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Background

Almportance of visual data;

ADestination imagery and tourism
photography;

Alncreased digital nature of external reality;
AExponential growth of available data;
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Destination imagery and tourism ':_
photography

Adestination image & survey studies
(Dolnicar and Grin 2012)

Ameaning and measurement of
destination image (Echtner and Ritchie 2003)
Adestination imagery and tourist
photography (carrod 200s)

Ameasuring destination images @enkins 1999)

Avisitor-employed photography aackay and
Couldwell 2004)

Atourist image assessment (eily 1990)
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Key statistical data of different social platforms
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Research question(s)

AAre computeranalyzed images sufficient tc
draw Insights about tourism destinations
without human intervention?

AFurthermore, how do such analyses
compare with more traditional, humamput
based visual ones?

AWhat happens in hedonistic tourism
destinations?



Theoretical Framework

Photo elicitation & photovoice
(e.g., Liechty, Ribeiro & Yarnal 2010,
Matteucci 2013, Scarles 2010)

Visitor-employed photography =
(e.g., Gotschi et al. 2009, Stedman et al. 2004)

Momentary ecological assessment
(e.g.,Shiffman et al. 2008)

Computer-assisted analysis of destination images
(e.g., Li and Stepchenkova 2012, Stepchenkova and Morrison 2008;
Ribeiro and Foemmel, 2012)
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Hedonistic tourism behavior (Ribeiro & Yarnal 2008,

. . Ly 5%;;1
Swarbrooke & Horner 2007) 1S usually associated with th;k

N 4 SOV’ Sea, sand, and Sex (Lowry, 1993; Oppermann,
1999)




Pursuit ofactivities not necessarily endorsed Iin
the touristos hoemansanyVv il

powerful tourism motivator, particularly for
younger tourists (Lowry 1993, Oppermann 1999, Ribeiro 2012)
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Tourism cultures have
their own mores and
expected behaviors > _

(Saldanha 2002). Individuals B -2

do not always behave in [
accordance with the
cultural beliefs they

purport to subscribe to, l
nor do they always

report past events

accurately Bermard et
al.,1984, Freeman et al.,1987).




Self-reported tourist
behavioral accounts may
be understated,
exaggerated, and/or be
Inaccurately reported, and
~ thus at odds with cultural
perceptions of the same

Z phenomena (chick 2000 2002,
> Edelman 2009, Ribeiro 2011, 2012)
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