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Introduction

The 6th International Tourism Studies Association (ITSA) Biennial conference was held at the
University of Greenwich, London, England from 17-19 August 2016. This was the first time
that the conference had been held in Europe and it provided a unique opportunity to meet,
hear from and network with tourism scholars and professionals from across Europe, Asia,
Australasia, and North and South America. ITSA has a mission to encourage interaction and
cooperation between developing and developed countries and the conference was successful
in attracting 130 delegates from 29 countries.

The main theme of the conference was 'Tourism in Contemporary Cities' with four conference
sub-themes of ‘Tourism Cities and Urban Tourism’, ‘The Chinese Market for European
Tourism’, ‘River, Cruise and Maritime Tourism’, and ‘Heritage Tourism in Cities’, The sub-
themes were chosen to reflect the unique location of the conference on the UNESCO Maritime
Greenwich World Heritage Site, and London which is Europe’s most visited tourist destination.
The conference also presented ‘Dark Tourism and Cities’ and ‘Tourism and Communist
Heritage’ as special sessions.

Five keynote speakers presented on topics associated with the conference themes, as follows:

Professor Cara Aitchison, University of St Mark and St John: ‘From Events Management to
Cultural Diplomacy: Creating a Virtuous Cycle of Economic Growth, Social Cohesion and

International Cooperation through Hosting Major Events’

Dr. Perunjodi Naidoo University of Technology, Mauritius: ‘Resort Tourism and the Chinese

Market’

Allan Brodie, Senior Investigator Historic England: ‘Steamers, Rivers and the Origins of Popular

Tourism in England’

Professor Alexis Papathanassis, Bremerhaven University of Applied Sciences Germany: ‘High

Hopes & High Seas: The Role and Impact of Cruise Tourism in Destination Management’

Professor Jon Wilson, Halal Tourism Officer for Indonesian Ministry for Tourism: ‘Insights in to

Halal Tourism and Global Urban Millenials’.

Itis part of ITSA’s agenda to encourage and recognise emerging young scholars in tourism and,
in support of this, the conference hosted an ‘Emerging Young Scholars Event’, chaired by
Professor Phillip Pearce (President of ITSA, James Cook University, Australia). This event
brought together a number of young scholars from emerging and developed countries to

provide them with the opportunity to discuss the challenges and opportunities facing young



tourism academics and to learn from each others’ experiences, as well as to network and forge

relationships for the future.

The following conference papers represent a wide range of international contributions from
both established academics and emerging scholars whom we were particularly delighted to
welcome to Greenwich. The papers included in this collection have been peer-reviewed but
as for many contributors this was their first conference, and not in their native language, some
of the papers included are work in progress. A wide range of topics are presented reflecting
all four conference sub-themes, and papers are a mix of case studies, literature reviews,

opinion pieces and research findings.

This collection also includes all of the abstracts for presentations given at the ITSA
conference. As can be seen, delegates presented on a wide range of topics from diverse

international perspectives.

The copyright of all the papers included in the volume remain with the author.
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Understanding Tourism Image of Cities through Social Semantic Network

Analysis: A Case Study of Shanghai

Han Shen

Fudan University, China

Xing Liu

Fudan University, China

Sitong Yi

Fudan University, China

Mimi Li

The Hong Kong Polytechnic University, Hong Kong, China

Abstract

Purpose: This paper aims to analyze tourists’ perception of the tourism image of city
destinations in social media, and to explore the differences of customer created content

information over consumers from different regions in a virtual social network.

Methodology: This paper collected customer created contents to analyze the tourism images
using content analysis, atlas analysis and semantic network analysis approaches. A framework
of urban image elements in social media network were established to understand the

city images.

Findings: (1) Consumer’s perception toward the same A framework of tourism image
elements was established through big data analysis. (2) Cultural elements plays an important
role in the image perception of Shanghai, which implies the importance of the product
design, promotion and image construction to build a three-dimensional tourism cultural
image. (3) Semantic network analysis and content analysis can be applied to understand the
destination image of cities.

Research implications: This paper applied semantic network analysis to study tourism
images of cities. This paper provided a framework for social media marketing, destination
image building and tourism product designing.

Originality: Based on the big data mining of social media platform, this paper established an
in-depth analysis of urban tourism image through social semantic network analysis. A
framework of urban tourism image element system was established and the internal links
among the elements were analysed to provide a better understanding of the urban images of
cities.

Keywords: Tourism image of cities; semantic network analysis; social media; content
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analysis; customer created content
1. Introduction

As an important part of the tourist destination marketing (Gallarsa et al., 2001), study of the
image of a tourist destination is the direct guide on the decision-making of the tourist
destination (Wu, 2001). Researchers have investigated the relationship between destination
image and destination choice behavior (Bigne, Sanchez, and Sanchez, 2001; Chen and Tsai,
2007; Prebensen, 2007). Tourism image is one of the key factors which attract tourists (Ahmed,
1996). It can stimulate or impede tourists’ consumption decision-making behavior (Hong, Kim,
Jang, and Lee, 2006; Shen 2012). The competition among tourist destinations is more about
the image perception of tourist destinations (Gallarza, Saura, and Garcia, 2002; Zhang, 2013)
and the perception of a destination’s image can be modified through promotional or non
promotional effects (Gerbner et al., 2002). Therefore, research on the image of tourist
destinations can instruct their marketing and help build or strengthen their proactive and

positive images through a series of marketing activities (Gao, 2009).

In recent years, social media has become an important form of information communication
and plays a decisive role in image building and brand promotion of destinations. The market
information spread on social network is instilled into the consciousness of consumers and
affects consumers’ behaviors. Some researchers found that social media impacted tourists
through two basic behavioral orientations: social interaction and information search
(Kurashima, Tezuka, and Tanaka, 2005; Puhringer and Taylor, 2008). Socia media has turned
into an important channel in the urban tourism image promotion (Baker and Green, 2005).
Modes of distribution including user-generated content and interpersonal interaction
counteract dull, generic advertisements and news media, thus effectively publicizing the urban

tourismimage.

The main purposes of the study in this paper are to, first, analyze tourists’ perception of urban
tourism image in social media, and second, explore the mechanism of influences of urban
information over consumers in a virtual social network. The research method is to conduct
text analysis and atlas analysis of urban image in social media networks and build an urban
tourism image structure. The study in this paper can provide beneficial references for network
marketing policy-making, destination image building and tourism product design in related

departments and tourism enterprises.
2. Literature Review
2.1 Tourist Destination Image

Beerli and Martin (2004) defined destination image as tourists’ confidence in, philosophy of
and impression on a destination (Asuncion and Josefa, 2004) and measured it in three original
dimensions (cognition, emotion and intention) (Girish, 2007). In terms of information
cognition, the total of varied information on destinations and their links, including multiple
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ingredients and individual perception, constitute the destination image (Peter et al., 2000).
Concerning the connotation of tourist destination image, there’s both “hard” image
constrained by physical aspects such as destination resources and facilities and “soft” image
affected by cultural aspects such as tourism service products, management system and level,
attitude of relevant tourism stakeholders and their welcome (Liu et al., 2009). Additionally,
image perception differences exist before and after visiting. Some scholars proposed the
concepts of original image and reevaluated image. “Original image” was used to indicate the
impression and cognition of potential tourists on a tourist destination before visiting it and
“reevaluated image” was used to suggest the impression of tourists on a tourist destination
after visiting it (Selby et al., 1996).

The cognition of a destination’s image is affected by the quantity and types of information
resources received by tourists (William, 1993). Xie, Ma & Yin (2014) studied influences of
publicity video, online comment and travel notes over changes in a destination’s image and
found that distribution mode, contents, credibility of information sources and personal factors
comprehensively affected the extent of change in a destination’s image especially in terms of
the emotional image (Xie et al., 2014). Network and social media, as the major distribution
environment in which tourists searched and gained information on tourist destinations, played
an important role in tourists’ cognition of a tourist destination’s image (Su, 2010).

2.2 Measurement and Evaluation of a Tourist Destination’s Image

The measurement methods related to a tourist destination’s image are mainly the structural
and non-structural methods. In structural method, the researcher selects a series of
evaluation attributes and applies standard tools to work out a qualitative evaluation and
obtain quantified data on a destination’s image (Baker and Green, 2005). In the non-structural
method, Free Elicitation/Open Ended Questions are adopted to record interviewees’
description of a destination’s image (Huang and Li, 2002). It is proved that the combination of
structural method and non-structural method is more advantageous than only one of them.
Non-structural method can pinpoint the entirety and uniqueness of a tourist destination’s
image while structural method can not only clarify the perceived image constitution but also
provides quantitative data on image evaluation (containing cognition, emotion and overall
evaluation). The two methods together can comprehensively evaluate a tourist destination’s
image from the perspectives of “quality” and “quantity” (Yanget al., 2007). The structural
method includes the three-dimensional measurement model covering actual image, launch
image and perceived image (Ding et al., 2007),and IPA (Importance, Performance and Analysis)
method (Song et al. 2006) while non-structural methods mainly include literature analysis and
tourists’ perception mapping method.

With the explosive growth of internet information and rapid development of new media such
as blogs and micro-blogs, network text analysis has gradually become an important mode of
measuring a destination’s image. Text analysis with application of online travel notes and the
analysis of a destination’s image with quantitative methods are the latest method of studying
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a destination’s image (Zhao and Li, 2013; Yang et al., 2013; Peng, 2011; Duan et al., 2013)
2.3 Social Network Study

Social network study, as an important part of the “new socioeconomics”, was developed by
Moreno in 1930s, an American social psychologist and based on social measurement method.
Its basic stance is to regard the interactive bond between people and organizations as a social
structure which exists objectively and thus analyse influences of such bonds over social
behaviours. The society, industries, organisations and individuals are all embedded in an
overlapping or parallel network system and the network relations play a structural role in
members’ behaviours (Granovetter,1977; Borgatti et al., 1997). The internet application of
social media has triggered reform in ways of information communication and social
interaction, which not only impacts the communication channels but also the live social
network (Jie et al., 2011).

Social network analysis provides a more systematic research perspective for information
distribution management. In recent years, the study on influences of the group network where
economic individuals live and social interactive relations between individuals over individual
behaviours has been developed into an important direction in the marketing field. Social
semantic network analysis is a basic approach in social network analysis and a kind of digraph.
The nodes represent key words while lines represent semantics or interactive relations of key
words. The frequency and internal relations of key words are described in atlas, the analytic
results showed in graphs by detecting the occurrence frequency, indicating relationships and
connecting relations between key words (Jie et al., 2011). Cai & Lin (2013) took the social
network comprising users on Friends Network for example and proved that the introduction
of semantic net technology into online social networks could help with the accurate
representation and in-depth analysis and understanding of online communities (Cai and Lin,
2013).

3. Methods
3.1 Research Framework

According to the in-depth interview and the previous studies of tourist destination image
(Beerli & Martin, 2004; Feng, 2011; Zheng, 2013), the framework in Fig. 1 was designed in this
paper. Overall tourism image elements include tourism function image, tourism service image,
tourism convenience image, city infrastructure image, city brand personality and city cultural
image.
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Figure.1 The framework of tourism image of cities
3.2 Content Analysis

In this paper, the tourism image of Shanghai is deemed as the research object; the text analysis
software ROST Content Mining System (ROST CM) is adopted for Chinese and English word
frequency analysis, social network and semantic network analyses. The key words are
“Shanghai” and “tourism”. Trip Advisor is the website for sample collection so as to collect
users’ perception data on the image of Shanghai. Trip Advisor is the most popular tourism
community and tourism comment website in the world and the largest tourism community at
present. It takes the lead in terms of commentary service.

Soukey Miner is a free and open source data acquisition software that can be used to collect
information on a variety types of database. We used this software to capture comments on
the main scenic spots in Shanghai on the destination homepage of Trip Advisor. The authors
collected online reviews and comments posted in the period of 1% January- 31 December
2013. The captured data is divided into nine parts according to users’ nationality, division of
Shanghai’s customer markets and data classification: North America (U.S. and Canada), Europe
(Britain, France and Germany), Australia and New Zealand, Singapore, Southeast Asia
(Indonesia, Philippines, Malaysia and Thailand), South Asia (India and Pakistan), Hong Kong,
Taiwan, Japan, South Korea and China mainland.
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3.3 Data Collection and Pretreatment

After the sample is obtained, all contents are copied to a text document. First, similar words
in the text are replaced with the same word for the convenience of statistics. In order to ensure
the accuracy of word segmentation and word frequency analysis in the software, a self-defined
dictionary including special nouns related to Shanghai’s main districts, counties and scenic
spots is created. In addition, new meaningless vocabulary, other tourism destinations and
places of departure are included in the filtered word table to eradicate meaningless vocabulary
in this study.

4. Research Results
4.1 High Frequency Feature Words in the Sample

After pretreatment of data, nine TXT documents with Chinese word segmentation are merged
and common high frequency feature words ranking in the top 40 are extracted to form the
summary of elements for the tourism image of Shanghai. According to the frequency of high
frequency words and occurrence correlation, the following social semantic network graphs is
worked out (Fig. 2).
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Figure 2. The social semantic web of tourism image of Shanghai from TripAdvisor
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It can be noted from the features of high frequency words and social semantic network atlas

n u n o« ” o«

that words like “building”, “city”, “Bund”, “store”, “restaurant”, “shopping” and “metro” are
among the top 10 and are located in the secondary key words of “Shanghai”. Therefore, it
demonstrates that users of TripAdvisor have diversified perceptions of Shanghai’s tourism
image. Based on the high frequency words, the elements for the tourism image of Shanghai

are concluded as follows:

Table 1. Summarized high-frequency words after extraction

Rank High Rank High Rank High Rank High
frequency frequency frequency frequency
words words words words
1 Building 11 Beautiful 21 Bar 31 Souvenir
2 Like 12 History 22 Hotel 32 Yuyuan
Garden
3 Museum 13 Park 23 Pudong 33 Performan
District ce
4 City 14 Crowded 24 Acrobatics 34 Experienc
e
5 Bund 15 Shopping 25 Street 35 Animal
6 Shop 16 Art 26 Oriental 36 Viewing
Pearl Tower Platform
7 Interesting 17 Metro 27 Gallery 37 Free
8 Walk 18 Beauty 28 Light 38 Landscape
9 Garden 19 Scenery 29 Café 39 Train
station
10 restaurant 20 modern 30 Temple 40 Nanjing
Road

For most tourists, Shanghai is a beautiful metropolis and the high frequency word of “like”
shows that the majority of tourists are active in terms of emotional tendency and positive
about the tourism image of Shanghai.

In terms of tourism function, such key elements as food, hotel, travel, entertainment and
shopping are all reflected; landmark scenic spots of “building”, “museum”, “Bund” and
“Oriental Pearl Tower” are favored by tourists. With regards to tourism convenience, tourists’
perception of Shanghai’s image is mainly reflected in such high frequency words as “metro”,
“wondering” and “packed”. As to the basic urban environment, tourists’ impression on

” u

Shanghai is manifested in such words as “garden”, “park”, “street” and “lighting”. In terms of
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urban brand personality, most tourists choose “interesting,” “discovery” and “experience” as
their evaluation of Shanghai. Lighting and coffee house are intriguing and important carriers
of urban personality. In the aspect of perception of urban cultural image, Shanghai is an
international metropolis which is permeated with artistic atmosphere and replete with

modern fashion and historical and cultural connotations.
4.2 Analysis of Image Perceptions of Tourists from Different Places

After conducting word segmentation and high frequency word statistics on nine main source
places, the researcher concludes the following semantic network atlas for these nine
destinations.
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Figure 3. The social semantic network of Chinese Mainland tourists’ perception of Shanghai tourist destination image
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Figure 7. The social semantic network of Australia & New Zealand tourists’ perception of Shanghai tourist destination image
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