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ABSTRACT

Thearticleexaminesadoublecasestudyframeworkforanalyzingperceivedandprojecteddestinations
byusingITCsolutions.First,22,362photostaggedwith“Brasov”werecollectedandanalyzedusing
theFlickrAPI.Second,adescriptive-explanatoryresearchwasemployed,applyinganinstrument
fortheanalysisandtoaddresstheonlineidentityofplacebrandswhereaproposedonlineplatform
generates an automatic score calculation. The spatial patterns of tourist activity revealed many
similaritiesanddifferencescomparedtopromotedattractionsbytheDMOs,astheresultsindicated
thatgeotaggedphotosreflecttheprojectedimageofthedestinationasthedataprovidedahotspot
distributionofpopulartouristattractions.Thearticlemakesatheoreticalandpracticalcontribution:(a)
visualimagerymaybemorefullyimplementedinresearchstudies;and(b)thedistributionofpopular
touristattractionsmaybeinsynergybetweentheperceivedandprojectedimageofadestination.
Implicationsformarketingmanagersarepresented.
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INTRoDUCTIoN

Althoughnewtechnologieshavebeenfrequentlyimplementedineverydaylifebyvisitorsattourist
destinations(bytakingphotos,uploadingthemonsocialnetworksandphotosharingplatforms,leaving
digitalfootprintsontheInternet)andvisitor-generatedvisualcontent(VGVC)iscontinuouslycreated
anduploaded.OfficialagentssuchasDestinationManagementOrganizations(DMOs)areslowto



International Journal of Computational Methods in Heritage Science
Volume 3 • Issue 2 • July-December 2019

2

implementnewtechnologiestocommunicateaplace’sonlineidentity,relyingmoreontraditional
tourismdatacollectionmethods(surveys,interviewsandfocusgroups),thatarebothexpensiveand
timeconsuming.Whentheydoso,discrepanciesmayexistbetweenwhatisperceivedbytourists
andthewaythedestinationsarecommunicatedbytheagentsinvolved.

Thepurposeofthisresearchistoexamineaproposeddoublecasestudyframeworkforanalyzing
perceivedandprojecteddestinationsbyusingInformationandCommunicationTechnology(ICT)
solutionswiththeaimtominimizepossiblemisunderstandingsthatcanbemadeforthedestination.

Regardingtheperceivedimage,22,362photostaggedwith“Brasov”City,Romaniawerecollected
using Flickr API (Application programming interface) for an 18-year period and were analyzed
withthefurtheraimtoexaminethewayvisitors‘see’theplaceviathelens.Inthecaseofprojected
destinationimages,adescriptive-explanatoryresearchwasemployedfocusingonamethodology
depository,applyinganinstrumentforanalysingandaddressingtheonlineidentityofplacebrands
viathetourismagents’eyes.Aproposedonlineplatformgeneratesanautomaticscorecalculation
algorithmforplacebrandsobtainedbyapplyingtheanalysisgridtowebsitesbasedonarankingsystem.

Thefindingshighlightsimilaritiesbutalsodiscrepanciesbetween the imagescreatedonline
bymarketersforBrasov,Romaniaandhowdifferentthesameplaceisperceivedbyvisitors.The
papermakesatheoreticalandpracticalcontributionontheway(a)visual imagerymaybemore
fullyimplementedinresearchstudiesand(b)thedistributionofpopulartouristattractionsmaybe
insynergybetweentheperceivedandprojectedimageofadestinationemployinganonlinesoftware
platformthatwasdevelopedmakingitadaptabletoanytypeofsmartdevice.Implicationsfortourism
marketingmanagersareprovidedforimageassessment.

Thisworkaimstolimitthegapandextendourknowledgeinregardtowaysspecificapplications
andsoftwaremaybeusefultotheanalysisofvisualimagesandwebsites.

Thesectionsofthepaperareasfollows:theauthorspresentinsection2literatureworksthat
illustratesthesignificanceofuser-generatedcontent(UGC)inrelationtophotosthatmaybeused
forthecreationofdestinationimage.Section3presentsmethodologyforthebothcasestudiestaken
intoconsiderationandtheauthorsinthelastsectionpresenttheconclusionsandprovidemanagerial
suggestionsforDMOs.

BACKGRoUND

Photographsplayacrucialroleinthepromotionoftourismdestinationsandtheyshouldbeseen
aslegitimateagentsofinquiryalthoughtourismresearchhasfavoredtextualdataovervisualdata
(BalomenouandGarrod,2019,KavouraandNechita,2017).Researchershavebeenrelativelyslow
tocapitaliseon thepotentialofvisualdataanalysis techniques(Garrod,2007)whileresearchers
havebroughtout thebenefits thatexistwhenperceivedonlinedestination imagesare taken into
considerationinthepromotionaleffortsofmanagersinchargeofprojectedonlinedestinationimages
(StepchenkovaandZhan,2013,Michaelidou,Siamagka,MoraesandMicevski,2013,Mak,2017).
Research(Pan,LeeandTsai,2014)hasindicatedthatphotosaremoresuitedtoreflecttheaffective
imagesofplacesfromtourists’perspectives.Extractingandunderstandingtourists’pointofinterest
fromgeotaggedphotoshasbeenthefocusofmanyresearchers(Kisilevich,Mansmann,Bak,Keim
andTchaikin,2010).Theimage-basedcontentsharingplatformstypicallyhavehigherratesofgeo-
tagging.Forexample,80%ofimagesinthenow-defunctGooglePanoramioweregeotagged,and
mostFlickrphotosaregeotaggedwhereFlickristhesecondsocialmediummostlyusedwherethe
extractionofusefulcontentfromimagesandvideosiseasierfromtagsfromcontentsharingweb
sites(BaeandYun,2017).

Thecallforpluralisticapproachesinthewaytourismanalysistakesplaceonboththedestination
imagepromotionbutalsoon theway this image isperceivedbyvisitorsofonedestination,has
broughtforthvisitor-employedphotography(VEP)asamethodofstudy(MacKayandCouldwell,
2004);volunteer-employedphotographythatentailsphotographicdatathathasbeencollectedby
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