.659, p = .000, n,* = .123.
Consequently, hypothesis 3 was supported. The analysis revealed no moderating effect of heritage

interest on the relationship between the stimuli and the dependent variables, rejecting hypothesis 4.
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5.4 Study 2

Overall, results from Study 1 did not confirm what was hypothesized regarding the effects
of localization on destination image and willingness to visit a heritage site. Yet, such unexpected
results could be caused by the fact that the items of the main dependent variables were addressing
Kinderdijk as a heritage destination, rather than the (perceived) experience at Kinderdijk. If this was
the case, participants did not consider the localized activities and experiences, displaying the
manipulated cultural values, when rating the items of the questionnaire. Instead, they gave a relatively
positive rate to the heritage site per se. Therefore, to test this argument and capture the effects of
localization on the designated dependent variables, it was decided to re-direct the questions toward
the recommended heritage activities and experiences at Kinderdijk in a follow-up experiment.
Consequently, Study 2 focused on the heritage experience, something of great relevance for cultural
tourism (Chen & Chen, 2010). Participants were asked to evaluate a set of items about their
perceptions, feelings and overall impressions of suggested experiences (activities) — that is,
experience image — followed by questions asking whether they were willing to visit Kinderdijk in the
same way as recommended by the testimonials on the webpage (e.g. traveling in group or by
yourself). In Study 2, (perceived) experience image was treated as a single factor for two reasons.
First, Study 1 did not indicate any difference among cognitive, affective and overall image in terms
of localization effects. Second, as shown by previous research (e.g. Tasci & Gartner, 2007), visitors’
perceived image can be analyzed as a single factor to predict future behavioral intentions. Therefore,
a mediated-moderation model was used in Study 2, whereby experience image acted as a mediator
between the stimuli and willingness to visit, with heritage interest moderating these relationships.
Finally, following the findings from Study 1, heritage interest was again analyzed for its direct and
moderating effects on experience image and willingness to visit.

The research questions, hypotheses, design, sample size and analysis plan of Study 2
were preregistered (https://aspredicted.org/dj84x.pdf) before data collection in June 2019.

5.4.1 Hypotheses and research question

Study 2 considers experience image as a mediator between website localization and future

behavioral intentions. Based on what is outlined in the literature, it is argued that congruent cultural
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values in terms of COL-IND and PD positively affect the perception of Kinderdijk heritage
experience. Therefore, it is hypothesized as follows:

e  H1. Webpages displaying congruent COL-IND values positively affect visitors” experience image.

e  H2. Webpages displaying congruent PD values positively affect visitors’ experience image.

In turn, the perceived image of the heritage experience is expected to affect the willingness
to visit the heritage site (in the way recommended by the webpage). Therefore, the following
hypotheses are proposed:

e  H3. Afavorable experience image is positively associated with willingness to visit.
e H4. Experience image mediates the relationship between the exposure to congruent cultural values and willingness
to visit.

Following the results from Study 1, it is argued that heritage interest will have a direct
positive effect on both experience image and willingness to visit. In addition, participants’ heritage
interest will make them more receptive to culturally adapted messages promoting activities in a
heritage destination, influencing the relationships among stimuli, mediator, and outcome variable.

Consequently, it is hypothesized as follows:

e  H5. Heritage interest is positively associated with experience image and willingness to visit.

e  H6. Heritage interest has a positive moderating effect on the relationship between the exposure to congruent
cultural values and experience image.

e  H7. Heritage interest has a positive moderating effect on the relationship between experience image and

willingness to visit.

Finally, drawing from the argument in Study 1 on the interaction of congruent cultural

values, the following exploratory research question is proposed:

¢ RQ1. How do webpages displaying congruent values on both IND-COL and PD affect visitors” experience image,

when compared to webpages displaying incongruent cultural values?

5.4.2 Methodology

5.4.2.1 Participants and destination

As in Study 1, this follow-up experiment was conducted with participants from Portugal and
UK and the destination was Kinderdijk, a UNESCO heritage site in the Netherlands. In Study 2, the
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effects of the stimuli were assessed using a single dependent variable (experience image), therefore
the main pre-registered statistical test for Study 2 was an ANCOVA, which brought a change in the
calculation of the power analysis. More precisely, G*Power 3.1.9.2 (Faul, Erdfelder, Lang, &
Buchner, 2007) was asked to calculate the minimum required sample size for an experiment with
90% power, expecting a small effect f=0.1429 (1,2 = 0.02), as a result of performing an ANCOVA.
The output indicated a sample size of 517 participants, which was rounded to 520 per country.
Participants from both countries were recruited using the commercial platform Prolific (2018) and
rewarded £ 0.42 (£ 5.04/hour) upon completion of the survey. Data were collected in June 2019. The
same screening questions of the previous experiment were applied, and participants from Study 1
were excluded. The online surveys received a total of 523 complete valid submissions from Portugal
and UK respectively, 1046 in total, all aged 18 and older.

The design and procedure of the online survey was the same of Study 1, but it was decided
not to ask participants about their cultural orientation, as the participant pool was the same (Prolific)

and it would have produced an almost identical outcome to the one from the previous experiment.
5.4.2.2 Measures

The stimuli in Study 2 were identical to those used in Study 1 (Table 5.1): four webpages
for the promotion of the heritage destination Kinderdijk to Portuguese and UK participants
respectively, showing a set of manipulated cultural values (COL-IND and PD). The changes
affecting the dependent variables and covariates are outlined below.

Items and scales for experience image and willingness to visit are illustrated in Table 9.1
(Appendices). Experience image was measured on five items adapted from Baloglu (2001)
(wonderfulfterrible; interesting/boring; pleasant/unpleasant; good value for money; overall image),
shifting the original focus of the scale from the destination to the activities (experience); and one
exploratory item “the activities described on the webpage would be the best way for me to experience
Kinderdijk” (Cronbach’s a = .87, M = 5.70, SD = .82). Willingness to visit was measured on two
items adapted from Dodds et al. (1991), r =.76, p = 0.01 (M = 5.40, SD = 1.24, for the combined
scale). As in Study 1, the items for both experience image and willingness to visit were rated on 7-

point scales.
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Heritage interest was measured using the same items as in Study 1 (Cronbach’s o= .77, M
=3.93, SD =.75). For what regards the covariates, as there was only a weak correlation between the
items measuring online trust in Study 1, in this follow-up experiment we used the same two items
proposed by Kim etal. (2011) (Table 9.1, Appendices), r =.69, p<0.01 (M =4.16, SD = .67, for the
combined scale). The items for both heritage interest and online trust were rated on 5-point scales.
Finally, age and education were kept as covariates as they had a significant effect on the dependent
variables in Study 1. All the other exploratory covariates used in Study 1 (see section 5.3.2.2) were

excluded from the preregistration and analysis.
5.4.2.3 Manipulation checks

Using a single bipolar item, manipulation checks confirmed that participants correctly
associated COL conditions with heritage experiences “with family or friends” (M = 6.52, SD = .88)
and IND conditions with experiences “by yourself” (M =5.10, SD = 1.69), t(796.680)=—17.173, p
=.000. Similarly, webpages conveying high PD values were connected to experiences recommended
“by authorities” (M = 4.85, SD = 1.81), while those with low PD values were connected to
recommendations “by peers” (M = 2.76, SD = 1.93), t(1039.907) =—18.114, p = .000.

5.4.3 Results

Given the presence of multiple interacting categorical variables (which could not be taken
separately), the necessity to account for covariates, a mediator and a moderator, ANCOVA and
regression analysis were used to examine localization effects within a mediated-moderation model.
Study 2 thus followed the causal steps approach by Baron and Kenny (1986) on mediation analysis
by first testing the effect of the independent variables on the mediator (experience image), followed
by a two-step test — both with and without the mediator — of the effect of the independent variables
on willingness to visit (see Lee & Cranage, 2011, for an application in the area of online tourism).

Heritage interest was centered, entered as covariate and included in a custom univariate
model in SPSS (IBM, 2019) as interaction term with the other factors. After controlling for the effect
of education, F(1, 1027) = 10.990, p = .001, and online trust, F(1, 1027) = 51.529, p = .000,
ANCOVA revealed no significant effect of congruent or incongruent cultural values on the

experience image, also when the moderator was included. Similar results were obtained when
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excluding the covariates from the analysis. Therefore, hypothesis 1, 2, and 6 were not supported. In
addition, with reference to research question 1, results did not indicate any significant effect of the
interaction of congruent cultural values on experience image.

In order to test the mediating role of experience image, a two-step regression analysis of
willing- ness to visit was conducted by entering the following variables in this order: (Step 1) fixed
factors, heritage interest and their interactions; (Step 2) experience image and its interaction with
heritage interest (Table 5.4). The fixed factors were COL-IND, PD and Country (Portugal vs. UK).
Afterwards, experience image was included in an ANCOVA as a covariate to analyze the effects of

the independent measures on the outcome variable.

Table 5.4. Study 2 — Regression analysis of Willingness to Visit.

Step 1 Step 2

b SE B t b SE B t
Constant 4259 264 16.152 | 5224 185 28.229
Country 084 130 034 647 -012  .091 -005 -134
COL-IND -394 (096 -159** 4122 | -129 .067 -052 -1.935
PD 078 .09 032 821 046  .066 019 .700
Age 017  .032 016 532 -010 022 -009 -448
Education -093 030 -086™* -3110 | -023 .021 -022 -1.123
Online Trust 354 (053 .192%+* 6.699 075 038 .041* 2.010
Heritage Interest 633 058 382 10992 | 201 044 1227 4503
Country*COL-IND 351 168 122* 2.092 202 116 070 1.740
Country*PD -106 167 -037 -639 -102 116 -035 -.880
Country*COL-IND*PD -065 197 -017 -330 -114 136 -030 -838
Country*COL-IND*Heritage -160 .159 -043 -1011 | -033 111 -.009 -.297
Interest
Country*PD*Heritage Interest -131 161 -035 -814 -003 113 -001 -025
Country*COL-IND*PD*Heritage ~ .244 264 046 926 065 .183 012 354
Interest
Destination Experience Image 1085 033 .718** 32875
Destination Experience -007 029 -005 =241
Image*Heritage Interest

Note: ®Adjusted R?= .231; @Adjusted R?=.632
*p<.05;**p<.01,**p<.001

The regression analysis showed a significant positive association between willingness to
visit and experience image (5 = .72, p = .000), supporting hypothesis 3. Contradicting what was

hypothesized, there was no moderating effect of heritage interest on the relation between experience
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image and willingness to visit. Therefore hypothesis 7 was not supported. In the first step of the
regression model without experience image, the test showed a significant positive association
between “Country*COL-IND” and willingness to visit (5 = .12, p = .037). In the second step the
same effect became non-significant (£ = .07, p =.082), indicating an indirect effect of the stimuli on
willingness to visit.

One ANCOVA showed that participants from UK reported a higher willingness to visit
Kinderdijk after visiting webpages with congruent IND values (M = 5.51, SE = .07) than with
incongruent COL values (M = 5.12, SE = .07). No difference was found for Portuguese participants.
Consequently, Hypothesis 4 was partially supported.

Finally, two separate ANCOVAs revealed a significant direct positive effect of heritage
interest on experience image (F(1, 1027) = 115.548, p = .000, 1, = .101), and willingness to visit
with experience image as covariate (F(1, 1026) = 30.478, p=.000, 0,2 = .029). Therefore, hypothesis

5 was supported.

5.5 Conclusions

Overall, the findings of both studies suggest limited benefits (at best) of localizing cultural
values in tourism heritage promotion. Study 1 did not support what hypothesized on localization
effects. In fact, among the findings, we found a positive effect of incongruent (vs. incongruent) PD
values on willingness to visit among Portuguese participants, while no effect was found among
British respondents. Study 2 indicated no effect of congruent (vs. incongruent) cultural values in
terms of COL-IND and PD on destination experience image. On the other hand, providing partial
support to one of the hypotheses, results from Study 2 indicated a positive effect among British
respondents of localized IND values on willingness to visit Kinderdijk as recommended by the
webpage, via a more positive destination experience image. Yet, no such effect was found among
Portuguese respondents.

An explanation for this can lie in participants’ tolerance for incongruency, leading to a
minimal influence of (congruent vs. incongruent) cultural values on travel preferences and intentions.
Indeed, while respondents from both countries differed in their value preference for both COL-IND
and PD, this did not affect their behavior in assessing their perceived image and willingness to visit

Kinderdijk, even when it was promoted by emphasizing incongruent values.
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Respondents’ indifference toward cultural variation in advertising content (e.g. COL vs.
IND) can be a consequence of larger European dynamics toward inclusive views that have been
pushing individuals to accept cultural values that are different from their own (Hornikx & de Groot,
2017). Indeed, prospective tourists navigating the web are exposed to a variety of multimedia
contents produced in culturally distant countries, as testified for example by cultural value differences
in travel blogs (Lee & Gretzel, 2012) and tourism websites (Tigre Moura, Gnoth, & Deans, 2014).
The plurality of cultures expressed by tourism online sources can thus have heightened the tolerance
threshold toward incongruent cultural values, leading participants to also appreciate heritage tourism
experiences that do not fit implicitly with their own value orientations — at least within a European
context.

In line with our hypotheses, heritage interest had a direct positive effect on perceived image
and willingness to visit in both Study 1 and Study 2. Yet, heritage interest did not have a positive
moderating effect in either experiments. An explanation for this outcome can be that, when
evaluating the dependent variables, British and Portuguese participants did not associate the specific
manipulations to promote Kinderdijk with their general interest in heritage tourism, because from an
affective and cognitive viewpoint heritage interest was too distant from the stimuli — hence, heritage
interest did not enhance their effect on perceived image (in both studies) and willingness to visit. The
same interpretation can apply to the lack of moderation on the relationship between perceived
experience image and willingness to visit (Study 2), meaning participants’ general interest in visiting
cultural attractions did not make them more receptive toward Kinderdijk experience image.

The present article contributes to the body of cross-cultural tourism literature, by showing
that the localization of cultural values has minimal effects on travel perceptions and intentions. These
findings complement previous tourism research on localization. With reference to those who argue
in favor of cultural novelty (incongruence) over familiarity (congruency) for destination websites
(Tigre Moura, Gnoth, & Deans, 2014), this article provides evidence that participants from culturally
distant countries do not prefer tourism websites displaying incongruent cultural values over those
displaying congruent cultural values (and vice versa). For what regards research suggesting cultural
adaptation benefits, this article critically questions the effectiveness of localizing cultural values to

improve travelers’ perceptions and intentions, at least within a European context.
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This paper has two main managerial implications. Following our experimental findings, the
present research suggests to heritage tourism marketers —within the European context —to emphasize
the cultural values of their country in their online promotion to European markets, without allocating
resources to prioritize cultural similarity for a “local feel” over cultural difference (and vice versa).
This decision can lead to several advantages, such as reduced costs related to content production and
distribution across channels; common standards (from a cultural value viewpoint) to promote
heritage experiences to European markets; and integration of social media reviews regardless of the
cultural orientation of the reference audience —as also Portuguese (high PD) respondents prefer peer
reviews. On the other hand, as shown by the effect of covariates and heritage interest on perceived
image and willingness to visit, this research further confirms that content adaptation should be based
on audience’s demographics and psychographics rather than cultural (value) orientation.

As with other studies, this article presents limitations, which open the road for future
research. To test the hypotheses and research questions, we retrieved participants from Prolific
(2018). Despite its qualities and screening advantages compared to other platforms (Palan & Schitter,
2018), it may represent a limitation for the cultural representativeness of the samples from Portugal
and UK. Future studies could use professional sample providers, as performed for example by
Alcéntara-Pilar et al. (2018). If collaborations with destination managers are possible, researchers
could also monitor the actual behavior of online visitors browsing a real website, in combination with
A/B testing strategies. Obtaining data from actual website visits would solve the limitation of
ecological validity that an online experiment inevitably presents. Additionally, it would provide
information about the time spent by each participant on the webpages —a metric that was not possible
to monitor in this research and, consequently, it represented a limitation.

In terms of heritage interest, in the light of our research outcome, future studies should
consider other moderators, like type of media, as done by Molinillo et al. (2018), whereby the
manipulation would be presented in different ways and thus probably lead to a change in the
relationship between stimuli and dependent variables.

In sum, our findings provide empirical evidence that the presence of cultural discrepancies
within a European context does not support the choice of cultural value localization for heritage

tourism promotion, showing stronger acceptance and resilience of prospective tourists toward
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cultural differences. In the light of this striking finding, future research should explore whether the
same conclusion applies to participants from more geographically distant markets.
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Chapter 6. Conclusion and discussion

What is the role of culture and cultural localization in online tourism promotion? Following
the main pillars of the OCM (Tardini & Cantoni, 2015), the key findings of this dissertation can be
discussed with reference to: web content and design (the objects), and to destination managers and
online visitors (the people). Localization activities are performed and monitored by marketing
managers (pillar 111) to adapt online content (pillar I) and design (pillar 11) according to the cultural
background of the reference audience (pillar 1VV). While the findings of each study have been already
resumed in their respective sections, this final chapter aims at providing a more comprehensive view;
connecting the dots in a narrative whose protagonist is culture, a hot topic in tourism — to paraphrase

Egberts and Bosma (2014) —whose importance will not fade any time soon.

6.1 Localization of web content and design

Are cultural orientations reflected online and what is the process of localization? Chapter 2
presented localization as a set of practices that could be used by destination stakeholders to tackle
cultural differences in online communication and promotion. Localization appears to be part of a
process that starts from a (1) “globalization phase” —when a company or organization discusses the
creation of a communication channel, such as a website or Instagram page — and then goes through
a series of steps that involve the engineering and organization to direct these channels to key
international markets — the (2) “internationalization phase” — to (3) localization activities and, lastly,
the (4) translation of textual content.

Main localization activities identified in the chapter included the adaptation of visuals and
embedded text to propose experiences that resonate with individualist or, instead, collectivist
orientations — depending on the IP address of the person accessing the website. For example, the first
orientation could be expressed by an image showing individual travelers exploring the rugged Irish
coastline, along with a message inviting readers to live the adventure. Instead, collectivist cues could
be conveyed by a series of images depicting a happy family with children visiting the main attractions
in Dublin (Chapter 2). Apart from resonating with the COL-IND dimension description (Hofstede,

Hofstede, & Minkov, 2010), such content choice finds support also from a study on tourism
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photography (Stepchenkova, Kim, & Kirilenko, 2014), whose findings show that US-American
visitors — representing an individualist culture — take pictures of off-the-beaten-track, adventurous
locations in Russia; whereas Korean travelers — representing a collectivist culture — focus on main
Russian attractions and popular (crowded) areas.

Another localization practice consists of modulating the level of granularity of textual
content promoting heritage destinations or attractions according to the cultural background and
proximity of the reference audience. From a communication perspective, information granularity can
be defined as the relative scale, size and level of detail (depth) of content describing an object.
Arguably, a refined (high) information granularity about specific objects (e.g., cultural attractions)
can be more interesting for those who have the appropriate cultural background to process it. Thus,
for example, the Hohensalzburg fortress and Hellbrunn castle (in Salzburg, Austria) promoted to
Italian online visitors become “‘churches, castles and palaces’ for US-American readers —along with
an ad-hoc highlight on how old these attractions are (Chapter 2).

Overall, the analysis conducted in this first chapter expanded the existing literature on
localization in tourism (Tigre Moura, Singh, & Chun, 2016), by illustrating examples of cultural
adaptation activities, along with a discussion on the possible negative effects of over-localization on
the attractiveness and perceived uniqueness of the destination. Furthermore, the study set the base for
the following research on analysis and adaptation of cultural values in tourism promotion.

As localization activities in tourism marketing are a response to cultural differences, it is
arguably relevant to understand whether such differences still exist onling; what themes convey
certain cultural cues as well as (visually) how these are communicated. One way of doing this is by
operationalizing and analyzing cultural values in web content —a practice that is part of the first type
of localization presented above. Adopting this approach, Chapter 3 explored whether heritage
tourism promotion varied across cultures, by content-analyzing the Instagram posts of the NTOs
from four culturally different destinations: US-America, Netherlands, Chile and Portugal. Findings
showed that cultural orientations were largely reflected in heritage tourism promotion on Instagram.
As expected, images differed in terms of IND (see example, Figure 6.1) — except for Dutch posts,
which had a non-significant relationship with this dimension — and post captions reflected the HC-
LC orientation theorized by Hall (1976). In terms of PD, only Chilean captions had a positive

relationship with this dimension; whereas the other destinations did not differ. Lastly, neither images
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nor captions had a significant association with collectivist cues. Such discrepancy with Hofstede’s et
al. (2010) theory could be explained by the overall individualist, self-centered orientation of
Instagram (Ekman & Widholm, 2017; Lee, Lee, Moon, & Sung, 2015) — resulting in some
destinations being less individualist than others (in terms of communication), but still relatively
individualist.

In this regard, it is important to mention that the lack of difference among the destinations in
terms of collectivist cues (for both images and text) was arguably a sign of the influence of the channel
(Instagram) on the content. Addressing this dynamic, McLuhan (1964) coined the expression “the
medium is the message” (p. 126), which exemplified the importance that platforms should have for
communication researchers. In other words, the inherently individualistic traits of Instagram — a
platform that is focused on self-expression — appear to have emerged and affected the cultural cues
(in terms of COL-IND) analyzed in manual content analysis in Chapter 3. In addition, it is important
to mention that the medium was not the only force — apart from cultural background — influencing
the visual and textual content. Indeed, benchmarking was arguably another agent affecting the choice
of content published by the national tourism organizations — something that emerged more clearly in
the automated content analysis (see below). Such a competition of forces did not diminish the
importance of the influence of cultural orientation on online communication in tourism; instead, it
simply reflected a complex and rich reality where culture was not the only player. This
notwithstanding, our exploratory content analysis did indicate that cultural background often
surpassed the other forces showing, for instance, the varying emphasis of individualist cues in
pictures or the varying directness of speech in post captions.

In addition, the cultural differences we found among the destinations — especially for the
manual analysis — were reflecting Hofstede’s et al. (2010) and Hall’s (1976) theories, arguably
indicating that the detected cultural cues were mirroring the cultural orientation of the sender (the
national tourism organization) instead of the cultural orientation of a possible international receiver.
Furthermore, the fact that the destinations only used one Instagram account — the international one —
was arguably a good indicator that the content addressed to the broadest possible audience — hence,
no specific geographical market that could be used by the national tourism organization to culturally
adapt content promoting heritage tourism. Consequently, this resulted in multimedia content that

reflected the value of the destination (the receiver). The only exception was Chile, which had two
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Instagram handles — one for the domestic audience and one for a global audience. Yet, the
international account was the most active one, with captions translated also in Spanish in a clear
attempt to grasp also the attention of the domestic audience (Section 3.3.1). Therefore, its content was
arguably comparable (from a cultural viewpoint) to the one published by the other national tourism

organizations considered in the study.

Figure 6.1. Example of Instagram post with individualist cues in both image and caption.

visittheusa & - Follow
Mount Rainier National Forest

visittheusa @ “I've recently found
that sore legs and happy grins are not
two separate things...they go together
perfectly while wandering in beautiful
places like this. " 8: @tygroby
#VisitTheUSA

@

Add a comment..

The automated content analysis of Instagram post captions conducted in Chapter 3 also
showed that cultural orientations (categorized as COL vs. IND) were related to 10 (out of 12)
linguistic categories, with most of them going toward the expected direction — except for the plural
first-person pronoun “we”, whose score was higher for IND (vs. COL). The automated content
analysis also included the categorical variable “Geography” (Americas vs. Europe) to better isolate
the effect of culture on the designated dependent variables. While reporting here all the findings
would be out of scope, it is important to discuss the main ones. Overall, the automated content
analysis — using the software LIWC2015 (Pennebaker, Boyd, Jordan, & Blackburn, 2015) —revealed
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that cultural orientation could predict changes in linguistic styles and these could be explained from
a cultural perspective. Furthermore, the direct as well as interaction effects of Geography indicated
the presence of other factors, such as the co-existence of a pan-European culture (Hornikx & de
Groot, 2017), benchmarking practices — to imitate the style of destinations from the same region —
and idiosyncrasies. The latter, for instance, was evident in the case of Dutch posts, which made
abundant use of the pronoun “we”” — possibly following the organization’s guideline. Lastly, the direct
effect of Geography on PD-related linguistic variables could also explain why we did not find a
difference in the manual analysis for most destinations along this dimension —namely, benchmarking
or a pan-European culture possibly overshadowed the cultural orientation.

The co-existence of national cultures with other forces is not surprising, as the cultural
difference between countries theorized by Hofstede et al. (2010) does not exclude the presence of
other factors at macro- or micro-level — as stated by the same scholars. Consequently, given the
presence of cultural differences in (heritage) tourism promotion on Instagram, what is the approach
of destination marketing managers toward this phenomenon? If localization activities are undertaken,

what is their effect on online visitor’s perceptions and intentions?

6.2 Localization activities: supply and demand

The analysis of cross-cultural differences in heritage tourism promotion showed that cultural
orientations had a role in influencing the choice of visuals — at least in terms of individualist cues —
and communication styles in captions. From a theoretical perspective, such findings arguably
provided support to the importance of accounting for cultural orientations in international marketing
of tourism destinations. Addressing this aspect, Chapter 4 explored the supply side of localization by
directly asking destination marketers about it.

Interviews were conducted with representatives from 11 NTOs, members of the European
Travel Commission (ETC). Almost all participants —except for one —declared that their organization
was performing some form of cultural adaptation activity when addressing international key
audiences. The study also revealed that NTO headquarters kept a close collaboration with the offices
abroad to elaborate culturally appropriate content for strategic markets —with teams working together
to elaborate appealing website and social media content. The three most frequent forms of cultural

adaptation addressed text, themes and visuals (Figure 4.3). Among the activities, the localization of
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cultural values appeared as a result of sharing or delegating decisions regarding multimedia content
to the local offices. Prototypical examples of this are Figure 2.4 and Figure 2.5 for the Chinese and
US-American audience respectively. From a connotative viewpoint, the former is highlighting
collective experiences in Dublin (Ireland) with a cartoon, balancing the happy-looking family with
the points of interest in the background. Instead, the latter arguably emphasizes individualist cues,
like self-reliance.

Finally, the interviews revealed that the effectiveness of localization activities — like any
other strategy involving online content — were mostly measured with A/B tests (with both organic
and paid content) using tools like Google Analytics to measure dependent variables, such as click-
through rate, user flow and page traffic.

Given the popularity of Hofstede’s et al. (2010) cultural dimensions and the general interest
in localization practices, Chapter 5 addressed the effects of adapting cultural values — one of the
possible localization practices — on British and Portuguese respondents’ perceived image and
willingness to visit Kinderdijk, a UNESCO (built) heritage site in the Netherlands. Two highly
powered experiments were conducted following a between-subject design, 2 (COL vs. IND) x 2
(high PD vs low PD) x 2 (Country: Portugal vs. UK). Even though participants correctly recognized
the cultural cues of the experimental webpages (Figure 9.1, Figure 9.2) in the manipulation checks,
findings showed limited benefits (at best) of localizing cultural values in heritage tourism promotion.
Considering the previous chapters, what are the main theoretical and managerial implications of such

findings?

6.3 Theoretical and managerial implications

From a theoretical perspective, first, the findings from Chapter 5 suggest that the exclusive
localization of cultural values has little effects on online visitors’ intentions. A plausible explanation
for such outcome can be the co-existence of a pan-European culture overshadowing cultural value
preferences; along with online visitors being used to exploring content produced by people with a
different cultural background (see section 5.5). In other words, the adaptation of cultural values alone
seems to be too subtle to provoke a significant change in perceptions and intentions — even when
those refer to the very heritage tourism experiences that have been manipulated in the experiment.

Second, our research shows that fully localized webpages — both in terms of COL-IND and PD —do
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not lead to a negative perceived image or lower willingness to visit. Therefore, despite their
intuitiveness, the arguments by Tigre Moura et al. (2014) on the negative effects of localization on
visitors’ perceived novelty — in favor of the “dull” cultural familiarity — do not find empirical support.
In addition, the hypothesized positive effects of localizing cultural values within the context of
European tourism are not confirmed either. Most importantly, this does not imply that investigating
the presence of cultural value differences on the web has no theoretical relevance. Instead, it suggests
researchers to focus on destinations that belong to culturally different, geographically distant regions
— for whom localizing cultural values may have greater effects. Lastly, within the debate over
standardization versus localization (Liu, Guillet, Xiao, & Law, 2014), overall, this PhD dissertation
provides support for the latter in destination marketing — especially when considering the presence of
cultural differences in tourism promotion on social media and the importance assigned to localization
by destination marketers. On the other side, important thresholds have been identified for what
concerns participants tolerance toward incongruent cultural values — at least within a European
context — and over-localization issues — that is, when cultural familiarity (congruency) overshadows
the novelty and uniqueness of the destination (Section 2.5) making it appear less interesting in the
mind of the online visitor.

From a broader theoretical perspective, what is the overall contribution of this PhD thesis to
Hofstede’s et al. (2010) theory of culture? This popular (as well as criticized) theory places cultural
values at the center of a system or “onion” (Figure 6.2), which is composed by concentric layers —
from the most visible (the outer circle) to the hidden one (the core). These are the symbols, heroes,
rituals that compose the practices of a society, which are built upon long-lasting values. Such a
relationship could be observed especially in Chapter 3, where experiences involving cultural heritage
attractions (e.g., statues of heroes, who become symbols) not only conveyed certain cultural cues, but
were also communicated through different linguistic styles associated with specific cultural
orientations.

Consequently, on the one side, the present dissertation suggests that the persistence of
cultural values applies also to tourism promotion on social media, and that cultural values are
associated with specific image mise en scene and linguistic dimensions. On the other side, our
findings — including the experimental research in Chapter 5 — enrich Hofstede’s et al. (2010) theory

also by indicating that cultural value orientations do not always result in preferences for culturally
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congruent or incongruent communication; therefore additional factors, like geography, should be
considered when testing cultural theories in tourism.

For what concerns Hall’s (1976) theory of culture, the present dissertation — Chapter 3 in
particular — suggests the importance of using the dimension of HC vs. LC communication to explore
linguistic preferences in tourism promotion on social media. Thus, from a methodological viewpoint,
our research moves dimensions that were meant to measure differences in the offline world to tourism
websites and multimedia content on web 2.0 platforms, like Instagram — where automated content
analysis can come to aid. Overall, it seems that the Internet has not become the “global village” of the
theorist Marshall McLuhan, which blends together space and time into something universal
(Srinivasan, 2017). Instead, it still reflects the cultural values theorized by these anthropologists, as
also shown by social media research from a demand perspective (e.g., Goodrich & de Mooij, 2014).
In other words, these platforms do not appear to be neutral, but socially constructed; similarly,
scholars as well as practitioners should always strive toward technologies that consider differences in
practices, beliefs and values within an inclusive and pluralist view — instead of viewing the future of

technology within a sort of homogeneous universality detached from societies.

Figure 6.2. The “onion” metaphor of culture.

Values

From a managerial perspective, the findings of this PhD dissertation invite destination
marketers to carefully consider cultural differences within international marketing strategies. In terms

of online promotion — following Chapter 3 and Chapter 4 — it is recommended to adapt destination
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themes in a way that resonates with the cultural background of the reference audience. For instance,
Instagram or Facebook posts for US-Americans about Cold War heritage in Germany could
highlight the dramatic past events that the two have shared. Given the relevance of social networks
for museum promotion, Dutch posts for the Italian market could emphasize, for example, the mutual
influence that the two countries had for what concerns artistic painting. Lastly, the localization of
destination themes can be elaborated also by highlighting positive stereotypes and it should include
—whenever applicable — the adaptation of units of measure, laws (e.g., visa information) and other
practical elements that would otherwise be inappropriate or less interesting for a certain international
audience (for more information, Chapter 2).

This more tailored communication can be done in multiple ways. The first and most
straightforward one is to launch paid social media campaigns addressing people who are from a
specific geographical market and have already viewed, interacted with the content published by the
destination marketing organization. The campaign can then be extended to audiences that have
similar interests — keeping constant the geographical location. Another way of localizing
communication on social media is the creation of multiple accounts, one for each key geographical
market. This allows marketing managers to publish tailored organic content — even though in this
case there is no real control over the audience — and have better control over paid campaigns
connected to a specific account. The latter is especially relevant for markets with different languages,
which require the adaptation of post captions, including hashtags.

Moving from social media to websites, one common technique for destination marketing
organizations is to change the website version depending on the IP address of the online visitor. This
allows the website to display content that is tailored for the cultural background of a specific
geographical market. The visitor has then the possibility to change the country (and the language) if
she / he accesses from a hotel, for instance. Certainly, also this technique has its limitations, including
the fact that visitors may be fluent in different languages — and therefore they will not consider
changing website version — or may leave the website entirely because they do not understand the
language at all (e.g., a tourist accessing the website from the hotel at the destination).

Notwithstanding the limitations, such an approach to cultural tourism promotion can make
heritage relatable, interesting and alive —arguably leading to greater interaction on social media and,

ultimately, to increasing visits. Such recommendations extend those provided by other experts in the
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tourism field on the importance of heritage revival (Egberts & Bosma, 2014), a project that envisages
to engage people from different backgrounds using multiple media — before the tourism experience
as well as on site.

The localization of themes, leveraging on certain symbols and heroes, addresses the more
external, visible layers of culture (Figure 6.2), which constitute the practices of a society (Hofstede,
Hofstede, & Minkov, 2010). Following the findings of this PhD dissertation, destination managers
should also address the core element of the “cultural onion” — meaning, the cultural values — by
adapting their social media content in terms of self- versus group-oriented experiences (COL vs.
IND) and “hard” sell, fact-based promotion versus “soft” sell, relationship-based communication
(HC vs. LC). In this regard, Chapter 3 shows that heritage tourism promotion varies across culturally
distant destinations, thus highlighting the importance of adapting content for geographically and
culturally distant markets. Lastly, following the findings of Chapter 5, it is advised to avoid localizing
cultural values within the context of European tourism, as experimental data show little benefits (at
best) of this practice in (heritage) tourism promotion. In this case, a more standardized approach
would be recommended — that is, keeping the cultural orientation of the destination.

Localization is undoubtedly a costly activity (more costly than a standardized approach to
communication), therefore it should be avoided where a return on investment cannot be clearly
observed. Yet, also the measurement of its effectiveness can be challenging, as the goal of the online
promotion of any attraction or destination is to get actual visitors, and this cannot be directly
measured. This notwithstanding, interviews with destination marketing managers (Chapter 3)
revealed multiple ways to measure the effects of cultural adapted content, using key performance
indicators that measure the engagement of the addressed audience, for example, before and after an
intervention on a webpage. In this regard, according to the interviewees, culturally adapted web
content gains more visibility in search engine results and it is also perceived as more appealing by
online visitors — something that should justify localization over standardization, despite its costs.

In conclusion, the stiff competition of the online environment requires DMOs to carefully
design marketing and communication plans to address strategic markets. The findings of this PhD
dissertation can thus be used by destination managers to make more conscious decisions regarding
content copywriting for international online visitors on various channels. The recognized importance

of social media also warrants further studies on the effectiveness of cultural localization in terms of
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post liking and persuasiveness. Starting from this claim, future research directions are outlined in the

following section.

6.4 Limitations and future research

The identification of limitations in scientific research is important as it indicates future
research directions. As this is a cumulative dissertation, each article has its limitations in its dedicated
section. Nevertheless, it is important to underline here that possibly the main limitation of this whole
research project is the focus on Hofstede’s et al. (2010) theory of culture and cultural values. On the
one side, the concept of national culture (and its components) is undoubtably suitable for a more
quantitative approach to the analysis of cultural differences on the web (see section 5.2.1) — hence its
popularity. On the other side, the scholars’ approach to culture has been criticized for being simplistic,
reducing a country to a “single” cultural expression ignoring internal differences (see for example,
Jones, 2007). Thus, future communication and marketing research could explore the theories
developed by Schwartz (2006) or Triandis, whose tightness-looseness distinction arguably provides
a more nuanced understanding of cross-cultural differences in consumer behavior (Torelli & Rodas,
2017). Furthermore, considering the limitations of the present dissertation and tourism trends, two

additional future research directions have been identified:

e Analysis and use of stereotypes on social media. Stereotypical images related to tourism can be found both
in brochures and on the web. As these constructs can provide cues about tourism imaginaries (Gravari-
Barbas, 2019) and cultural differences (Bender, Gidlow, & Fisher, 2013), first, it would be interesting to
critically analyze their characteristics and limitations — also observing different destinations. Second, given
their use in marketing, it would be relevant to measure the effect of localized ads in terms of information
granularity (high vs low), which includes positive stereotypes —as low granularity is (also) about simplifying
the image of a destination, its culture and history. Given the relevance of social networks in tourism, it is
suggested to conduct such experiments within the context of social media.

e  Cultural differences in tourism narratives. The promotion of destinations relies heavily on narratives of
places, highlighting their heritage and uniqueness (Egberts & Hundstad, 2019). Given the transborder
presence of several UNESCO World heritages attractions (e.g., the Wadden Sea) and the environmental
changes affecting natural resources, it would be interesting to explore from a qualitative standpoint how these
are communicated and promoted both off- and on-line from a cross-cultural perspective. Such research
would not only shed light on current strategies for the promotion of heritage, but it would also provide

information on the underlying cultural dynamics contributing to the imaginary of these unique locations.
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Lastly, future research using a cross-cultural perspective should have a focus on visuals, for their
relevance in tourism promotion and imaginary. In this regard, automated content analysis of social
media pictures appears to be one important way forward, allowing for the examination of larger

samples as well as triggering the collaboration between researchers from different fields of expertise.
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/. Annex - A framework to analyze cultural
values in online tourism visuals of European

destinations’

Abstract

Images play a crucial role in inspiring and informing travelers throughout the tourism experience.
Due to this, destination management/marketing organizations (DMOs) do their best to provide
visually rich websites and mobile applications. Among the factors guiding online communication
choices, cultural values influence the selection and use of website design and multimedia contents.
While several strategies are available to measure cultural values offline and online, so far, no
consistent framework has accounted for the visual style of cultural categories in the tourism domain,
especially within the European context. Addressing this research gap, the aim of this article is to
propose a framework for the visual analysis of cultural values in the context of European destinations,
also discussing the relation among values, visual content and visual style. The final model results
from the combination of existing theories of visual semiotics and cross-cultural communication with

bottom-up data from the semiotic analysis of 95 pictures from UK and Portuguese DMO websites.

Keywords: Cultural Categories, Cultural Dimensions, Destination Marketing Organization,

Destination Website, Portugal, Qualitative Analysis, Tourism Pictures, United Kingdom

7 This research served as basis to elaborate the framework for the study in Chapter 3 and to elaborate the experimental
conditions for the study in Chapter 5. This chapter is published as: Mele, E., & Lobinger, K. (2018). A framework to
analyze cultural values in online tourism visuals of European destinations. International Journal of Semiotics and
Visual Rhetoric (IJSVR), 2(2), 41-56. doi:10.4018/1JSVR.2018070103.
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7.1 Introduction

Photography and tourism have always been intrinsically connected (Urry & Larsen, 2011).
Since its origins, photography has influenced travelers’ imaginary and expectations, also influencing
their willingness to travel (Garrod, 2008). With the shift to the web 2.0 (O'Reilly, 2009), websites
allow for greater interactivity (Xiang, Magnini, & Fesenmaier, 2015) and the possibility of integrating
multimedia contents including pictures and videos (Wirtz, Schilke, & Ullrich, 2010).

In addition to being extremely useful to travelers, who get inspiration and information, visual
communication also helps tourism marketers promote and shape the identity of the destination online
(Hallett & Kaplan-Weinger, 2010). As for offline promotional material, such as commercials and
tourism guides, cultural values are also conveyed in online communication (Tigre Moura, Gnoth, &
Deans, 2014). These represent the core of any culture and consists of “broad tendencies to prefer
certain states of affairs over others” (Hofstede, Hofstede, & Minkov, 2010, p. 9). In terms of visual
communication, for instance, cultural values can be expressed by the choice of a certain location in
tourism pictures (Stepchenkova, Kim, & Kirilenko, 2014) or by the type of portrayed activities (Mele
& Cantoni, 2018). Studies in the tourism domain highlight the importance of examining culture-
bound preferences in messages directed to international and local visitors (for example, Mele, De
Ascaniis, & Cantoni, 2016; Cho & Sung, 2012). Providing an important contribution, Singh et al.
(2003) propose a model for the analysis of cultural values in international companies’ websites,
which was later adapted to the tourism domain by Tigre Mouraet al. (2014). However, more research
is needed to acknowledge specifically the cultural values in tourism photography (Stepchenkova,
Kim, & Kirilenko, 2014) and to account for the underlying meanings held by different visual styles
(Lobinger & Brantner, 2015; Harrison, 2003; Bell & Milic, 2002; Cho, Kwon, Gentry, Jun, & Kropp,
1999). The analysis of cultural practices and values is especially relevant in European countries
(Hornikx & de Groot, 2017; Kolman, Noorderhaven, Hofstede, & Dienes, 2003), as they are
connected by strong cultural, economic and political ties to one overarching European identity, while
preserving their national cultures and traditions (Gursoy & Umbreit, 2004).

Contributing to this body of research, the present study proposes a framework for the visual
analysis of cultural values in the context of European destinations, including a discussion on the

relation among values, visual contents (the “what”) and visual styles (the “how”). The model is
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developed from an extensive review of visual semiotics and cross-cultural communication research,
combined with bottom-up data from the semiotic analysis of 95 pictures of two UK and four
Portuguese DMO websites. Using Hofstede’s et al. (2010) and Hall’s (1976) dimensions, the
resulting framework provides not only information related to what pictorial contents contribute to
conveying certain cultural values, but also how chosen visual styles contribute to the process. As
such, the model lays the basis to future research investigating and measuring the expression of
cultural values in the tourism domain, within the European context. Theoretical implications for

future research and limitations are discussed at the end.

7.2 Background

1.2.1 Visual semiotics and visual communication in tourism

The symbolic and representational role of photographs, along with their influence on
memory, are among the most important aspects that connect photography to tourism (Lo,
McKercher, Lo, Cheung, & Law, 2011). Chalfen (1979) argues that the camera allows tourists to
document their experiences and to filter the connection with the unusual and exotic. Thus,
photographers impose their preferences on what and on how something should be captured, making
photographs the result of an active signifying practice that affects the visual construction and
representation of destinations (Urry & Larsen, 2011). In this way, travelers become the “unsung
armies of semiotics” (Culler, 1990, p. 2) that constitute tourism: a fundamentally semiotic industry,
where an important part of the consumption regards goods like images, lifestyles, and memories
(Thurlow & Jaworski, 2011). For this reason, images can be addressed as complex sign systems that
represent the destination (Francesconi, 2014) as well as reflect cultural differences of the tourists
themselves (Stepchenkova, Kim, & Kirilenko, 2014).

Images and texts in travel guidebooks are closely related to tourists” expectations and future
satisfaction, influencing their willingness to travel (Wong & Liu, 2011). In this regard, it is also
important to acknowledge that the search for appealing photographs in official communication
channels can have undesired effects (Andsager & Drzewiecka, 2002). Andsager and Drzewiecka
(2002) illustrate that pictures in guidebooks and other promotional materials often lead to the creation

of stereotypes about destinations, condensing and exaggerating their characteristics. Proposing a
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more positive approach to stereotypes, Bender et al. (2013) suggest that tourism clichés and national
stereotypes can provide security, orientation, and serve as memories to be brought home like
souvenirs. In addition to that, pictures can facilitate the understanding of a culture by reflecting (and
co-constructing) “the average” style of its members. Examining official tourism websites, Hallett and
Kaplan-Weinger (2010) observe that the need for simplification resides in the willingness of creating
a national identity for the destination. The scholars illustrate that metaphors, mise en scene, and
interaction with pictures can in fact convey a message of unification for the country, while (at the
same time) promoting its attractions.

The underlying meanings of specific visual styles and characteristics have been explored in
a variety of contexts by researchers in visual semiotics and visual communication. A study by Mullen
(1998) uses Hall’s (1963) concept of proximity, defined as the “the perceived closeness of the
photographed subject” (Mullen, 1998, p. 4), and identifies three basic proximal categories: close-up,
medium, and long (far away) shot. Within the context of US-American politics, findings show that
close-ups can increase the relevance of the subject as well as evoke a more emotional response in
viewers — who find themselves at an intimate distance with the potential interlocutor. Similarly,
research by Lobinger and Brantner (2015) shows that camera angle (as part of the representational
techniques), together with photographic setting, and human interaction also play an important role in
shaping favorable or unfavorable perceptions of the depicted persons.

Kress and Van Leeuwen (2006) describe similar clusters of visual representation, outlining
three principal dimensions of visual semiosis: representation, interaction and layout dimensions. The
representational dimension divides images depending on whether they depict narrative or conceptual
processes. While the former focuses on actions undertaken by subjects (“who act”), the latter
highlights certain subjects’ attributes (“who are’) or de-emphasizes the concrete detail of the image
to achieve a stronger symbolic meaning. The interactional dimension is structured following the gaze,
distance, and angle of the subjects. A direct look at viewers invites them to enter an imaginary relation
with participants, while lack of eye contact represents an offer to join the situation as an invisible
observer. Within the interactional dimension, the concept of ““distance” is marked by what viewers
can see of the subjects and it relates to proximity and proxemics discussed by Hall (1963). This

includes the angle of view, with its implications in terms of power relations (e.g. a high angle may
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induce disempowerment) (Bell & Milic, 2002). Finally, the layout dimension of analysis refers to
subjects’ disposition within frames of vertical or horizontal commercials.

Within the tourism domain, Pan et al. (2014) propose four dimensions to analyze the mise
en scéne of DMOs’ photographs: scale, density, composition and angle. As illustrated by the authors,
“scale” refers to the distance between viewers and subjects, from extremely long to close-up shots.
The second dimension (density) refers to the amount of information presented in the picture and it
generally increases with composition (i.e., number of portrayed subjects) and overall level of detail.
For example, images with stark density (or texture) have typically one or no subjects, underlining
feelings like solitude or emphasizing the relevance of the environment —also achieved in long shots.
Finally, the “angle” dimension identifies the viewpoint of the photographer from bird eye to low
level. Pictures emphasizing the subjects privilege eye-level angle, which may increase interaction and
appear as less manipulated or “objective” to viewers. Addressing precisely the issue of objectivity,
Pritchard and Morgan (2001) argue that representations used in destination marketing are not value-
free responses to the external environment. Instead, they result from historical, social economic and
political processes, revealing “the social construction of space, cultural change, identity and
discourse” (p. 177). This strategy flows within the narration of national culture (Hall, 1996), which

contributes to the establishment of a unique identity for the destination.
1.2.2 Defining (and examining) culture and cultural values

According to Danesi (2008), successful marketing raises products and services to the level
of signs, linking them to cultural layers of the reference audience, like cultural traditions, values, and
rituals. Addressing the cultural construct, Kroeber and Kluckhohn (1952) provide more than one
hundred definitions of it, which share two common points (Danesi & Perron, 1999, p. 22): (1) culture
is a way of life based on a system of shared meanings and (2) it is transferred across generations via
this very system. In the present study, culture is thus defined as “the collective programming of the
mind that distinguishes the members of one group [ ....] from others” (Hofstede, Hofstede, & Minkov,
2010, p. 6).

According to Hofstede and colleagues, relative cultural differences can be observed at the
national level along a series of cultural values, representing the core of such collective programming.
These are measured on the so-called “dimensions of cultures” (Hofstede, Hofstede, & Minkov, 2010,
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p. 31) or cultural dimensions. Along the years, the relevance of national cultures has been highly
criticized (Shiag, Khalid, Akram, & Ali, 2011; Jones, 2007; Ess & Sudweeks, 2006). Nevertheless,
research shows that countries cluster at the national level along a series of basic cultural values,
underlining the existence of cultural differences among countries and their relevance for research
(Minkov & Hofstede, 2011). In addition, Hofstede’s et al. (2010) dimensions provide a powerful way
to examine cultural values as shown by their wide use in marketing research (Saleem & Larimo,
2017; Zhang & Nelson, 2016; Samaha, Beck, & Palmatier, 2014).

Due to their relevance in previous analyses of cultural values in online communication
(Tigre Moura, Gnoth, & Deans, 2014; Wiirtz, 2005; Singh, Zhao, & Hu, 2003), this research focuses
on three cultural dimensions by Hofstede et al. (2010) — Collectivism/Individualism (COL/IND),
Power Distance (PD), and Uncertainty Avoidance (UA) — and one dimension developed by Hall
(1976) — High Context/Low Context (HC/LC). The first dimension (COL/IND) describes the degree
of interdependence among society members. Collectivist cultures favor bonds with cohesive in-
groups, composed by extended families and close friends. As opposite, people from individualist
societies are supposed to look after themselves and their immediate family (Hofstede, Hofstede, &
Minkov, 2010). From a tourism perspective, collectivist values can be conveyed by emphasizing
family, group and community activities. Differently, contents highlighting freedom and
independence can be more strongly related to individualist values (Tigre Moura, Gnoth, & Deans,
2014). The PD dimension describes the extent to which societies accept and expect power differences
among their members (Hofstede, Hofstede, & Minkov, 2010). Research connects high PD values to
the purchase of prestige goods (Park & Reisinger, 2009), higher relevance of popular individuals
(Garcia-Gavilanes, Quercia, & Jaimes, 2013) and celebrity endorsement in commercials (Schaefer,
Parker, & Kent, 2010). The UA dimension describes the extent to which individuals are comfortable
with uncertainty in their lives. Members of high UA cultures tend to feel uncomfortable with novelty
and ambiguous situations. As opposite, low UA individuals tend to consider what is new or
unfamiliar as a normal feature of life (Hofstede, Hofstede, & Minkov, 2010). Scholars show the
relevance of pictures to tangibilize (and clarify) destination services (Mariarcher, Ring, & Schneider,
2013) and the variation across cultures of visual communication strategies to cope with uncertainty
(An, 2014). Research suggests emphasizing intangible aspects of products or services like harmony

and education when promoting to HC cultures (Men & Tsai, 2012). Whereas, more direct
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communication strategies leveraging on service price and qualities are preferred by LC individuals
(An, 2014).

Despite the growing body of research addressing cross-cultural issues in the tourism domain,
studies focusing on visual representations are still needed (Hunter, 2016; Pan, Lee, & Tsai, 2014;
Stepchenkova, Kim, & Kirilenko, 2014) — especially those addressing the European context
(Hornikx & de Groot, 2017; Gursoy & Umbreit, 2004). In this regard, the genuine features of the
visual mode that have been discussed extensively in visual semiotics and their implications for
meaning making (Rose, 2016; Holsanova, 2012) need to be acknowledged (Rose, 2016; Lobinger,
2012; Mdiller, 2007). Particularly, in visual communication, cultural values are expressed by how
something is depicted in terms of composition, style and aesthetics, and not only by what is depicted
as motifs (Wiirtz, 2005; Cho, Kwon, Gentry, Jun, & Kropp, 1999). Contributing to this body of
literature, the present research proposes a framework for the analysis and measurement of cultural
values in pictures of European destination websites, suggesting not only what contents can convey

certain values, but also how the visual style can contribute and strengthen such process.

7.3 Method

In this study, a deductive development of a preliminary framework for the analysis of
cultural values in European tourism photography was derived from theory and empirical studies in
visual semiotics, visual communication and tourism. The decision of combining deductive and
inductive reasoning resides in the advantages that can arise from their synergy. For instance, a study
by Fereday and Muir-Cochrane (2006) underscores the possibility of integrating theoretical tenets
with the a-priori choice of existing frameworks, while allowing themes to emerge directly from the
analyzed data using inductive coding.

The qualitative inductive analysis of 95 pictures taken from DMO websites allowed for an
improvement and refinement of the final framework until reaching theoretical saturation of the
categories. From a deductive analysis comprising Hofstede’s et al. (2010) and Hall’s (1976) cultural
theories, along with previous studies on the analysis of cultural values in online communication, the
following cultural dimensions were chosen as the starting points of the framework: COL/IND, PD,
UA, and HC/LC. During the operationalization, they were further subdivided into multiple categories

based on existing research (see section 7.2.2), to enable the semiotic analysis of tourism pictures. In
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addition to connecting certain themes or subjects to each cultural dimension, these were also linked
to typical representational dimensions in terms of mise en scene, dynamism, and viewer interaction.
Following the literature (see above), the representation dimension of mise en scéne was divided into
image scale, angle, density, and composition. People or objects represented in pictures were also
analyzed in terms of dynamism. Already presented by Kress and Van Leeuwen (2006), image
dynamism accounted for variations in terms of active or static representations in combination with
the expression of specific values. Finally, drawing on the same scholars’ theories, pictures were also
analyzed in terms of interaction between subjects and viewers. More precisely, depending on eye
contact and position of the subjects, viewers were described as participants (strongest interaction),
spectators (medium interaction) or observers (weakest interaction). In this regard, it was suggested
that, regardless of eye contact, interaction would diminish with the increase of distance between
subjects and viewers — the latter becoming observers of the scene when subjects were positioned at
medium long, long, or extremely long distance. Table 7.1 provides an overview of such
representational dimensions.

Using the leading heritage organization Europa Nostra (2018) as reference point for the
European market, official tourism websites from destinations in UK (n = 2) and in Portugal (n = 4)
were selected to conduct the bottom-up analysis: Visit London (n.d.), Visit Bath (2018), Turismo de
Coimbra (n.d.), Centro de Portugal (2018), Visit Lisboa (n.d.), and Visit Acores (2018). Within the
European area, their selection was based on their relative cultural distance, also highlighted by
previous research on cross-cultural behavior (Amaro & Duarte, 2017; Goodrich & de Mooij, 2014).
Indeed, according to Hofstede’s et al. (2010) cultural scores, Portugal is one of the most collectivist
European countries (cultural score 27) and the second most uncertainty avoidant culture in the world
(cultural score 104). As opposite, UK is the third most individualist country internationally (cultural
score 89) and it is among the lowest in terms of UA (cultural score 35). Differences are evident also
in terms of PD, where Portugal and UK have cultural scores of 63 (high PD) and 35 (low PD)
respectively. In addition, Portugal is described as a HC culture, where an important part of
communication happens via subtle cues and nonverbal language (Nielsen, Soares, & Machado,
2009), whereas UK privileges the direct and succinct LC communication patterns (An, 2014). The
choice of culturally distant countries was meant to reach a large degree of cultural variation in terms

of photographic representation of European destinations and the consequent refinement of the

125



framework. Consequently, it is important to specify that such analysis did not aim at characterizing

and measuring actual cultural differences between UK and Portuguese websites.

Table 7.1. Dimensions of visual style.

Visual Category ~ Description

Mise en Scale Extremely long, long, medium long, medium, medium close-up, or close-up
Scéne Angle Bird eye, high, eye level, or low

Density Stark, moderate, or highly detailed

Composition Number of people in a picture: none, single, two, three, four or more
Image _ Active Pictures portraying an action being performed by subjects
dynamism Static Pictures portraying still objects, landscapes or posing subjects
Viewer Participant Subjects looking directly at viewers from medium, medium close-up or close-up
interaction distance with eye-level angle; direct viewer personification by showing only one

body part of subjects performing an action from their perspective (e.g., a hand
validating a card)

Spectator Viewers observing subjects from medium, medium close-up or close-up distance,
with no eye contact or direct personification

Observer Subjects are at medium long, long or extremely long distance from viewers

To perform a semiotic analysis of images expressing local cultural values, the research was
conducted on the local-language versions (in English and Portuguese respectively) of the selected
websites. The different number of websites per country was owed to the relevance of examining a
comparable number of images from both Portugal (n = 46) and UK (n = 49). In fact, the selected
DMO websites in UK appeared to be more visually-rich (and articulated) than the Portuguese ones.
Such discrepancy could be explained by the different rate of ICT penetration in the two countries —
with UK being one of the most advanced in the area (World Economic Forum, 2012).

The semiotic analysis followed a holistic approach. All elements of the picture were
examined regarding the visual expression of cultural values. As photographs are complex visual texts,
they do not convey one specific set of cultural values alone. For example, a picture could show signs
that could be interpreted as family theme (COL category) and celebrities and power (PD category),
when depicting a group of children and parents asking local celebrities for an autograph. Each time
an image content or a certain style could not be interpreted within the already existing analytic
categories, the framework was refined accordingly, and all pictures were analyzed again (to identify

whether further changes in the framework were needed). As suggested by Glaser (1965), the
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qualitative analysis of tourism pictures was performed until the description of the cultural categories

and their visual styles reached theoretical saturation.

7.4 Results

Combining the deductive and inductive approaches, this research proposes an adapted
framework for the analysis of cultural values in tourism visuals, with a similar structure to those
presented by Singh et al. (2003) and Tigre Moura et al. (2014). More precisely, from the qualitative
analysis of 95 pictures, the resulting model (Table 7.2) contains four cultural dimensions
operationalized in typical visual content and visual style categories. Starting from the first dimension,
it is suggested that proximity between viewers and subjects, within a multiple-subject composition,
can contribute to the conveyance of collectivist values in terms of family and community relations
(Tigre Moura, Gnoth, & Deans, 2014) — as highlighted in social semiotics (e.g., Kress & van
Leeuwen, 2006).

For example, Figure 7.1 shows a crowd of people at medium close-up scale, raising their
hands while attending a concert. While there is no cue on its exact location or on the band, the image
positions viewers within an anonymous cheering community participating to the concert. The
anonymity of the crowd is provided by the stark density of the photograph. Indeed, while highly
detailed texture is generally associated with pictures portraying numerous subjects (Pan, Lee, & Tsali,
2014), there can be cases (like this one) where the camera is intentionally out of focus. As argued by
Kress and Van Leeuwen (2006), by de-emphasizing the concrete detail of the image, the
photographer scene achieves a stronger symbolic meaning. Viewers as spectators are looking at the
scene at eye-level angle, which contributes to creating a feeling of closeness and togetherness
between viewers and subjects. Therefore, these visual styles are providing an instrumental
contribution in conveying strong community relations values. Their role in transferring strong or
weak collectivist values is especially evident by comparing Figure 7.1 with Figure 7.2. While
maintaining a similar visual content, with a high angle and extremely long scale, Figure 7.2 positions
viewers relatively far from a clearly recognizable event: the “Festas dos Tabuleiros™ (Festival of the
Trays) in Tomar, Portugal. The effect of this visual style provides in this case a weak interaction
between viewers (as observers) and locals in costume, minimizing the latter to a colorful gathering

to be viewed from distance rather than to be joined.
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Table 7.2. Framework for the analysis of cultural values in European tourism photography.

Cultural Category  Visual Content Emphasizing: Visual Style
COL Family theme Family relations, gifts and Medium close-up scale; eye-level
souvenirs for family and dear ones,  angle; highly detailed density; four-
and bounds among colleagues subject composition; active subjects;
Community Interactions with and among and participant interaction
relations communities of tourists and/or
locals
IND Independence Independence, self-reliance, self- Long scale; eye-level angle; stark
theme fulfillment, and adventure density; one-subject composition;
active subjects; and observer
interaction
PD Celebrities and Foreign or local celebrities to Medium scale; eye-level angle;
power promote the destination and moderate density; one-subject
celebrations of (past or present) composition; static subjects; and
people with power, who have (or spectator interaction
had) relations with the destination
Status benefits Prestige, elegance, and luxurious or

royal settings to promote services
or products

UA  Tourism guidance  Guidance before or during the Medium scale; eye-level angle;
tourism experience, including stark density; two-subject
illustrations to explain services composition; static subjects; and

spectator interaction

HC  Aesthetics Harmony among people and Medium close-up scale; eye-level
oneness with nature angle; moderate detailed density;

Soft-sell approach ~ Education and entertainment to fOUf-SUbJECt composition; active
promote attractions, services and subjects; and spectator interaction
products

LC Hard-sell Discounts and quality advantages Close-up scale; eye-level angle;

approach to promote attractions, services and  stark density; one-subject
products composition; static subjects; and

participant interaction

Providing an example of typical visual style and content to convey independence theme
values, Figure 7.3 combines a long scale with eye-level angle and stark density in a single-subject
composition. Viewers observe the achievement of the cyclist, who stands alone on top of a peak
while contemplating a rocky landscape. The presence of cool colors (green and blue) and the
simplicity of the environment depicted with stark-detail density provide a sense of serenity and
tranquility to the scene (Pan, Tsai, & Lee, 2011), thus strengthening the halo of independence of the
subject. This combination of content and visual style invites observers to experience the same

adventure, without interfering with the peaceful isolation of the subject.
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Figure 7.1. London & Partners (n.d.). People attending a concert. Retrieved March 7, 2018 from
https:/Aww.visitlondon.com/

Furthermore, by positioning viewers on the right side of the cyclist, their attention is first directed
toward her achievement presented in the foreground and then toward the natural scene. Indeed, if the
main goal of the photographer had been an invitation to explore the environment alone, viewers
would have likely been positioned behind the cyclist to share the same direction of the tourism gaze
(Francesconi, 2014).

While scholars indicate the relevance of low angle to underline power distances between
viewers and subjects (Harrison, 2003; Bell & Milic, 2002), the majority of analyzed pictures imitate a
personal encounter by positioning celebrities at eye-level angle and medium scale. For instance,
Figure 7.4 shows a rugby player signing autographs to children at the stadium. Viewers are at
medium distance from the celebrity, who is smiling directly at them from eye-level angle. On the one
side, Power Distance is smoothened by the choice of visual style and the high interactivity provided
by the eye contact. On the other side, the group of children and adults (sign of family theme values)
in front of the player asking for autographs provides a hint of his prestige and importance. All these
visual cues contribute to convey celebrities and power values, which appear as less strong if
compared to the cricket players in Figure 7.5. Indeed, in this case, the celebrities are looking directly
at viewers from a high angle in an elegantly furnished room — reinforcing their halo of prestige.
Finally, the angle formation of the subjects increases the sense of depth, perspective, and distance

from viewers (resulting in lower interactivity), who are looking at them at medium-long scale.
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Figure 7.2. TCP/ARPT Centro de Portugal (2018). People attending the event ‘Festas dos Tabuleiros.” Retrieved March
21, 2018 from http:/Awww.centerofportugal.com/pt/tomar/

The typical visual content and visual style categories employed to portray tourism guidance
values consist of two-subject compositions at medium scale and stark-detail density, depicting static
scenes of tourists looking for information or guidance about the destination on a map or mobile
application. For example, in the foreground of Figure 7.6, there is a couple in front of a map of Bath
Skyline. The content of the map itself is barely visible. From left to right, the map takes approximately
two thirds of the whole foreground and the couple only takes the last portion on the right. At medium
scale and from eye-level angle, viewers find themselves at the left side of the subjects reducing the
interactivity between them and moving their attention on the map. All these visual style
characteristics transform viewers into spectators, who are invited to learn more about the destination.
The tourism guidance values are also strengthened by the written content embedded in the picture,
where the destination invites prospect tourists (with a direct question) to start plan their visit and solve
their doubts.
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Figure 7.3. TCP/ARPT Centro de Portugal (2018). Cyclist in “Serra da Estrela” Natural park. Retrieved April 18, 2018
from http:/Amww.centerofportugal.com/pt/parque-natural-da-serra-da-estrela/

Figure 7.4. Bath Tourism Plus (2018). Rugby player signing autographs. Retrieved July 4, 2017 from
https:/visitbath.co.uk/listings/single/bath-rugby-club/
I
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The typical visual style conveying HC values has strong similarities to the one depicting
COL values, especially in terms of composition, scale, and dynamicity. Nevertheless, the expression
of feelings of harmony among subjects may lower the interaction with viewers, inviting them as
spectators rather than active participants. The same applies for soft-sell approach values, where

people are portrayed in the act of learning something and the interaction stays among them. Opposite
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to HC values, the typical form of visual expression of hard-sell approach concentrates the attention
of viewers on the advertised object (e.g. a card), which gives the promise of a monetary discount to
visit the destination. For example, Figure 7.7 shows a close-up of a hand (i.e. single-subject
composition) putting the Visitor Oyster card on one sensor at the entrance of the London Tube. Thus,
viewers can directly personify themselves into the traveler that benefits from price advantages by

using a tourism transport card.

Figure 7.5. London & Partners (n.d.). Women’s Cricket World Cup final. Retrieved July 3, 2017 from
http:/AMwwwv.visitlondon.com/things-to-do/event/45439386-icc-women-s-cricket-world-cup- final-at-
lords?ref=mosaictwjwBLV80P30tYuHt.97

7.5 Conclusion

As main theoretical contribution, this article proposes a framework for the analysis of
cultural values in tourism visuals with a special focus on European destinations using Hofstede’s et
al. (2010) and Hall’s (1976) theories. The model results from the combination of existing theories of
visual semiotics and cross-cultural communication with bottom-up data from the semiotic analysis
of 95 pictures. Second, the qualitative analysis shows that cultural values from distinct cultural
dimensions do in fact coexist in the same pictures. This applies especially to those correlating
dimensions like COL and HC (Wirtz, 2005). Such finding also implies that the pure visual
expression of cultural values does not exist, as photographs are highly complex systems of visual
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signs. Third, the research suggests that visual styles (the “how”) may be as important as visual
contents (the “what”) in conveying cultural values, with the power to weaken or strengthen their
message. Consequently, this paper contributes to emphasizing the importance of taking pictures and

their visual representation techniques in tourism research.

Figure 7.6. Bath Tourism Plus (2018). Couple looking at Bath skyline map. Retrieved April 18, 2018 from
https:/Nvisitbath.co.uk/plan-your-visit/

Figure 7.7. London & Partners (n.d.). Oyster cards and travelcards in London. Retrieved April 18, 2018 from
https:/Avww.visitlondon.com/traveller-information/getting-around-london/oyster
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The main limitations of this study are the following. First, the framework refers to the
European tourism context. Therefore, it cannot be transferred to other settings or destinations without
previous adaptations. Second, it employs Hofstede’s et al. (2010) and Hall’s (1976) theories, which
are often criticized by scholars for issues related to the very concept of national culture (Jones, 2007).
Third, given the suggestion of “typical” visual contents and styles, if applied without reflecting on
contextual factors, the model might overlook diversities and differences while highlighting
stereotypes, which would not be effective for either producers or tourists. In the light of these
considerations and implications, future studies are invited to critically consider both visual contents
and styles when analyzing pictures in the tourism domain. In addition, the model should be adapted
and extended also to other contexts within the tourism domain or, more in general, in visual
communication. Future studies analyzing cultural differences in tourism websites are invited to
employ the suggested framework, to adapt it (if necessary), and to validate it empirically on larger-

scale samples.

134



8. References

Achkasov, V. A. (2015). Words under pressure: translation in the context of search engine
optimization. Journal of Siberian Federal University. Humanities & Social Sciences, 8(2),
200-208. Retrieved from http:/elib.sfu-kras.ru/handle/2311/16667

Agapito, D., Valle, P., & Mendes, J. (2014). The sensory dimension of tourist experiences: capturing
meaningful sensory-informed themes in Southwest Portugal. Tourism Management, 42,
224-237. doi:10.1016/j.tourman.2013.11.011

Alcantara-Pilar, M. J., Armenski, T., Blanco-Encomienda, J. F., & Del Barrio-Garcia, S. (2018).
Effects of cultural difference on users’ online experience with a destination website: a
structural equation modelling approach. Journal of Destination Marketing & Management,
8, 301-311. doi:10.1016/j.jdmm.2017.06.002

Alexander, R., Thompson, N., & Murray, D. (2016). Towards cultural translation of websites: a
large- scale study of Australian, Chinese, and Saudi Arabian preferences. Behaviour &
Information Technology, 36(4), 351-363. doi:10.1080/0144929X.2016.1234646

Amaro, S., & Duarte, P. (2017). Social media use for travel purposes: a cross cultural comparison
between Portugal and the UK. Information Technology & Tourism, 17(2), 161-181.
doi:10.1007/s40558-017-0074-7

American Translators Association. (2002). The guide to translation & localization. Preparing
products for the global marketplace. Lingo Systems: Portland.

An, D. (2014). Tangibilizing services through visual tangible cues in corporate web sites: a Six-
country cross-cultural analysis. Journal of Services Marketing, 28(7), 566-579.
00i:10.1108/JSM-04-2013-0097

Andsager, L. J., & Drzewiecka, A. J. (2002). Desirability of differences in destinations. Annals of
Tourism Research, 29(2), 401-421. doi:10.1016/S0160-7383(01)00064-0

Ardissono, L., Kuflik, T., & Petrelli, D. (2012). Personalization in cultural heritage: the road travelled
and the one ahead. User Modeling and User-Adapted Interaction, 22(1), 73-99.
doi:10.1007/s11257- 011-9104-x

Azores Tourism. (2018). Homepage. Retrieved March 7, 2018, from visitazores.com:
https:/AMwww.visitazores.com/pt

135



Baack, D. W., & Singh, N. (2007). Culture and web communications. Journal of Business Research,
60(3), 181-188. doi:10.1016/j.jbusres.2006.11.002

Balogly, S. (2001). Image variations of Turkey by familiarity index: informational and experiential
dimensions. Tourism Management, 22(2), 127-133. doi:10.1016/S0261-5177(00)00049-2

Baloglu, S., & McCleary, W. K. (1999). A model of destination image formation. Annals of Tourism
Research, 26(4), 868-897. doi:10.1016/S0160-7383(99)00030-4

Barber, W., & Badre, A. (1998). Culturability: the merging of culture and usability. Conference on
Human Factors and the Web (pp. 1-10). New Jersey: AT&T Labs. Retrieved May 12, 2018,
from  https:/Mmwww.semanticscholar.org/paper/Culturability%e3A-the-merging-of-culture-
and-usability-Barber-Badre/ba645829f35ba0230b81dc86be4h2173d1e4dabad

Baron, R. M., & Kenny, D. A. (1986). The moderator-mediator variable distinction in social
psychological research: conceptual, strategic and statistical considerations. Journal of
Personality and Social Psychology, 51, 1173-1182.

Bartikowski, B., & Singh, N. (2014). Should all firms adapt websites to international audiences?
Journal of Business Research, 67(3), 246-252. doi:10.1016/j.jbusres.2013.05.010

Beerli, A, & Martin, D. J. (2004). Factors influencing destination image. Annals of Tourism
Research, 31(3), 657-681. doi:10.1016/j.annals.2004.01.010

Bell, P., & Milic, M. (2002). Goffman’s Gender Advertisements Revisited: Combining Content
Analysis with  Semiotic  Analysis. Visual Communication, 1(2), 203-222.
doi:10.1177/147035720200100205

Bender, J., Gidlow, B., & Fisher, D. (2013). National stereotypes in tourist guidebooks: an analysis
of auto- and hetero- stereotypes in different language guidebooks about Switzerland. Annals
of Tourism Research, 40, 331-351. doi:10.1016/j.annals.2012.08.006

Benmamoun, M., Singh, N., & Sobh, R. (2019). How advertisers can target Arab e-consumers more
effectively: a framework for localizing digital advertising and marketing content to Arab e-
consumers. Journal of Advertising Research, 59(2), 171-184. doi:10.2501/JAR-2019-022

Bickman, L., & Rog, D. J. (2009). Applied research design: a practical approach. In L. Bickman, &
D. J. Rog (Eds.), Applied social research methods (2nd ed., pp. 3-43). Thousand Oaks: Sage

Publications.

136



Bland, J. M., & Altman, D. G. (1995). Multiple significance tests: the Bonferroni method. BMJ, 310,
170. doi:10.1136/bmj.310.6973.17

Blumberg, K. (2005). Tourism destination marketing — a tool for destination management? A case
study from Nelson/Tasman region, New Zealand. Asia Pacific Journal of Tourism
Research, 10(1), 45-57. doi:10.1080/1094166042000330218

Bonn, M. A, Joseph-Mathews, S. M., Dai, M., Hayes, S., & Cave, J. (2007). Heritage/cultural
attraction atmospherics: creating the right environment for the heritage/cultural visitor.
Journal of Travel Research, 45(3), 345-354. do0i:10.1177/0047287506295947

Buhalis, D. (2003). eTourism Information technology for strategic tourism management. Harlow:
Pearson Education Limited.

Calabrese, A., Capece, G., Di Pillo, F., & Martino, F. (2014). Cultural adaptation of web design
services as critical success factor for business excellence : a cross-cultural study of
Portuguese, Brazilian, Angolan and Macanese web sites. Cross Cultural Management: An
International Journal, 21(2), 172-190. doi:10.1108/CCM-09-2012-0070

Camara Municipal de Coimbra. (n.d.). Homepage. Retrieved March 7, 2018, from
turismodecoimbra.pt: http:/Avww.turismodecoimbra.pt/

Cantoni, L., & Tardini, S. (2006). Internet. London: Routledge.

Cappelli, G. (2008). The translation of tourism-related websites and localization: problems and
perspectives. In A. Baicchi (Ed.), Voices on translation, RILA Rassegna ltaliana di
Linguistica Applicata (pp. 97-115). Roma: Bulzoni Editore.

Centro de Portugal. (2018). Homepage. Retrieved March 7, 2018, from centerofportugal.com:
http:/Amnvw.centerofportugal.com

Chalfen, M. R. (1979). Photograph’s role in tourism: some unexplored relationships. Annals of
Tourism Research, 6(4), 435-447. doi:10.1016/0160-7383(79)90006-9

Chatzithomas, N., Boutsouki, C., Hatzithomas, L., & Zotos, Y. (2014). Social media advertising
platforms: a cross-cultural study. International Journal on Strategic Innovative Marketing,
1(2), 74 - 90. d0i:10.15556/1JSIM.01.02.002

Chen, C.-F., & Chen, F.-S. (2010). Experience quality, perceived value, satisfaction and behavioral
intentions  for  heritage  tourists.  Tourism  Management, 31(1), 29-35.
doi:10.1016/j.tourman.2009.02.008

137



Cho, B., Kwon, U., Gentry, J. W., Jun, S., & Kropp, F. (1999). Cultural values reflected in theme and
execution: a comparative study of U.S. and Korean television commercials. Journal of
Advertising, 28(4), 59-73. doi:10.1080/00913367.1999.10673596

Cho, M.-H., & Sung, H. H. (2012). Travel destination websites: cross-cultural effects on perceived
information value and performance evaluation. Journal of Travel & Tourism Marketing,
29(3), 221-241. doi:10.1080/10548408.2012.666169

Choali, J., Ok, M. C., & Choi, S. (2016). Outcomes of destination marketing organization website
navigation: the role of telepresence. Journal of Travel & Tourism Marketing, 33(1), 46-62.
d0i:10.1080/10548408.2015.1024913

Choi, Y. K., Seo, Y., Wagner, U., & Yoon, S. (2018). Matching luxury brand appeals with attitude
functions on social media across cultures. Journal of Business Research, In Press.
doi:10.1016/j.jbusres.2018.10.003

Chon, K.-S. (1990). The role of destination image in tourism: a review and discussion. The Tourist
Review, 45(2), 2-9. doi:10.1108/eb058040

Chun, W.,, Singh, N., Sobh, R., & Benmamoun, M. (2015). A comparative analysis of Arab and U.S.
cultural values on the web. Journal of Global Marketing, 28(2), 99-112.
doi:10.1080/08911762.2014.991015

Chung, N., Lee, H., Lee, J. S., & Koo, C. (2015). The influence of tourism website on tourists'
behavior to determine destination selection: a case study of creative economy in Korea.
Technological Forecasting & Social Change, 96, 130-143.
doi:10.1016/j.techfore.2015.03.004

Clark, H. H. (1985). Language use and language users. In H. H. Clark, Handbook of social
psychology (3rd ed., pp. 179-231). New York: Harper and Row.

Correia, A., Kozak, M., & Ferradeira, J. (2011). Impact of culture on tourist decision-making styles.
International Journal of Tourism Research, 13(5), 433-446. doi:10.1002/jtr.817

Culler, J. (1990). The Semiotics of Tourism. In J. Culler, Framing the sign: criticism and its
institutions (pp. 1-10). Norman: University of Oklahoma Press.

Danesi, M. (2008). Why it sells: decoding the meanings of brand names, logos, ads, and other

marketing and advertising. Lanham: Rowman & Littlefield.

138



Danesi, M., & Perron, P. (1999). Analyzing cultures: an introduction and handbook. Bloomington:
Indiana University Press.

de Mooij, M. (2019). Consumer behavior and culture: consequences for global marketing and
advertising. Thousand Oaks: SAGE.

de Mooij, M., & Beniflah, J. (2017). Measuring cross-cultural differences of ethnic groups within
nations: convergence or divergence of cultural values? The case of the United States.
Journal of International Consumer Marketing, 29(1), 2-10.
doi:10.1080/08961530.2016.1227758

Dodds, B. W., Monrog, B. K., & Grewal, D. (1991). Effects of price, brand, and store information
on buyers' product evaluations. Journal of Marketing Research, 28(3), 307-319.
doi:10.2307/3172866

Dolich, 1. J. (1969). Congruence relationships between self images and product brands. Journal of
Marketing Research, 6(1), 80-84. doi:10.1177/002224376900600109

Daring, N., Reif, A., & Poeschl, S. (2016). How gender-stereotypical are selfies? A content analysis
and comparison with magazine adverts. Computers in Human Behavior, 55, 955-962.
doi:10.1016/j.chb.2015.10.001

Echtner, C. M., & Ritchie, J. R. (1991). The meaning and measurement of destination image. Journal
of Tourism Studies, 2(2), 2-12.

Egberts, L. (2014). Experiencing the past: introduction to experience, strategies, authenticity and
branding. In L. Egberts, & K. Bosma (Eds.), Companion to European heritage revivals (pp.
11-30). New York: Springer International Publishing. doi:10.1007/978-3-319-07770-3

Egberts, L., & Bosma, K. (Eds.). (2014). Companion to European heritage revivals. Cham: Springer
International Publishing. doi:10.1007/978-3-319-07770-3

Egberts, L., & Hundstad, D. (2019). Coastal heritage in touristic regional identity narratives: a
comparison between the Norwegian region Sgrlandet and the Dutch Wadden Sea area.
International Journal of Heritage Studies, 25(10), 1073-1087.
do0i:10.1080/13527258.2019.1570310

Ekinci, Y., & Hosany, S. (2006). Destination personality: an application of brand personality to
tourism  destinations.  Journal ~of Travel Research, 45(2), 127-139.
doi:10.1177/0047287506291603

139



Ekman, M., & Widholm, A. (2017). Political communication in an age of visual connectivity:
exploring Instagram practices among Swedish politicians. Northern Lights, 15(1), 16-32.
doi:10.1386/nl.15.15 1

Ess, C., & Sudweeks, F. (2006). Culture and computer-mediated communication: toward new
understandings. Journal of Computer-Mediated Communication, 11(1), 179-191.
00i:10.1111/j.1083-6101.2006.tb00309.x

ETOA. (2016). Navigating the new reality. London: ETOA. doi:http:/Aww.etoa. org/docs/default-
source/Reports/ETOA-reports/showcase-digital-2015-paper.pdf?sfvrsn=0

Euromonitor International. (2014). The new online travel consumer. London: Euromonitor
International. Retrieved April 12, 2016, from http:/AMww.etoa.org/docs/default-
source/presentations/2014-the-new-online-travel- consumer.pdf?sfvrsn=4

Europa Nostra. (2018). Membership. Retrieved January 14, 2018, from europanostra.org:
http://Amnvw.europanostra.org/membership/

European Telecommunications Standards Institute. (2007). ETSI EG 202 421 V1.1.1. Human factors
(HF); multicultural and language aspects of multimedia communications. Sophia Antipolis:
European Telecommunications Standards Institute.

European Travel Commission. (2016). About ETC. Retrieved July 30, 2016, from etc-corporate.org:
http://mnww.etc-corporate.org/about-etc#

Faul, F., Erdfelder, E., Lang, A.-G., & Buchner, A. (2007). G*Power 3: a flexible statistical power
analysis program for the social, behavioral, and biomedical sciences. Behavior Research
Methods, 39(2), 175-191. doi:10.3758/bf03193146

Fereday, J., & Muir-Cochrane, E. (2006). Demostrating rigor using thematic analysis: a hybrid
approach of inductive and deductive coding and theme development. International Journal
of Qualitative Methods, 5(1), 80-92. doi:10.1177/160940690600500107

Francesconi, S. (2014). Reading tourism texts. A multimodal analysis. Bristol: Channel View
Publications.

Freberg, K., Graham, K., McGaughey, K., & Freberg, L. A. (2011). Who are the social media
influencers? A study of public perceptions of personality. Public Relations Review, 37(1),
90-92. doi:10.1016/j.pubrev.2010.11.001

140



Frederick, R. J., & Gan, L. L. (2015). East-West differences among medical tourism facilitators'
websites. Journal of Destination Marketing & Management, 4(2), 98-109.
doi:10.1016/j.jdmm.2015.03.002

Frias, D. M., Rodriguez, M. A, Castefieda, J. A., & Buhalis, D. (2011). The formation of a tourist
destination’s image via information sources: the moderating effect of culture. International
Journal of Tourism Research, 14(5), 437-450. doi:10.1002/jtr.870

Gao, L., Scott, N., & Ding, P. (2016). Attributes, theme, and value of a visit to Zhouzhuang, China.
Journal  of Destination  Marketing &  Management, 5(3), 239-248.
doi:10.1016/j.jdmm.2016.01.001

Garcia-Gavilanes, R., Quercia, D., & Jaimes, A. (2013). Cultural dimensions in Twitter: time,
individualism and power. Seventh International AAAI Conference on Weblogs and Social
Media (pp. 195-204). Boston: AAAI Press.

Garrod, B. (2008). Understanding the relationship between tourism destination imagery and tourist
photography. Journal of Travel Research, 47(3), 346-358. doi:10.1177/0047287508322785

Gesenhues, A. (2017, July 19). Most marketers unhappy with localization efforts, but fail to invest in
necessary resources. Retrieved March 6, 2020, from martechtoday.com:
https://martechtoday.com/marketers-unhappy-localization-efforts-fail-invest-necessary-
resources-201146

Gibbs, C., Gretzel, U., & Noorani, Z. (2016). Innovation-related organizational decision-making: the
case of responsive web design. In A. Inversini, & R. Shegg (Eds.), Information and
Communication Technologies in Tourism 2016 (pp. 523-534). Cham: Springer.
doi:10.1007/978-3-319-28231-2_38

Glaser, B. G. (1965). The constant comparative method of qualitative analysis. Social Problems,
12(4), 436-445. doi:10.2307/798843

Gliem, J. A., & Gliem, R. R. (2003). Calculating, interpreting, and reporting Cronbach’s alpha
reliability coefficient for Likert-type scales. Midwest Research-to-Practice Conference in
Adult, Continuing, and Community Education (pp. 82-88). Columbus: The Ohio State
University. doi:1805/344

141



Goffin, K., Varnes, C. J., van der Hoven, C., & Koners, U. (2012). Beyond the voice of the customer:
ethnographic market research. Research-Technology Management, 55(4), 45-53.
doi:10.5437/08956308X5504063

Goodrich, K., & de Mooij, M. (2014). How "social" are social media? A cross-cultural comparison
and offline purchase decision influences. Journal of Marketing Communications, 20(1-2),
103-116. doi:10.1080/13527266.2013.797773

Google. (2016). I-want-to-get-away moments: what they mean for travel marketing. Mountain View:
Google. Retrieved September 6, 2016, from https:/Amwww.thinkwithgoogle.com/articles/get-
away-moments-travel- marketing.html

Gravari-Barbas, M. (2018). Tourism as a heritage producing machine. Tourism Management
Perspectives, 25, 173-176. doi:10.1016/j.tmp.2018.01.004

Gravari-Barbas, M. (2019). What makes Paris being Paris? Stereotypes, simulacra and tourism
imaginaries. Journal of Tourism and Cultural Change, 17(1), 27-41.
d0i:10.1080/14766825.2019.1560765

Gretzel, U., Fesenmaier, D. R., Lee, Y. J., & Tussyadiah, I. (2011). Narrating travel experiences: the
role of new media. InR. Sharpley, & P. R. Stone (Eds.), Tourist Experience: Contemporary
Perspectives (pp. 171-182). New York: Routledge.

Gubrium, J. F., & Holstein, J. A. (2001). A handbook of interview research: context and method.
Thousand Oaks: Sage Publishing.

Gursoy, D., & Umbreit, T. W. (2004). Tourist information search behavior: cross-cultural
comparison of European union member states. International Journal of Hospitality
Management, 23(1), 55-70. doi:10.1016/j.ijhm.2003.07.004

Hall, E. T. (1963). A system for the notation of proxemic behavior. American Anthropologist, 65(5),
1003-1026. doi:10.1525/aa.1963.65.5.02a00020

Hall, E. T. (1976). Beyond Culture. New York: Anchor Books.

Hall, S. (1996). The question of cultural identity. In S. Hall, D. Held, D. Hubert, & K. Thompson
(Eds.), Modernity: an introduction to modern societies (pp. 611-618). Malden: Blackwell.

Hallett, W. R., & Kaplan-Weinger, J. (2010). Official tourism websites: a discourse analysis

perspective. Bristol: Channel View Publications.

142



Hamid, M. A. (2017). Analysis of visual presentation of cultural dimensions: culture demonstrated
by pictures on homepages of universities in Pakistan. Journal of Marketing
Communications, 23(6), 592-613. doi:10.1080/13527266.2016.1147486

Harrison, C. (2003). Visual social semiotics: understanding how still images make meaning.
Technical Communication, 50(1), 46-60.

Hays, S., Page, S. J., & Buhalis, D. (2013). Social media as a destination marketing tool: its use by
national tourism organisations. Current Issues in Tourism, 16(3), 211-239.
doi:10.1080/13683500.2012.662215

He, J., & Wang, L. C. (2017). How global brands incorporating local cultural elements increase
consumer purchase likelihood: an empirical study in China. International Marketing
Review, 34(4), 463-479. doi:10.1108/IMR-08-2014-0272

Hofstede, G., Hofstede, G. J., & Minkov, M. (2010). Cultures and organizations: software of the
mind (3rd ed.). New York: McGraw-Hill.

Holsanova, J. (2012). New methods for studying visual communication and multimodal integration.
Visual Communication, 11(3), 251-257. doi:10.1177/1470412912446558

Hornikx, J., & de Groot, E. (2017). Cultural values adapted to Individualism-Collectivism in
advertising in Western Europe: an experimental and meta-analytical approach. The
International Communication Gazette, 79(3), 298-316. doi:10.1177/1748048516689180

Hornikx, J., & le Pair, R. (2017). The influence of high-/low-context culture on perceived ad
complexity and liking. Journal of Global Marketing, 30(4), 228-237.
d0i:10.1080/08911762.2017.1296985

Hosany, S., Ekinci, Y., & Uysal, M. (2006). Destination image and destination personality: an
application of branding theories to tourism places. Journal of Business Research, 59(5), 638-
642. doi:10.1016/j.jbusres.2006.01.001

Hsu, H. C., & Huang, S. S. (2016). Reconfiguring Chinese cultural values and their tourism
implications. Tourism Management, 54, 230-242. doi:10.1016/j.tourman.2015.11.011

Hsu, M.-H., Tien, S.-W.,, Lin, H.-C., & Chang, C.-M. (2015). Understanding the roles of cultural
differences and socio-economic status in social media continuance intention. Information
Technology & People, 28(1), 224-241. doi:10.1108/ITP-01-2014-0007

143



Huang, W.-J., Chen, C.-C., & Lin, Y.-H. (2013). Cultural proximity and intention to visit: destination
image of Taiwan as perceived by mainland Chinese visitors. Journal of Destination
Marketing & Management, 2(3), 176-184. doi:10.1016/j.jdmm.2013.06.002

Hudson, S., Huang, L., Roth, M. S., & Madden, T. J. (2016). The influence of social media
interactions on consumer—brand relationships: a three-country study of brand perceptions
and marketing behaviors. International Journal of Research in Marketing, 33(1), 27-41.
doi:10.1016/j.ijresmar.2015.06.004

Huggins, K., White, D., Holloway, B., & Hansen, J. (2020). Customer gratitude in relationship
marketing strategies: a cross-cultural e-tailing perspective. Journal of Consumer Marketing,
37(4), 445-455. doi:10.1108/JCM-08-2019-3380

Hunter, C. W. (2016). The social construction of tourism online destination image: a comparative
semiotic analysis of the visual representation of Seoul. Tourism Management, 54, 221-229.
doi:10.1016/j.tourman.2015.11.012

IBM. (2019, May 13). Downloading IBM SPSS statistics 25. Retrieved May 11, 2020, from
ibm.com: https:/AMwww.ibm.com/support/pages/downloading-ibm-spss-statistics-
26?mhsrc=ibmsearch_a&mhag=spss%2026

Imada, T. (2010). Cultural narratives of Individualism and Collectivism: a content analysis of
textbook stories in the United States and Japan. Journal of Cross-Cultural Psychology,
43(4), 576-591. doi:10.1177/0022022110383312

Innovation Norway. (2016). The front page. Retrieved August 9, 2016, from editorial.visithnorway.
org: http:/editorial.visitnorway.org/visitnorway-editorial-guidelines-2016/the-front-page/

Inversini, A., & Cantoni, L. (2014). Nuovi media nella comunicazione turistica. Roma: Societa
Editrice Dante Alighieri.

1SO 9241-11. (1998, March). Ergonomic requirements for office work with visual display terminals
(VDTs) -- Part 11: Guidance on usability. Retrieved June 07, 2019, from iso.org:
https:/Aww.iso.org/standard/16883.html

Janssen, A., & Hornikx, J. (2019). Adapting advertising appeals to individualism or collectivism: the
role of thought activation. Journal of Cultural Marketing Strategy, 4(1), 13-28.

144



Jiang, H., Tan, H., Liu, Y., Wan, F., & Gursoy, D. (2020). The impact of power on destination
advertising effectiveness: the moderating role of arousal in advertising. Annals of Tourism
Research, 83, 1-13. doi:10.1016/j.annals.2020.102926

Jin, L., He, Y., & Song, H. (2012). Service customization: to upgrade or to downgrade? An
investigation of how option framing affects tourists’ choice of package-tour services.
Tourism Management, 33(2), 266-275. doi:10.1016/j.tourman.2011.03.005

Johnson, R. B., Onwueghbuzie, A. J., & Turner, L. A. (2007). Toward a definition of mixed methods
research.  Journal ~of Mixed Methods  Research, 1(2), 112-133.
doi:10.1177/1558689806298224

Jones, M. L. (2007). Hofstede - Culturally questionable? Oxford Business & Economics Conference
(OBEC), (pp. 1-9). Oxford.

Jung, T. H., Lee, H., Chung, N., & tom Dieck, M. C. (2018). Cross-cultural differences in adopting
mobile augmented reality at cultural heritage tourism sites. International Journal of
Contemporary Hospitality Management, 30(3), 1621-1645. doi:10.1108/1JCHM-02-2017-
0084

Kanso, A., & Nelson, R. A. (2002). Advertising localization overshadows standardization. Journal
of Advertising Research, 42(1), 79-89. doi:10.2501/JAR-42-1-79-89

Kastenholz, E. (2010). "Cultural proximity” as a determinant of destination image. Journal of
Vacation Marketing, 16(4), 313-322. doi:10.1177/1356766710380883

Khamis, S., Ang, L., & Welling, R. (2017). Self-Branding, ‘micro-celebrity’ and the rise of social
media influencers. Celebrity Studies, 8(2), 191-208. doi:10.1080/19392397.2016.1218292

Kim, J., & Kerstetter, L. D. (2014). Multisensory processing impacts on destination image and
willingness to visit. International Journal of Tourism Research, 18(1), 52-61.
doi:10.1002/jtr.2032

Kim, M.-J,, Chung, N., & Lee, C.-K. (2011). The effect of perceived trust on electronic commerce:
shopping online for tourism products and services in South Korea. Tourism Management,
32(2), 256-265. doi:10.1016/j.tourman.2010.01.011

Kim, Y., Sohn, D., & Choi, S. M. (2011). Cultural difference in motivations for using social network
sites: a comparative study of American and Korean college students. Computers in Human
Behavior, 27(1), 365-372. doi:10.1016/j.chb.2010.08.015

145



Kinderdijk. (2020). Homepage. Retrieved June 23, 2020, from kinderdijk.com:
https:/AMmavw.kinderdijk.com/

Kirk, R. E. (2012). Experimental design: procedures for the behavioral sciences. In R. E. Kirk,
Handbook of Psychology (pp. 23-45). New York: John Wiley & Sons.
d0i:10.1002/9781118133880.hop202001

Kirkman, B. L., Lowe, K., & Gibson, C. B. (2006). A quarter century of "Culture's Consequences":
a review of empirical research incorporating Hofstede's cultural values framework. Journal
of International Business Studies, 285-320. Retrieved from
http:/Amww.jstor.org/stable/3875261

Kitirattarkarn, P. G., Araujo, T., & Neijens, P. (2019). Challenging traditional culture? How personal
and national collectivism-individualism moderates the effects of content characteristics and
social relationships on consumer engagement with brand-related user-generated content.
Journal of Advertising, 48(2), 197-214. doi:10.1080/00913367.2019.1590884

Kolman, L., Noorderhaven, G. N., Hofstede, G., & Dienes, E. (2003). Cross-cultural differences in
Central  Europe. Journal of Managerial  Psychology, 18(1), 76-88.
doi:10.1108/02683940310459600

Kress, G., & van Leeuwen, T. (2006). Reading images: the grammar of visual design. London:
Routledge. doi:10.4324/9780203619728

Kroeber, A. L., & Klukhohn, C. (1952). Culture. A critical review of concepts and definitions.
Papers. Peabody Museum of Archaeology & Ethnology, 47(1).

Lai, K., & Li, X. (2015). Tourism destination image: conceptual problems and definitional solutions.
Journal of Travel Research, 55(8), 1065-1080. doi:10.1177/0047287515619693

Landis, J. R., & Koch, G. G. (1977). The measurement of observer agreement for categorical data.
Biometrics, 33(1), 159-174. doi:10.2307/2529310

Lazaridou, K., Vrana, V., & Paschaloudis, D. (2017). Museums + Instagram. In V. Katsoni, A.
Upadhya, & A. Stratigea (Eds.), Tourism, Culture and Heritage in a Smart Economy.
Springer Proceedings in Business and Economics (pp. 73-84). Cham: Springer.
doi:10.1007/978-3-319-47732-9 5

146



Lee, E., Lee, J-A., Moon, J. H., & Sung, Y. (2015). Pictures speak louder than words: motivations
for using Instagram. Cyberpsychology, Behavior, and Social Networking, 18(9), 552-556.
doi:10.1089/cyber.2015.0157

Lee, H. C., & Cranage, A. D. (2011). Personalisation—privacy paradox: the effects of personalisation
and privacy assurance on customer responses to travel web sites. Tourism Management,
32(5), 987-994. doi:10.1016/j.tourman.2010.08.011

Lee, T.-H., & Crompton, J. (1992). Measuring novelty seeking in tourism. Annals of Tourism
Research, 19(4), 732-751. doi:10.1016/0160-7383(92)90064-V

Lee, W., & Gretzel, U. (2012). Designing persuasive destination websites: a mental imagery
processing perspective. Tourism Management, 33(5), 1270-1280.
doi:10.1016/j.tourman.2011.10.012

Lee, Y. J., & Gretzel, U. (2014). Cross-cultural differences in social identity formation through travel
blogging. Journal of Travel & Tourism Marketing, 31(1), 37-54.
d0i:10.1080/10548408.2014.861701

Leone, L., Chirumbolo, A., & Desimoni, M. (2012). The impact of the HEXACO personality model
in predicting socio-political attitudes: the moderating role of interest in politics. Personality
and Individual Differences, 52(3), 416-421. doi:10.1016/j.paid.2011.10.049

LISA. (2007). The Localization Industry Primer. An introduction to preparing your business and
products for success in international markets. Romainmétier-Envy: Localization Industry
Standards Association.

Lituchy, T. R., & Barra, R. A. (2008). International issues of the design and usage of websites for e-
commerce: hotel and airline examples. Journal of Engineering and Technology
Management, 25(1-2), 93-111. doi:10.1016/j.jengtecman.2008.01.004

Liu, W., Guillet, B. D., Xiao, Q., & Law, R. (2014). Globalization or localization of consumer
preferences: the case of hotel room booking. Tourism Management, 41, 148-157.
doi:10.1016/j.tourman.2013.09.004

Llodra-Riera, 1., Martinez-Ruiz, P. M., Jiménez-Zarco, A. |., & lzquierdo-Yusta, A. (2015). A
multidimensional analysis of the information sources construct and its relevance for
destination  image  formation.  Tourism  Management, 48,  319-328.
doi:10.1016/j.tourman.2014.11.012

147



Lo, S. I., McKercher, B., Lo, A., Cheung, C., & Law, R. (2011). Tourism and online photography.
Tourism Management, 32(4), 725-731. doi:10.1016/j.tourman.2010.06.001

Lobinger, K. (2012). Visuelle Kommunikationsforschung: Medienbilder als Herausforderung fiir die
Kommunikations- und Medienwissenschaft. Wiesbaden: Springer. doi:10.1007/978-3-531-
93480-8

Lobinger, K., & Brantner, C. (2015). Q-Sort: Qualitativ-quantitative Analysen bildlicher Rezeptions-
und Aneignungsprozesse. Leistungen und Limitationen fur das Feld Visueller
Kommunikationsforschung [Q-sort: qualitative-quantitative analyses of visual reception
and appropriation processes]. In K. Lobinger, & S. Geise (Eds.), Visualisierung —
Mediatisierung. Kommunikation und bildliches Handeln in mediatisierten Gesellschaften
[Visualization—Mediatization] (pp. 181-206). K6ln: Halem.

Loi,R.,Lam,W. L., & Chan, W. K. (2012). Coping with job insecurity: the role of procedural justice,
ethical leadership and Power Distance orientation. Journal of Business Ethics, 108(3), 361-
372. doi:10.1007/s10551-011-1095-3

London & Partners. (n.d.). Homepage. Retrieved March 7, 2018, from visitlondon.com:
https:/AMaww.visitlondon.com/

MacDonald, P. L., & Gardner, R. C. (2000). Type I error rate comparisons of post hoc procedures
for 1 j chi-square tables. Educational and Psychological Measurement, 60(5), 735-754.
doi:10.1177/00131640021970871

MacKay, K. J., & Fesenmaier, D. R. (1997). Pictorial element of destination in image formation.
Annals of Tourism Research, 24(3), 537-565. doi:10.1016/S0160-7383(97)00011-X

Mariarcher, G., Ring, A., & Schneider, A. (2013). Same, same but different. How pictures influence
emotional responses of users with different web search behaviours. In L. Cantoni, & Z.
Xiang (Eds.), Information and Communication Technologies in Tourism 2013 (pp. 375-
387). Berlin: Springer. doi:10.1007/978-3-642-36309-2_32

Matusitz, J. (2010). Disneyland Paris: a case analysis demonstrating how glocalization works.
Journal of Strategic Marketing, 18(3), 223-237. doi:10.1080/09652540903537014

McLuhan, M. (1964). The medium is the message. In M. McLuhan, Understanding media. New
York: McGraw-Hill.

148



Mele, E., & Cantoni, L. (2016). Localising websites of national tourism organisations: the case of
ETC members. Brussels: European Travel Commission. Retrieved from https:/etc-
corporate.org/reports/localising-websites-of-national-tourism-organisations/

Mele, E., & Cantoni, L. (2017). Localization of national tourism organizations websites: the case of
ETC members. In R. Schegg, & B. Stangl (Eds.), Information and Communication
Technologies in Tourism 2017 (pp. 59-71). Cham: Springer. doi:10.1007/978-3-319-51168-
95

Mele, E., & Cantoni, L. (2018). Localization of tourism destinations' websites: theory and practices.
In M. Bielenia-Grajewska, & M. Cortés de los Rios (Eds.), Innovative Perspectives on
Tourism Discourse. Pennsylvania: 1GI Global. doi:10.4018/978-1-5225-2930-9.ch008

Mele, E., & Lobinger, K. (2018). A framework to analyze cultural values in online tourism visuals
of European destinations. International Journal of Semiotics and Visual Rhetoric (1JSVR),
2(2), 41-56. doi:10.4018/1JSVR.2018070103

Mele, E., De Ascaniis, S., & Cantoni, L. (2015). Localization of national tourism organizations’
websites: how are world heritage sites portrayed online by European destinations for
different markets. Heritage, Tourism & Hospitality International Conference (pp. 123-132).
Amsterdam: CLUE+ Research Institute.

Mele, E., De Ascaniis, S., & Cantoni, L. (2016). Localization of three European national tourism
offices’ websites. An exploratory analysis. In A. Inversini, & R. Shegg (Eds.), Information
and Communication Technologies in Tourism 2016 (pp. 295-307). Cham: Springer.
doi:10.1007/978-3-319-28231-2_22

Mele, E., Kerkhof, P., & Cantoni, L. (2020). Cultural localization in online heritage promation.
Journal of Heritage Tourism. doi:10.1080/1743873X.2020.1779731

Mele, E., Kerkhof, P., & Cantoni, L. (Under review). Analyzing cultural tourism promotion on
Instagram: a cross-cultural perspective.

Men, L. R., & Tsai, S. W.-H. (2012). How companies cultivate relationships with publics on social
network sites: evidence from China and the United States. Public Relations Review, 38(5),
723-730. doi:10.1016/j.pubrev.2011.10.006

149



Meng, F. (2010). Individualism/collectivism and group travel behavior: a cross-cultural perspective.
International Journal of Culture, Tourism and Hospitality Research, 4(4), 340-351.
doi:10.1108/17506181011081514

Merriman, N. (1991). Beyond the glass case: the past, the heritage, and the public in britain.
Leicester: Leicester University Press.

Michopoulou, E., & Moisa, G. D. (2016). “The impact of culture on tourists” Online information
search behavior: evidence from the UK and China. In N. Pappas, & I. Bregoli (Eds.), Global
dynamics in travel, tourism, and hospitality (pp. 1-22). Pennsylvania: 1GI Global.
doi:10.4018/978-1-5225-0201-2.ch001

Minkov, M. (2011). Cultural differences in a globalized world. Bingley: Emerald Group Publishing
Limited.

Minkov, M., & Hofstede, G. (2011). Is national culture a meaningful concept? Cultural values
delineate homogeneous national clusters of in-country regions. Cross-Cultural Research,
46(2), 133-159. doi:10.1177/1069397111427262

Molinillo, S., Liebana-Cabanillas, F., Anaya-Sanchez, R., & Buhalis, D. (2018). DMO online
platforms: image and intention to visit. Tourism Management, 65, 116-130.
doi:10.1016/j.tourman.2017.09.021

Moller, J., & Eisend, M. (2010). A global investigation into the cultural and individual antecedents
of banner advertising effectiveness. Journal of International Marketing, 18(2), 80-98.
doi:10.1509/jimk.18.2.80

Muler, G. V., Coromina, L., & Gali, N. (2018). Overtourism: residents’ perceptions of tourism
impact as an indicator of resident social carrying capacity - case study of a Spanish heritage
town. Tourism Review, 73(3), 277-296. doi:10.1108/TR-08-2017-0138

Mullen, L. (1998). Close-ups of the president: photojournalistic distance from 1945 to 1974. Visual
Communication Quarterly, 5(2), 4-10. doi:10.1080/15551399809363378

Muller, G. M. (2007). What is visual communication? Past and future of an emerging field of
communication research. Studies in  Communication Sciences, 7(2), 7-34.
doi:10.24434/%25x

Mushtaha, A., & De Troyer, O. (2014). The cultural conceptual model for simplifying the design of

localized websites. In Design, user experience, and usability. User experience design for

150



diverse interaction platforms and environments. DUXU 2014. Lecture notes in computer
science (pp. 158-169). Cham: Springer. doi:10.1007/978-3-319-07626-3 15

Ndivo, M. R., & Cantoni, L. (2016). The efficacy of heritage interpretation at the Lalibela Rock-
Hewn churches in Ethiopia: exploring the need for integrating ICT-mediation. International
Journal of Religious Tourism and Pilgrimage, 4(3), 17-28.

Neuendorf, K. A. (2017). The content analysis guidebook (2nd ed.). Thousand Oaks: SAGE.

Neuhofer, B., Buhalis, D., & Ladkin, A. (2015). Smart technologies for personalized experiences: a
case study in the hospitality domain. Electronic Markets, 25(3), 243-254.
doi:10.1007/s12525-015-0182-1

Nielsen, S. C., Soares, M. A., & Machado, P. C. (2009). The cultural metaphor revisited. Exploring
dimensions, complexities and paradoxes through the Portuguese Fado. International
Journal of Cross Cultural Management, 9(3), 289-308. doi:10.1177/1470595809346606

Nunez-Mir, G. C., [annone, B. V., Pijanowski, B. C., Kong, N., & Fei, S. (2016). Automated content
analysis: addressing the big literature challenge in ecology and evolution. Methods in
Ecology and Evolution, 7(11), 1262-1272. doi:10.1111/2041-210X.12602

Oh, H., Fiore, A. M., & Jeoung, M. (2007). Measuring experience economy concepts: tourism
applications. Journal of Travel Research, 46(2), 119-132. doi:10.1177/0047287507304039

O'Neill, E., Sweetnam, M., Conlan, O., Lawless, S., O'Connor, A., O'Sciochru, M., . . . Wade, V.
(2011). Towards Multi-Dimensional Adaptation of Digitised Historical Content. Supporting
Digital Humanities (pp. 1-6). Copenhagen: Trinity College Dublin.

O'Reilly, T. (2009). What is web 2.0? Design patterns and business models for the next generation
of software. Sebastopol: O’Reilly Media, Inc.

Palan, S., & Schitter, C. (2018). Prolific.ac—A subject pool for online experiments. Journal of
Behavioral and Experimental Finance, 17, 22-27. doi:10.1016/j.jbef.2017.12.004

Pan, B. (2015). The power of search engine ranking for tourist destinations. Tourism Management,
47,79-87. doi:10.1016/j.tourman.2014.08.015

Pan, S., Lee, J., & Tsai, H. (2014). Travel photos: motivations, image dimensions, and affective
qualities of places. Tourism Management, 40, 59-69. doi:10.1016/j.tourman.2013.05.007

Pan, S., Tsai, H., & Lee, J. (2011). Framing New Zealand: understanding tourism TV commercials.
Tourism Management, 32(3), 596-603. doi:10.1016/j.tourman.2010.05.009

151



Park, K.-S., & Reisinger, Y. (2009). Cultural differences in shopping for luxury goods: Western,
Asian, and Hispanic tourists. Journal of Travel & Tourism Marketing, 26(8), 762—777.
d0i:10.1080/10548400903356152

Park, S., & Nicolau, L. J. (2015). Asymmetric effects of online consumer reviews. Annals of Tourism
Research, 50, 67-83. doi:10.1016/j.annals.2014.10.007

Pennebaker, J. W., Boyd, R. L., Jordan, K., & Blackburn, K. (2015, September 15). The development
and psychometric properties of LIWC2015. Retrieved from repositories.lib.utexas.edu:
https://repositories.lib.utexas.edu/handle/2152/31333

Pennington, W. J., & Thomsen, C. R. (2010). A semiotic model of destination representations applied
to cultural and heritage tourism marketing. Scandinavian Journal of Hospitality and
Tourism, 10(1), 33-53. doi:10.1080/15022250903561895

Pike, S. (2008). Destination marketing. An integrated marketing communication approach. Oxford:
Elsevier.

Pike, S. (2011). Destination marketing organisations. Routledge: New York.

Pike, S., & Page, S. J. (2014). Destination marketing organizations and destination marketing: a
narrative analysis of the literature. Tourism Management, 41, 202-227.
doi:10.1016/j.tourman.2013.09.009

Pineda, A., Hernandez-Santaolalla, V., & Rubio-Hernandez, M. d. (2015). Individualism in Western
advertising: a comparative study of Spanish and US newspaper advertisements. European
Journal of Communication, 30(4), 437-453. doi:10.1177/0267323115586722

Pritchard, A., & Morgan, J. N. (2001). Culture, identity and tourism representation: marketing Cymru
or Wales? Tourism Management, 22(2), 167-179. doi:10.1016/S0261-5177(00)00047-9

Prolific. (2018). Prolific takes the headache out of participant recruitment. Retrieved February 7,
2018, from prolific.ac: https:/Aww.prolific.ac/researchers

Rastegar, R., Zarezadeh, Z. Z., & Gretzel, U. (2020). World heritage and social justice: insights from
the inscription of Yazd, Iran. Journal of  Sustainable  Tourism.
doi:10.1080/09669582.2020.1782925

Reisinger, Y. (1994). Tourist—host contact as a part of cultural tourism. World Leisure & Recreation,
36(2), 24-28. doi:10.1080/10261133.1994.9673910

152



Remoaldo, P. C., Ribeiro, J. C., Vareiro, L., & Santos, J. F. (2014). Tourists' perceptions of World
Heritage destinations: the case of Guimardes. Tourism and Hospitality Research, 14(4),
206-218. doi:10.1177/1467358414541457

Riffe, D., Lacy, S., & Fico, F. (2014). Analyzing media messages. Using quantitative content analysis
in research. Routledge: New York.

Riskos, K., Hatzithomas, L., Boutsouki, C., & Zotos, Y. (2017). Corporate Facebook posts in the UK
and Greece: a content analysis. International Journal of Internet Marketing and Advertising,
11(3), 233-251.

Robledo, A. M., & Batle, J. (2017). Transformational tourism as a hero’s journey. Current issues in
Tourism, 20(16), 1736-1748. doi:10.1080/13683500.2015.1054270

Rodriguez-Molina, A. M., Frias-Jamilena, M. D., & Castarieda-Garcia, J. A. (2015). The contribution
of website design to the generation of tourist destination image: the moderating effect of
involvement. Tourism Management, 47, 303-317. doi:10.1016/j.tourman.2014.10.001

Roque, V., & Raposo, R. (2016). Social media as a communication and marketing tool in tourism:
an analysis of online activities from international key player DMO. Anatolia, 27(1), 58-70.
doi:10.1080/13032917.2015.1083209

Rose, G. (2016). Visual methodologies. An introduction to researching with visual materials.
London, Thousand Oaks, New Delhi, Singapore: Sage.

Sabiote-Ortiz, C. M., Frias-Jamilena, D. M., & Castafieda-Garcia, A. J. (2014). Overall perceived
value of a tourism service delivered via different media: a cross-cultural perspective. Journal
of Travel Research, 55(1), 34-51. doi:10.1177/0047287514535844

Salazar, B. N. (2005). Tourism and glocalization: local tour guiding. Annals of Tourism Research,
32(3), 628-646. doi:10.1016/j.annals.2004.10.012

Saleem, S., & Larimo, J. (2017). Hofstede cultural framework and advertising research: an
assessment of the literature. In G. Christodoulides, A. Stathopoulou, & M. Eisend, Advances
in Advertising Research (\ol. VII, pp. 247-263). Wiesbaden: Springer. doi:10.1007/978-3-
658-15220-8 18

Samaha, A. S., Beck, T. J., & Palmatier, W. R. (2014). The role of culture in international relationship
marketing. Journal of Marketing, 78(5), 78-98. doi:10.1509/jm.13.0185

153



Schaefer, D. A., Parker, S. R., & Kent, L. J. (2010). A comparison of American and Chinese
consumers' attitudes toward athlete celebrity endorsers. Journal of Sport Administration &
Supervision, 2(1), 31-40.

Schwartz, S. (2006). A theory of cultural value orientations: explication and applications.
Comparative Sociology, 5(2-3), 137-182. doi:10.1163/156913306778667357

Shia, B. C., Chen, M., & Ramdansyah, A. D. (2016). Measuring customer satisfaction toward
localization website by WebQual and importance performance analysis (case study on
AliexPress site in Indonesia). American Journal of Industrial and Business Management,
6(2), 117-128. doi:10.4236/ajibm.2016.62012

Shiag, H. M., Khalid, H. M., Akram, A., & Alli, B. (2011). Why not everybody loves Hofstede? What
are the alternative approaches to study of culture? European Journal of Business and
Management, 3(6), 101-111.

Singh, N., & Matsuo, H. (2004). Measuring cultural adaptation on the web: a content analytic study
of US. and Japanese web sites. Journal of Business Research, 57(8), 864-872.
00i:10.1016/S0148-2963(02)00482-4

Singh, N., Furrer, O., & Ostinelli, M. (2004). To localize or to standardize on the web: empirical
evidence from Italy, India, Netherlands, Spain, and Switzerland. Multinational Business
Review, 12(1), 69-88. doi:10.1108/1525383X200400004

Singh, N., Park, J. E., Chun, W., Tigre Moura, F., & Seung, H. K. (2017). Strategic insights into
localizing web communications: evidence from South Korea. Database for Advances in
Information Systems, 48(3), 69-82. doi:10.1145/3130515.3130520

Singh, N., Toy, R. D., & Wright, K. L. (2009). A diagnostic framework for measuring web-site
localization.  Thunderbird International  Business Review, 51(3), 281-295.
doi:10.1002/tie.20265

Singh, N., Zhao, H., & Hu, X. (2003). Cultural adaptation on the web: a study of American
companies’ domestic and Chinese websites. Journal of Global Information Management,
11(3), 63-80. d0i:10.4018/jgim.2003070104

Singh, N., Zhao, H., & Hu, X. (2005). Analyzing the cultural content of web sites: a cross-national
comparision of China, India, Japan, and US. International Marketing Review, 22(2), 129-
146.

154



Smith, S. P. (2018). Instagram abroad: performance, consumption and colonial narrative in tourism.
Postcolonial Studies, 21(2), 172-191. doi:10.1080/13688790.2018.1461173

Song, R., Moon, S., Chen, H. A., & Houston, M. B. (2018). When marketing strategy meets culture:
the role of culture in product evaluations. Journal of the Academy of Marketing Science,
46(3), 384-402. doi:10.1007/s11747-017-0525-x

Srinivasan, R. (2017). Whose global village? Rethinking how technology shapes our world. New
York: New York University Press.

Stebbins, A. R. (1996). Cultural tourism as serious leisure. Annals of Tourism Research, 23(4), 948-
950. doi:10.1016/0160-7383(96)00028-X

Stepchenkova, S., & Zhan, F. (2013). Visual destination images of Peru: comparative content
analysis of DMO and user-generated photography. Tourism Management, 36, 590-601.
doi:10.1016/j.tourman.2012.08.006

Stepchenkova, S., Kim, H., & Kirilenko, A. (2014). Cultural differences in pictorial destination
images: Russia through the camera lenses of American and Korean tourists. Journal of
Travel Research, 54(6), 758-773. doi:10.1177/0047287514535849

Sternberg, E. (1997). The iconography of the tourism experience. Annals of Tourism Research, 24(4),
951-969. doi:10.1016/S0160-7383(97)00053-4

Steuer, J. (1992). Defining virtual reality: dimensions determing telepresence. Journal of
Communication, 42(4), 73-93. doi:10.1111/j.1460-2466.1992.th00812.x

Sung, Y. H.,Kim, D. H., Choi, D., & Lee, S. Y. (2020). Facebook ads not working in the same way:
the effect of cultural orientation and message construals on consumer response to social
media ads. Telematics and Informatics, 52, 101427. doi:10.1016/j.tele.2020.101427

Tardini, S., & Cantoni, L. (2015). Hypermedia, internet and the web. In L. Cantoni, & J. A. Danowski
(Eds.), Communication and Technology (pp. 119-140). Berlin: De Grouyter Mouton.

Tasci, A. A., & Gartner, C. W. (2007). Destination image and its functional relationships. Journal of
Travel Research, 45(4), 413-425. doi:10.1177/0047287507299569

Terlouw, K. (2014). Iconic site development and legitimating policies: the changing role of water in
Dutch identity discourses. Geoforum, 57, 30-39. doi:10.1016/j.geoforum.2014.08.008

Thurlow, C., & Jaworski, A. (2011). Tourism discourse: languages and banal globalization. Applied
Linguistics Review, 2, 285-312. doi:10.1515/9783110239331.285

155



Tigre Moura, F., Gnoth, J., & Deans, K. R. (2014). Localizing cultural values on tourism destination
websites. The effects on users’ willingness to travel and destination image. Journal of Travel
Research, 54(4), 528-542. doi:10.1177/0047287514522873

Tigre Moura, F., Singh, N., & Chun, W. (2016). The influence of culture in website design and users’
perceptions: three systematic reviews. Journal of Electronic Commerce Research, 17(4),
312-339.

Timothy, D. J. (2011). Cultural heritage and tourism: an introduction. Bristol: Channel View
Publications.

Timothy, D. J., & Boyd, S. W. (2003). Heritage Tourism. London: Pearson Education.

Timothy, D. J., & Boyd, S. W. (2006). Heritage tourism in the 21st century: valued traditions and
new  perspectives.  Journal of Heritage ~ Tourism, 1(2), 1-16.
doi:10.1080/17438730608668462

Torelli, C. J., & Rodas, M. A. (2017). Tightness—looseness: implications for consumer and branding
research. Journal of Consumer Psychology, 27(3), 398-404. doi:10.1016/}.jcps.2017.04.003

Toyama, M., & Yamada, Y. (2012). The relationships among tourist novelty, familiarity, satisfation,
and destination loyalty: beyond the novelty-familiarity continuum. International Journal of
Marketing Studies, 4(6), 10-18. doi:10.5539/ijms.v4n6p10

Tsai, W.-H., & Men, L. R. (2012). Cultural values reflected in corporate pages on popular social
network sites in China and the United States. Journal of Research in Interacting Marketing,
6(1), 42-58. doi:10.1108/17505931211241369

Tsai, W.-H., & Men, L. R. (2017). Consumer engagement with brands on social network sites: a
cross-cultural comparison of China and the USA. Journal of Marketing Communications,
23(1), 2-21. doi:10.1080/13527266.2014.942678

Turismo de Lisboa. (n.d.). Homepage. Retrieved March 7, 2018, from visitlisboa.com:
https:/AMwvww.visitlisboa.com/pt-pt

Turner, W. D. (2010). Qualitative interview design: a practical guide for novice investigators. The
Qualitative Report, 15(3), 754-760. Retrieved from
https://nsuworks.nova.edu/tqrivol15/iss3/19/

UNESCO Swiss Alps Jungfrau-Aletsch. (2020). Homepage. Retrieved June 23, 2020, from
jungfraualetsch.ch: https:/Aww.jungfraualetsch.ch/en/

156



UNESCO World Heritage Centre. (2018). Mill network at Kinderdijk-Elshout. Retrieved October 4,
2018, from whc.unesco.org: https://whc.unesco.org/en/list/818

UNWTO. (2008). Glossary of tourism terms. Retrieved March 9, 2020, from unwto.org:
https://unstats.un.org/unsd/publication/Seriesm/SeriesM_83revle.pdf

UNWTO. (2014). Glossary of tourism terms. Madrid: UNWTO. Retrieved from http:/
cf.cdn.unwto.org/sites/all/files/Glossary-of-terms.pdf

UNWTO. (2016). UNWTO tourism highlights. Madrid: UNWTO eL.ibrary. Retrieved from http:/
www.e-unwto.org/doi/book/10.18111/9789284418145

UNWTO. (2016). UNWTO world tourism barometer and statistical annex. Madrid: UNWTO.
Retrieved May 2, 2016, from http:/Aww.e-unwto.org/doi/pdf/10.18111/wtobaromet
ereng.2016.14.2.1

UNWTO. (2018). Tourism and cultural synergies. Madrid: World Tourism Organization
(UNWTO). Retrieved March 9, 2020, from https:/AMww.e-
unwto.org/doi/pdf/10.18111/9789284418978

UNWTO. (2018). Tourism and culture synergies. Madrid: UNWTO.

Urry, J., & Larsen, J. (2011). The tourist gaze 3.0. Los Angeles: SAGE Publications.

Usakli, A., Kog, B., & Sonmez, S. (2017). How 'Social' are destinations? Examining European DMO
social media usage. Journal of Destination Marketing & Management, 6(2), 136-149.
doi:10.1016/j.jdmm.2017.02.001

van Atteveldt, W., & Peng, T.-Q. (2018). When communication meets computation: opportunities,
challenges, and pitfalls in computational communication science. Communication Methods
and Measures, 12(2-3), 81-92. doi:10.1080/19312458.2018.1458084

van Everdingen, Y. M., & Waarts, E. (2003). The Effect of National Culture on the Adoption of
Innovations. Marketing Letters, 14(3), 217-232. doi:10.1023/A:1027452919403

van Leeuwen, T. (2001). Semiotics and iconography. In Handbook of visual analysis (pp. 92-118).
Thousand Oaks: Sage.

Visit Bath. (2018). Homepage. Retrieved March 7, 2018, from visitbath.co.uk: https://visitbath.co.uk/

Vyncke, F., & Brengman, M. (2010). Are culturally congruent websites more effective? An
overview of a decade of empirical evidence. Journal of Electronic Commerce Research,
11(1), 14-29.

157



Wallerstein, 1. (1990). Culture as the ideological battleground of the modern world-system. Theory,
Culture & Society, 7(2-3), 31-55. doi:10.1177/026327690007002003

Wang, Q., Peng, C., Sia, C. L., Tong, Y., & Ku, Y. (2016). Website location strategies review under
Hofstede’s cultural dimensions. In F. Nah, & C. Tan (Eds.), HCI in Business, Government,
and Organizations: eCommerce and Innovation. HCIBGO 2016. Lecture Notes in
Computer Science (Vol. 9751, pp. 258-269). Cham: Springer. doi:10.1007/978-3-319-
39396-4 24

Winterich, K. P., Gangwar, M., & Grewal, R. (2018). When celebrities count: power distance beliefs
and celebrity endorsements. Journal of Marketing, 82(3), 70-86. doi:10.1509/jm.16.0169

Wirtz, W. B., Schilke, O., & Ullrich, S. (2010). Strategic development of business models.
implications of the web 2.0 for creating value on the Internet. Long Range Planning, 43(2-
3), 272-290. doi:10.1016/j.Irp.2010.01.005

Wong, S. K., & Liu, G. C. (2011). A study of pre-trip use of travel guidebooks by leisure travelers.
Tourism Management, 32(3), 616-628. doi:10.1016/j.tourman.2010.05.013

Woodside, A. G., Hsu, S.-Y., & Marshall, R. (2011). General theory of cultures' consequences on
international tourism behavior. Journal of Business Research, 64(8), 785-799.
doi:10.1016/j.jbusres.2010.10.008

World Economic Forum. (2012). The global information technology report 2012. Cologny: World
Economic Forum. Retrieved from http://reports.weforum.org/global-information-
technology-2012/

Wirtz, E. (2005). Intercultural communication on web sites: a cross-cultural analysis of web sites
from high-context cultures and low-context cultures. Journal of Computer-Mediated
Communication, 11(1), 274-299. doi:10.1111/j.1083-6101.2006.tb00313.x

Xiang, Z., Magnini, P. V., & Fesenmaier, R. D. (2015). Information technology and consumer
behavior in travel and tourism: insights from travel planning using the internet. Journal of
Retailing and Consumer Services, 22, 244-249. doi:10.1016/j.jretconser.2014.08.005

Yacout, O. M., & Hefny, L. I. (2014). Use of Hofstede’s cultural dimensions, demographics, and
information sources as antecedents to cognitive and affective destination image for Egypt.
Journal of Vacation Marketing, 21(1), 37-52. doi:10.1177/1356766714538444

158



Ye, Z., Hashim, N. H., Baghirov, F., & Murphy, J. (2018). Gender differences in Instagram hashtag
use. Journal of Hospitality Marketing & Management, 27(4), 386-404.
00i:10.1080/19368623.2018.1382415

Yu, Y., Byun, W.-H., & Lee, J. T. (2014). Critical issues of globalisation in the international hotel
industry. Current Issues in Tourism, 17(2), 114-118. doi:10.1080/13683500.2012.761678

Zhang, J., & Nelson, R. M. (2016). The effects of vertical Individualism on status consumer
orientations and behaviors. Psychology and Marketing, 33(5), 318-330.
doi:10.1002/mar.20877

Zhang, Y., & Gelb, B. D. (1996). Matching advertising appeals to culture: the influence of products'
use conditions. Journal of Advertising, 25(3), 29-46.
doi:10.1080/00913367.1996.10673505

Zhu, L., Anagondahalli, D., & Zhang, A. (2017). Social media and culture in crisis communication:
McDonald’s and KFC crises management in China. Public Relations Review, 43(3), 487-
492. doi:10.1016/j.pubrev.2017.03.006

Zimmer, O. (1998). In search of natural identity: Alpine landscape and the reconstruction of the Swiss
nation. Comparative Studies in Society and History, 40(4), 637-665.
d0i:10.1017/S0010417598001686

159



9. Appendices

Figure 9.1. Sections of web pages displaying “IND x high PD” (left) and “COL x low PD” (right) to UK participants: (left)
https://tourism46562224.wordpress.com/4-en/; (right) https:/tourism46562224.wordpress.com/2-en/
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Figure 9.2. Sections of web pages displaying “COL x high PD” (left) and “IND x low PD” (right) to UK participants: (left)
https://tourism46562224.wordpress.com/1-en/; (right) https:/tourism46562224.wordpress.com/3-en/
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Table 9.1. Measurement scales (part 1).

Constructs and items

Type of scale

Cognitive Image (Study 1)

CI1. From unfriendly to friendly

CI2. From stagnant to lively

CI3. From boring to interesting

Cl4. From overcrowded to uncrowded*
CI5. From familiar to novel*

Affective Image (Study 1)

Al1. From ugly to pretty

AI2. From unpleasant to pleasant

Al3. From gloomy to exciting

Al4. From distressing to relaxing
Destination Experience Image (Study 2)
DEL. From terrible to wonderful

DE2. From boring to interesting

DE3. From unpleasant to pleasant

DEA4. In my opinion, the activities described on the webpage (included
in the entrance ticket) are good value for money

DES. The activities described on the webpage would be the best way

for me to experience Kinderdijk

DES6. From extremely uninteresting to extremely attractive

Overall Image (Study 1)

What is your overall impression of Kinderdijk?

7-point semantic differential scales (C11-DE3)

7-point scale from strongly disagree to strongly
agree (DE4-5)

7-point scale from extremely uninteresting to
extremely attractive (DE6)

7-point scale from extremely negative to

extremely positive
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Table 9.2. (Continued)

Constructs and items Type of scale

Willingness to Visit (Study 1) 7-point scale from strongly disagree to strongly agree
WVL. If | were in Amsterdam, | would like to visit

Kinderdijk

WV2. At the price shown, I would like to visit Kinderdijk
Willingness to Visit (Study 2)

WV/L. If | were in the Netherlands, | would visit Kinderdijk
in the same way as described on the webpage

WV2. At the price shown, | would visit Kinderdijk in the
same way as described on the webpage

Online Trust** (Study 1)

OTL1. Official tourism destination websites are reliable
OT2. Reviews by other tourists are trustworthy
Online Trust (Study 2)

OTL1. Official tourism websites are trustworthy

OT2. Official tourism websites are reliable

Heritage Interest (Study 1 and 2) 5-point scale from not interested at all to extremely
HI1. How much are you interested in heritage tourism? interested (HI1)
HI2. As a tourist, | usually visit cultural attractions 5-point scales from strongly disagree to strongly agree

HI3. Asa tourist, | value visiting UNESCO attractions (HI2-3)

* Excluded items because of low reliability (0. < 0.7)
** |tems of this scale were treated separately as they had a weak correlation (r = .29, p <0.01)
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Table 9.2. Cross-tabulation of COL-IND and mise en scene: chi-square analysis.

Compoasition

None

1 Person
2 People
3 People
4+ People
Angle

Low

Eye level

High

Bird’s Eye
Scale
Extremely long
Long

Medium Long
Medium
Medium Close-Up
Close-Up

COL?(img) IND (img) 2@ Test
N %(COL)  ARD N %(IND)  AR® 2 (df)
2093.356(8)

11 36 -15.8 7 12 -258

27 8.7 90 477 80.8 330

92 29.8 164 31 53 -2.6

29 94 8.2 12 20 -11
150 485 175 63 10.7 4.1

52.902(6)

99 320 12 175 29.7 A4
129 41.7 A4 252 42.7 12

69 22.3 3 1411 239 16

12 39 -3.2 22 3.7 5.1

167.376(10)

75 243 44 168 285 41
140 453 20 329 55.8 94

67 217 34 75 12.7 -2.2

16 52 -5 5 038 -6.3

6 19 17 3 05 -15

5 16 -9 10 17 -1.3

@Value “None” for COL-IND (image) not reported.

bAdjusted residuals in bold = significant association (p < 0.001).

% <0.001.
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