
 

ABSTRACT 

AMERI, ATIEH. The Effects of Physical and Non-physical Dimensions of Place on the Formation of 
Place Image: The Influence of Online Information on the Interpretation of American Cities (Under the 
direction of Dr. Celen Pasalar). 

The advancement in communication and information technologies offers new opportunities to produce 

and disseminate information. This evolution has also reshaped the place image formation process for the 

cities using online platforms. In order to communicate effective strategies and project long-established 

online city images, it is imperative to re-examine the conventional theories and evaluation tools 

associated with place image and develop new innovative approaches for constructing effective online 

place image.  

The abundance of accessible online data provides us with unprecedented opportunities to study place 

image from a new perspective. Moreover, this plethora of information makes the former data collection 

approaches and content analysis ineffective and limited. First part of this study utilizes computerized 

content analysis technologies to assess the level of congruity between the projected and perceived image 

of cities by analyzing the contents of various web information sources- official city websites, personal 

blogs, third-party websites- related to nine American cities. Both qualitative (expert judgment) and 

quantitative approaches (automatic text mining and correspondence analysis) were used to analyze the 

verbal and visual information on the selected city websites. The results confirmed that there are 

considerable discrepancies in the way various information agents characterize the place image.  

Furthermore, more cities are seeking new ways to communicate their assets and attract prospective 

visitors and residents into their communities. However, understanding and meeting the expectations of 

different stakeholders have become a big challenge for city planners and marketing agencies. It is 

particularly important for city officials to understand how some key stakeholders’ overall image is formed 

and influenced by the image projected through cities’ websites. Hence, the second part of this dissertation 

investigates how the projected image and the online information communicated by the official city 

websites influence the prospective residents’ and visitors’ perceived place image of the three American 

cities. A quasi-experimental study was conducted to investigate the influence of interacting with city’s 

official websites on the perceived place image of two groups (i.e. prospective residents and visitors) by 

measuring their cognitive, affective, and overall perceived place image. The perceived place image was 

measured in two instances; before and after the experimental treatment, which involved interaction with 

the website, with both unstructured (open-ended) and structured (5-point scale Likert-scale) questions. 

The findings revealed multiple factors that influenced the perceived place image for both groups of 

participants. Moreover, this study revealed that while the information communicated through cities’ 



 

official websites had a significant effect on the perceived cognitive image, they were not quite as 

successful in improving the affective dimension of the city image.  

Overall, the findings of this dissertation provide valuable insights for the future practice and research 

opportunities for place image studies in the fields of communication, urban design, marketing, and city 

planning . 
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CHAPTER ONE: INTRODUCTION 

In the last few decades, the rapid advancement of communication and information technologies has 

brought radical changes to our societies (Choi et al., 2007; Hammer, 1990). In this modern context, easy 

access to different communication resources from media and advertisements to Internet, streaming and 

social networks have transformed information communication, distribution, and transaction methods  

(Akehurst, 2009; Buhalis & Spada, 2000; Buhalis & Law, 2008; Gretzel et al., 2000; Xiang & Gretzel, 

2010). Moreover, accessible and affordable communication technologies, such as portable computers, 

smart phones, and virtual and augmented technologies have made the amount of information poeple 

receive from our environment abundant and sometimes unmanageable. These new developments have 

affected our perception of the world, our daily life judgment and behaviors.  

By creating new opportunities for interaction, this profusion of information has affected the pattern of 

human behavior and decision making in physical environments (Buhalis, 2003). The Internet provides 

new ways for individuals to learn about the place and subsequently influence how they perceive and 

interpret actual physical environment (Költringer & Dickinger, 2015; Pan et al., 2007). In contrast to 

traditional environments, which are mainly defined by the physical features they contain, new behavior 

settings encompass both place-based and cyber-based (or virtual) components (Stokols et al., 2009). 

Thereby, researchers propose that new places should be characterized by the linkages between their real 

(place-based) and virtual (cyber-based) dimensions (Stokols, 1999). 

Massey defines place as “articulated moments in networks of social relations and understandings” rather 

than as “areas with boundaries around” (Massey, 1991, p. 66). With this definition and in the context of 

modernity and advanced-technologies the meaning of “place” and “urban environment” has changed as 

well (Stokols et al., 2002). There is an agreement among researchers that the current conceptions of space, 

place, and proximity need to accommodate the current changing lifestyles and values caused by the 

Internet and other information advances. In this research, it is attempted to shed light on the impact of 

these advancements on place image as one of the main dimensions of place in the digital area.  

1.1 Place Image and Its Significance 

Increasing competition among cities to attract people, businesses and resources, as well as to improve 

their economic status has drawn a new attention to “place imaging” and “place branding” concepts by 

both researchers and industry (Gallarza et al., 2002; Gertner, 2011; Kim, S. & Lehto, 2013; Költringer & 

Dickinger, 2015).  
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City officials and policymakers are seeking for effective strategies and solutions to establish unique and 

appealing images for their cities (Anholt, 2010; Baloglu & Brinberg, 1997; Dragova et al., 2014; Zenker 

& Beckmann, 2013). Place image, which is generally defined as a sum of beliefs, ideas, and impressions 

that people have of a particular place, (Crompton, 1979; Kim, J. & Kerstetter, 2016) plays a mediator role 

in creating a distinction among places and their rival destinations. 

The idea of discovering or creating some uniqueness, which would differentiate one place from another is 

not a new idea. Even without any deliberate effort, places always have images associated with them that 

affect people’s thoughts, feelings, and interactions with those places. However, in the recent years -due to 

the shift toward globalization- the application of this idea in urban environments has found a renewed 

attention. City planners and managers attempt to use these images deliberately to contribute to their 

economic development. Cities’ images are increasingly viewed by urban governments and private-public 

assemblages as a potential opportunity to attract and maintain both external and internal resources 

(Jansson & Power, 2006; Mayes, 2008).   

There is an agreement among researchers that place image is an important feature influencing people’s 

subjective perceptions, as well as, their choices, decisions and behaviors in places (Jansson and Power, 

2006; Baloglu & McCleary, 1999; Bui, 2011; Donaire et al., 2014; Echtner & Ritchie, 1993; Gallarza et 

al., 2002; Mayes, 2008). Place image, which is a mental portrayal of the actual or virtual experience, or 

what the experience might look like in a future experience (Govers et al., 2007), can impact our cities in 

various ways. Developing a strong place brand can positively impact the economic wellbeing and 

investment in a country or city (Stockburger-Sauer, 2011 as cited in  Költringer & Dickinger, 2015), 

create cultural values (San Martín & Rodríguez del Bosque, Ignacio A, 2008), evoke emotional 

attachment (González & Bello, 2002) and strengthen the sense of identity among its residents (Govers & 

Go, 2005; Wassler et al., 2019).  

Place image consists of two dimensions: “Tangible” and “Non-Tangible” (Kalandides et al., 2011). The 

tangible dimension of a place is defined as the physical characteristics of urban environments, regardless 

of whether they are man-made or not; and the non-tangible dimension of a place consists of beliefs, 

attitudes, stories, and images that people hold about one particular place (Kalandides et al., 2011). In the 

current context, with the dramatic transformation of our communication methods, and the profusion of 

information that we receive via various resources, the “non-tangible” dimension has found a more 

significant role in defining the image of our places (Gallarza et al., 2002; Neuhofer et al., 2012). Before 

the predominance of world web, except for the in-person experience of the physical environment, place 

image was mainly formed by either commercial endeavors, advertisement and media, which were 

controlled by marketers in a top-down manner (Beerli & Martín, 2004) or through social stimuli, such as 
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friends’ and relatives’ recommendations or word-of-mouth (Fodness & Murray, 1998). As a result of the 

evolving new technologies and tools, people now have more options to acquire information, which has 

led to a fundamental transformation in the creation of a place image.  

1.2 Transformation of Place Image in Digital Age 

The importance of the internet as a predominant source of information, which is impacting the process of 

any form of decision making is evident (Dragova et al., 2014; Weismayer et al., 2016). In every situation, 

online resources may provide us with an array of choices that can be easily evaluated and assessed to 

select the best possible option (Bui, 2011; Dragova et al., 2014). Hence, the significant role of online 

platforms on the formation of a place image, regardless of their scale is not surprising.  

The emergence of Web 2.0 and user-generated content have added a whole new dimension to this already 

complex process of place image formation. Mak (2017) identifies the Web 2.0 technologies as a crucial 

platform that differentiate between traditional place image and online place image. Web 2.0 enabled the 

internet users to share their opinions, emotions, and experiences on various social network platforms and 

transformed the general public into active content producers (Mak, 2017).  

As Connor (2010) argues “the Internet is evolving from a push marketing medium to one where peer-to-

peer generation and sharing of data are the norm” (p. 754). Govers et al. (2007, p.978) summarize this 

complexity arguing that “technological advancement, the global media, and the increased international 

competition affect the way in which destinations are imagined, perceived, and consumed. Image 

formation is no longer a one-way ‘‘push’’ process of mass communication, but a dynamic one of 

selecting, reflecting, sharing, and experiencing.”  

The increasing volume of information and the growth in the information repositories, such as official 

websites, virtual communities, and social media platforms has affected the image formation process, 

people’s judgment and consequent behaviors (Dragova et al., 2014). Therefore, online place image has 

increasingly garnered attention as a major determinant of behavior, destination choice affecting the 

reputation of a place (Mak, 2017).   

1.3 Study Objectives and Outline 

The growth of information sources and the easy access to Internet have resulted in a proliferation of 

communicated place identities (Choi et al., 2007; Govers et al., 2007). Place image formation has become 

a much more complex process than ever before (Govers et al., 2007). The conventional frameworks used 

to understand the place image are no longer adequate in predicting people’s place choices and behaviors 

(Govers & Go, 2005). Therefore, further research is required to explore the multi-dimensional nature of 
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place image in the digital era (Kladou & Mavragani, 2015) as well as attain an improved and updated 

theoretical framework. Hence, the deconstruction of traditional place image theories is inevitable (Govers 

& Go, 2005). Moreover, with the rapid increase in the independent online sources promoting place-

related information about cities, it is timely to address how varying online sources can offer valuable 

insights reflecting values and qualities of a place from the perspective of people and agencies (Choi et al., 

2007; Frías et al., 2008; Govers et al., 2007). 

Within this context, cities are increasingly investing in the creation of online presence disseminating 

information about their uniqueness as a place to visit or to live at. However, most official city websites 

fail to present a strong and attractive identity for their destinations. On the other hand, independent online 

web sources developed and managed by people promoting their self-experiences in places are becoming 

more popular, in a way competing with these official websites and their purposes. Therefore, it is 

extremely important for city officials to understand if and how the communicated image of a place 

through varying types of online websites is effective in attracting people as visitors and future residents 

into their cities. 

The general purpose of this study is to understand the new role of Internet and the extent of how these 

sources of information can shape the image of places within the context of American cities. This research 

aims to provide a better understanding on how online information sources can affect our judgment of 

urban cities and the mental images of these places without in-person experiences in these environments.  

Very few research has focused on the formation of place image in the context of American cities, 

particularly in terms of their online place image. This research contributes to the relatively new body of 

literature by enhancing the theoretical understanding of the virtual image of places and their formation in 

the context of American cities. Moreover, the findings of this study have practical implications for cities, 

organizations and other involved agencies, as they may contribute to the formation of an effective place 

image and its representation on the online platforms. The following chapter attempts to build a theoretical 

framework through an extensive review of the current studies on place image, its components and the 

effect of information advancements on the place image. The third chapter provides the conceptual 

framework for place image and introduces the purpose and research questions of the study. Chapter four 

examines and compares the online image of nine American cities communicated by three information 

sources. Chapter five studies the effect of official city websites on perceived online place image. The 

study concludes with a discussion of the findings, their implications, and directions for further research.  
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CHAPTER TWO: THEORETICAL FRAMEWORK 

“Image” has been a subject of academic arguments in various disciplines since the early works of 

Boulding (1956) and Martineau (1958). Both Boulding and Martineau propose that human behavior is 

dependent upon image rather than objective reality (Baloglu & McCleary, 1999). Accordingly, "place 

image" is known as a significant factor on influencing individuals’ perception of a destination (Beerli & 

Martín, 2004; Donaire et al., 2014; Tuohino & Pitkänen, 2004). Therefore, place image as a concept has 

received considerable attention in both academic and industry domains over the past few decades (Beerli 

& Martín, 2004; Choi et al., 2007; Donaire et al., 2014; Gallarza et al., 2002; Hunter, 2016; Költringer & 

Dickinger, 2015; Marine-Roig & Anton Clavé, 2015). Due to the multidisciplinary nature of place image, 

this concept can be traced back to various fields of knowledge (Gertner, 2011), such as semiotics 

(Sternberg, 1997), place marketing, and place branding (Braun et al., 2013; Gertner, 2011; Marjana 

Johansson, 2012; Merrilees et al., 2014; Zenker, 2011; Zenker & Beckmann, 2013; Zenker & Braun, 

2017), tourism (Beerli & Martín, 2004; Cherifi et al., 2014; Gallarza et al., 2002; Stylidis et al., 2014), 

urban planning (Lynch, 1960; Vanolo, 2008), anthropology (Chon, 1990) and even more recently in data 

and computer science fields (Deng, 2018). However, despite the increasing popularity, there is still a lack 

of conclusive definition of the place image as a terminology in the field (Beerli & Martín, 2004; Foroudi 

et al., 2016; Költringer & Dickinger, 2015). Due to the variations and ambiguities in the related literature  

(Bui, 2011; Choi et al., 2007; Zenker, 2011), place image has been labeled by some researchers as a 

"nebulous concept" (Hughes & Allen, 2008, pp. 30) and complicated (Gallarza et al., 2002). Most agree 

that it is a complex and challenging construct (Agapito et al., 2013; Baloglu & McCleary, 1999; Beerli & 

Martín, 2004; Echtner & Ritchie, 1993). Nevertheless, previous research reveals that place image is an 

impression, perception, belief, idea, representation, and mental construct (Baloglu & McCleary, 1999; Lai 

& Li, 2016).  

In the earlier decades, the researchers mostly accentuated the role of sensory input in creating an image. 

Raynold (1965) describes the image as a mental construct formed by a set of selected information chosen 

from a pool of stimuli and information received by sensory mediums, such as olfactory, auditory, etc.  

(Reynolds, 1965). Enis (1967) defines an image as "the whole of all sensory perceptions and thought 

interrelationships associated with an entity by one individual" (Enis, 1967 as cited in Crompton, 1979; J. 

Kim & Kerstetter, 2016). Rein (1983) describes an image as a representation of the mind that gives rise to 

the experience of ‘seeing’ when there is no stimulation for the eye.” Gartner (1994) describes the image 

as a complex combination of various products and associated attributes. Baloglu and McCleary (1999) 

outlines it as a construct formed by an individual’s knowledge, feelings, and overall impression of a 

place, which can be perceived both in the form of discrete attributes and holistic impressions. Cromton, 
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Fakeye, and Lue (1992) add that these images create a position for the destination in mind. In contrast to 

the image, this position requires a frame of reference, which is provided by rival destinations and their 

distinct dimensions (Crompton et al., 1992; Kim, Jihee & Kerstetter, 2016).  

In order to provide a more holistic perspective, some scholars define place image as the sum of beliefs, 

ideas, and impressions that people have of a particular place (Baloglu & McCleary, 1999; Crompton et 

al., 1992), as well as emotional thoughts and feelings towards the destination (San Martín & Rodríguez 

del Bosque, Ignacio A, 2008). Accordingly, image formation has defined as “a construction of a mental 

representation of a destination on the basis of information cues delivered by the image formation agents 

and selected by a person” (Tasci & Gartner, 2007, p.414). 

How place image forms in people's minds depends on multiple factors (Baloglu & McCleary, 1999; 

Gartner, 1994; Mariussen et al., 2014; Sun et al., 2015). Baloglu & McCleary (1999) argue that the image 

is an attitudinal construct that consists of an individual's mental representation of knowledge (beliefs), 

feelings, and global impression about an object or place. Scholars differentiate between two major factors 

that affect place image. These factors make the image perceived by each individual highly subjective at 

both individual and group levels (Donaire et al., 2014; Sun et al., 2015). 

1) Stimulus factors, which include external information, physical objects and past experiences 

(Kislali et al., 2016; San Martín & Rodríguez del Bosque, Ignacio A, 2008). 

2) Personal factors associated with psychological traits and demographic characteristics. 

Psychological traits refer to the psychological motivations, personal needs, and preferences of 

individuals. On the other hand, socio-demographic characteristics are factors such as gender, age, 

education, family lifecycle, personality, lifestyle and social class, occupation, level of income, 

marital status, and place of birth (Baloglu & Brinberg, 1997; Bramwell & Rawding, 1996; 

Claudia Seabra et al., 2020; Huang & van der Veen, 2019; San Martín & Rodríguez del Bosque, 

Ignacio A, 2008). 

2.1 Place Branding 

In recent years, place branding, and in particular, city branding has gained more popularity among 

scholars and city officials (Anholt, 2010; Braun et al., 2013; Kavaratzis, M. & Ashworth, 2005). Despite 

strong criticism of the idea of place branding, many cities and their marketing units attempt to define and 

present a distinctive identity of their cities to attract tourists, businesses, residents, and other groups 

(Braun, 2012; Kavaratzis & Ashworth, 2005; Tasci & Kozak, 2006). 
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Due to increasing competition among cities, more urban governments and public-private organizations in 

cities are adopting branding strategies that aim to differentiate their city image from their competitors 

(Kim, Soyeon & Lehto, 2013). However, despite this recent popularity, there is still a lack of agreement 

on the description, framework, and application of place branding (Braun, 2012; Kavaratzis & Ashworth, 

2005; Tasci & Kozak, 2006). 

American Marketing Association (1960) defines brand as “a name, term, sign, symbol, or design, or a 

combination of them, intended to identify the goods or services of one seller or a group of sellers and to 

differentiate them from those of competitors.” This definition, which has been used in place branding 

theories, has been highly criticized in the recent years (Insch & Florek, 2008; Zenker & Braun, 2017). 

Instead, some authors, such as Morgan and Prichard (2002) outlines the definition of branding as the 

process of creating a distinctive identity for a product that makes it different from its competitor and 

engages the hearts and minds of users (Kim & Lehto, 2013; Morgan et al., 2003). Aaker (1996) also 

outlines place branding as a“ ... multidimensional construct, consisting of functional, emotional, relational 

and strategic elements that collectively generate a unique set of associations in the public mind” (p.68). 

Zenker and Braun (2010) consider place brand as a network of associations formed in consumers’ mind 

based on the visual, verbal, and behavioral expression of a place. They explain that place brand can vary 

based on aims, communication, values, behavior, and the general culture of stakeholders and physical 

manifestation of a place (Braun et al., 2013; Zenker & Braun, 2017). The mental association of a place is 

not static but may evolve and change over time (Kavaratzis & Kalandides, 2015). 

Previous research attempts to use place theories to gain a deeper understanding of place branding. For 

instance, Kavaratzis and Kalandides (2015) uses Läpple’s (1991) comprehensive classification of social 

structures to identify the key elements of place::  

1. Materiality: Refers to the material–physical aspects of social relations, which consist of place-

based and human body dimensions. Materiality also embodies history and collective memory of 

community. 

2. Practices: Signifies the structure of social interaction with regard to the physical dimension of 

place. The practice includes production, use, and appropriation of physical space.  

3. Institutions: Refers to the normative regulation systems, which function as mediators between the 

material space and social practice. This regulation system consists of forms of property, power 

system, legal regulations, planning parameters, and collective and aesthetic norms.  

4. Representations: Refers to spatial systems “of signs, symbols and representations linked to the 

material substrate” (Läpple, 1991, pages 196–197 as cited in Kavaratzis & Kalandides, 2015). 

Representations of a place not only include the formal representations of place, such as place 
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names and place maps, but it also extends to all elements that convey the meaning related to a 

place, such as promotional materials.  

Kavaratzis and Kalandides (2015) emphasize that these four elements are inherently inextricable, and a 

place can only be understood if they are considered together through a holistic approach. They further 

argue that the process of forming a place brand constitutes the integration of these four elements.  

Most place branding projects focus on the design and creation of visual strategies, logos, slogans, and 

promotion campaigns independent from the qualities of a place (Kavaratzis & Kalandides, 2015). Anholt 

(2007) claims that there is no apparent evidence on whether logos, slogans, and advertising campaigns 

change the place image or perceptions. toward a place Kavaratzis and Kalandides (2015) warn that 

ignoring other elements of a place is an “oversimplifying” and “irresponsible” approach, which detach the 

‘place’ from the ‘brand’ (Kavaratzis & Kalandides, 2015). Constructing a brand suited to the needs of all 

the stakeholders and place is complex and it is one of the biggest challenges that city officials face 

(Kavaratzis & Ashworth, 2005; Zenker & Beckmann, 2013; Zenker & Braun, 2017). Braun (2011) notes 

that city branding involves different geographical regions (e.g. neighborhoods, districts, cities, rural area, 

states, etc.) and various target groups (e.g. tourists, business owner, residents, etc.). A place brand is 

determined not only by its functional attributes, but also by its symbolic criteria(Kim & Lehto, 2013; 

Sirgy, 1982). 

Zenker (2011) states that the perception of visitors of place is a stronger factor on forming a positive or 

negative image than the ‘reality’. The perception of brand is a subjective process, which depends on the 

interaction of target groups and the physical space (Kavaratzis & Kalandides, 2015; Zenker & Braun, 

2017). Brand perception may take many forms that differ between targets groups based on their diverse 

needs, knowledge and expectations from a place (Merrilees et al., 2012; Zenker, 2011; Zenker & 

Beckmann, 2013). Kotler et al. (1993) define three main groups as the main stakeholders of place: 

visitors, residents and workers, and business and industries. Zenker and Beckmann (2013) also 

complement the list of stakeholders by adding media- e.g. travel books, magazines, TV, daily 

newspapers- as another significant stakeholder of place image .  

Several studies differentiate place branding from other related concepts, such as place marketing, 

destination branding, and place selling (Braun, 2008; Kavaratzis, Michail, 2008; Zenker & Braun, 2010). 

Braun (2008) makes a distinction between place branding and destination branding. According to Braun 

(2008) destination branding considers tourists as the major target group of planning, while place branding 

aims to address the expectations of all the stakeholders in a city. Hence, Kavaratzis (2008) explains that a 

transition has been observed from place marketing to place branding where the focus has shifted from 
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marketing interventions to the creation of emotional, mental, psychological associations with a city. 

Similarly, Zenker (2010) makes a division between place branding and place selling by highlighting that 

these two concepts should not be mistaken with each other. According to Zenker (2010) place selling is 

about promotional aspects of place branding and ignores the true intentions of place marketing and 

branding. On the other hand, place branding aims to understand consumer’s needs and expectations 

(Zenker, 2011). While the purpose of place branding is “to maximize the efficient social and economic 

functioning of the area concerned, in accordance with whatever wider goals have been established” 

(Ashworth and Voogd, 1990, p. 41; Zenker, 2010), place selling is the process of finding the right 

costumers for places (Ashworth & Voogd, 1990 as cited in Zenker & Petersen, 2014).  

Ashworth (2009) defines the purpose of branding as creating, discovering, or creating some uniqueness to  

differentiate one place from another. In this respect, he proposes three instruments to enhance practical 

place branding theories: The first one is personality association, in which places are associated with a 

renowned and familiar individual personality from literature, history, politics, entertainment with the aim 

of connecting a place to the unique qualities of the individual. Secondly, he proposes visual qualities of 

buildings and urban design as a powerful instrument of place-branding, which includes flagship building, 

signature areas/districts or urban design qualities. Finally, he proposes event hallmarking as the third 

instrument which relates to the organization of events (e.g. cultural, sporting activities) in order to attain a 

wider recognition for the area and organizations.  

What makes place branding theories unique among similar concepts, is its emphasis on including all 

target groups in the planning process (Kavaratzis & Kalandides, 2015; Merrilees et al., 2014). One main 

criticism against earlier place branding approaches is that they were mainly used as instruments by “urban 

elites” to justify their imposition of decisions and strategies in a top- down manner (Kavaratzis & 

Kalandides, 2015). Kavaratzis and Kalandides (2015) suggest participatory approach to place branding 

positioning consultants or involved agencies as to perform as facilitators addressing the importance of 

social inclusiveness in branding efforts. Merrilees and Miller (2014) define the purpose of city branding 

as “the creation of a destination brand for tourists, a strong brand for residents to live and stay in the city, 

and to attract business investments and internal migration.” They also propose employing  stakeholder 

approach to build more comprehensive place brand (Merrilees and Miller, 2014). Panganoni (2012) 

further argues that the aim of official branding platforms, such as city websites, is not only to promote a 

city brand, but also to enhance public access and citizens’ engagement by providing a representation of 

the entire social landscape.  
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2.2  Sources of Information and Place Image 

The critical role of place image, in terms of understanding the place choices and behaviors and proposing 

practical strategies to create them, underscores the necessity to develop a comprehensive system to 

measure and evaluate place image (Echtner & Ritchie, 1993). It is agreed that place image is a 

complicated and multidimensional phenomenon. Many researchers have attempted to conceptualize 

"place image" and proposed several frameworks to explain its structure and components (Anholt, 2007; 

Echtner & Ritchie, 1993; Gunn, 1988; Um & Crompton, 1990).  

Reynolds (1965) describe the image as a mental construct formed by picking a few impression from a 

stream of information. To explain it further, Echtner and Ritchie (1993) note that this pool of data consists 

of many sources, including promotional materials (brochures, posters), the opinions of others 

(family/friends, travel agents), and the general media (journals, books, movies). As a result, when the 

individuals visit a place, their perceived image will be modified by the first-hand experiences of the space 

(Echtner & Ritchie, 1993).  

Downs and Stea (1973) define two factors that influence the perception of space: the first one is the 

sensory input, which is the data received from the environment through human senses (i.e. visual, haptic, 

auditory, olfactory, kinetic senses). The sensory inputs are the direct and fixed sources of gaining 

information. Among these sensory inputs, visual sensors have the dominant role in collecting data, and 

the output is typically visual perception. The second factor is the various sources of information labeled 

as second-hand information (Krishna, 2012; Nghiêm-Phú & Bagul, 2020). This type of information is 

related to seeing the world from others’ perspectives, both literally and metaphorically (Downs & Stea, 

2017). A recent empirical study by Nghiêm-Phú et al. (2020) show that sensory inputs impact overall 

place image by affecting both cognitive and affective dimensions of place image. Baloglu and McCleary 

(1999) state that in the absence of actual visits or previous experiences, motivations, socio-demo-

graphics, and information received from various sources are the main detrimental of place image 

formation.  

Phelps (1986) differentiates between primary and secondary types of place image. According to his 

model, primary image of a place is created through visiting and experiencing the actual place first hand. 

On the other hand, secondary image is formed by external information sources, such as brochures, 

guidebooks, movies, advertisements, and/or recommendations from relatives and friends. Phelps (1986) 

and Weismayer et al. (2016) explain that the primary images tend to be more rational and differ from the 

secondary images, which are more biased and emotional. Leemans (1994) claims that the irrational 

mental picture can be more influential on individuals’ decisions and behaviors compared to the rational 

image formed by direct experiences of a place (Költringer & Dickinger, 2015). 
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Gunn (1988) suggests that the image of a place can be divided into "organic" and "induced" images. In his 

model, an organic image formed by nonpromotional sources of information represents "the totality of 

what a person already knows or perceives about that destination" (Gunn, 1988). This type of image can be 

accumulated over time from sources, such as the general media (news reports, magazines, books, 

movies), education (school courses) and the opinions of family/friends (word to mouth) or the actual 

visitation of place. On the other hand, induced image is derived from exposure to promotional endeavors, 

such as travel brochures, travel agents, and other advertising materials. The induced image deliberately 

builds to create or modify users’ organic image to an image preferred by official organizations (Echtner & 

Ritchie, 1993; Gartner, 1989; Gunn, 1988; Önder & Marchiori, 2017). By this definition, both induced 

and organic images can be classified under secondary images (Phelps, 1986) as they are received second-

handedly though other sources.  

Gunn (1988) also disputes that individuals who may have never visited a place or sought information 

about of place will have some kind of image in their mind, even if they might be incomplete. Gunn's 

model of organic–induced image typology has been broadly referenced in the related works that try to 

conceptualize place image (Baloglu & McCleary, 1999; Echtner & Ritchie, 1993; Selby & Morgan, 1996; 

Weismayer et al., 2016). Selby and Morgan (1996, p. 288) expand Gunn’s theory by drafting a similar 

model of image framework, which is composed of "organic,” "projected" and "re-evaluated" image. 

Projected image is produced by deliberated promotional efforts and "re-evaluated" image is attained 

following the bodily experience of the place. Selby and Morgan (1996) note that organic and projected 

images may not be mutually exclusive and the boundaries among them are rather blurry (Li, Xiang et al., 

2009).  

Fakeye and Crompton (1991) separate the image created by direct experience of a place from Gunn’s 

organic image, classified as “complex” images (MacKay and Fesenmaier 1997, Tasci & Gartner, 2007). 

They explained that it is a complex image because it potentially leads to a more differentiated outlook and 

more accurate perception of the destination rather than a simple stereotype, particularly if the individuals 

spend “enough time there to be exposed to the destination’s varying dimensions through developing 

contacts and establishing relationships” (p. 11). 

Ferrer-Rosell & Marine-Roig (2020) study place-related online information divided into three groups: 

induced, organic, and autonomous. Place related online information can be categorized under induced 

sources of information that are created to promote a destination to draw attention and acknowledgement. 

Another set of images goes under autonomous sources (self-reporting material) that are not controlled by 

destination promoters and are created by unpaid individuals who share their perceived image with general 
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public (Ferrer-Rosell & Marine-Roig, 2020). These types of information also have been labeled as 

eWOM in the place image literature (Yan et al., 2018).  

Li et al. (2009) make a distinction between passive and active modes of collecting information identifying 

them as baseline and enhanced images. The key difference between these two types of images is related to 

whether the person involved in the process is taking the initiative to search for information or not. They 

describe a baseline image stemming from passive or continuing process of information gathering. By 

contrast, they outline an enhanced image that is created by an intentional information search process (Li 

et al., 2009). In another study and in the context of place branding, Jansson and Power (2006) argue that 

every place includes two main dimensions- material and immaterial. The material dimension of a place 

includes buildings and planning strategies. Jansson and Power (2006) further propose three types of 

communication strategies to promote changes aimed at creating new city images and brands. The 

interaction between these strategies may form the expression of a place:                

(1) The primary communication strategy includes architecture and real place offerings, which are referred 

as place physics. This kind of image-making can be built through signature buildings, events, flagship 

projects, and the construction of iconic buildings. This strategy has been extensively utilized by many 

cities to get attraction. The main motive is to create an identifiable image among various available images  

(Jansson & Power, 2006; Riza et al., 2012). 

(2) The secondary communication strategy includes formal communication through official channels, 

such as all forms of advertising or public relations, and is therefore labeled as place communication. This 

includes advertising, myths, slogans, logos etc. This category refers to pure advertising with the aim of 

changing the attitude of an external and/or internal audience (Jansson & Power, 2006). 

(3) The tertiary strategy refers to word-of-mouth communication. It is reinforced by media and the 

residents themselves. 

These categories are not to be looked upon as separate or divided entities. Although a single category 

might be occasionally used as an urban branding strategy, these communication strategies are frequently 

used as an integrated unity (Jansson & Power, 2006). 

Table 1 summarized the most seminal models proposed to study sources of information involved in place 

image formation.  
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Table 1- Place image Classification Based on Information Sources 

Researchers Image Classification Based on Information Sources 

 First handed Info. Second handed Info. 

Phelps, 1986 Primary Image Secondary Image 

Gunn, 1988 --- Organic Image- Induced Image 

Fakeye and Crompton, 1991 Complex Organic- Induced- Autonomous 

Gartner, 1994 Organic Organic 

overt induced I- overt induced I 

covert induced I- covert induced II 

Autonomous 

solicited organic agent- unsolicited organic agent 

Selby and Morgan, 1996 Re-Evaluated Image (Naive Image) 

Organic Image- Induced Image 

Li, Pan, Zhang, and Smith, 2009 --- Baseline image- Enhance Image 

Jansson and Power, 2006 Place Physics Formal Communication- Word to Mouth 

 

 2.3. Dimensions of Place Image:  

Many studies have attempted to identify the components of forming a place image, but scholars 

acknowledge a void in research in this area (Költringer & Dickinger, 2015; Tasci et al., 2007). Gartner 

(1994) proposes a place image framework using Boulding's (1956) model of image which consists 

cognitive, affective and conative components. Cognitive component is what someone may know or think 

of a place. Affective component is how someone may feel about that knowledge. In marketing and 

consumer behavior those two components are labeled as “beliefs” and “affect” (Holbrook, 1978 as cited 

in Baloglu & McCleary, 1999). The keywords that people use to describe the emotional qualities of a 

destination, such as peaceful, beautiful, exciting, enjoyable, glooming, frightening, frustrating, ugly, 

fearful, or desolated are the manifestation of an affective image (Iordanova & Stainton, 2019). Lastly, the 

conative component is about how someone may act based on his knowledge and emotions (Baloglu & 

McCleary, 1999; Beerli & Martín, 2004; Gartner, 1994; Tasci & Gartner, 2007).  



 14 

Several scholars have explored different aspects of this framework (Agapito et al., 2013; Baloglu & 

McCleary, 1999; Beerli & Martín, 2004; Kim, Seehyung & Yoon, 2003; San Martín & Rodríguez del 

Bosque, Ignacio A, 2008). For example, Baloglu and McCleary's study (1999) demonstrate that cognitive 

component is the precedent of affective component. They also suggest that affective component may act 

as a principal variable between cognitive components and the overall image. Therefore, the overall image 

is more likely to be influenced by affective components compared to the cognitive ones. Other researchers 

confirm this theory through empirical studies conducted (Agapito et al., 2013; Kim & Yoon, 2003). 

Agapito et al. (2013) explore the relationship among these components. By testing the components 

separately, the authors confirm the hierarchal relationship among three components of place image 

concluding that cognitive and the affective dimensions of place image can be employed to predict the 

choice and behavioral outcomes. Their result also underscores the significance of affective dimension on 

the formation of place image.  

In contrast, the findings of Sönmez and Sirakaya's (2002) study demonstrate that the cognitive image 

influence travelers’ intentions to visit a destination more than the affection image. Their study revealed 

that because in the process of study, the respondents did not compare the destination with other 

alternatives, they did not develop affective images. Nixon (2018) also states that cognitive image is more 

objective than the affective image. MacKay and Fesenmaier (1997) further emphasize how the degree of 

familiarity influences the decision on the place selection. While people who are unfamiliar with a place 

primarily depend on their cognitive knowledge, those who are familiar base their behavior decisions on 

affective components.  

In another conceptual framework, Echtner and Ritchie (2003) suggest a three-dimensional model (see 

Figure 1) as an instrument to evaluate place image. They argue that measuring the place image should 

include all relevant functional and psychological components due to its complex nature, as they also point 

out the necessity of developing new methodological models that will enable comprehensive evaluation of 

the place image. To this end, they argue that a perceived place image should be concurrently measured 

via three perspectives:  

a) Attributes- Holistic: an image relates to individual attributes, such as climate, accommodation facilities, 

and friendliness of people; holistic imagery as an impression relates to a mental imagery of place.  

b) Functional – Psychological: Functional attributes are more tangible and describe the physical 

characteristics of a place. On the other end, psychological attributes are more abstract and can be 

explained as atmosphere or mood of the place.  

c) Common- Unique: Each attribute of the place can be examined to see, if they are exclusive to a specific 
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place, and which ones are common attributes also shared by other places (Echtner & Ritchie, 1993). 

Figure 1- Echtner and Ritchie (2003) three dimensional model of place image 

 

To evaluate their instrument, Echtner and Ritchie (1993) has conducted an empirical study to measure the 

proposed components of place image (i.e. attributes/holistic, functional/psychological, common/unique)-

using destination images from four countries. As a result, they proposed a new framework, which consists 

of 22 items under 8 categories The suggested the following index to measure the city image:  

• Comfort/security 

• Interest/ adventure Natural state 

• Tourists facilities  

• Resort atmosphere/climate  

• Cultural distance 

• Inexpensiveness  

• Lack of language barrier 

This model to measure place image has been widely adopted in later studies (Agapito et al., 2013; 

Çakmak & Isaac, 2012; Dragova et al., 2014; Govers et al., 2007; Grosspietsch, 2006; Hyun & O'Keefe, 

2012; Kim, Seongseop (Sam) et al., 2019; Leung et al., 2011; Stepchenkova & Zhan, 2013). Some of 

these studies will be reviewed in the next section.  

Physiological
Characteristics

Holistic
(Imagery) Attributes

Functional
Characteristics

Common

Unique`

Physiological
Characteristics

Holistic
(Imagery) Attributes

Functional
Characteristics

• Cold climate
• History and Heritage
• Low prices
• Beautiful

• Mental picture of
physical characteristics 
(Landscape, Villages)

• General feeling and 
atmosphere

• Friendly people
• Safe environment
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  2.3.1 Review of Empirical Studies on Measuring Place Image 

Several studies have attempted to measure the dimensions and components of place image. For example, 

Baloglu and MacCleary (1999) evaluated the destination image using both stimulus factors and tourists' 

characteristics. They measured both affective and cognitive components of place image, also including 

age, education and various information sources. They measured cognitive components using 14 attributes 

under three categories:  

• Quality of experience 

• Attractions 

• Value/environment 

To measure the affective dimension of place image, they measured four bipolar scales :arousing/sleepy, 

pleasant/unpleasant, exciting/gloomy, and relaxing/distressing. The overall score of these four scales used 

to evaluate the overall affective dimension of destinations. 

Beerli and Martín (2004) conducted an empirical study exploring the impact of different factors on post-

visit image of a destination. To this end, they developed a scale to measure both cognitive and affective 

components of the place image, also including the motivation prior visiting the place, and socio-

demographic factors. To measure the cognitive place image, they evaluated 21 factors of the place under 

five categories:  

• Natural and cultural resources  

• General, tourist and leisure infrastructures 

• Atmosphere  

• Social setting and environment 

• Sun and sand 

To measure affective image, Beerli and Martin (2004) used questions adapted from Russel and 

Snodgrass’ model (1987). They also developed a framework that consisted 19 questions to evaluate the 

motivation of the individuals to visit a place. The findings revealed the significant influence of personal 

factors, such as a age, gender, and social class and number of prior visits on both cognitive and affective 

image.  

Grosspietsch (2006) conducted a study comparing the image of a tourist destination as perceived by 

visitors and as projected by the international tour operators. A questionnaire including structured and 

unstructured questions was used to measure the place image. They asked questions about 15 indexes to 
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capture the cognitive image: safety/stability, spectacular landscape mountain, gorilla tour, other wildlife 

viewing, cultural attractiveness, ceremonies/performances, local handicrafts, interaction with people, 

friendliness of people, African experience, unknown/unspoiled, wide range of activities, good value for 

money, accommodation, and infrastructure (roads).  

Byon and Zang (2009) also developed a scale to evaluate how destination image affects tourists’ 

behaviors and decisions. The study measured the cognitive image using 23 attributes classified under four 

categories as follows:  

• Infrastructure 

• Social and political environment 

• Natural environment and attraction 

• Value for money  

Byon and Zang (2009) measured two attributes of pleasure and arousal to measure affective image, and 

asked three question to measure conative component. Their findings showed that their proposed model 

can be a good fit for future image analyses. Chalip et al. (2003) also developed a model to examine the 

effect of media on attracting visitors from two countries for a sport event organized in the host 

destination. They designed a quasi-experimental study and evaluated the effect of eight different media 

forms (e.g. event ad, destination ad, etc.) on participants’ motivation to visit. They found that the country 

of origin has a significant effect on motivation. The study also developed nine attributes to measure place 

image (Chalip et al., 2003). 

• Developed environment 

• Natural environment  

• Value  

• Sightseeing opportunities  

• Risk  

• Novelty  

• Climate  

• Convenience  

• Family environment  

Bigné Alcañiz et al. (2009) studies the cognitive components of the place image on the continuum of 

functional, mixed, and physiological dimensions. They defined the functional component as tangible or 
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measurable features of the place, psychological component as abstract and intangible characteristics of the 

place. They introduced a third position, which they called the ‘‘mixed’’ component, which captured the 

attributes in the middle part of the continuum. Their finding show that both functional and physiological 

components are influential on both the overall image and decisions. However, while functional 

components influence people’s intentions to revisit a place, the physiological components have the most 

effect on the intentions to recommend visiting the place to others (Bigné Alcañiz et al., 2009) 

Agapito et al. (2013 ) also conducted an empirical study examining the relationship between the 

cognitive, affective, and conative dimensions of destination image. They measured the conative 

components using three factors: intention to revisit, positive word of mouth, and intension to recommend. 

Their findings revealed that cognitive components have more impact on the conative dimensions, when 

affective components work as a mediator between them. The components measured as part of the 

cognitive image included: 

• Friendly and receptive resident 

• Interesting cultural heritage Good restaurants 

• Good gastronomy 

• Interesting cultural events 

• Pleasant marina 

• Attractive historical center 

• Good value for money 

• Good shopping opportunities  

• Good accommodation 

Questioning the applicability and accuracy of traditional quantitative techniques to evaluate place image, 

Laaksonen et al., (2006) employed qualitative methods to measure the city image. They used visual 

collage in combination with interviews to capture a more subjective image perceived by people. 

Eventually, they extracted four integrated themes as antecedents of city image, including: 

• Nature 

• Built environment 

• Culture and industry.  

• Industry 

Their findings confirmed that “people do not perceive the city as separate pieces but simplify the total 

surroundings and form their own image from the totality of the city” (Laaksonen et al., 2006, p.214).  
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Table 2 provides further details about the that studies about place image, its measurement scale and 

various analysis methods to evaluate it.  

Table 2- Place Image literature summery 

Year Authors Measurement Target City Dimensions Participant
s Description City 

2013 Agapito, 
Oom do 
Valle and  
Júlio da 
Costa 
Mendes  

 

Conducted a study to 
examine the 
relationship between 
the cognitive, affective 
and conative 
dimensions of 
destination image  

 

Cognitive: Friendly and receptive residents, 
Interesting cultural heritage, Good restaurants, 
Good gastronomy, Interesting cultural events, 
Pleasant marina, Attractive historical center, 
Good value for money, Good shopping 
opportunities, Good accommodation  

Affective: Pleasure, Arousal  

Conative: Intention to recommend, Positive 
word of mouth, Intention to revisit  

 

379 
participants 

 

Partial least 
squares (PLS) 
path 
modeling to 
estimate of 
models with 
latent 
variables.  

 

Lagos, 
Portugal  

 

2009 Alcaniz, 
Garcia, Blas   

 

Studied the cognitive 
component of the 
image on the 
continuum of 
functional, mixed and 
psychological 
dimension 

Functional: Availability of accommodation, 
Interesting places to visit, Natural 
attractions/scenery, 
climate, Open air activities, Local transport 
, Shopping facilities, Sports facilities, Historic 
sites/museums, Fairs, festivals and exhibitions, 
Night life/entertainment 
, Different activities 

Mixed: Cleanliness and hygiene 
, Urbanization, Crowdedness, Gastronomy 
, Access 

Psychological: Quality Accommodation, 
Quality Restaurants, Friendliness/hospitality, 
Tranquility, High quality beaches, Value for 
money, Quality services  

414 
participants 

 

Questionnaire 

Confirmatory 
factor 
analysis 

Pen ̃ı ́sc
ola, 
Spain 

 

1999 Baluglu and 
MacCleary  

Evaluated the 
destination image 
considering both  
stimulus factors and 
tourists’ 
characteristics, 
evaluating both 
affective and cognitive 
images  

 

Cognitive Factors:  

Quality of Experience :Standard Hygiene and 
Cleanliness, Quality of Infrastructure, Personal 
Safety Good Nightlife and entertainment, 
Suitable Accommodations, Appealing Local 
Food (Cuisine), Great Beaches/Water Sports, 
Interesting and Friendly People,  

Attractions: Cultural Attractions Interesting, 
Historical Attractions, Beautiful 
Scenery/Natural Attractions,  

Value/Environment: Good Value for Money, 
Unpolluted/Unspoiled Environment, Good 
Climate 

Affective factor: Arousing-Sleepy, Pleasant-
Unpleasant, Exciting- Gloomy, and Relaxing-
Distressing  

60 Students Path Analysis 

 

Turkey, 
Greece, 
Italy, 
and 
Egypt  
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Table 2 (continued)- 

2004 Beerli and  
Martin 

Used a personal survey 
to evaluate the post-
visit destination image 

 

Studied 21 factors under 5 categories: natural 
and cultural resources, general, tourist and 
leisure infrastructures, atmosphere, social 
setting and environment; sun and sand  

Affective: Pleasant/unpleasant place, 
Exciting/boring place 

606 Tourists 
as 
Participants 

Path Analysis 

 

Lanzaro
te  

 

2009 Byon and 
Zhang 

Destination image Infrastructure: infrastructure (roads, airport, 
and/or utilities);accommodations, network of 
tourist information (tourist centers), hygiene 
and cleanliness, safe 

Attractions: shopping facilities 
City beautiful natural attractions (parks, 
forests, and/or trails);  beautiful scenery, good 
climate 
cultural events (festival and/ or concerts), 
historical attractions (museums and/or art 
centers) 

value for money: City‘s accommodations are 
reasonably priced, It is an inexpensive place to 
visit, City offers good value for my travel 
money  

Enjoyment: pleasing, enjoyable, exciting travel 
destination, novel  

behavioral intentions : behavioral intentions 
:Intention to visit, recommend to others, 
likelihood to participate in events 

199 
Participants 

questionnaire 
consists of 
structured and 
unstructured 
questions 

Confirmatory 
factor 
analysis 

structural 
equation 
modeling 
(SEM) 
analysis  

 

--- 

2003 

 

Chalip, 
Green, Hill 

 

developed a model to 
examined the 
examined the effect of 
media on attracting 
visitors from two 
country to a sport event 
in a host destination. 
The used a quasi-
experimental study and 
evaluated the effect of 
exposure to eight 
different media 
conditions 

developed environment; natural environment; 
value; sightseeing opportunities; risk; novelty; 
climate; convenience; and family environment  

288 
Participants Multivariate 

analysis of 
covariance 

 

Gold 
Cost, 
Australi
a 

1993 Echtner and 
Ritchie 

 

Destination image  Comfort/security: Cleanness, high standard of 
living, good quality restaurant, safe, friendly 
local people 

 Interest/ adventure: Adventurous, Different, 
Many places to visit 

 Natural state: Restful and relaxing, beautiful 
natural scenery 

 Tourists facilities : many packages available, 
Available tourism information 

Resort atmosphere/climate: Good beaches, 
Nightlife, Pleasant weather 

Cultural distance: Similarity of culture, Similar 
food, Local Architecture 

600 
Students 

Structured : 
Questionnaire 

Unstructured: 
Open ended 
Questions 

Factor and 
Reliability 
Analyses  

Jamaic, 
Japan, 
Kenia, 
Switzerl
and 
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Table 2 (continued)- 

   Inexpensiveness: Low Price of goods and 
service 

 Lack of language barrier: understood by local 

   

2006 

 

Grosspietsch  comparing the images 
of Rwanda as a tourist 
destination as 
perceived by visitors 
and as projected by 
international tour 
operators  

Safety/stability Spectacular landscape 
Mountain gorilla tour Other wildlife viewing 
Cultural attractiveness 
Ceremonies/performances Local handicrafts 
Interaction with people Friendliness of people 
‘‘African’’ experience Unknown/unspoiled 
Wide range of activities Good value for money 
Accommodation Infrastructure (roads)  

508 Tourist 

43 tour 
operator 

 

Used both 
structured and 
unstructured 
questions 

Rwanda  

 

2012 Li and 
Stepchenkova   

Attempted to extract a 
collective mental 
picture of the United 
States as a travel 
destination . qualitative 
approach and open 
ended questions 
employed measure 
three dimension of city 
image: Stereotypical, 
affective, Uniqueness 

U.S. states, cities, and attractions, Real scenic 
beauty, Excitement and entertainment, Free 
democratic society, Happiness/delight, 
Economically developed and prosperous, 
Relaxation, Urban, Environment, Country to 
travel to, Negative sentiment, Superpower 

 

1,600 
Chinese  
citizens  

 

Qualitative 
text content 
analysis 

United 
State 

2017 Martín-
Santana, 
Beerli-
palacio, 
Nazzareno 

 

Studies pre visit and 
post visit image and its 
effect in loyalty and 
satisfaction 

Natural Resources: Beaches, Climate, Natural 
resources (landscape, natural parks, fauna. . .)  

Environment : Security, Environment 
(cleanliness, air quality. . .), Quality-price 
relationship  

Artificial Resources :Tourism infrastructure 
(accommodation, restaurants, shops, golf 
courses. . .) cultural heritage (historical 
monuments, museums, cuisine, concerts, 
festivals. . .), General infrastructure 
(motorways, airports, public transport, health 
service, internet. . .)  

Tourist Activities: Nightlife (bars and pubs, 
discos, casinos. . .), Recreation and leisure 
(theme parks, adventure tourism, golf, 
wellness. . .) Sporting Activities (sailing, 
windsurfing, cycling, water sports. . .)  

Affective Image: Entertaining, exciting and 
fun place, Pleasant and friendly place  

 

411 tourists  

 

Questionnaire
s responded 
and personal 
interviews  

 

Tenerife
, Spain 

 

2005 

 

Obenour, 
Lengfelder, 
Groves 

 

Investigate the 
influence of distance 
on examined the image 
of a newly developed 
nature-based tourist 
destination.  

priority; attractiveness for overnights; 
resources; facilities; peripheral attractiveness; 
and reputation.  

610 
Participants 

 

analysis of 
variance 
(ANOVA)  

 

Mid- 
western 
state of 
Ohio, 
USA 
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Table 2 (continued)- 

2020 Seabra,  

Pereira,  

Silva,  

Abrantes,  

Reis,  

Paiva 

Studied the effect of 
age gap of domestic 
tourists on perceived 
destination image 

Simplicity and Authenticity, Good 
Environment, Relaxation and Socialization, 
Good Infrastructures, Nostalgia and 
History and Culture.  

622 
Participant
s 

 

Cluster 
analysis 

Cente
r 
Regio
n of 
Portu
gal 

2006  

 

Laaksonen, 

Laaksonen,  

Borisov,  

Halkoaho,  

Borisov,  

Halkoaho  

Employed a qualitative 
approach to capture a 
more subjective city 
image 

Nature; Built environment; Culture and 
industry; Industry 

 

20 Focus 
group of 
four to 
seven 
people 

Visual 
collage   
Deep 
interview  

Vaasa, 
Finlan
d 

 

2003 Kim and 
Yoon  

 

Conducted an study to 
investigate the second-
order construct of 
destination image  

 

Affective Image: exotic atmosphere, 
relaxation, scenic beauty, good climate, 
recommendations 

Cognitive Image: Personal safety 
Available good restaurants, Suitable 
accommodations, friendly people, unique 
architecture  

231 tourists 

 

Second order 
factor 
analysis :  

Both 
exploratory 
and 
confirmatory 
factor 
analysis 

 

Seoul, 

South 

Korea  

 

2019 Kim, Stylidis, 
Oh 

 

Studied affective, 
cognitive, and overall 
perceived image over 
three points: Before, 
during and after 
experience 

Affective image :Relaxation and stability, 
Vividness, Disorder and triviality  

Cognitive image : Diverse tourism attraction, 
War and social instability, Tourism facilities 
and services, Developed tourism industry, 
National development  

 

161 tourists 

 

factor 
analysis  

Vietna

m  

 

 

2.4 Inclusive Approach for Understanding Place Image 

Many authors highlight the importance of including the potential users and stakeholders of a place in the 

development of place branding strategies – i.e. the promotional activities to project a positive image and 

unique identity of a place (Braun, 2008; Cassia et al., 2018; Insch & Stuart, 2015; Kavaratzis & 

Kalandides, 2015; Zenker & Braun, 2010; Zenker, 2011). Many agree that it is imperative to take a more 

integrated approach to promote cities (Cassia et al., 2018; Merrilees et al., 2014; Paganoni, 2012). As 

Merrilees et al. (2012) argue, understanding how various beholders of the city relate to the perceived 

image is important to communicate a successful projected image. Therefore, a projected city brand should 
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communicate various groups’ perceptions and their connection to the city as a unique entity (Merrilees et 

al., 2012). However, most research has been devoted to understanding the place image only from tourists' 

perspectives (Beerli & Martín, 2004; Byon & Zhang, 2010; Gilboa et al., 2015; Li, Xiang (Robert) & 

Stepchenkova, 2012).  

Furthermore, research, which attempt to understand local residents’ perceptions of a destination were 

mostly interested in the impact of residents' place image on the development of the tourism industry in 

those destinations (Henkel et al., 2006; Nunkoo & Ramkissoon, 2011; Ryan & Aicken, 2010; Stylidis et 

al., 2014; Stylidis, 2018). They emphasize the necessity of further investigation to understand local 

residents’ perception of destinations (Stylidis et al., 2017), arguing that residents’ perceived image of a 

place influences word to mouth promotion of the place positively supporting also the tourism 

development in the area (Alcañiz et al., 2009; Stylidis et al., 2014; Stylidis, 2018). Therefore, capturing 

more insights into residents’ place image can help to predict their intention to recommend the destination 

to others (Stylidis, 2018). 

For instance, Ryan and Aicken (2010) compare the visitors’ and residents’ perceptions of a place to 

investigate if the congruency between those two images impacts residents’ perceptions of tourism. 

Through open-ended questions and textual content analysis of responses, they evaluate the place image. 

The study found no significant difference between residents’ and visitors’ perceptions of place. They also 

used a questionnaire to measure the attitudes of residents toward the impact of tourism on them. The 

study revealed that image congruency does not improve the level of tolerance of tourists among residents. 

Stylidis et al. (2014 ) also examine the role of residents’ place image in shaping their support for tourism 

development. They measured 14 factors under four categories to measure residents’ place image, 

including community services, physical appearance, social environment, and entertainment opportunities. 

The findings reveal that perceptions associated with economic, socio-cultural, and environmental factors 

might lead to greater support of tourism among residents in destinations.  

Jutla (2000) designed a study based on Lynch's (1967) methodology to compare residents’ and tourists’ 

visual images of a city. In the first phase, the researcher asked a small group of residents and tourists to 

take pictures of their points of interest in the city. Later, they used a selected set of those photographs in a 

quasi-experiment to evaluate two sample groups’ perceived image. The study concluded that while the 

tourists’ image was dependent on the natural and cultural landscapes, the residents’ image was mostly 

dependent on their familiarity with the city (Jutla, 2000). Using a qualitative approach, Garrod (2008) also 

employed a volunteer-employed photography method to investigate how residents and visitors perceived 

a city. Their findings revealed that residents and visitors hold a similar place image almost in all 

dimensions (Garrod, 2008). 
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Questioning the validity of quantitative methodologies, Laaksonen et al. (2006) consider a qualitative 

approach using visual collages and group interviews to evaluate the city image. They attempt to build a 

more comprehensive overall image by including all stakeholders, such as residents, entrepreneurs, 

minorities, various social groups like youth, retired people, students, and visitors. The study reveal that 

visitors saw the city as more extroverted, active, and fun compared to the residents (Laaksonen et al., 

2006). 

Henkel et al. (2006) study the perceptions of international visitors and residents of Thailand as a tourist 

destination. The study reveals that two groups similarly consider cultural sightseeing, friendliness of 

people, and food as important contributing factors to the destination image. In contrast, both groups hold 

a different opinion about nightlife and entertainment activities. In another study, Cassia et al. (2018 ) 

compare tourists’ and residents’ perceptions of Verona, Italy. Their result show that residents and tourists 

hold similar images regarding services, leisure, security, and entertainment attributes but they had 

different attitudes toward municipal facilities, where residents hold a comparatively more critical stance 

toward this attribute.  

Merrilees et al. (2009) examine city brand and attitudes among the residents of Gold Coast City, 

Australia. They identify social bonds, sun and surf brand personality, and creative business as the main 

antecedents of brand image. They also cite safety, nature, and cultural activities as other influential 

attributes on forming the residents’ attitude toward their city. Merrilees et al. (2012) identify and compare 

the attributes involved in constructing the perceived place image of residents and business owners in 

terms of the city as a place to live and the city as a place to run a business. Their result showed that while 

there was not much difference between the two groups with respect to the place image as a place to live, 

the two groups hold different perceived images when it comes to the place as a business location. Several 

city attributes, such as nature, bonding, clean environment, and safe living are important when the city 

brand is evaluated in terms of a place to live and to do business. Conversely, transportation and social 

factors are more important when the city brand is evaluated in terms of a place for business.  

Addressing the importance of social inclusiveness in branding projects, Merrilees et al. (2014) conduct a 

quantitative study to compare the place brand across three different socio-economic groups. They reveal 

that more advantaged groups interpret a more abstract and symbolic meaning emphasizing social bonding 

and natural attributes. Conversely, the most disadvantaged groups consider the city brand from a 

materialistic and functional perspective, emphasizing business vibrancy, markets, and public transport.  

Gilboa et al. (2015) also developed a model to measure and compare city image among visitors and 

residents. The study reveal that residents and tourists are similar in some aspects, such as security, private 

services, and municipal services dimensions. On the other hand, while city location is an important factor 
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for residents, tourists are more interested in cities’ attractions, such as historical sites and cultural 

activities. 

Stylidis et al. (2017) tested the possibility of developing an integrated model to measure both visitors’ and 

residents’ perceived place image and behavioral intentions. Their findings reveal that an integrated image 

model can be applied to both target groups. Evaluating cognitive, affective, and the overall image, they 

present that the cognitive and affective image components exerted equal effects on the overall image. 

Rather, the affective component had a greater influence on the overall image compared to its cognitive 

counterpart among visitors. 

Zenker et al. (2013) also investigate how the city is perceived by its residents by employing a mixed-

method approach using both exploratory and confirmatory factor analysis to validate their instrument. The 

study proposes a scale consisting of 21 features under four categories- urbanity and diversity, nature and 

recreation, job opportunities, and cost-efficiency. The findings reveal that urbanity and diversity had the 

strongest impact on citizen’' satisfaction. They dispute that the participants preferred to live in big cities 

that could provide a wide range of cultural events and shopping opportunities, while it was welcoming to 

different cultures and subcultures. They also preferred a place, which could offer to experience nature and 

recreation, with parks and open spaces. Interestingly job opportunities and the cost-efficiency had no 

significant influence on the citizens’ perception of the place. Table 3 provides further details about the 

studies that investigated place image among various stakeholders.  

Table 3- Place Image among residents and visitors 

 

 

Year Authors Measurement Target City Dimensions Participants Description City 

2000 Jutla  

 

Employed volunteer-
employed photography 
to select a set of picture 
to qualitatively 
compare the image of a 
destination among 
residents and visitors  

--- Phase 1: 10 
residents and 
10 tourists  

Phase 2: 50 
residents and 
50 tourists  

Interviews,  

Survey 

 

Simla, India 

2006 Thailand 

 

Examined the 
perceptions of 
international visitors 
and local residents on 
the image of the 
destination of as a 
tourist destination 

Cultural sightseeing (temples, museums, 
markets, crafts, festivals, etc.); shopping; 
nightlife and entertainment; nature, wildlife 
and parks, friendly people, sports activities; 
exotic destination; budget vacation; food; 
historic architecture ; sex tourism; erotic 
tourism; hiking; health tourism  

190 residents 

232 visitors 

 

Tests of 
significance  
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Table 3 (continued)- 

2008 Garrod  

 

Used volunteer-
employed photography 
to compare the 
perception of Tourist and 
residents 

 

Positive: Architecture, public leisure facilities,  
Cosmopolitan  

Negative: untidiness, Congestion 

25 residents, 
25 tourists  

 

Qualitative 
content analysis 
if photographs 
and open-ended 
questions  

Aberystwyth, 
Wale,UK 

 

2010 Merrilees, 
miller, 
herington  

 

Compare the image of 
residents and business 
owners in terms of  city 
as a place to live in city 
as a place to run a 
business 

Nature, business creativity, shopping,  nature, 
cultural activities, social bonding  safety, 
clean environment, sun and surf brand 
personality 

 

 

878 residents, 
214 business 
owner 

 

Regression 
analysis, 
exploratory 
factor analysis  

Gold coast, 
Australia  

 

2010 Ryan, Aicken 

 

Compared the visitors 
and local residents 
perception of place to 
investigate if a 
congruency between 
those two image has an 
impact of residents’ 
perceptions of tourism 
impact  

--- 2229  
residents  

2151 tourists  

 

 

Content 
analyses of the 
response to 
open ended 
questions  

Waiheke, New 
Zealand  

 

2013 Zenker, 
Petersen, 
Anholt  

Developed to a model to 
study the related factors 
to residents satisfaction 
of a city 

Urbanity and diversity: cultural activities 
(theatre, nightlife, etc.); variety of shopping 
opportunities; different cultures and subcultures; 
energy and atmosphere of the city ;availability 
of different services; the urban image of the city; 
openness and tolerance of the city  

Nature and recreation: nature and public green 
area; environmental quality (low pollution); 
a number of parks and open spaces; a wide range 
of outdoor-activities; tranquility of the place, 
cleanness of the city, access to water  

Job opportunities: the general level of wages; 
good job and promotion opportunities; general 
economic growth of the particular region; 
professional networks in the city  

Cost-efficiency: housing market/ cost of hiring 
the general price level in the city/ costs of living 
availability of apartments and houses  

611 residents 

 

Exploratory and 
confirmatory 
factor analysis 

Ten largest 
German cities  

 

2014 

 

Stylidis,  

Biran,  

Sit,  

Szivas  

Explores the role of 
residents’ place image 
and its impact on their 
support of tourism 
development 

Community Services: Good job opportunities. 
Effective local government . Good 
transportation system. Effective local services  

Physical Appearance: Pleasant weather, 
Attractive scenery, Interesting historic sites, 
Nice architecture  

Social Environment: 
Safe place, Clean, Friendly locals  

Entertainment Opportunities: Good 
restaurants, Good nightlife 
Good place to shop  

481 residence 

 

Exploratory 
Factor 
Analysis  

 

Confirmatory 
Factor 
Analysis  

 

Kavala, 
Northern 
Greece,  
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Table 3 (continued)- 

2015 Gilboa, Jaffe, 
Vianelli, 
Pastore, 
Herstein  

 Residents: municipal facilities, leisure, 
security and public services 

Tourists: caring, tourism and recreation, 
security, public services and leisure and 
entertainment 

341 residents, 
317 tourists  

 

Both 
exploratory and 
confirmatory 
factor analysis  

Jerusalem, 
Rome and 
Trieste  

 

2017 

 

Stylidis Shani, 

Belhassn  

  

 

Studied whether an 
integrated destination 
image model is 
applicable in predicting 
both destination image 
and behavioral 
intentions of local 
residents 

Cognitive Component  

Natural Environment, Scenic beauty Pleasant 
weather, Nice beaches, Amenities, Quality 
hotels, Appealing restaurants, Excellent 
service quality, Variety of shops Attractions, 
Watersports, Well-known attractions, Variety 
of tourist activities, Accessibility 
Convenient transportation, Developed 
infrastructure, Ease of access, 
Social Environment, Personal safety -security, 
Friendly local people, Good value for money, 
A clean environment  

Affective Component :Distressing- Relaxing 
Unpleasant- Pleasant Boring – Exciting, 
Sleepy- Lively 

200 residents  

240 tourists  

 

Confirmatory 
Factor analysis 

Eilat, Israel 

 

2018 Cassia,  

Vigolo,  

Ugolini,  

Baratta  

Compared tourists’ and 
residents’ perceptions 
of city image in small- 
to medium-sized 
destinations 

 

Services and leisure: Near major cities 
Near major highways; Tourism facilities;  
Enough medical facilities; Enough shops 
Enough bank and post-office branches  

Security : A low crime rate, Quiet, Not 
crowded  

Municipal facilities: Well-maintained streets 
and sidewalks, Good public transportation,  
Caring for older people, Easy to communicate 
with municipality officials, Well-lit at night  

Entertainment : Discos and night clubs, Youth 
clubs  

380 residents 
167 tourists  

 

T-Test Verona, Italy 

2018 Stylidis  Natural environment :Scenic beauty Pleasant 
weather Nice beaches  

Amenities : Quality hotels, Appealing 
restaurants, Excellent service quality,Variety 
of shops  

Attractions :Interesting festivals; Well-known 
attractions; Variety of tourist activities  

Accessibility :Convenient transportation; 
Developed infrastructure; Ease of access  

Social environment : Personal safety-security; 
Friendly local people; Good value for money; 
A clean environment  

 Cluster 
Analysis 

Eilat, Israel 

 

 

2.5 Virtual Place Image 

The advent of communication and information technologies have changed every aspects of our lives. The 

internet has provided us with new communication methods facilitating the circulation of information in a 
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way that has not been conceivable in the early 2000s (Akehurst, 2009). Information inevitably has 

changed the pattern and meaning of physical environments (Stokols & Montero, 2002), as well as how we 

perceive and interpret our spatial surroundings (Gursoy & McCleary, 2004; Költringer & Dickinger, 

2015). Consequently, the web world has become a significant factor influencing any decision-making 

process involving places and the behaviors in/about them (Gursoy & McCleary, 2004; Költringer & 

Dickinger, 2015). In the current context, contemporary behavior venues are becoming increasingly multi-

layered, encompassing both place-based and cyber-based (or virtual) components (Stokols et al., 2009). 

Biswas (2004) argues that because online information acquisition is different from the offline 

information, all theories should be reevaluated in online settings. Accordingly, while the meaning of place 

in both conceptional and practical scopes are changing, it is unavoidable to reevaluate traditional methods 

of image measurement and deconstructing conventional theories of places image (Govers & Go, 2003). 

That is the reason, the scholars have gradually focused on this relatively unknown phenomenon – place 

image (Choi et al., 2007; Kladou & Mavragani, 2015; Li et al., 2009; Sun et al., 2015).  

This evolution of online communications methods has impacted the formation of images in fundamental 

ways. It provides new channels and opportunities for official organizations to form and market their 

places (Choi et al., 2007). Furthermore, it allows general public to create and share online content on 

various social media platforms. The internet has provided numerous online communities to share and 

discuss about places. The opinions and experiences transacted by these networks turned to be very 

influential on forming and reshaping of place images (Ayeh et al., 2013). However, the greatest change 

that internet and online platforms offered is that they provided the public with options to choose where to 

collect information from. This interactive nature of the internet has created a new concept called online 

place image. Built on the classic definitions of place image, Mak (2017) defines online place image as the 

online representation of the collective beliefs, knowledge, ideas, feelings, and overall impressions of a 

place.  

2.6 The Role of Media and Urban Planning  

For a long time, image production almost exclusively controlled by governments and cities’ marketing 

organizations. The relationship between media and urban planning can be traced back to 1920s, and 

considered in association with the emergence of the film industry. At the early stages, film and cinema 

were merely used as tools to serve the predominant modernist, and expert-driven planning approaches of 

the time. This is what Ciacci (2010) calls “Town Planners’ Cinema” (Ciacci, 2010, as cited in  

Sandercock & Attili, 2010). Along with modernism philosophy, cinema was considered as a tool which 
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could be employed to convince the public of the value of already planned schemes, which were 

considered by experts of the fields as the “solutions” (Sandercock & Attili, 2010). 

As an example, Ciacci (2010) refers to the film “The City,” made in 1939 by the American Institute of 

planners with the purpose of justifying the idea of decentralization and relocation of the families of 

American workers to small green suburbs. In the end, Ciacci (2010) gets to the gloomy conclusion that 

cinema and film industry have been preliminarily used as a “propaganda tool” to justify some decisions 

that already had been made and schemes that already had been planned by the expert who always were 

sure what is right (Sandercock & Attili, 2010).  

As a reaction to this top-down approach of using “films,” in 1970s another trend, originally from Latin 

America and Canada, emerged that was known as “participatory video” making. During that time, a 

project called “Fogo Process” started which was part of an initiation called Challenge for Change. The 

National Board of Canada sponsored a series of films, which were “intended to raise public consciousness 

about the rights and needs of disenfranchised groups” (Wiesner, 1992). The aim was to use the “Film” 

production to make social changes and to empower socially and politically disenfranchised class of the 

community. In “Fogo Process” and with a community-based invention, a filmmaker named, Colin Low 

and an academic person, Don Snowdon employed a revolutionary filmmaking approach to making a 

dialogue between the government and local people by using the video as a medium (Frantz, 2007; 

Sandercock & Attili, 2010). 

Since that day, participatory video making has increased in volume and has found a much more influence 

due to the lower cost of production and easier access to digital media of today. This development of 

technological tools can significantly reshape the form of urban planning and design, if the expert of the 

field can understand the core concept of “storytelling” in the field (Sandercock & Attili, 2010).  

This shift toward the use of technology for the purpose of providing society with free information has 

stretched to the current time. In the present context, with convenient access to communication devices, 

sharing the formerly inhibited information has become easily possible, and more individuals are using the 

online platforms to share their opinions and experiences. In terms of city image, the one-way approach of 

forming the place image by marketing organizations has lost its control over the market, and individuals 

have found their own influence on forming the image of places.  
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2.7 Beginning of Communication and Information Technology and The Emergence of Web 2.0 

Phenomenon 

As it was mentioned in the introduction, one of the major changes in online setting is the emergence of 

Web 2.0 phenomenon. Vickery and Wunsch-Vincent (2007) define Web 2.0 as a platform “increasingly 

influenced by intelligent Web services that empower users to contribute to developing, rating, 

collaborating and distributing Internet content and customizing Internet applications” (Vickery & 

Wunsch-Vincent, 2007) (p 9).  

Prior to Web 2.0, the Internet functioned solely in one direction – a ‘read-only’ format (Borges, 2009; 

Hays et al., 2013). Published information was static and interaction with other Internet users was mainly 

non-existent (Hays et al., 2013). Emergence of Web 2.0 allows the public to contribute their thoughts, 

opinions to the Internet (Buhalis & Law, 2008; Dellarocas, 2003; González-Rodríguez et al., 2016; Hays 

et al., 2013). This has radically altered the way in which information is created, circulated and 

disseminated (Buhalis & Law, 2008; Gretzel et al., 2000; Hays et al., 2013; Xiang et al., 2009). The 

material and content on Web 2.0 are produced by Internet users rather than paid professionals and is 

primarily distributed via online platforms, which is called “user generated Content” (Daugherty et al., 

2008; Hvass & Munar, 2012; Mak, 2017). Web 2.0 integrates five data related factors- information 

representation, collaboration, communication, interactivity, and transactions (Gretzel et al., 2000) and 

create a unique virtual world which provides free opportunities for public to make their ideas and 

opinions accessible to other Internet users (Dellarocas, 2003; Jalilvand, Mohammad et al., 2012).  

Different factors have influenced the ongoing growth of this phenomenon involving the access to more 

powerful and inexpensive hardware and software, a faster network, development of tools that are easier to 

use for creating and sharing content, more general knowledge about Internet in the population of the 

world, and the growth of portable and wireless devices (María Munar, 2011; Parameswaran & Whinston, 

2007).  

2.8  User Generated Content in the Context of Place Image 

The Internet has evolved into a critical source of information in the research phase (i.e. information 

search), while making any decision regarding a place (Cox et al., 2009; Pan & Fesenmaier, 2006). This 

has drawn researchers’ attention to study the influence of various online materials on different phases of 

the formation of place image (Arsal et al., 2008; Jalilvand, Mohammad et al., 2012; Ye et al., 2011). As 

O’Connor (2010) explains, “the Internet is evolving from a push marketing medium to one where peer-to-

peer generation and sharing of data are the norms” (O'connor, 2010, p. 754). The online networks that 

enable the public to contribute to the production of online content are called social media. Social media is 
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defined by Kaplan and Haenlein (2010) as a wide range of “Internet-based applications that build on the 

ideological and technological foundations of Web 2.0 and that allow the creation and exchange of User 

Generated Content” (Kaplan & Haenlein, 2010, p. 61).  

Social media provides some unprecedented tools for the public to share their opinions not only with their 

friends and families, but also with other people around the globe, which allows them to become the co-

creators of virtual place experiences (Buhalis & Foerste, 2015; Kladou & Mavragani, 2015; Leung et al., 

2011; Mak, 2017). This affordance has turned the individuals who are using social media before, during, 

and after experiencing a place into significant sources of information (Xiang & Gretzel, 2010). The 

increasing predominance of social media allows internet users to easily collaborate, communicate and 

distribute original content about their experiences, evaluations, and emotions through blogs, reviews, 

comments, photographs, or videos (Jabreel et al., 2017). Empirical studies have revealed that these online 

feedbacks directly impact people on emotional and cognitive levels and have a significant influence on 

shaping and changing the place image (Jalilvand et al., 2012). 

The plethora of online information has led to the emergence of different impressions and images of places 

created in many forms and produces by various agents (Költringer & Dickinger, 2015). For a long time, 

destination imagery was controlled exclusively by a destination’s marketing organization and 

governmental ensembles (Stepchenkova & Zhan, 2013). However, the expansions in information 

technologies, which has resulted in limited resources available provided compared to the overwhelming 

amount of user-generated content and the short attention span of the audiences, have changed the long-

standing power balance (Chen & Scovino, 2020). New potential visitors of the place will most likely 

consider both types of information source for information (Li et al., 2009); thus official organizations 

have no option but to compete with their attention (Chen & Scovino, 2020) .  

One of the significant outcomes of the development of Web 2.0 and social media is the shift of power 

among the agents involved in the image production process (Akehurst, 2009; Govers & Go, 2003; Hays et 

al., 2013). With Web 2.0 and social media, all involved information sources are equally afforded to 

contribute to the construction of place image (Mak, 2017). In this context, “users rather than organizations 

begin to taking charge of the Internet” (Schegg et al., 2008, p. 152, as cited in Hays et al., 2013). By 

empowering the individuals to co-construct the online place image, the control of communication of place 

images has shifted from the supply-side control (e.g. NTOs, DMOs, travel agencies) to the demand side 

(e.g. visitors of place, business owners, etc.) (Tasci et al., 2007) . Considering this, the online material 

forming the online place image can be divided into groups: the materials provided by official assemblages 

and marketing organizations produced for promotional purposes and the materials provided by the 

members of the public who are supposedly not gaining any benefit of their online activities. These 
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changes make it crucial to move toward conceptualizations on image development in an online setting 

(Choi et al., 2007; Li et al., 2009). 

2.8.1 User-Generated Content As A Form of Word of Mouth 

In the previous chapter, word-of-mouth, as one the most influential source of information, was defined as 

a form of information received by friends and relatives (Jansson & Power, 2006). This form of 

information is considered as one of the most influential factors on decision and choices (Crotts, 1999; Pan 

et al., 2007). Before the advent of Web 2.0, visitors of a place mostly were able to share their experiences 

with people in their social circles. However, new technological developments allow people to share their 

perception of place through numerous social media platforms (Jabreel et al., 2017; Kladou & Mavragani, 

2015). Word to mouth (WOM), which was typically a face-to-face form of communication, has evolved 

to a more impersonal yet more ubiquitous form of communication (Ayeh et al., 2013; González-

Rodríguez et al., 2016; Stepchenkova & Zhan, 2013). The user-generated content uploaded through social 

media portals can be equated to electronic word-of-mouth communication (Ayeh et al., 2013; Dickinger 

& Mazanec, 2008; Költringer & Dickinger, 2015; Stepchenkova & Zhan, 2013).  

Since the worldwide adoption of Internet technologies the importance of electronic WOMs has turned the 

subject into a topic of many academic arguments (Çakmak & Isaac, 2012; Choi et al., 2007; Donaire et 

al., 2014; Jabreel et al., 2017; Kim & Stepchenkova, 2015; Kladou & Mavragani, 2015; Költringer & 

Dickinger, 2015; Mak, 2017; Marine-Roig & Anton Clavé, 2015; Önder et al., 2016; Pan et al., 2007; 

Stepchenkova & Zhan, 2013). Online material not only has changed the nature of place image formation, 

but also has offered the researchers new possibilities to gain insights into the opinion and experience of 

people in destinations. Bickart and Schindler (2002) note that “the Internet has expanded or changed both 

the nature of word-of-mouth communication and its impact on consumer behavior as well as the 

methodological approaches used to examine it” (Bickart & Schindler, 2002, p. 428).  

Understanding this new form of information is particularly crucial because studies show that user 

generated content can directly shape the place image (Inversini & Buhalis, 2009; Jalilvand, Mohammad 

Reza et al., 2013; Stepchenkova & Zhan, 2013; Xiang & Gretzel, 2010). Considering the power of WOM 

on the formation of place image (González-Rodríguez et al., 2016; Pan et al., 2007), it is not surprising 

that electronic word-of-mouth (eWOM) is also considered as a highly credible form of WOM with a great 

impact on the online place image (Stepchenkova & Zhan, 2013). Pan et al. (2014) state that because of the 

personal connection involved in the word-of-mouth form of communication, it is generally viewed as a 

more credible source of accurate consumer information than the marketing information obtained through 

mass media.  
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With its increasing popularity the non-promotional online communications that are outside of a 

destination’s control have become an important source of information and an influential factor in 

affecting the place image (Cox et al., 2009; Goldenberg et al., 2001; Gretzel et al., 2007; Mak, 2017; 

Stepchenkova & Zhan, 2013), even more than the messages that official organizations and travel agencies 

attempt to transmit (Ayeh et al., 2013; Connell, 2005; Fotis et al., 2012; Huertas et al., 2016; Jabreel et 

al., 2017; Költringer & Dickinger, 2015; Stepchenkova & Zhan, 2013). The posted reviews and opinions 

appear more authentic and credible (Jabreel et al., 2017; Költringer & Dickinger, 2015; Pearce et al., 

2015; Volo, 2010; Xiang et al., 2009), more up to date, enjoyable (Gretzel & Yoo, 2008), and reliable 

(Gretzel & Yoo, 2008). Compared to other information sources, user-generated content has become the 

richest and most diverse source of online information (Költringer & Dickinger, 2015). Although the 

content of such websites is sometimes random, unorganized, and unsupervised, they are still playing a 

decisive role in online data transactions (Akehurst, 2009). Studies show that people who read about 

visitors' experiences through blogs hold a more positive image of a place (Jalilvand et al., 2012). 

User-generated content has empowered the general public to challenge traditional marketing 

organizations’ authority and has undermined the impact of conventional advertisement methods (Gretzel 

et al., 2000; Gretzel, 2006; Hays et al., 2013). To strive in this competitive environment, city officials and 

organizations need to monitor positive and negative electronic content to gain a clear picture of the 

individuals' perceived place image and meet people’s needs and expectations (González-Rodríguez et al., 

2016). 

2.9 Projected and Perceived Image 

One of the main approaches to deconstruct online place image is to divide it into projected and perceived 

images (Bui, 2011; Ferrer-Rosell & Marine-Roig, 2020; Költringer & Dickinger, 2015). Projected city 

image refers to the image presented by official organizations and marketing organizations on their official 

online accounts at national, regional, and local levels (Marine-Roig, 2016). These images are generally 

created for promotional purposes to brand the cities and create persuasive and a positive image for them 

(Bramwell & Rawding, 1996; Mak, 2017; Marine-Roig, 2016). These secondary images either can come 

from induced sources (Ferrer-Rosell & Marine-Roig, 2020) portraying the ideal characteristics the official 

organizations aim to communicate (Mak, 2017) or from autonomous sources (news reporting, magazines, 

commercial guide-books) that are not controlled by promoter agents (Ferrer-Rosell & Marine-Roig, 

2020). On the other hand, the perceived image has been outlined as ideas, feelings, and impressions about 

a place received by indirect/direct experience of the place (Bramwell & Rawding, 1996; Iordanova & 

Stainton, 2019; Kim & Lehto, 2013; Marine-Roig & Anton Clavé, 2015). 
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Caton and Santos (2008) argue that projected and perceived images are interrelated in a hermeneutic 

circle of representation (see Figure 2). In this circle, official organizations broadcast desirable images for 

potential users and provoke them to visit those places (Stepchenkova & Zhan, 2013). This promotional 

image reinforces the images previously acquired from various autonomous resources. While being in a 

place, consciously or unconsciously, the visitors tend to focus on the features that conform to their prior 

knowledge (Urry, 1990) and replicate their existing perception of place formed by many involved agents 

(e.g. promotional activities, television, books and news, the information provided by the tourism industry, 

word of mouth and electronic word of mouth). In this circle, users of the place are both consumers and 

producers of the images of place participating in reproduction and recirculation of the place image in this 

circle of representation. Half of this circle focuses on the ways that places are represented in media, and 

thus, is equivalent to the projected online place image, and the other half of the circle highlights the 

production and distribution of the perceived image (Caton & Santos, 2008; Mak, 2017; Stepchenkova & 

Zhan, 2013; Urry, 1990). 

 

Figure 2-Hermeneutic circle of representation (Urry, 1990) 

 

 

With the advent of Web 2.0, which enables individuals to create and circulate their perceived image, the 

public has found a more powerful role in producing and reproducing images in this hermeneutic circle of 

representation, which have become complicated (Mak, 2017). Multiple researchers accentuate that these 

two concepts are inextricable in reality, and the purpose of this model is to gain a more in-depth insight 



 35 

into the structure and components of place image (Bui, 2011; Ferrer-Rosell & Marine-Roig, 2020; 

Gartner, 1994; Hunter, 2016; Költringer & Dickinger, 2015). These interrelated connectivity between 

various communication methods explain the difficulty of drawing a clear line between projected and 

perceived images (Stepchenkova & Zhan, 2013).  

2.9.1 Evaluation of the Projected Place Image 

The perceived city image through shared online social media platforms can be categorized as the third 

type of communication- word to mouth in Zenker’s (2013) branding model (Dickinger & Mazanec, 2008; 

Költringer & Dickinger, 2015; Stepchenkova & Zhan, 2013). These images do not necessarily match 

official representations provided by city marketing organizations (Banyai, 2010; Iordanova & Stainton, 

2019). Multiple research has previously addressed the issue of incongruency between projected place 

image and reality (Beerli & Martín, 2004; Kladou & Mavragani, 2015; Mak, 2017; Marine-Roig & Anton 

Clavé, 2015; Stabler, 1988).  

As Pike (2002) argues, the level of satisfaction after visiting a place depends on whether the reality is in 

congruence with the pre-visit expectations and place image. It is commonly accepted that the purpose of 

any projected place image should be in harmony with “reality” (Choi et al., 2007; Kim & Lehto, 2013; 

MacKay & Fesenmaier, 1997; Marine-Roig & Anton Clavé, 2015). Beerli and Martin (2004) argue that 

“image development must be based on reality. Otherwise, the destination will not succeed in satisfying 

the tourists, which will, in turn, have a negative effect on the image that they will transmit by word of 

mouth” (p. 677). In the context of place branding, Nandan (2005) suggests that congruency between 

perceived and projected image will lead to a higher level of loyalty to the brand. In regard to measuring 

the success of a place brand, Huertas (2014) claims that a matching place image is the indication of a 

well-established place brand and shows that the adopted branding strategies have led to a desired 

differentiated image. 

With the advancement of information technologies, the congruence between projected and perceived 

image has found new importance (Kladou & Mavragani, 2015). It is acknowledged that multiple 

stakeholders are involved in its construction, and multiple groups such as destination marketers, 

government authorities, individual businesses, and ordinary citizens are all playing a role in this process 

(Chen, Y. et al., 2014; Mercille, 2005; Pearce et al., 2015). However, the advent of the Web technologies 

has shifted the process of production of place image to a new direction and changed the extent that each 

of these stakeholders is involved in the formation of place image. This has led to a new interest in 

academia to study the new role of each place beholder and how they play a role in the image formation 

process.  
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The increasing popularity of social media and the growing influence of user-generated content on the 

formation of online place image has made it more challenging to maintain information consistency and 

avoid cognitive dissonance (Jalilvand et al., 2012; Stepchenkova & Zhan, 2013). A successful place 

image can only be established through the projection of an image similar to the perceived image 

communicated by other information sources (Kim & Lehto, 2013; Költringer & Dickinger, 2015). By 

identifying the gaps between the projected image and visitors’ perception of place, marketers can improve 

their branding strategies by reshaping to match people’s expectations, impressions, and perceptions 

(Banyai and Glover, 2012).  

In this increasingly competitive context, official organizations have to compete with user-generated 

content for the attention of potential visitors of the place. In this context, marketing organizations and city 

organizations should be concerned about any existing gap between projected and the one perceived by 

visitors (Kim & Lehto, 2013). Comparing projected and perceived place images is considered a validated 

approach to evaluate the success of place image branding strategies (Költringer & Dickinger, 2015). In 

the next section, some empirical work that used online material to study the image of destinations will be 

reviewed.  

2.10 Online Material And Perceived Destination Image 

Multiple studies have investigated online content material from different aspects to provide a better 

insight into the concept of place image and destination image. However, studying perceived and projected 

place image simultaneously is in its early stage (Mak, 2017; Marine-Roig & Clavé, 2016). Table 3 

represents a summary of 54 studies that use online material to study the projected and perceived image of 

destinations.   

A group of these studies has examined perceived place image represented in user-generated contents 

(Bernkopf & Nixon, 2019; Çakmak & Isaac, 2012; Donaire et al., 2014; Kladou & Mavragani, 2015; Pan 

et al., 2007; Tseng et al., 2015). Another group has attempted to evaluate the content and effectiveness of 

online projected images conveyed by official organizations (Dragova et al., 2014; Jeong et al., 2012; 

Önder & Marchiori, 2017; Weismayer et al., 2016). A group of more comprehensive studies measured 

both projected and perceived image to identify existing gaps among them (Choi et al., 2007; Govers & 

Go, 2005; Iordanova & Stainton, 2019; Költringer & Dickinger, 2015; Mak, 2017; Marine-Roig & Clavé, 

2016; Önder & Marchiori, 2017; Stepchenkova & Zhan, 2013).  

The literature also varies with regards to the material they examined to measure place image, while some 

of these studies focus on textual content (Garay Tamajón & Cànoves Valiente, 2017; González-Rodríguez 

et al., 2016; Govers et al., 2007; Jani & Hwang, 2011; Kladou & Mavragani, 2015; Leung et al., 2011; 
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Marine-Roig, 2016; Marine-Roig & Clavé, 2016; Pan et al., 2007; Pang et al., 2011; Serna et al., 2017; 

Weismayer et al., 2016). Another set of studies also focused on comparing visual material (Bernkopf & 

Nixon, 2019; Donaire et al., 2014; Galí & Donaire, 2015; González-Rodríguez et al., 2016; Hunter, 2013; 

Kim, H. & Stepchenkova, 2015; Marine-Roig, 2016; Michaelidou et al., 2013; Pearce et al., 2015; 

Stepchenkova & Zhan, 2013; Stylianou-Lambert & Στυλιανού-Λάμπερτ, 2013). A relatively smaller set 

of more extensive research looked at both textual and visual material simultaneously for one or multiple 

case studies (Çakmak & Isaac, 2012; Choi et al., 2007; Govers & Go, 2005; Mak, 2017).  

• Perceived Image  

Donaire et al. (2014) examine the common features of the tourist photographer's gaze by analyzing a set 

of pictures uploaded on Flickr. In recent years, an increasing interest has raised to employ geotagged data 

to characterize the spatial, sequential, and demographic features of people's behaviors in a place (Briciu et 

al., 2019; Chua et al., 2016; Vu et al., 2015). Technologies, such as sensor networks and portable devices 

like smartphones provide researchers with information linked to space and time where they occur(Chua et 

al., 2016; Kitchin, 2014). Virtual communities like Twitter, Instagram, and Flickr provide a platform for 

the public to post shared geotagged data. Particularly, Twitter API offers enormous amounts of online 

spatial and online information for most locations worldwide (Chua et al., 2016).  

Choi et al. (2007) review the contents of a Macau in China represented in various online resources, 

including the official city website, tour operators’ and travel agents' websites, travel magazines, and travel 

blogs. They analyzed both textual and photographic data in their study and showed that the image 

projected online varies among different online information sources. The outcomes of their result showed a 

high level of incongruency in Macau's destination image among various information resources.  

In another extensive study, Költringer and Dickinger (2015) compared the content of online travel 

communities and social travel blogs as UGC samples, with news media websites and destination 

management organizations’ websites related to the city of Vienna, Austria. They extracted 12 themes 

representing Taiwan's place image, including sight, activity, transportation, accommodation, history, 

tourism, experience, city impression, segments, cosmopolitan, weather, and regional. Their findings 

revealed that UGC language and content are considerably different from the news media and official 

websites, where UGC offers the richest and most diverse online information compared to other 

information agents.  

With a similar approach, Mak (2017) compares cognitive and affective images represented in the 

perceived and projected online destination images of Taiwan manifested in user-generated content and 
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national tourism organization generated content. He concludes that the content generated by the official 

organizationsis successful in covering certain cognitive dimensions, which are important to visitors.  

Marine-Roig and Clave (2016) propose an automated method to compare destination images projected on 

the official city websites with images that tourists communicate use in travel blogs to identify the gaps at 

different geographical levels. Their findings revealed that while the official websites present all different 

geographical locations equally in their brand, the user-generated content is only represented in specific 

locations and regions.   

• Projected Image  

The review of literature reveal that generally two different methods have been employed in studies 

focusing on the projected image. In order to study the image projected by official websites, many studies 

have used content analysis to analyze the textual and pictorial image produced by city officials (Bui, 

2011; Choi et al., 2007; Govers & Go, 2005; Hunter, 2016; Kim, S. & Lehto, 2013; Költringer & 

Dickinger, 2015). Some studied also used a quasi-experimental approach to evaluate the effect of 

exposure to online material on the perceived image (Hyun and O'Keefe, 2012; Dragova et al., 2013). For 

example, Dragova et al. (2013) investigated how the image of Lithuania changed after the interacting with 

the official website. Their findings revealed that the websites can be a successful medium to increase 

cognitive knowledge, as well as unique destination attractions for a country with an initially neutral 

image. Review of existing body literature (Apendix A) shows a significant level of incongruency between 

projected and perceived image, which confirms this study’s claim on how important it is for the official 

organizations to be aware of the image communicated in user-generated content. 

2.11 Summary Observations from the Literature Review 

Although “place image” and its construct has been studied extensively since the early 1970s (Donaire et 

al., 2014; Stepchenkova & Mills, 2010), there is still a lack of empirical validation of the relationship 

among various dimensions of place image (Donaire et al., 2014), and it is still unclear how people 

develop place-related associations (Kavaratzis, 2008). Moreover, the literature of place imaging fails to 

introduce some applicable strategies to construct a more holistic place image.  

Furthermore, with the recent advancement of information and communication technologies, new 

dimensions have been added to this already complex concept, as the number of information sources that 

contribute to the formation of place image increases. The review of literature in this research particularly 

reveals several shortcomings in the current body of knowledge: 

• Scarcity of studies using multiple case studies 
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Among 80 empirical studies related to the place image that were examined, very few studied and 

compared the image for more than one sample case. Echtner and Ritchie (1993) as well as Baluglu and 

MacCleary (2005) are among those exceptions. These two seminal studies used a survey method to 

evaluate and compare the image of multiple locations on national scale to extract the components of place 

image. Among studies that investigate the online place image of geographical locations by accessing 

available online data (Huertas et al., 2016; Jabreel et al., 2017; Önder & Marchiori, 2017; Pang et al., 

2011; Serna et al., 2017), all used the textual data and computerized processes to examine the place 

image. Among the studies reviewed, no study had explored the online place image of multiple 

destinations by examining their visual representations. 

• Scarcity of studies investigating the image of American cities 

Among all the reviewed empirical work, only four research studies examined the image of the United 

States as a destination. Li and Stepchenkova (2012) attempt to extract a collective mental image of the 

United States as a travel destination by conducting a survey study. Pan et al. (2014) study the perceived 

destination image of Charleston, South Carolina, by analyzing the textual content manifested in 40 travel 

blogs. Marchiori and Önder (2017) compare the perception of consumers’ destination image and the 

projected image of official websites for eight American cities, including Detroit, Kansas, Las Vegas, New 

Orleans, Orlando, Phoenix, San Francisco, and Seattle. Lastly, Xiange and Gretzel ( 2010) examine how 

much social media content appear in when using the search engines to look for information by using nine 

U.S. tourist destinations as their sample cases. Compared to abundant research studies that focused on 

other destinations, particularly on Europe and South Asia, the image of American destinations in various 

geographical levels has been overlooked. 

• Scarcity of studies comparing the perceived image of both residents and visitors 

Many scholars underscore the importance an all-inclusive place image strategies (Paganoni, 2012, 

Merrilees et al., 2014; Zenker, 2009, Zenker et al., 2013). However, in reality, external target groups have 

been the focus of the majority of place branding practices and research (Cassia et al., 2018, Braun et al., 

2013). Few studies examine residents’ perceived place image and compare it with other target groups 

(Cassia et al., 2018, Martini and Buffa, 2015). Residents are active partners and co-producers of public 

goods, services, and policies and they play a vital for the political legitimization of place branding 

(Zenker et al., 2013). They are an important target group of place customers. They shape the place brand 

with their characteristics and behavior and are one of the main ambassadors for a place brand (Zenker et 

al., 2013). While residents are considered an important target group of place customers (Zenker et al., 
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2013), a review of the related literature reveals the scarcity of empirical knowledge about current and 

potential residents’ perceptions of cities.  

• Scarcity of studies comparing textual and visual content analysis 

Among 54 studies that explored online material, only four studies (Çakmak & Isaac, 2012; Choi et al., 

2007; Govers & Go, 2005; Mak, 2017) examined both textual and visual representations simultaneously. 

Reviewing online material is still a new approach in the place image domain. It is still not clear which one 

of these representation forms – i.e. textual and verbal- will lead us to a better understanding of place 

image dimensions, if they are replaceable with each other, and whether studying one of them is sufficient 

to have a comprehensive insight of a destination. Further investigation is necessary to address this 

shortcoming and bridge the existing gaps.  
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CHAPTER THREE : THE CONCEPTUAL FRAMEWORK AND RESEARCH 

OUTLINE 

This dissertation attempts to examine online "place image,” its construction and components, particularly 

within the context of American cities in the current digital era. Understanding the structure and process of 

forming an online city image may enable the official city organizations and their marketing units to 

communicate and deliver more effective and persuasive contents via the use of key branding strategies 

(Koltringer et al., 2015). Internet, as a substantial repository of data, not only offers an extensive 

information for examining and understanding different aspects of cities, but it also has become a powerful 

platform to form and transform the image of a place. The general purpose of this study is to increase the 

knowledge about the influence of the recent digital information on the formation of a place image and 

individuals’ perceptions of destinations through online platforms. However, there are multiple factors that 

are involved in the image formation process. Hence, studying the influence of various content and 

information sources on the projected images is not a straightforward procedure. In the previous chapter, 

existing literature on place image, its construction, and components were reviewed. This review provided 

different perspectives and frameworks identifying the key components and determinators. Using the 

literature review, a conceptual framework and outline for this study were established, which is explained 

in the following sections.  

3.1 The Conceptual Framework And Definition of Terms 

The conceptual framework for this study (see Figure 3) and the descriptions of its variables are explained 

below.  

Information Sources: Several studies have classified the images based on the information people receive 

from various sources (Gartner, 1989; Gunn, 1988; Jansson & Power, 2006; Li et al., 2009; Phelps, 1986; 

Selby & Morgan, 1996). The conceptual framework used for this study benefits from Jansson and Power's 

(2006) model through which the information sources are divided into two main groups: tangible and non-

tangible sources. The tangible sources consist of place physics, such as signature buildings and flagship 

projects. The place physics also refers to features like natural environments and green spaces, as well as 

urban infrastructures and planning strategies. The non-tangible sources are the information, which we 

receive indirectly from other sources about the tangible aspects of the place. The non-tangible information 

sources incorporate formal communication and word to mouth. Formal commutation relates to 

information that people receive through official channels, such as the advertisements and other 

promotional activities that are created to form a desirable place image. Cities’ websites and their official 

accounts on social media belong to this category. On the other hand, word to mouth is the information 
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people gather informally, through their acquaintances. The information people receive via social media 

platforms, such as Facebook and Instagram, also fits under this category and are labeled as electronic 

word to mouth.  

Mediators: Mediators are defined as features that affect the relationship between the dependent variables 

and the study's outcome variables. In this conceptual framework, two factors are considered as mediators. 

The first one is personal and socio-economic backgrounds of individuals, including gender, age, 

education, family lifecycle, personality, lifestyle, social class, occupation, level of income, marital status, 

and place of birth (Baloglu & McCleary, 1999; Bramwell & Rawding, 1996; Claudia Seabra et al., 2020; 

Huang & van der Veen, 2019; San Martín & Rodríguez del Bosque, Ignacio A, 2008). The second factor 

is the relationship that people (i.e. visitors, residents, and business owners) have with a place and the role 

they play in it (Braun et al., 2013; Zenker & Braun, 2010).  

Direct and Indirect Perception of Place: Direct perception of a place occurs through visiting and 

physically experiencing the place. In contrast, indirect perception of a place is formed by envisioning the 

place through information received from sources, such as advertisement, media, movies, or stories from 

others (Phelps, 1986).  

Perceived Image Dimensions: Basing it on Gartner's (1994) model of place image components, this 

study incorporates the perceived place image, which consists of cognitive, affective, and conative 

components. Cognitive components are what someone may know or think that he/she knows about a 

place. Affective components are related to how someone may feel about that knowledge. Lastly, conative 

components are how someone may act based on his/her knowledge and emotions (Baloglu & Brinberg, 

1997; Gartner, 1994). 

Hermeneutic Circle of Representations: In the hermeneutic circle of representations, place users are 

both consumers and producer of place image. After direct or indirect perception of place, the users may 

share their opinions and emotions either with their immediate social circle or share them with a more 

extensive network by posting them on social network platforms. This action impacts other people's pre-

visit perceptions and subsequently their behaviors in the place  (Caton & Santos, 2008; Mak, 2017; Urry, 

1990). 

Active/Organic Image Formation: The difference between these two images is whether the person 

involved in the process is taking the initiative to search for information or not (Li et al., 2009). Organic  
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Figure 3- Conceptual Framework 

 

• images are derived from information gathered through various resources as a passive and 

unintentional process. On the other hand, active images are formed by a conscious attempt to collect 

relevant data about a place with the purpose of increasing knowledge and familiarity (Gunn, 1988; Li et 

al., 2009).  

• Online Perceived and Projected Image Representation: Online projected city image refers to 

the image presented on the online platforms by city officials and marketing organizations for promotional 

purposes. A perceived image is defined as ideas, feelings, and impressions about a place received through 

indirect sources and/or direct experiences of the place. This form of place image can be accessed by 

studying the reviews, comments, and other materials that individuals share online about their experiences 

in the place. 

3.2 Research Outline 

This dissertation proposes two complementary studies that aim to: 
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1) compare the place image portrayed by individuals in personal blogs with the image projected by 

city officials and third-party organizations through websites;  

2) understand how the projected image created by the official city-websites affect various 

stakeholders’ perceived place image. 

 

• Study One 

There is a general agreement among researchers that the level of satisfaction after visiting a place depends 

on whether the image perceived through direct experience of a place is in congruence with the pre-visit 

expectations and perceived place image formed by other resources indirectly. Social platforms nowadays 

are enabling the Internet end-users to share their own version of place image without requiring any 

specific technical knowledge. However, the incongruity between the image created by individuals and the 

image projected by the official city websites reflecting city officials’ perceptions might a be sign of 

ineffective image formation strategies. This issue highlights the importance of examining the level of 

alignment between the projected and perceived online images to avoid any subsequent failure (Mak, 

2017). The goal of any presented image by formal organizations should be to match the place's perceived 

image (MacKay & Fesenmaier, 1997; Marine-Roig, 2016). Comparing the projected and perceived image 

of a place is recognized as a validated approach to evaluate the success of creating strong place image . 

Studying the congruity between the image reflected by individuals and the image presented in 

promotional materials is a critical issue to investigate (Choi, 2007). There is very limited research that 

focuses on this topic (Marine-Roig, 2016).  

In this first study, the place image portrayed by individuals in personal blogs will be compared with to the 

image projected by city officials and the third-party organizations within the context of American cities. 

The study further investigates the potential discrepancies among them. The main research question of this 

first study is: 

Research Question Q1.What are the main themes, similarities and differences among American cities’ 

place image created by official city and the third-party websites and the perceived image portrayed in 

personal blogs? 

A comparative content analysis is used to examine the online material communicated by various 

information agents extracting the similarities and discrepancies among them. Both textual and pictorial 

materials are analyzed identifying the projected and perceived images. Therefore, research question 1 has 

to be answered through the following three sub-questions: 
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Research Question Q1.1.A What are the main themes, similarities, and differences among American 

cities’ place images created by various information agents through textual content? 

Research Question Q1.1.B What are the main themes, similarities, and differences among American 

cities’ place images created by various information agents through visual content? 

Finally, the study compares the projected and perceived images of American cities by examining how 

each information agent is successfully establishing some distinction between their cities and other 

destinations. Accordingly, the study examines this through the following sub-question.  

Research Question Q1.2 Does each of these information agents –namely official websites, third-party 

websites and personal blogs- create distinctive place images for cities?  

Overall, this first study allows us to develop some insights into how city officials can continue to improve 

age and its implications. nderstanding the projected online imthe online image of their cities by u 

 

• Study Two  

Cities’ official websites are one of the most powerful channels of communication for city officials to 

promote their cities. Official websites have the capacity to outline the main attractions of a place by 

including or excluding images connected with the perceived "reputation" of their places. The decision to 

include proper features representing the cities may reinforce the place brand or, conversely, help to 

transform the desirability of the image for people (Onder & Marchiori, 2017).  

However, the place image is a subjective issue that is highly dependent on the relationship between the 

place and the people (Kavaratzis and Kalandides, 2015; Zenker and Braun, 2013; Zenker and Braun, 

2017). Researchers argue that the perceptions of a place can differ significantly for various target groups 

(e.g. between residents and visitors), given their different perspectives and interests (Marine-Roig, 2016; 

Zenker & Beckmann, 2013). Meeting the expectations of different stakeholders has become a big 

challenge for city planners and marketing agencies. Therefore, it is important for officials to understand 

how some key stakeholders’ overall image is formed and influenced by the image projected through 

cities’ websites. This dissertation investigates how the projected images created by official city websites 

affect various stakeholders’ perceived place image. Hence, the second research question for the second 

study is formulated as follows:  

Research Question Q2. Does exposure to cities’ official websites affect future residents’ and 

visitors’ perceived image of cities? 
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A quasi-experimental study is designed and executed to investigate this question. The roles of the 

cognitive and affective components of a place image and how they are being perceived by on residents 

and visitors is still little understood. This study investigates how exposure to cities’ websites can facilitate 

changes in perception of the city image in terms of its cognitive and affective dimensions. Therefore, two 

sub-questions of this study are formulated as:  

Research Question Q2.1.A Does exposure to cities official websites affect future residents' and 

visitors’ perceived cognitive image of cities? 

Research Question Q2.1.B Does exposure to cities’ official websites affect future residents' and 

visitors’ perceived affective image of cities? 

Lastly, this study investigates the associations between the cognitive and affective image and of a place 

before and after visiting a city’s official website.  

Q2.2 Is there an association between perceived cognitive and affective image of cities? 

The results are expected to provide valuable insights about the types of online information and how it 

influences different stakeholders’ perceptions of the city image.   
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CHAPTER FOUR:  COMPARISON OF PROJECTED AND PERCEIVED IMAGE OF 

NINE AMERICAN CITIES: A CONTENT ANALYSIS APPROACH 

4.1 Introduction  

The purpose of city branding endeavors is to communicate effective strategies to project a distinctive city 

image. In order to assess the success of the city branding projects, studies have been comparing the 

images projected by city officials with the images perceived by the users (Költringer & Dickinger, 2015; 

Nandan, 2005). The proliferation of online place-related content over the past few decades has offered an 

unprecedent opportunity to evaluate and compare projected and perceived place images of various 

geographical locations and assess the projected image strengths and weaknesses (Költringer & Dickinger, 

2016). Particularly, Web 2.0 and social media have been recognized as valuable resources to study the 

place image communicated by individuals in comparison with the image portrayed by city ensembles and 

marketing agencies and discover the similarities and discrepancies among them (Xiang & Gretzel, 2010).  

Nevertheless, the abundance and scatteredness of online material has created some setbacks for the 

researchers and hindered the processing and analyzing the massive amount of available data at hand 

(González-Rodríguez et al., 2016; Xiang & Gretzel, 2010). This study proposes a method to investigate 

the online projected and perceived images of nine American cities through systematic processing and 

analyzing of online content communicated by various information sources. The first step of this process is 

to define the research objectives and questions of the study. 

4.2 Research Objectives and Questions  

This study’s main objective is to identify the potential existing gaps between the online image of a city 

location that is projected by city officials and other third-party agents and the image that is perceived by 

the individuals who visited those places and shared their experiences online. Formally outlining the 

objective of this study, the main research question is defined as follows: 

 Q1. What are the main themes presented in the American cities’ place images and what are the 

similarities, and differences among them? 

Accordingly, the two sub-questions are: 

Q1.1. What are the main themes presented in the American cities’ place images via textual content and 

what are the similarities, and differences among them? 

Q1.2. What are the main themes presented in the American cities’ place images via visual content and 

what are the similarities, and differences among them? 
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And lastly, this study compares the image of nine American cities with each other to find the similarities 

and differences among them. The last sub-question question of this study is: 

Q1.3. Does each of these information agents -official websites, third-party websites, and personal 

blogs- create distinct place images for American cities?  

To answer these questions, several research methods were utilized in this study. The textual data were 

analyzed by an unsupervised automatic quantitative procedure, and the visual data were first studied 

qualitatively and were later analyzed quantitatively as well.  

4.3 Setting 

In the previous chapters, I addressed the existing gap in the current body of literature with respect to the 

online image of American cities. To further study and bridge this gap, nine American cities were selected 

for the sample case study using several steps:  

- To ensure sufficient data, the first fifty most populated cities in America were selected for the 

first step.  

- Next, out the of fifty cities, the most well-known destinations (i.e., New York, Los Angeles, San 

Francisco, Chicago, Etc.) removed from the list since a lot of people already have specific city 

images associated with these cities.  

- And lastly, to have a more representative sample of American cities, cities were groups based on 

their location in the three major geographic regions (East Coast, West Coast, and Central) and 

nine cities were selected so that cities from each region were included.  

The final list included a set of the following nine cities: Buffalo, NY, Austin, TX, Jacksonville, FL, 

Indianapolis, IN, Charlotte, NC, Louisville, TN, Sacramento, CA, Salt Lake City, UT, and St. Louis, MO. 

4.4 Data Collection 

In order to measure the distance between the image transmitted by different online sources – also referred 

to as ‘information agents’ in this study-, the place image communicated by three information resources 

examined including: 1) the image projected by city ensemble via official channels, 2) the autonomous 

image communicated by independent sources such as travel magazines, and 3) the organic image 

produced by individuals – who do not receive payment for their contribution- through social media 

platforms.  
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Individuals use different online mediums to share their experiences of different places, such as reviews, 

comments, online content in social media like Facebook and Instagram, travel blogs, and vlogs. Among 

these mediums, one of the most popular forms of user generated content for sharing such experiences is 

“travel blog” (Iordanova & Stainton, 2019; Pan et al., 2007).     

Weblogs or “blogs” are described by Cayzer (2004) as “push-button publishing for people.” They have 

appeared on web world since 1997 and have gained a significant popularity in recent years (Akehurst, 

2009, Chen et al., 2105; Pan et al., 2014;). Mak (2007) describes travel blogs as “online diaries” that 

revolve around travel-related themes. Individuals use blogs to describe and share their subjective 

experiences and opinions with others (Chen et al., 2014). As a result, blogs provide a strong sense of the 

blogger’s individuality and attitude.  

Blogs differ from other types of social media in terms of both format and content. They are typically 

structured as a series of dated entries (Blood, 2004), which enable the bloggers to narrate their 

experiences and destination images in a story-telling format (Govers et al., 2007). Unlike comments and 

reviews, studying the travel blogs allows researchers to observe many aspect of an individual’s 

experiences and impressions of a place (Banyai & Glover, 2012). Travel blogs enable the researchers to 

study individuals’ affective and overall image of a place (Pan et al., 2007). Moreover, new technologies 

have allowed the bloggers to include other multimedia materials such as photos, audio files, and videos on 

their blogs in addition to simple text (Chen et al., 2014). These additional contents provide even more 

opportunities to study the place from the blogger’s point of view and examine their visual perceived place 

image.  

Blogs are identified as a form of “Electronic Word of Mouth” in the place image literature (Pan et al., 

2007). Prospective visitors can search blogs to acquire knowledge about subjective opinions of other 

visitors or even write a comment about their experiences (Chen et al., 2014; Yoo et al., 2012). Blog 

contents are considered a form of written word of mouth (Xiang & Gretzel, 2010) with the power to shape 

the readers’ place image. This power makes blogs an important source of information (Pan & Fesenmaier, 

2006). 

Scholars have argued that personal blog content can be used to improve projected place images by 

adjusting the image to people’s demands and expectations (Banyai & Glover, 2012; Pan et al., 2007). In 

terms of destination image, Pan et al. (2007) argue that marketers “need to understand blogs as a new 

technological phenomenon with implications for marketing and promotion of a destination” ( p. 38). 

Akehurst (2009) suggests that examining travel blogs’ content may result in better and more long-term-

established outcomes, when compared to more traditional imaging methods. Despite these suggestions, 
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studying blogs’ content is still in its infancy stage. In this study, personal blogs and the information they 

contain selected to further study the perceived image of the city. 

The data collection phase consisted of a semi-automatic procedure of finding, downloading, organizing, 

cleaning, and analyzing large scale online content collected from various data sources. The first step of 

this process was to select the URLs to collect relevant data. The main channel for city ensembles to 

communicate with general public is cities’ official websites. There are mainly one, or at most, two 

websites presented by the city officials. On the other hand, third-party resources include numerous online 

websites operated by various organizations projecting cities’ online images pursuing different purposes. 

Personal blogs are similar to third-party websites in this aspect, as they are scattered through the internet, 

and there is not one single URL to refer to for the individuals’ perceived image. Therefore, two different 

procedures were done to select the relevant URLs.  

4.4.1 Selection of Personal Blogs and Official Websites 

In order to find the websites representing the city officials, cities’ name and the corresponding state name 

were typed in the Google search engine box. Google search engine was selected for two reasons. First, it 

is the most used search engine by English language users for information research. Second, Google’s 

PageRank algorithm organizes documents based on their popularity among users (Brin & Page, 1998). As 

a result, less relevant websites were unlikely to be selected. In the initial step, both government websites 

and information websites were selected for further investigation. However, a review of government 

websites (e.g., charottenc.gov) revealed that such websites mainly provided information regarding civil 

services and various associated activities and did not include information needed for this study. Therefore, 

they were eliminated in later steps of data collection. Eventually, 12 Websites were selected, and their 

pictorial and textual information were collected and saved. The URLs of those websites are as follows: 

• Charlotte: https://www.charlottesgotalot.com 
• Buffalo: https://www.visitbuffaloniagara.com 
• Sacramento: https://www.visitsacramento.com 
• Jacksonville: https://www.visitflorida.com/Jacksonville and https://www.visitjacksonville.com 
• Louisville: https://www.gotolouisville.com 
• St louis: https://explorestlouis.com/ 
• Indianapolis: https://www.visitindy.com and https://www.downtownindy.org 
• Austin: https://www.austintexas.org 
• Salt Lake City: https://www.visitutah.com and https://www.visitutah.com/places-to-go/cities-and-

towns/salt-lake-city 
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4.4.2 Selection of Personal Blogs and Official Websites 

A web mining architecture to collect data from blogs and third-party resources was designed and 

implemented using web browser interaction tools in Python. Pinterest.com search API was used to select 

the URLs of relevant documents. Pinterest API search system is similar to Google in terms of using a 

PageRank algorithm, which allowed us to find the URLs with a higher view rate for this study.  

One challenge in using the Pinterest search engine was that it uses the search history information in such a 

way that previous search histories impact of the new search results. To address this problem, before 

collecting the data for each city, the history of the Pinterest account used in the data collection process 

was cleared and all settings were set back to default.  

The data were collected in two steps: first, for each city in the sample list, the city and the corresponding 

state’s names were typed in the search box and the URLs of the top 110 webpages were collected and 

saved. In the next step, HTML data of those pages, including both visual and textual data were stored in 

separate files. Next, two human trainers reviewed all the stored ULRs, independently, and removed the 

irrelative and repetitive websites and advertisements. Then, the remaining webpages were classified into 

either personal blogs or third-party websites categories by two trainers. In the few cases of disagreement, 

a third opinion was acquired to determine the category. 

The final dataset included the content of 1,213 webpages related to nine case study cities over the time 

period August 2019 and Nov 2019. Out of these 1,213 webpages, 688 pages were related to official city 

websites, 156 pages were related to Third-party websites, and 369 pages were for personal blogs. A 

detailed description of the study data is presented in Table 4. 
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Table 4- The number of webpages for each city and information agent 

City Dimension Official 

Websites 

Personal 

Blogs 

Third-party 

Websites 

Total 

Austin 44 52 9 105 

Buffalo 92 34 11 137 

Charlotte 92 36 14 142 

Indiana 94 37 16 147 

Jacksonville 85 27 16 128 

Louisville 69 31 24 124 

Sacramento 64 46 21 131 

Salt Lake City 81 53 19 153 

St. Louis 67 53 26 146 

Total 688 369 156 1213 

 

4.4.3  Ethical Issues  

The proposed research method might raise two concerns. First, applying automatic content mining to 

extract data is a relatively new approach that may raise some ethical concerns. Unlike some platforms 

such as Facebook and Instagram, collecting data from Pinterest.com is not prohibited in the website 

agreement. Second, there is an ongoing debate among researchers on whether user-generated content 

shared on online environments is in the “public” or “private” domain. One group of researchers believes 

that “implied consent” cannot be assumed just because the information is online. On the other hand, other 

researchers argue that this type of content does not have restricted access constraints, and thereby, such 

contents are within the “public domain.” Hence, ethical issues related to collecting and analyzing such 

data are not of concern (Mak, 2017; Snee, 2008). Snee (2008) supports a “context-driven” approach to 

ethics, in which a researcher should consider social media being as a public/private continuum. This 

approach is in line with the Association of Internet Researchers’ ethical guidelines, which recommend 

some general principles rather than inflexible rules when leading Web 2.0 research. In this study, the 

degree of self-presentation/self-disclosure of the selected social media platforms (i.e., personal blog 

websites) is high. Thus, particular caution was exercised to maintain the content creators’ anonymity. 

Furthermore, the collected data are only presented in an aggregate format to ensure that the bloggers’ 

identities were not exposed (Zimmer, 2010). 

4.5 Findings and Discussion 

The proposed method for this study is to analyze both the textual and visual online content. Content 

analysis refers to a family of procedures that employ a systematic and objective analysis of information 
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(Jabreel et al., 2017) to guarantee the reliability and replicability of the study (Donaire et al., 2014). This 

method enables researchers to systematically review large amount of data and identify relevant patterns 

and themes, such as detecting the most frequently used keywords, or co-occurrence of multiple terms 

within unites of data (Iordanova & Stainton, 2019; Jabreel et al., 2017). 

Content analysis of written information can offer great insight about the image of a destination (O’Leary 

& Deegan, 2005). Moreover, automated content analysis methods allow the researchers to capture the 

most critical information from gigabytes of raw textual data (Költringer & Dickinger, 2015; O’Leary & 

Deegan, 2005). In this section, the place image projected by official and third-party websites will be 

compared with the image expressed by individuals in personal blogs. More specifically, the congruency 

among the place images communicated by these information sources was examined by analyzing both 

textual and pictorial material presented in them in order to find potential similarities and discrepancies 

among images created the different sources. 

4.5.1 Textual data 

The purpose of analyzing textual data is to find the main themes manifested by three information agents 

with respect to nine American cities as well as the similarities and differences among those themes. 

 4.5.1.1 Data Description 

Textual data were collected, organized, processed, and analyzed using a semi-automatic unsupervised 

machine-learning method, which allowed us to process and explore a large quantity of verbal material in a 

rather short amount of time. In total, more than 555,000 words from 1,213 webpages representing nine 

sample case studies were examined. Table 5 provides further details about the frequency of words for 

each city and information source.   
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Table 5- Words frequency 

City Dimension Official 

Websites 

Personal 

Blogs 

Third-party 

Websites 

Total 

Austin 16190 33949 6742 56881 

Buffalo 18300 24614 8735 51649 

Charlotte 35478 18993 11571 66042 

Indiana 43653 24691 8690 77034 

Jacksonville 25786 20192 10465 56443 

Louisville 15538 28544 17029 61111 

Sacramento 8713 26363 16886 51962 

Salt Lake City 21391 38448 10597 70436 

St. Louis 15206 31251 17577 64034 

Total 200255 247045 108292 555592 

 

4.5.1.2 Preprocessing of Raw Data  

several steps were taken to prepare the data for further analysis. Those procedures were as follow: 

- All capital letters were transformed to lower cases.  

- All the punctuations, digits, and URLs were removed from the data.  

- NLTK Python library was used to extract two- and three-part words and redefine them as one unit 

of text (e.g., Salt Lake City, United State, Niagara Falls, and North Carolina).  

- Abbreviations were replaced with complete form of words (e.g., NC, TX, JAX).  

- All the words were spell-checked and corrected.  

- The most common repeated words were removed from the text. The list of those words is 

presented in Table 6.  

- All the words were replaced by their root forms. For instance, plural nouns were transforms into 

their singular words.  

- Past and imperfect verb forms were replaced by their simple forms. 

- Words with similar meaning were combined into one keyword (i.e., “Kid” was replaced with the 

word “Child”) 

Applying these changes resulted in the reduction of textual content to 233,855 text units.  
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Table 6- List of stop words 

 

4.5.1.3 Keyword Frequency Analyses 

In order to study the most repeated keywords in each of the three sub-categories – namely, official 

websites, third-party websites, and personal blogs- and the frequencies and weighted frequencies of those 

words, this study used a keyword analysis method. Keyword analysis is a popular method in textual 

content analysis studies. Counting the most frequent words allows the researchers to view the place image 

from an all-inclusive perspective and reveals the most predominant themes in place images. The majority 

of online image studies use keywords counting methods to interpret textual data (Stepchenkova et al., 

2009).  

  

 

List of 337 Stop Words 

 
 
a, about, above, across, after, afterwards, again, against, all, almost, alone, along, already, also, although, always, am, 
among, amongst, amoungst, amount, an, and, another, any, anyhow, anyone, anything, anyway, anywhere, are, 
around, as, at, back, be, became, because, become, becomes, becoming, been, before, beforehand, behind, being, 
below, beside, besides, between, beyond, bill, both, bottom, but, by, call, can, cannot, cant, co, computer, con, could, 
couldnt, cry, de, describe, detail, did, didn, do, does, doesn, doing, don, done, down, due, during, each, eg, eight, 
either, eleven, else, elsewhere, empty, enough, etc, even, ever, every, everyone, everything, everywhere, except, few, 
fifteen, fifty, fill, find, fire, first, five, for, former, formerly, forty, found, four, from, front, full, further, get, give, go, 
had, has, hasnt, have, he, hence, her, here, hereafter, hereby, herein, hereupon, hers, herself, him, himself, his, how, 
however, hundred, i, ie, if, in, inc, indeed, interest, into, is, it, its, itself, just, keep, kg, km, last, latter, latterly, least, 
less, ltd, made, make, many, may, me, meanwhile, might, mill, mine, more, moreover, most, mostly, move, much, 
must, my, myself, name, namely, neither, never, nevertheless, next, nine, no, nobody, none, noone, nor, not, nothing, 
now, nowhere, of, off, often, on, once, one, only, onto, or, other, others, otherwise, our, ours, ourselves, out, over, 
own, part, per, perhaps, please, put, quite, rather, re, really, regarding, same, say, see, seem, seemed, seeming, seems, 
serious, several, she, should, show, side, since, sincere, six, sixty, so, some, somehow, someone, something, 
sometime, sometimes, somewhere, still, such, system, take, ten, than, that, the, their, them, themselves, then, thence, 
there, thereafter, thereby, therefore, therein, thereupon, these, they, thick, thin, third, this, those, though, three, 
though, throughout, thru, thus, to, together, too, top, toward, towards, twelve, twenty, two, un, under, unless, until, 
up, upon, us, used, using, various, very, via, was, we, well, were, what, whatever, when, whence, whenever, where, 
whereafter, whereas, whereby, wherein, whereupon, wherever, whether, which, while, whither, who, whoever, 
whole, whom, whose, why, will, with, within, without, would, yet, you, your, yours, yourself, yourselves 
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Table 7- The most frequent keywords appeared in each information agents’ textual content 

Rank Official Websites Personal Blogs Third-party 

Websites 

Rank Official Websites Personal 

Blogs 

Third-party 

Websites 1 city good good 61 country bike ride 
2 art city city 62 detail summer run 
3 good park park 63 big lake farm 
4 park museum museum 64 Style Option Summer 
5 local child art 65 Gallery Lunch Drink 
6 museum restaurant restaurant 66 Perfect Bourbon Scene 
7 downtown coffee child 67 Game Brewery Option 
8 tour art area 68 Sport Hot School 
9 center food hotel 69 Adventure Farm Perfect 

10 restaurant street tour 70 Public Ride Fall 
11 home favorite center 71 Fresh Wine Bike 
12 bar local home 72 Ride Market Avenue 
13 experience downtown local 73 Cocktail Avenue Dine 
14 street free family 74 Live music Different Wine 
15 food tour trail 75 Run Zoo Unique 
16 shop area free 76 Building Outside Nature 
17 event bar street 77 Speedway Popular Mountain 
18 coffee hotel history 78 Hall Friend Delicious 
19 family walk food 79 Farm Unique Breakfast 
20 historic home bar 80 Option Water Hot 
21 trail shop historic 81 Hike Theatre Famous 
22 enjoy fun river 82 Community Friendly Culture 
23 beer eat downtown 83 Breakfast Vegan Game 
24 history trip enjoy 84 Dinner Pretty Style 
25 child family older 85 Trip Barbecue District 
26 explore explore town 86 Play Chicken Gallery 
27 brew beer trip 87 Barbecue Car Square 
28 area enjoy walk 88 Square Event Hill 
29 festival center coffee 89 Water Cocktail Getaway 
30 house house neighborhood 90 Race Run Fresh 
31 free older shop 91 People Brunch Travel 
32 hotel town fun 92 Business Cool Cost 
33 neighborhood drink house 93 Airport Getaway Animal 
34 theatre trail beach 94 Classic Wall Brewery 
35 river history garden 95 District Pool Country 
36 culture garden people 96 Mountain Scene Price 
37 drink beautiful favorite 97 Drive Store Dish 
38 fun weekend explore 98 Bourbon Fresh Burger 
39 south historic lake 99 October Pizza Spring 
40 outdoor neighborhood experience 100 Travel Brew Tree 
41 music breakfast south 101 Beautiful Attraction Festival 
42 dine south zoo 102 Performing Sandwich Public 
43 favorite river building 103 Lake Game Play 
44 scene perfect attraction 104 Pizza Road Different 
45 beach travel hike 105 Store Sweet Music 
46 wine night market 106 Light Play Community 
47 garden delicious event 107 Club Famous Residence 
48 brewery mural water 108 Lunch Public Island 
49 older building theatre 109 Hot Ski Destination 
50 eat drive outdoor 110 Entertainment Cheese Derby 
51 bike big night 111 Hill Inside Creek 
52 unique taco road 112 Urban Parking County 
53 night fall beautiful 113 Sandwich Happy Dog 
54 fall people weekend 114 Ski Bridge Pool 
55 market experience friendly 115 Creek Spring Light 
56 attraction beach popular 116 Craft Ice cream Car 
57 town hike beer 117 Motor Chocolate Science 
58 friendly dinner eat 118 Village Resort Cocktail 
59 avenue outdoor big 119 Queen Square Collection 
60 walk amazing drive 120 Tradition Congress Sport 
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Table 8- Frequency and normalized frequency of most repeated keywords in each sub-category 

Keyword Official Websites 

Words Frequency 

Official Websites 

Normalized 

Frequency( %) 

Personal Blogs 

Words Frequency 

Personal Blogs 

Normalized 

Frequency ( %) 

Third-party 

Websites Words 

Frequency 

Third-party 

Websites 

Frequency 

Normalized  ( %) 

City 1519 1.761 2323 2.262 930 2.073 
Art 1427 1.654 1010 0.983 634 1.413 
Good 1391 1.612 2829 2.754 1039 2.316 
Park 1221 1.415 1514 1.474 848 1.89 
Local 952 1.103 809 0.788 327 0.729 
Museum 890 1.032 1175 1.144 716 1.596 
Downtown 834 0.967 799 0.778 283 0.631 
Tour 813 0.942 768 0.748 351 0.782 
Center 736 0.853 565 0.55 342 0.762 
Restaurant 723 0.838 1092 1.063 437 0.974 
Home 698 0.809 707 0.688 331 0.738 
Bar 667 0.773 762 0.742 311 0.693 
Experience 661 0.766 353 0.344 193 0.43 
Street 603 0.699 935 0.91 322 0.718 
Food 590 0.684 989 0.963 312 0.695 
Shop 587 0.68 704 0.685 243 0.542 
Event 569 0.66 253 0.246 172 0.383 
Coffee 568 0.658 1013 0.986 248 0.553 
Family 567 0.657 588 0.572 327 0.729 
Historic 549 0.636 435 0.423 293 0.653 
Trail 528 0.612 458 0.446 326 0.727 
Enjoy 513 0.595 574 0.559 278 0.62 
Beer 504 0.584 575 0.56 140 0.312 
History 503 0.583 455 0.443 321 0.716 
Child 471 0.546 1149 1.119 388 0.865 
Explore 469 0.544 581 0.566 194 0.432 
Brew 468 0.542 226 0.22 72 0.16 
Area 467 0.541 764 0.744 371 0.827 
Festival 466 0.54 112 0.109 93 0.207 
House 463 0.537 525 0.511 230 0.513 
Free 459 0.532 769 0.749 325 0.724 
Hotel 457 0.53 758 0.738 352 0.785 
Neighborhood 450 0.522 426 0.415 246 0.548 
Theatre 449 0.52 265 0.258 152 0.339 
River 402 0.466 421 0.41 284 0.633 
Culture 399 0.462 134 0.13 107 0.239 
Drink 395 0.458 469 0.457 128 0.285 
Fun 390 0.452 692 0.674 235 0.524 
South 386 0.447 422 0.411 193 0.43 
Outdoor 380 0.44 342 0.333 152 0.339 
Music 367 0.425 144 0.14 92 0.205 
Dine 365 0.423 160 0.156 118 0.263 
Favorite 358 0.415 826 0.804 195 0.435 
Scene 346 0.401 238 0.232 128 0.285 
Beach 342 0.396 350 0.341 223 0.497 
Wine 340 0.394 285 0.277 118 0.263 
Garden 339 0.393 448 0.436 199 0.444 
Brewery 336 0.389 307 0.299 96 0.214 
Older 328 0.38 505 0.492 271 0.604 
Eat 326 0.378 668 0.65 140 0.312 
Bike 323 0.374 335 0.326 119 0.265 
Unique 314 0.364 268 0.261 114 0.254 
Night 307 0.356 416 0.405 152 0.339 
Fall 307 0.356 355 0.346 122 0.272 
Market 298 0.345 285 0.277 176 0.392 
Attraction 295 0.342 226 0.22 181 0.403 
Town 295 0.342 489 0.476 270 0.602 
Friendly 290 0.336 265 0.258 143 0.319 
Avenue 287 0.333 282 0.275 119 0.265 
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Table 8 (continued)- 
Keyword Official Websites 

Words Frequency 

Official Websites 

Normalized 

Frequency( %) 

Personal Blogs 

Words Frequency 

Personal Blogs 

Normalized 

Frequency ( %) 

Third-party 

Websites Words 

Frequency 

Third-party 

Websites 

Normalized  

Frequency ( %) 

Avenue 287 0.333 282 0.275 119 0.265 
Walk 283 0.328 723 0.704 256 0.571 
Country 279 0.323 180 0.175 96 0.214 
Detail 266 0.308 50 0.049 12 0.027 
Big 266 0.308 379 0.369 139 0.31 
Style 263 0.305 183 0.178 105 0.234 
Gallery 263 0.305 156 0.152 103 0.23 
Perfect 262 0.304 420 0.409 124 0.276 
Game 258 0.299 225 0.219 107 0.239 
Sport 253 0.293 136 0.132 82 0.183 
Adventure 250 0.29 158 0.154 79 0.176 
Public 249 0.289 217 0.211 93 0.207 
Fresh 242 0.28 233 0.227 100 0.223 
Ride 240 0.278 295 0.287 135 0.301 
Cocktail 237 0.275 247 0.24 84 0.187 
Live music 234 0.271 133 0.129 59 0.132 
Run 232 0.269 247 0.24 133 0.296 
Building 232 0.269 385 0.375 187 0.417 
Speedway 230 0.267 56 0.055 19 0.042 
Hall 227 0.263 129 0.126 60 0.134 
Farm 223 0.258 303 0.295 133 0.296 
Option 220 0.255 325 0.316 127 0.283 
Hike 218 0.253 350 0.341 180 0.401 
Community 216 0.25 156 0.152 92 0.205 
Breakfast 216 0.25 425 0.414 110 0.245 
Dinner 216 0.25 344 0.335 79 0.176 
Trip 211 0.245 606 0.59 258 0.575 
Play 209 0.242 221 0.215 93 0.207 
Barbecue 208 0.241 264 0.257 65 0.145 
Square 207 0.24 198 0.193 103 0.23 
Water 206 0.239 268 0.261 155 0.345 
Race 206 0.239 103 0.1 67 0.149 
People 205 0.238 354 0.345 196 0.437 
Business 204 0.236 105 0.102 59 0.132 
Airport 201 0.233 91 0.089 27 0.06 
Classic 201 0.233 151 0.147 78 0.174 
District 199 0.231 132 0.129 105 0.234 
Mountain 196 0.227 169 0.165 111 0.247 
Drive 196 0.227 383 0.373 136 0.303 
Bourbon 193 0.224 318 0.31 67 0.149 
October 193 0.224 63 0.061 32 0.071 
Travel 193 0.224 419 0.408 99 0.221 
Beautiful 191 0.221 444 0.432 151 0.337 
Performing 188 0.218 65 0.063 56 0.125 
Lake 186 0.216 327 0.318 194 0.432 
Pizza 185 0.214 228 0.222 71 0.158 
Store 184 0.213 237 0.231 67 0.149 
Light 183 0.212 185 0.18 85 0.189 
Club 182 0.211 59 0.057 37 0.082 
Lunch 176 0.204 319 0.311 74 0.165 
Hot 175 0.203 307 0.299 109 0.243 
Entertainment 175 0.203 63 0.061 44 0.098 
Hill 173 0.201 188 0.183 101 0.225 
Urban 173 0.201 109 0.106 53 0.118 
Sandwich 170 0.197 226 0.22 60 0.134 
Ski 169 0.196 214 0.208 36 0.08 
Creek 168 0.195 163 0.159 87 0.194 
Craft 167 0.194 111 0.108 72 0.16 
Motor 166 0.192 45 0.044 18 0.04 
Village 166 0.192 138 0.134 32 0.071 

 

Following these studies, in the first step, a list of all unique keywords that appeared in the entire data set 

was prepared. The keywords that were not directly relevant to place image attributes (e.g., absolutely, 
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available, decide, Etc.) were removed from the data set. The name of the cities and states (e.g., Charlotte, 

Texas) were also excluded from the data. These actions reduced the list of unique keywords in all the data 

into a set of 1041 keywords. 

Table 7 shows the 120 most repeated keywords and phrases for each sub-category. Table 8 provides 

further details about keywords frequency and weighted frequency1 in each of the sub-categories. 

A review of findings demonstrated that certain keywords had the highest frequency ranks in all sub-

categories. For instance, the keywords “park,”, “museum,” “local,” and “restaurant” were among the top 

ten most frequent keywords list in all three groups. On the other hand, some words appeared in one of 

information agents’ content more frequently compared to the other ones. For example, the word “child” 

had a higher rank in personal blogs and third-party websites compared to official websites. Whereas, the 

word “art” and “local” have a relatively higher frequency rate in official websites’ data compared to the 

other two groups.  

Counting the most frequent keywords provides important insights on the differences among place images 

communicated by three information agents, however, it is not sufficient. Hence employed another 

analysis method used as suggested by previous studies (Költringer & Dickinger, 2015; Stepchenkova et 

al., 2009).  

4.5.1.4 Chi-square Test on All Keywords  

One of the main questions of this study was what the differences among information agents are in terms 

of the image they communicate. Counting the frequency of each keyword, on its own, did not provide the 

sufficient information to respond to this question. This section further investigates which keywords create 

a distinction among three sub-categories under study. More specifically, we investigate which keywords 

have been repeated relatively more frequently in one or two of information agents’ datasets compared to 

the other ones. For this purpose, a Chi-square test was conducted on the dataset to extract the keywords 

that differentiate the three sub-categories under study.   

Figure 4 presents the top 60 keywords with the most significant difference in their frequency rate among 

three sub-categories. Table 9 provides further details about Chi-square test results by ranking the 

keywords based on their Chi-square scores. These results showed that the keyword “Festival” held the  

 
1 Weighted frequency is calculated by dividing the frequency of each keyword by the total count of keywords in the 
sub-category. 
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Figure 4- Keywords with highest Chi-square test score in all textual data 
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Table 9- keywords with highest Chi-square scores 
 Keyword Official 

Websites 

Normalized 

frequency 

Personal Blogs 

Normalized 

frequency 

Third Part 

Websites 

Normalized 

frequency 

Chi-square 

Test 

Degree of 

Freedom 

P 

Value 

Significance 
1 Festival 0.532 0.12 0.204 294.346 2 0 *** 
2 Mural 0.095 0.395 0.172 191.154 2 0 *** 
3 Child 0.522 1.079 0.774 184.705 2 0 *** 
4 Culture 0.457 0.141 0.232 175.074 2 0 *** 
5 Event 0.647 0.259 0.362 174.554 2 0 *** 
6 Favorite 0.411 0.826 0.408 174.431 2 0 *** 
7 Speedway 0.268 0.064 0.056 172.883 2 0 *** 
8 Experience 0.751 0.358 0.404 158.184 2 0 *** 
9 Taco 0.129 0.366 0.112 154.771 2 0 *** 

10 Flea 0.025 0.011 0.148 154.1 2 0 *** 
11 Trip 0.247 0.608 0.534 143.138 2 0 *** 
12 Coffee 0.319 0.602 0.238 141.261 2 0 *** 
13 Music 0.421 0.151 0.202 140.534 2 0 *** 
14 Walk 0.327 0.724 0.53 140.333 2 0 *** 
15 Art 1.578 0.986 1.256 133.452 2 0 *** 
16 Brewing 0.313 0.123 0.08 131.129 2 0 *** 
17 Delicious 0.149 0.402 0.24 113.466 2 0 *** 
18 Celebration 0.156 0.026 0.046 110.749 2 0 *** 
19 Eat 0.329 0.581 0.26 110.426 2 0 *** 
20 Dine 0.419 0.167 0.254 109.31 2 0 *** 
21 Weekend 0.176 0.444 0.316 107.837 2 0 *** 
22 Motor 0.196 0.053 0.054 106.843 2 0 *** 
23 Vegan 0.094 0.271 0.1 105.77 2 0 *** 
24 Cost 0.034 0.123 0.216 101.053 2 0 *** 
25 October 0.226 0.071 0.082 98.541 2 0 *** 
26 Accessible 0.14 0.025 0.052 89.905 2 0 *** 
27 Cute 0.016 0.129 0.052 88.694 2 0 *** 
28 Club 0.214 0.067 0.092 86.426 2 0 *** 
29 Golf 0.191 0.053 0.082 86.401 2 0 *** 
30 Pumpkin 0.114 0.019 0.028 85.792 2 0 *** 
31 Airport 0.235 0.099 0.072 83.877 2 0 *** 
32 Congress 0.063 0.199 0.076 82.929 2 0 *** 
33 Fishing 0.153 0.031 0.08 82.901 2 0 *** 
34 Food 0.67 0.987 0.642 79.368 2 0 *** 
35 Theatre 0.513 0.271 0.322 78.994 2 0 *** 
36 School 0.102 0.11 0.272 77.946 2 0 *** 
37 Wall 0.098 0.248 0.106 77.945 2 0 *** 
38 Travel 0.226 0.423 0.216 77.316 2 0 *** 
39 Handicap 0.084 0.009 0.018 76.064 2 0 *** 
40 Performing 0.22 0.073 0.13 74.184 2 0 *** 
41 International 0.188 0.066 0.07 72.761 2 0 *** 
42 Pool 0.084 0.246 0.19 72.744 2 0 *** 
43 Source 0.029 0.058 0.15 72.259 2 0 *** 
44 Convention 0.129 0.025 0.068 71.096 2 0 *** 
45 Local 1.076 0.809 0.672 69.818 2 0 *** 
46 Entertainment 0.206 0.071 0.106 69.575 2 0 *** 
47 Derby 0.066 0.068 0.194 68.165 2 0 *** 
48 Cool 0.098 0.249 0.14 66.754 2 0 *** 
49 Donut 0.071 0.193 0.084 65.381 2 0 *** 
50 Comment 0.024 0.125 0.07 64.38 2 0 *** 
51 Friend 0.126 0.277 0.142 64.242 2 0 *** 
52 African American 0.115 0.025 0.048 63.881 2 0 *** 
53 Halloween 0.106 0.025 0.032 62.606 2 0 *** 
54 LGBTQ 0.077 0.011 0.018 62.598 2 0 *** 
55 Queen 0.196 0.074 0.096 60.721 2 0 *** 
56 Breakfast 0.252 0.429 0.238 60.587 2 0 *** 
57 Annual 0.157 0.045 0.11 60.533 2 0 *** 
58 Different 0.124 0.286 0.204 59.509 2 0 *** 
59 Beer 0.574 0.578 0.298 59.331 2 0 *** 
60 Jazz 0.126 0.033 0.06 58.603 2 0 *** 
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highest rank with the Chi-square score of 294.346. This word’s weighted frequency was 0.532 in official 

websites, much higher than its weighted frequency in third-party websites (0.204) and personal blogs 

(0.12). The word “Mural” was second on the list with the weighted frequency of 0.395, 0.172, and 0.095 

in personal blogs, third-party, and official websites, respectively. The next keyword on this list was 

“child” that appeared more regularly in personal blogs compared to the other groups. The next two 

keywords with the highest Chi-square scores were “culture” and “event,” observed more frequently in 

official websites.  

Although Chi-square statistical method is a very helpful technique in extracting the keywords that 

appeared more regularly in one or two groups, it was not feasible to study the long list of keywords in this 

study using Chi-square method. To overcome this shortfall, we employed another statistical method as 

explained in the next section. 

4.5.1.5 Correspondence Analysis of Keywords in Three Information Sources Content 

Correspondence analysis is a multivariate exploratory statistical technique that reveals associations and 

disassociation patterns in complex categorical data. More importantly, this method of analysis visualizes 

these relations to facilitate their identification and a better understanding of such complicated associations 

(Glynn, 2014). Correspondence analysis provides a visual representation of cross-tabulations, also known 

as cross tabs, or contingency tables, to illustrate degrees of correlation and variation through relative 

proximity of nodes (Glynn, 2014; Yelland, 2010). 

Correspondence Analysis, which is a categorical version of Principal Component Analysis, allows us to 

reduce the multidimensional frequency data into a two- or three-dimensional map. Correspondence 

analysis utilizes the frequency of co-occurring features in the data and uses the Chi-square measurements 

to convert them into distances. The outcome is a plotted map of these distances in a two- or three-

dimensional Euclidean visualization. This map reveals the relationship between data features by 

visualizing how close to or far they are from each other and from the center of the map (Glynn, 2014). In 

the interpretation process two factors are important. First, the longer the distance is from feature to the 

origin, their association with other close points on the map is stronger. And second, the smaller the angle 

is between the two points, the correlation between the two is more significant (Whitlark & Smith, 2001). 

In the context of image studies, this method has been often used to explore the relationships between 

places and attributes (Choi et al., 2007; do Valle et al., 2012; Mak, 2017; Xiang & Gretzel, 2010). For 

instance, Choi et al. (2007) employed this method to study the relationship between information agents 

and destination attributes of Makua. We use this method to study the association between the textual 
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images of American cities and three information agents under study. Table 10 presents the summery of 

the correspondence analysis of the 150 keywords with highest Chi-square scores in the three groups.  

Table 10- Summary of correspondence analysis of overall textual data 

Dimensions Singular Value Inertia Chi-Square Inertia 
Contribution 

Cumulative Inertia 
Contribution 

Dimension One 0.25826 0.06670 14222 74.54 74.54 

Dimension two 0.15094 0.02278 4858 25.46 100.00 

 

Figure 5- Correspondence analysis map of textual data 
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The results from a correspondence analysis are given in singular values and inertia values. Singular value 

is a statistical measure that describes the number of dimensions. The inertia value corresponds to patterns 

in the data. When inertia value is high, column and row profiles have large deviations from their average 

values (Glynn, 2014). Figure 5 visualizes the association between keywords and information agents. 

Examining this conceptual map (Figure 2) reveals some interesting trends:  

• A holistic examination of the correspondence map shows that most of the keywords were 

clustered around official websites and personal blogs’ nodes.  

• The keywords “festival,” “event,” experience,” “celebration,” “pumpkin,” “convention,” 

“international,” “annual,” “Christmas,” “October fest,” “Halloween,” and “dance” were clustered 

around official websites’ node. This group of keywords that were scattered around official websites’ 

node indicates that official websites put more emphasize on the events and activities in the city 

compared to other two groups. 

•  Keywords that are related to artistic and cultural activities, such as “art,” “music,” “theatre,” 

“performing,” “film,” “jazz,” “live music,” “band,” “gallery,” “symphony,” and “orchestra” were also 

strongly associated with official websites. 

•  Another set of words that were associated with official websites were keywords that are related 

to nightlife activities such as “nightlife,” “craft Beer,” “downtown,” “brewery,” “club,” and “wine.” 

• Another trend appeared in official websites was related to diversity, society issues and minority 

groups. For instance, keywords “parade,” “pride,” “African-American,” “African,” “LGBTQ,” 

“handicap,” and “Indian,” had a close proximity to the official websites’ node in this map.  

• Official websites also attempted to portray their cities as a place with many opportunities for 

adventurous and fun activities. Keywords such as “Entertainment,” “race,” “sport,” “motor,” 

“adventure,” “Nascar,” “golf,” “fishing,” “tattoo,” “speedway,” and ““ice skating” were clustered 

around this information resource node. 

• Keywords like “heritage,” “memorial,” “historic,” “war,” “tradition,” “local,” and “monument” 

were also more associated with this information agent group.  

• Lastly, a set of keywords such as “accessible,” “airport,” “station” that are underlining the 

accessibility of the city were also more associated with the official websites.  

The keywords associated with personal weblogs were representing very different categories.  

• The keyword “murals,” which is the second keyword in the Chi-square analysis -see Table 8- was 

associated with personal blogs. 

• One of the most important trends appearing in personal blogs was related to food and drink 
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related activities. Keyword such as “eat,” “taco,” “vegan,” “delicious,” “coffee,” “food,” “donut,” 

”breakfast,” “dinner,” “candy,” “restaurant,” “cake,” “chocolate,” “beer,” “lunch,” “bourbon,” 

“dinner,” “candy,” “restaurant,” “brunch,” “dessert,” “drink,” “cake,” “salad,” “mexican,” “yummy,” 

and “chicken” appeared more frequently in personal blogs. 

•  The keywords that represent family and friends were also associated with personal blogs. For 

instance, keywords “child,” “friend,” and “baby” appeared more regularly in such group. 

•  Another set of keywords associated with blogs were related to travel activities such as “trip,” 

“weekend,” “travel,” “fee,” “free,” “hotel,” “getaway,” “uber,” and “parking.”  

• A few keywords representing the physical dimension of place were also associated with personal 

blogs. These keywords were “wall,” “street,” “outside,” “bridge,” and “Arch.”  

• And lastly, two surprising keywords that were associated with personal blogs were “weird,” and 

“different.”   

Third-party blogs were rather associated with smaller number of keywords. The keywords associated with 

this group were more general words such as “trail,” “lake,” “attraction,” “stadium,” “zoo,” “museum,” 

“park,” “plaza,” “people” and “town.”  

4.5.1.6 Analysis of Affective Image 

Affective component is an important part of overall place image. In this section, we investigated how 

each of the information sources uses textual data to reflect this dimension, and what the similarities and 

differences among these three information agents are, in terms of the affective image they communicate.  

To compare the affective city image communicated through textual data, a keyword index was built based 

on Mak (2014)’s research model. A comparison of the frequency of these keywords among the three 

information agent groups – see Table 11 and Figure 6- showed that personal blogs have the highest 

percentage of emotional keywords. The weighted frequency of affective keywords in personal blogs was 

6.65%. Following personal blogs, third-party and official websites held weighted frequencies of 5.674% 

and 4.079%, respectively.  

Next, we compared the frequency of five different attributes of affective place image among three 

information agents, namely “pleasant,” “unpleasant,” “relaxing,” “arousing,” and “exciting,” – Table 12 

and Figure 7 -. The results showed that personal blogs had the highest frequency rate for all five 

attributes. The keywords representing “pleasant” attribute had the highest frequency rate in all three agent 

groups. The keyword “good” – good, better, best- was the most repeated emotional keyword in the 
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“pleasant” attribute group and in overall data set. Following the “pleasant” attribute, “arousing” and 

“exciting” were the most repeated affective attributes in all three sub-categories.  

The keywords related to “unpleasant” attribute appeared less than other attributes did in all three agent 

types’ data. This finding is not surprising for official and third-party websites. However, the low 

frequency rate for personal blogs indicates that the bloggers are more likely to not share their negative 

experiences in their blogs and mostly focus on positive values.  

In order to investigate whether there is an association between each of these attributes and information 

agents, we used Chi-square test– Table 12-. The results showed that with the exception of “relaxing” 

attribute, there was a significant difference among the three groups of information agents with respect to 

the frequency of affective keywords in their online content. Hence, we concluded that the higher 

frequency of these attributes in personal blogs was statistically significant and was not due to sampling 

error.  

Figure 6- Comparison of affective dimension frequency among three information agents 
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Table 11- Frequency of affective image attributes for each information agents 

Affective 
dimension Keywords 

Official 
Websites 
Words 

Frequency 

Official 
Websites 

Normalized 
Frequency 

(%) 

Personal 
Blogs Words 
Frequency 

Personal 
Blogs 

Normalized 
Frequency 

(%) 

Third-party 
Websites 
Words 

Frequency 

Third-party 
Websites 

Normalized  
Frequency 

(%) 

Pleasant adorable 4 0.005 45 0.044 5 0.011 

beautiful 191 0.221 444 0.432 151 0.337 

enjoyable 513 0.595 574 0.559 278 0.62 

friendly 290 0.336 265 0.258 143 0.319 

good 1391 1.612 2829 2.754 1039 2.316 

gorgeous 29 0.034 128 0.125 40 0.089 

nice 22 0.025 166 0.162 37 0.082 

pleasant 9 0.01 20 0.019 11 0.025 

subtotal 2449 2.838 4471 4.353 1704 3.799 

Relaxing 

  

refreshing 17 0.02 15 0.015 4 0.009 

relaxing 93 0.108 113 0.11 71 0.158 

peaceful 13 0.015 24 0.023 11 0.025 

subtotal 123 0.143 152 0.148 86 0.192 

Arousing 

  

  

amazing 81 0.094 338 0.329 79 0.176 

unforgettable 25 0.029 8 0.008 13 0.029 

stunning 59 0.068 79 0.077 34 0.076 

awesome 18 0.021 154 0.15 41 0.091 

impressive 27 0.031 67 0.065 30 0.067 

incredible 67 0.078 172 0.167 44 0.098 

fabulous 21 0.024 32 0.031 15 0.033 

fantastic 22 0.025 109 0.106 39 0.087 

fascinating 16 0.019 18 0.018 17 0.038 

different 102 0.118 280 0.273 93 0.207 

subtotal 438 0.507 1257 1.224 405 0.902 

Unpleasant 

  

bad 11 0.013 47 0.046 10 0.022 

dangerous 2 0.002 6 0.005 1 0.002 

boring 2 0.002 14 0.014 4 0.008 

subtotal 15 0.017 67 0.065 15 0.032 

Exciting exciting 62 0.072 89 0.087 37 0.082 

interesting 17 0.02 87 0.085 53 0.118 

fun 390 0.452 692 0.674 235 0.524 

lively 26 0.03 16 0.016 11 0.025 

subtotal 495 0.574 884 0.862 336 0.749 
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Figure 7- Comparison of affective dimension’s attributes frequency among three information agents 

 

 

Table 12- Chi-square test results for affective dimension attributes 

Affective Dimension 
Official Websites 

Normalized 

Frequency (%) 

Personal Blogs 

Weighted 

Frequency (%) 

Third-party 

Websites Weighted 

Frequency (%) 

Chi-Square 

Test Value 

Degrees of 

Freedom 
P-Value 

Strength of 

Significance 

Pleasant 2.838 4.353 3.799 304.579 2 0 *** 

Relaxing 0.143 0.148 0.192 5.107 2 0.078 No 

Arousing 0.507 1.224 0.902 270.187 2 0 *** 

Unpleasant 3.488 5.725 4.893 26.751 2 0 *** 

Exciting 6.976 11.45 9.786 53.192 2 0 *** 

            * P-Value < 0.1-   ** P-Value <  0.01-   *** P-Value <  0.001 

 

The analysis of emotional keywords confirmed the results of previous studies (e.g., Mak, 2017) that show 

personal blogs contain more emotional keywords than official websites do. These results are not 

surprising because a blog is a platform that allows the blogger to freely share his/her subjective perception 

of a place. In contrast, official websites generally attempt to maintain a more objective approach when 

creating an image for their cities. However, it was surprising that third-party websites’ textual data 

contained a relatively high percentage of emotional keywords. This finding can be justified since the 
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third-party organizations pursue different objectives from official websites’ and are under less 

scrutinization. 

4.5.1.7 Comparing the Place Image Among Nine American Cities’ Textual Content 

Establishing a distinctive place image means that the information agents need to include unique features 

in their communicated content in order to distinguish their destinations from other places. In this section, 

we investigated whether three information agents for the nine American cities under study are using 

different collections of keywords to establish a place image. In other words, the question is which 

information agent -i.e., official websites, personal blogs, and third-party websites- use the most varied 

selection of keywords and phrases to create a more distinct place image. Figure 8 displays the diversity of 

keywords used in textual data by each of three information agents.  

The result of the Chi-square test on data – Table 13- showed that the p-value in all the groups is close to 

0, indicating that at least two of the nine sample case studies used a statically different collection of 

keywords to represent their cities. However, not all of the information agents maintained the same level of 

diversity in their textual data. Individuals who are sharing their experiences in personal blogs used the 

most varied selection of keywords compared to other groups, with a score of 69,884.43. Following 

closely, official websites also used a diverse selection of verbal content, with a score of 62,588.31. 

Compared to these two groups, third-party websites employed a relatively limited set of vocabularies. 

This group's score was 30,239.36, which is significantly smaller than the score of the other two groups. 

This implies that the images created by third-party websites for nine American cities is relatively more 

similar to each other, compared to the images created by personal blogs and official websites. 

Figure 8- Comparison of the distinction among nine cities place image manifested in information agents’ textual content 
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Table 13- Chi-square test results for textual data in nine cities 

Information sources Chi-Square Test Value Degrees of 
Freedom P-Value Strength of Significance 

Official Websites 62588.31 8040 0 *** 

Personal Blogs 69884.43 8040 0 *** 

Third-party Websites 30239.36 8040 0 *** 

           *  P-Value < 0.1-   ** P-Value <  0.01-   *** P-Value <  0.001 

 

4.5.1.7.1 Comparison of Image Projected by Official Websites Among Nine Cities 

An important question about any branding project is whether city officials have succeeded in 

distinguishing their cities from their rivals. In this section, we investigated whether the official websites 

of nine sample case studies used various keywords to represent their cities. Furthermore, we investigated 

which keywords are more associated with each of the nine cities. 

Figure 6 shows the top 60 keywords with the highest Chi-square scores in official websites data set. For 

example, the keyword “beach” with the Chi-square score of 1,890.34- highest score on the list- is strongly 

associated with Jacksonville. A correspondence analysis statistical test was conducted to explore the 

association and disassociation of these words with nine cities. The summary of the correspondence 

analysis results and the conceptual map of the results are presented in Table 11 and Figure 7, respectively. 

The results of these tests showed that official websites representing Jacksonville, Salt Lake City, and 

Charlotte used more unique keywords in the textual material on their websites. The keywords related to 

Jacksonville were mostly related to natural environment – in this case ocean- and related activities. For 

example, keywords like “beach,” “fishing,” “fish,” “riverside,” “mandarin,” “camp,” “ocean,” “seafood,” 

“Atlantic,” “island,” “river,” “local,” “shrimp,” “trail,” “wildlife,” “fort,”  “sea,” “plantation,” “zoo,” 

“kayak,” “water,” “waterway,” “coast,” “riverfront,” and “crab” were highly related with this city.  

Similarly, Salt Lake City that differentiated itself from other cities was also mostly associated with natural 

environment’s activities. Some of the keywords associated with this city’s official website were “ski,” 

“canyon,” “mountain,” “valley,” “resort,” “snowbird,” “snow,” “hike,” “Mormon,” “lake,” “vacation,” 

“pioneer,” “sand,” “solitude,” “winter,” “liquor,” “building,” “church,” “square,” “big,” “drive,” 

“natural,” “creek,” “scene,” “summer,” and “alpine.”  
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Figure 9- Keywords with highest Chi-square test score in official websites textual content 
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Table 14- Summary of correspondence analysis of textual data in official websites 

Dimensions Singular Value Inertia Chi-Square Inertia 
Contribution 

Cumulative 
Inertia 

Contribution 

Dimension One 0.37103 0.13766 12293 19.64 19.64 

Dimension Two 0.35410 0.12539 11197 17.89 37.53 

Dimension Three 0.32572 0.10609 9474 15.14 52.67 

Dimension Four 0.28325 0.08023 7164 11.45 64.11 

Dimension Five 0.27075 0.07331 6546 10.46 74.57 

Dimension Six 0.26026 0.06773 6048 9.66 84.24 

Dimension Seven 0.24303 0.05906 5274 8.43 92.66 

Dimension Eight 0.22677 0.05143 4592 7.34 100.00 

 

Figure 10- Correspondence analysis map of textual data in official websites for nine cities 
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Charlotte was the only city in this sample selection that portrayed a more distinct city image without 

using keywords related to the natural environment. Charlotte’s official website was associated with 

keywords like “Uptown,” “south,” and seasonal activities such as “Christmas” and “ice-skating” and 

“light.” The city was also associated with keywords related to Nascar Hall of Fame and Motor Speedway. 

This city’s official website also put an emphasis on its neighborhood and the various activities they 

offered. For instance, several keywords such as “NoDa,” a neighborhood that is branding itself as an art 

and entertainment district, as well as keywords “Dilworth” and “Ballantyne” that are names of two 

neighborhoods offering various fun activities, were associated with this city in the correspondence 

analysis map. 

A set of keywords related to drink related activities such as “craft beer,” “drink,” “beer,” and “brewery” 

also had a high rate of appearance in Charlotte’s official website. The other cities were positioned more or 

less in the center of the map which indicates the selection of keywords they used has been similar to each 

other.  

 

4.5.1.7.2 Comparison of Place Image Projected by Personal Blogs Among Nine Cities 

In this section, the content of personal blogs examined to investigate if the personal blogs related to nine 

sample case studies use different keywords to represent these cities and which keywords are associated 

which each of these nine cities. Test results – Figure 5- reveal that personal blogs use a more diverse set 

of keywords than official blogs. Similar to the previous section, the sixty keywords with the highest Chi-

square test scores in personal blogs’ content have been presented in Figure 8. Accordingly, the outcome 

of the correspondence analysis of the data set is exhibited in Table 12 and Figure 9. 

The findings showed that among nine sample case studies, the online image of five cities in personal 

blogs – Austin, Louisville, Salt Lake City, St. Louis, and Buffalo- contained some unique keywords 

which differentiated the five cities from the rest of the group. These results suggest that personal blogs 

have been more successful than official websites in creating a distinct image for these cities. 

The unique keywords that appeared in Austin blogs were related to local food with keyword such as 

“taco,” “barbecue,” “coffee,” Mexican activities on the street such as “food truck,” “street,” “music,” 

“live music,” “outdoor,” “crowd,” neighborhoods such as “South Congress” and “Zilker,” the local 

Barton Springs Municipal Pool, “bridge,” “bat,” “mural,” “weird,” and “boot.”  

Louisville was linked to several categories of keywords: Drink-related activities keywords such as 

“Bourbon,” “distillery,” “whiskey,” “bar,” “drink,” and “barrel,” several social districts in the city with 

keywords “Nulu,” “Highland,” and “Butchertown,” race track contest with keywords such as “Churchill,” 
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“derby,” “horse,” and “Slugger,” and lastly, the history of the city with keywords such as “Victorian” and 

“Irish hill.” 

Similar to the pattern in official websites, Salt Lake City blogs’ distinctive keywords were mainly 

associated with winter sports activities with keywords such as “ski,” “Canyon,” “mountain,” “resort,” 

“winter,” “trail,” “hike,” “pine,” “Olympic,” “Brighton,” “solitude,” “snowbird,” and other natural areas 

with keywords such as “Antelope Island,” “lake,” “Wasatch,” “trailhead,” “Alpine,” “Pine,” “Pioneer,” 

“Cottonwood,” and “Butte.” There were also some other keywords which were related to activities to 

engage in and locations to visit in Salt Lake City inside the city, for example, “Planetarium,” “Cavern,” 

“Haunted House,” “Creek,” “Temple square,” “Mormon site,” and “Liberty park.” 

Figure 11- Keywords with highest Chi-square test score in personal blogs textual content 
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City of Buffalo was particularly related to the keyword “Niagara.” The next category of keywords 

included “neighborhood,” “architecture,” “building,” “house,” and “palace.” The city image was also 

related to artistic activities with keywords such as “art,” “gallery,” and “fashion.” In addition, several 

keywords that were associated with this city were related to social districts that offered various fun 

activities, for instance, “Elmwood,” “Canalside,” “Allentown,” “Pearl Street,” “harbor,” “Delaware,” 

“Aurora,” and “Loft.”  

Finally, the keyword with the highest score related to St. Louis was “Arch,” which is an iconic monument 

in the city. Another set of keywords associated with this city were related to kids and family activities 

such as “Carousel,” “child,” “zoo,” “family,” and “adult.” Next group of keywords associated with the 

city were “Arch tram,” “Anheuser-Busch,” “Historic St. Charles,” and “Delmar” that are related to 

neighborhoods, City museum, parks, and botanical gardens, as well as the keyword “Mississippi river.” 

Also, keywords related to sportive activities such as like “Cardinal,” “baseball,” and “Ballpark stadium” 

appeared often in the city’s personal blogs. And lastly, another set of keywords linked the city to natural 

environment with keywords such as “forest,” “cave,” “waterfall,” and “tunnel.”  

 

Table 15- Summary of correspondence analysis of textual data in personal blogs 

Dimensions Singular Value Inertia Chi-Square Inertia 
Contribution 

Cumulative 
Inertia 

Contribution 

Dimension One 0.34090 0.11622 11729 16.78 16.78 

Dimension Two 0.33022 0.10905 11006 15.75 32.53 

Dimension Three 0.30593 0.09360 9446 13.52 46.05 

Dimension Four 0.30503 0.09305 9391 13.44 59.49 

Dimension Five 0.29211 0.08533 8612 12.32 71.81 

Dimension Six 0.27102 0.07345 7413 10.61 82.42 

Dimension Seven 0.25571 0.06539 6599 9.44 91.86 

Dimension Eight 0.23741 0.05636 5688 8.14 100.00 
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Figure 12- Correspondence analysis map of textual data in personal blogs for nine cities 

 

 

4.5.1.7.3 Comparison of Image Projected by Third-Party Websites Among Nine Cities 

In the last step, the keywords in the third-party websites’ content were studied to investigate whether 

third-party websites of nine sample case studies used different keywords to represent their cities and 

which keywords were associated with each of these nine cities (see Figure 13, Table 16, Figure 14). The 

same analysis was conducted on the data for third-party websites content and three cities stood out with a 

more distinct image: Charlotte, Louisville, and Salt Lake City.  

Charlotte was associated with some city elements such as “Uptown,” “Mint Museum,” “South park mall,” 

“Discovery place,” and “Freedom park.” Keywords related to neighborhoods and social districts such as 

“Historic Elizabeth neighborhood,” “Dilworth,” “Ballantyne,” “Plaza,” “Midwood,” “Noda,” and  
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Figure 13- Keywords with highest Chi-square test score in third-party websites  

 

Table 16- Summary of correspondence analysis of textual data in third-party websites 

Dimensions 
Singular 

Value 
Inertia Chi-Square 

Inertia 

Contribution 

Cumulative 

Inertia 

Contribution 

Dimension One 0.31018 0.09621 4798.9 15.87 15.87 

Dimension Two 0.29660 0.08797 4387.7 14.51 30.38 

Dimension Three 0.28463 0.08101 4040.8 13.36 43.74 

Dimension Four 0.28268 0.07991 3985.7 13.18 56.92 

Dimension Five 0.27089 0.07338 3659.9 12.10 69.03 

Dimension Six 0.26282 0.06908 3445.3 11.39 80.42 

Dimension Seven 0.25295 0.06399 3191.4 10.55 90.97 

Dimension Eight 0.23394 0.05473 2729.7 9.03 100.00 
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Figure 14- Correspondence analysis map of textual data in third-party websites textual content 

 

 

“Concord” also had a high Chi-square score. Another group of keywords linked the city to activities in 

nature such as “hike,” “dog friendly parks,” “nature,” “Whitewater,” and “Concord.” 

Salt lake city was connected to activities in nature through keywords such as “ski,” Canyon,” “mountain,” 

“resort,” “winter,” “Antelope Island,” "Cottonwood,” “camp,” “Butte,” “Trailhead,” “Olympic,” “water,” 

“snow,” “serf,” “lake,”, “adventure.” The keywords referring to places inside the city such as “Temple 

square,” “Creek,” “library,” “Bay”- a club name- were also linked to the city. Additionally, a set of 

keywords associated with sweets and bakery were also clustered around this city with keywords such as 

“café,” “pastry,” and “cookie.” 

The city of Louisville was associated with drink related activities through keywords “Bourbon” and 

“Whiskey,” with neighborhoods such as “Butchertown” and “Highland,” and with sportive activities with 
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keywords such as “Churchill,” “baseball,” “bat,” “derby,” and “horse.” Another set of keywords around 

this city’s node were related to places one could visit, for example, “Cavern,” “Haunted house,” “gallery,” 

“Slugger,” “Museum factory,” “Science center,” “Cave Hill Cemetery.” Finally, a set of words related to 

local cuisine such as “burger,” “road,” “southern,” “fry,” “chef,” and “culinary” were associated with this 

city in third-party websites’ content.  

4.5.2 Pictorial Data  

After studying the textual content produced by the three information agents, in this section, we assess the 

online image of American cities by examining the visual content of the images. Through studying the 

visual aspect of the different information agents’ contents, we identified the main themes and potential 

similarities and discrepancies among the images.  

Visual materials are an essential part of place imaging and place branding projects (MacKay & 

Couldwell, 2004; Önder & Marchiori, 2017) because they have the ability to communicate a variety of 

concepts in a compressed format (Choi et al., 2007). Visual materials can easily simplify many 

associations and motifs of information related to geographical locations (Day et al., 2002). Among 

various types of visual material, photographs are the most common type of visual presentation. Sontag 

(2002) argues that “photographs really are experience captured, and the camera is the ideal arm of 

consciousness in its acquisitive mode” and emphasizes the power of the images as “photographs, in 

teaching us a new visual code, alter and enlarge our notions of what is worth looking at and what we have 

a right to observe” (Sontag, 2001, p.3). 

Visual materials are one of the most influential types of data in the early stages of decision-making. Thus, 

regardless of their origin, they can be significantly instrumental for the perception of places 

(Stepchenkova & Zhan, 2013). Moreover, photographs are an easy way for the visitors of a place to 

communicate personal experiences with others and explain how they experience that place (Schmallegger 

et al., 2010). Visual materials are deeply associated with the social constructions of public culture (Billig, 

2006; Hunter, 2013; Schmallegger et al., 2010), and visual methodologies are the approaches used to 

explore the construction of social realities through visual resources (e.g., photographs, video, paintings, 

diagrams, maps, or other visual forms) (Hunter, 2013). 

Although visual materials are considered a critical medium in creating and communicating a successful 

place image (Choi et al., 2007; MacKay & Couldwell, 2004), not many studies have utilized them as a 

data resource to study place image perception (MacKay & Fesenmaier, 1997). Prior to the advancements 

of information technologies, there are very few studies that have used visual material to study the 

construction of place images (Garrod, 2008). Practical challenges have been one of the primary reasons 
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for this shortfall. Although visual content of offline material – e.g., brochures, posters, advertisements- 

could be examined to study the projected image, studying the individuals’ perceived image was not as 

feasible since the visual material created by individuals were not easily accessible. A few studies that 

studied the user-generated visual materials mainly used voluntary methods, which are commonly based 

on the visitor employed photography (VEP) techniques, in which tourists provide the researcher with 

images captured from one day of their trip (Garrod, 2008; Jenkins, 2003; Jutla, 2000; Obenour et al., 

2005; Timothy & Groves, 2001). Such studies have several limitations. They require visitors’ 

cooperation, and therefore, usually have a limited sample size. They also require prior communication 

among the researcher and participants, which might affect the visitors’ behaviors (Galí & Donaire, 2015). 

The other method employed by the researchers was studying the response of a group of participants to a 

set of visual materials (Garrod, 2008). Those photographs mainly were provided by the researcher himself 

and were generally selected from promotional materials (Molina & Esteban, 2006). 

However, new advancements in information technologies have provided new options for researchers to 

study the visual perceptions of people in destinations. With referring to Urry’s (1999) hermeneutic model 

of image representation, Gali and Donaire (2015) dispute that social media, which facilitates photo-

sharing enactment, has transformed visitors into influential creators and re-creators of place images 

through photography. Furthermore, the worldwide web has provided a considerable storage capacity, 

which has led to a significant increase in the volume of shared photographs (Galí & Donaire, 2015; 

Stepchenkova & Zhan, 2013). This study takes advantage of this new opportunity to enhance the 

understanding of American cities’ place image by analyzing the pictorial material posted on online 

platforms.  

4.5.2.1 Data Description 

This study employed a semi-automated approach which facilitated the collection of pictorial data from 

various information resources. In the majority of previous studies, researchers used only a limited 

selection of images to study the place image perception. By employing a semi-automated method, this 

study managed to analyze a comparatively larger number of photographs and thus, provide more reliable 

and generalizable findings. In total, 8,785 images were collected from 1,213 webpages. The visual data 

set consisted of 3,376 images collected from official websites, 3,867 images retrieved from personal 

blogs, and 1,542 images gathered from third-party websites. Table 17 provides further details about the 

number of images collected for each city in the sample case study. 
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Table 17- Number of images for each subcategory and city 

City Official 
Websites Personal Blogs Third-party 

Websites Total Images 

Austin 213 646 125 984 

Buffalo 419 319 109 847 

Charlotte 497 240 104 841 

Indiana 670 346 176 1192 

Jacksonville 185 386 134 705 

Louisville 240 380 220 840 

Sacramento 373 431 223 1027 

St. Louis 243 496 278 1017 

Salt Lake city 536 623 173 1332 

Total Images 3376 3867 1542 8785 

 

4.5.2.2 Data Classification  

Several steps were taken to analyze the content of collected images systematically and objectively. The 

first step was to build a classification system to identify the features presented in each unit, which equals 

to one picture in this study. In order to warranty the generalizability and validity of the findings, defining 

a set of established rules and parameters as an instruction manual for classifying the images methodically 

is crucial (Donaire et al., 2014). The initial draft of a classification index was constructed based on the 

review of related literature and analysis of textual data. Albers and James (1988) state that the 

classification system of each study may vary from others, depending on the research questions and the 

nature of the data. Therefore, in order to improve the classification system model and ensure that it is 

aligned with research objectives and questions, a random sub-set consisting of 10% of images were coded 

into the drafted index. This process revealed the need for some further adjustments. Eventually, a set of 

10 city dimensions were defined and used as an index to categorize the image collection. These ten 

dimensions are as follows: 

Physical environment: Includes any kind of human made features in the environment, including historic 

buildings and heritage, tall buildings, restaurant venues, bridges, sculptures, any iconic elements or 

landmarks, downtown landscapes, urban plazas, cafes and restaurants, unusual buildings and elements, 

street arts and murals, modern architectural attractions, historic sites and social districts, houses and 

residential neighborhoods, abandoned buildings and any other type of buildings.  

Experiences in the city: Includes images of activities one can experience in a city environment, such as 

shopping, visiting the museums, libraries, and theatres, artistic activities, entertainment, gaming activities, 
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exploring culture and history of the city, watching sky scenery, participating in the festivals and street 

events, sportive activities, participating in concerts and music events, visiting zoo and aquariums, visiting 

farmers markets, pet-related activities, hanging out and spending time in the urban environments, meeting 

local people, nightlife, and spa and relaxation. 

Urban infrastructures: Includes images of streets, sidewalks, public transportation systems, airports, 

trains, highways, urban signs, and furniture and traffic signs.  

Tourism infrastructures: Includes images of hotels, resorts, tourism information centers, and any other 

image referring to tourism services. 

Food and beverage: Includes images of local cuisine and dining, restaurant venues, cafes, and any other 

food-related pictures. 

Green spaces inside the city: Includes images of green spaces inside a city such as parks and gardens, 

landscape furniture and designs, fauna and flora, and rivers inside a city.  

Family and kids activities: Includes images of families, kids, and kids’ activities such as children's 

museums, zoo and aquariums, and theme parks. 

Peripheral nature and outdoor activities in nature: Includes images of the natural environments such 

as forests, mountains, lakes, oceans, farms, and any recreational activities in them.  

View of the city: Includes images showing the overall perspective of the city ( e.g., skyline views). 

Others: Includes any photo which could not be classified into one of the previous dimensions, such as 

blogger's pictures, business facilities, healthcare facilities, posters, and maps of the city.  

In the next step, all the images were classified into at least one and at most four dimensions out of the ten 

defined dimensions. On average, an image was classified into 1.467 dimensions. In order to ensure the 

reliability of the research, 30% of the data were coded separately by two trainers with the percent 

agreement of 87% (i.e., percentage of agreements divided by the number of agreements plus 

disagreements, multiplied by 100).   
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4.5.2.3 Data Frequency 

The frequency of each of these ten city dimensions in three information sources are presented in Table 18. 

To make the comparison easier, a bar graph is visualizing the weighted frequency of all these dimensions 

in Figure 14.  

Table 18- Frequency of image dimensions for each information agent 

City Dimensions 
Official 

Websites 
Frequency 

Official 
Websites 
Weighted 
Frequency 

(%) 

Personal 
Blogs 

Frequency 

Personal 
Blogs 

Weighted 
Frequency 

(%) 

Third-
Party 

Websites 
Frequency 

Third-
Party 

Websites 
Weighted 
Frequency 

(%) 

Total 

Experiences in a city 1864 37.38 1478 27.03 831 33.96 4173 

Family and kids activities 220 4.41 362 6.62 112 4.58 694 

Food and drink related 

activities 
932 18.69 1007 18.42 344 14.06 2283 

Green spaces inside a city 282 5.66 405 7.41 194 7.93 881 

Nature and outdoor activity 

in nature 
217 4.35 388 7.1 185 7.56 790 

Physical environment 950 19.05 1439 26.32 592 24.19 2981 

Tourism facilities 215 4.31 138 2.52 58 2.37 411 

Urban infrastructures 128 2.57 89 1.63 40 1.63 257 

Views of city 72 1.44 90 1.65 57 2.33 219 

Others 106 2.13 71 1.3 34 1.39 211 

Total 4986 100 5467 100 2447 100 12900 

 

Comparison of weighted frequency of these ten city dimensions (see Figure 15) reveals that for all three 

information agents, “Experiences in the city,” “Food and drink-related activities,” and “Physical 

environment” consisted the majority of visual representations. The photos of “Family and kids activities,” 

“Green spaces inside the city” and “Peripheral nature” came next. And finally, the representation of 

“Tourism Infrastructures,” “Urban infrastructures,” and “Overall perspectives of cities” were the least 

repeated dimensions in all three groups.  

However, the three information agents differed from each other with respect to the dimensions they 

emphasized upon more significantly. While “Experiences in the city” is the most repeated theme in all 

three sub-categories, official websites manifested a considerably higher level of emphasis on this 

dimension. The frequency distribution in Table12 shows that “Experiences in the cities” is relatively 

repeated more frequently on official websites (37.38%) and, to some degree on third-party websites 

(33.96%), compared to personal blogs (27.03%). In contrast, images representing “Physical 
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environments” occurred more often in personal blogs (26.32%) and third-party websites (24.19%) 

compared to official websites (19.05%). 

 

Figure 15- Comparison of image frequency for all image dimensions among three information agents 

 

Likewise, the pictures including “Family and kids activities” were repeated more regularly in personal 

blogs (6.62%). The proportion of “Food and drink-related activities” is almost similar in official websites 

(18.70%) and personal blogs (18.42%), both than the proportion in third-party websites (14.05%). The 

images manifesting the “Green spaces inside the cities” dimension appeared more frequently in third-

party websites (7.93%) and personal blogs (7.41%) compared to official websites (5.56%). Similarly, the 

images that contained the “Peripheral nature and related activities” dimension emerged more often in 

third-party websites (7.56%) and personal blogs (7.09%) compared to official websites (4.35%). 

4.5.2.4 Chi-Square Test on Pictorial Data  

Counting each dimension's frequency in the three information sources’ visual content does not indicate 

whether the differences among the relative frequency of the dimension in each information agent are 

statistically significant. To examine whether there is an association between the source of information and 
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the frequency of each dimension in them, the findings were tested using the Chi-square test statistic 

method. The Chi-square score, p-value, and significance level for each of the dimensions are shown in 

Table 19.  

Table 19- Chi-square test result of pictorial data 

City Dimensions 
Official Websites 

Normalized 
Frequency (%) 

Personal Blogs 
Normalized 

Frequency (%) 

Third-party 
Websites 

Normalized 
Frequency (%) 

Chi-Square 
Test Value 

Degrees of 
Freedom P-Value Strength of 

Significance 

Physical Environment 19.053 26.322 24.193 79.528 2 0 *** 

Experiences in a City 37.385 27.035 33.96 131.221 2 0 *** 

Urban Infrastructures 2.567 1.628 1.635 13.759 2 0.001 *** 

Tourism Facilities 4.312 2.524 2.37 33.538 2 0 *** 

Food and Drink Related 
Activities 

18.692 18.42 14.058 27.598 2 0 *** 

Green Spaces Inside a City 5.656 7.408 7.928 18.311 2 0 *** 

“Family and kids activities” 4.412 6.622 4.577 28.825 2 0 *** 

Views of City 1.444 1.646 2.329 7.86 2 0.02 * 

Nature and outdoor activity 
in nature 

4.352 7.097 7.56 45.013 2 0 *** 

Others 2.126 1.299 1.389 12.23 2 0.002 ** 

*  P-Value < 0.1-   ** P-Value <  0.01-   *** P-Value <  0.001 

 

The results revealed a significant difference between the three information agents with respect to all city 

dimensions. Six dimensions had a p-value close to zero, which implies there is a robust association 

between information agents and city dimensions in those groups. These results suggest that for each of the 

ten dimensions, at least two information agents have a statistically significant difference. The results also 

allow us to identify which one of these dimensions makes stronger distinction among information 

sources. Figure 16 ranks the city dimensions based on their significance in differentiating the place image 

transmitted by three information agents. As this figure shows, “Experiences in a city” and “Physical 

environments” dimensions establish the strongest distinction among the three groups with Chi-square 

scores of 133.22 and 79.52, respectively. In other words, the images created by the three information 

sources different from each other mainly in these two dimensions. This observation, however, does not 

imply that the information agents are not different from each other in all other dimensions. Following 

these two dimensions, two dimensions of “Nature and outdoor activities in nature” and “Tourism 

infrastructures” have the highest scores. This finding means that although “Tourism infrastructures” held 

a low proportion, compared to other dimensions, the proportion of this attribute is statistically different in 

among at least two of three information agents – in this case, official websites-. 
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Figure 16- City dimensions with highest Chi-square score 

 

4.5.2.5 Correspondence Analysis Map for All Data 

Similar to the analysis of textual data in the previous section, a correspondence analysis was conducted to 

explore the association between online information resources and each of the ten city dimensions. Table 

20 summarizes the result of this analysis and Figure 17 illustrates how these dimensions are associated 

with information sources by examining the proximities among dimensions and agents’ nodes. This 

conceptual map confirmed previous results that showed while official websites mainly emphasized on 

“Experiences in the city,” “Urban infrastructures,” and “Tourism infrastructures,” personal blogs were 

more associated with “Physical environment,” and “Family and kids-related activities.” On the other 

hand, third-party websites were more interested in portraying overall perspectives of the city. Both 

personal blogs and third-party websites contained a more proportion of “Nature and outdoor activities in 

nature” and “Green spaces in the city” related images compared to official websites, while personal blogs 

and official websites had a higher rate of showing “Food and drink related activities.” 

Table 20- Summary of correspondence analysis of overall pictorial data 

Dimensions Singular Value Inertia Chi-Square Inertia 
Contribution 

Cumulative 
Inertia 

Contribution 
Dimension One 0.14447 0.02087 269.25 82.86 82.86 

Dimension two 0.06570 0.00432 55.69 17.14 100.00 
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Figure 17- Correspondence analysis map of all pictorial data for 10 city dimensions 

 

4.5.2.6 Analyzing the Representation of Each City Dimension in Three Information Sources 

Content 

To enhance our understating of the association between the features linked to each of the ten dimensions 

of place and information resources, each dimension was explored separately by several analysis methods. 

The next section investigates how each of the three information sources represents their cities with respect 

to each of the city dimensions. 

4.5.2.6.1  Physical Environment 

Physical environment dimension includes 14 attributes. Table 21 exhibits the frequency of these 

attributes, and their weighted frequency with respect to each other (i.e., the frequency of each attribute 

divided by the frequency of total number of attributes in the dimension) and with respect to entire data set 

(i.e., frequency of each attribute divided by total number of all attributes in all of the data set). Figure 18 

provides a visualization to facilitate the comparison the frequency of these attributes between each of 
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three information agents’ online content. The results demonstrate that the attributes with highest 

frequency rate in official website were “bars and breweries,” “restaurant venues,” “historic building and 

heritage,” and “modern architectural buildings” in decreasing order. “murals and street art” and “historic 

building and heritage” were the most repeated attributes in personal blogs. And lastly, the images with 

highest frequency in third-party websites were “historic building and heritage,” followed by “bars and 

breweries,” “restaurant venues,” and “modern architectural attractions.”  

Table 21- Physical environment dimension’s attributes frequency  

Dimensions 
Official 

Websites 
Frequency 

Official 
Websites 
Weighted 
Frequency 

(%) 

Official 
Websites 
Overall 

Weighted 
Frequency 

(%) 

Personal 
Blogs 

Frequency 

Personal 
Blogs Overall 

Weighted 
Frequency 

(%)  

Personal 
Blogs Overall 

Weighted 
Frequency 

(%) 

Third-Party 
Websites 

Frequency   

Third-Party 
Websites 
Weighted 
Frequency 

(%) 

Third-Party 
Websites 
Overall 

Weighted 
Frequency 

(%) 

Bars and breweries 156 16.42 3.14 103 7.16 1.89 52 8.78 2.13 

Bridges 23 2.42 0.46 51 3.54 0.94 30 5.07 1.23 

Cafes 24 2.53 0.48 67 4.66 1.23 14 2.36 0.57 

Downtown and tall 
buildings 53 5.58 1.07 96 6.67 1.76 30 5.07 1.23 

Historic buildings and 
heritage 109 11.47 2.19 228 15.84 4.19 102 17.23 4.18 

Historic and cultural sites 67 7.05 1.35 106 7.37 1.95 67 11.32 2.75 

Houses and 
neighborhoods 35 3.68 0.7 18 1.25 0.33 20 3.38 0.82 

Iconic elements and 
landmarks 46 4.84 0.93 57 3.96 1.05 28 4.73 1.15 

Modern architectural 
attractions 95 10 1.91 79 5.49 1.45 55 9.29 2.26 

Murals and street arts 55 5.79 1.11 272 18.9 5 30 5.07 1.23 

Unusual designed 
buildings and sculptures 23 2.42 0.46 119 8.27 2.19 36 6.08 1.48 

Restaurant venues 119 12.53 2.39 111 7.71 2.04 59 9.97 2.42 

Stadiums 90 9.47 1.81 25 1.74 0.46 29 4.9 1.19 

Traditional sculptures 55 5.79 1.11 107 7.44 1.97 40 6.76 1.64 
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Figure 18- Comparison of physical environment dimension’s attributes frequency 

 

We further examined the data set examined with a Chi-square test to investigate if there is an association 

between information agents and various attributes of physical dimensions. The summary of this analysis 

is presented in Table 22 and Figure 19. As Figure 13 illustrates “murals and street art” attribute had the 

highest Chi-square score among all of 14 attributes, which indicates that the visual representation of 

murals and street art is the most significant difference between the personal blogs (18.9%), official 

websites (5.79%), and third-party websites (5.07%). The next two attributes were “stadiums” and “bars 

and breweries,” which appeared relatively more frequently in official websites. And the fourth element 

with a high score was “unusual buildings and sculpture.” The findings failed to identify any evidence of 

any association between information agents and “traditional Sculptures,” “downtown view and Tall,” and 

“iconic elements and landmarks” attributes.  

Table 22- Chi-square test result for physical dimension’ attributes 

Attributes 
Official Websites 

Normalized 
Frequency (%) 

Personal Blogs 
Normalized 

Frequency (%) 

Third-party 
Websites 

Normalized 
Frequency (%) 

Chi-Square 
Test Value 

Degrees of 
Freedom P-Value Strength of 

Significance 

Murals and street arts 5.789 18.902 5.068 126.775 2 0 *** 

Stadiums 9.474 1.737 4.899 74.505 2 0 *** 

Bars and breweries 16.421 7.158 8.784 54.697 2 0 *** 

Peculiar designed buildings 

and sculptures 
2.421 8.27 6.081 34.878 2 0 *** 

Modern architectural 

attractions 
10 5.49 9.291 19.108 2 0 *** 
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Table 22 (continued)- 

Houses and neighborhoods 3.684 1.251 3.378 16.855 2 0 *** 

Restaurant venues 12.526 7.714 9.966 15.201 2 0.001 *** 

Historic buildings and 

heritage 
11.474 15.844 17.23 12.39 2 0.002 ** 

Historic and cultural sites 7.053 7.366 11.318 10.724 2 0.005 ** 

Cafes 2.526 4.656 2.365 10.55 2 0.005 ** 

Bridges 2.421 3.544 5.068 7.612 2 0.022 * 

Traditional sculptures 5.789 7.436 6.757 2.455 2 0.293 No 

Downtown view and tall 

buildings 
5.579 6.671 5.068 2.359 2 0.307 No 

Iconic elements and 

landmarks 
4.842 3.961 4.73 1.255 2 0.534 No 

     *  P-Value < 0.1-   ** P-Value <  0.01-   *** P-Value <  0.001 

Figure 19- Physical environment attributes ranked by Chi-square score 

 

Table 23- Summary of correspondence analysis of physical environment dimension 

Dimensions Singular 
Value Inertia Chi-Square 

Inertia 
Contributio

n 

Cumulative 
Inertia 

Contribution 

Dimension One 0.31943 0.10204 304.18 86.50 86.50 

Dimension two 0.12618 0.01592 47.46 13.50 100.00 
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Figure 20- Correspondence analysis map of physical environment dimension 

 

 

The correspondence analysis – see Table 23 and Figure 20- map is visualizing the association between the 

physical environment’s attributes and the three information agents. The results show that the “murals and 

street art” attribute is strongly associated with personal blogs. Unexpectedly, “unusual designed buildings 

and sculpture” attribute was also presented more frequently in personal blogs (2.17%) than third-party 

and official websites. The visual materials manifesting the “cafes” attribute are also resurfaced more 

regularly in personal blogs. The correspondence analysis map for official websites revealed that they used 

images representing “stadiums,” “bars and breweries,” and “restaurant venues” more frequently than the 

other two information sources. The images of “bridges” and “historical buildings and sites” repeated more 

frequently in third-party websites than in the other two groups. And finally, the images of “houses and 

neighborhoods” and “modern Architecture” resurfaced more often in third-party and official websites 

than in personal blogs. In addition, the map also showed that “traditional sculptures,” “downtown view 
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and tall buildings,” and “Iconic elements and landmarks” were positioned on the center of the map, which 

indicated there is no association between these attributes and the three information sources.    

4.5.2.6.2  Experiences in a City 

A similar procedure was taken to analyze the attributes featuring the “experiences in a city” dimension.  

Table 24 and Figure 21shows the frequency of 19 attributes classified as “experiences in a city” 

dimension, the weighted frequency in each information agent group, and weighted frequency relative to 

all attributes in three sub-categories. A review of these findings reveals several points. Personal blogs and 

third-party websites included “history and heritage” and “museum and libraries” related images more 

frequently than official websites. However, official websites accentuated more strongly on “concert and 

music event,” “entertainment and gaming activities,” “hanging out with others,” and “sportive and 

physical activities.”  

However, based on these results (see Table 25 and Figure 22), there was no significant difference among 

the three information sources with respect to displaying four attributes: “theaters,” “pet and pet-related 

activities,” “spa and relaxation,” and “being in the streets.” (The frequency of other attributes was 

statistically different from one group to another. Figure 16 shows that “concerts and music events” and 

“history and heritage” are the two attributes that differentiate the three information agents more 

significantly. Following these two attributes, “museum and libraries,” “festival and street events,” and 

“spending time with others” were the attributes with different frequency among three groups.  

Table 24- “Experiences in a city” attributes frequencies 

Attributes 
Official 

Websites 
Frequency 

Official 
Websites 
Weighted 
Frequency 

(%) 

Official 
Websites 
Overall 

Weighted 
Frequency 

(%) 

Personal 
Blogs 

Frequency 

Personal 
Blogs Overall 

Weighted 
Frequency 

(%)  

Personal 
Blogs Overall 

Weighted 
Frequency 

(%) 

Third-Party 
Websites 

Frequency   

Third-Party 
Websites 
Weighted 
Frequency 

(%) 

Third-Party 
Websites 
Overall 

Weighted 
Frequency 

(%) 

art related activities 115 6.22 2.31 60 4.13 1.1 45 5.47 1.85 

being in the streets 19 1.03 0.38 14 0.96 0.26 12 1.46 0.49 

concerts and music events 159 8.6 3.2 20 1.38 0.37 28 3.41 1.15 

entertainment and 
gaming activities 

240 12.98 4.83 150 10.33 2.76 65 7.91 2.67 

festival and street events 129 6.98 2.6 30 2.07 0.55 27 3.28 1.11 

history and heritage 255 13.79 5.13 374 25.76 6.87 214 26.03 8.78 

malls and city centers 89 4.81 1.79 41 2.82 0.75 9 1.09 0.37 

museum and libraries 385 20.82 7.74 434 29.89 7.98 244 29.68 10.01 

night life activities 36 1.95 0.72 15 1.03 0.28 5 0.61 0.21 

pet and pet-related 
activities 

26 1.41 0.52 10 0.69 0.18 7 0.85 0.29 
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Table 24 (continued)- 

shopping local 67 3.62 1.35 106 7.3 1.95 51 6.2 2.09 

sky scenery 5 0.27 0.1 14 0.96 0.26 6 0.73 0.25 

spa and relaxation 14 0.76 0.28 8 0.55 0.15 3 0.36 0.12 

spending time with others 98 5.3 1.97 22 1.52 0.4 13 1.58 0.53 

sport and physical 
activities 

119 6.44 2.39 34 2.34 0.62 31 3.77 1.27 

theaters 47 2.54 0.95 28 1.93 0.51 10 1.22 0.41 

weather 3 0.16 0.06 24 1.65 0.44 6 0.73 0.25 

zoo and aquariums 32 1.73 0.64 42 2.89 0.77 43 5.23 1.76 

food truck 11 0.59 0.22 26 1.79 0.48 3 0.36 0.12 

total 1849 100 37.18 1452 99.99 26.68 822 99.97 33.73 

 

Figure 21- Comparison of “experiences in a city” dimension’s attributes frequencies 

 

Table 25- Chi-square test result for “experiences in a city” dimension’s attributes 

Attributes 
Official Websites 

Normalized 
Frequency (%) 

Personal Blogs 
Normalized 

Frequency (%) 

Third-party 
Websites 

Normalized 
Frequency (%) 

Chi-Square Test 
Value 

Degrees of 
Freedom P-Value Strength of 

Significance 

Concerts and music events 8.599 1.377 3.406 94.565 2 0 *** 
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Table 25 (continued)- 

History and heritage 13.791 25.758 26.034 91.307 2 0 *** 

Festival and street events 6.977 2.066 3.285 49.114 2 0 *** 

Spending time with others 5.3 1.515 1.582 46.217 2 0 *** 

Museum and libraries 20.822 29.89 29.684 43.116 2 0 *** 

Sport and physical activities 6.436 2.342 3.771 33.129 2 0 *** 

Malls and city centers 4.813 2.824 1.095 26.216 2 0 *** 

Zoo and aquariums 1.731 2.893 5.231 25.313 2 0 *** 

Weather 0.162 1.653 0.73 22.825 2 0 *** 

Shopping local 3.624 7.3 6.204 22.589 2 0 *** 

Entertainment and gaming 

activities 
12.98 10.331 7.908 16.048 2 0 *** 

Food truck 0.595 1.791 0.365 16.017 2 0 *** 

Night life activities 1.947 1.033 0.608 9.381 2 0.009 ** 

Art related activities 6.22 4.132 5.474 7.054 2 0.029 * 

Sky scenery 0.27 0.964 0.73 6.756 2 0.034 * 

Theaters 2.542 1.928 1.217 5.148 2 0.076 No 

Pet and pet-related activities 1.406 0.689 0.852 4.421 2 0.11 No 

Spa and relaxation 0.757 0.551 0.365 1.566 2 0.457 No 

Being in the streets 1.028 0.964 1.46 1.321 2 0.517 No 

*  P-Value < 0.1-   ** P-Value <  0.01-   *** P-Value <  0.001 

Figure 22- “Experiences in a city” dimension’s attributes ranked by Chi-square score 
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Table 26- Summary of correspondence analysis of “experiences in a city” dimension 

Dimensions Singular Value Inertia Chi-Square 

Inertia 

Contributio

n 

Cumulative 

Inertia 

Contribution 

Dimension One 0.32277 0.10418 429.54 90.10 90.10 

Dimension two 0.10698 0.01144 47.19 9.90 100.00 

 

 

Figure 23- Correspondence analysis map of “experiences in a city” dimension 
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The correspondence analysis (see table 26 and Figure 23)shows that official websites are mostly 

associated with “malls and city centers,” “theaters,” “nightlife activities,” “entertainment and gaming 

activities,” “concert and music events,” and “sport and physical activities.” On the other hand, personal 

blogs were more associated with “food trucks,” images of “weather situations” such as snow and rain, and 

“shopping local.” Compared to other groups, third-party websites were mostly associated with “zoo and 

Aquariums” and “being in the street.” As discussed, third-party websites and personal blogs both 

displayed more images containing “museum and libraries” and “visiting historical sites.” And lastly, both 

third-party and official websites showed more images of “art-related activities” compared to personal 

blogs. 

4.5.2.6.3  Urban Infrastructures 

The summery of the frequencies for urban infrastructure’ attributes is presented in the Table 27 and 

Figure 24. The findings of Chi-square test analysis -see Table 28 and Figure 26- failed to show any 

significant differences among the three information agents with respect to “urban plazas and walking 

paths,” and “airports and train Stations” attributes.  However, three other attributes, namely, “bus and 

public transportation,” “urban signs and furniture,” and “highways and streets” had statistically significant 

associations with information agents.  

 

Table 27- “Urban infrastructures” dimension’s attributes frequencies 

Attributes 
Official 

Websites 
Frequency 

Official 
Websites 
Weighted 
Frequency 

(%) 

Official 
Websites 
Overall 

Weighted 
Frequency 

(%) 

Personal 
Blogs 

Frequency 

Personal 
Blogs Overall 

Weighted 
Frequency 

(%)  

Personal 
Blogs Overall 

Weighted 
Frequency 

(%) 

Third-Party 
Websites 

Frequency   

Third-Party 
Websites 
Weighted 
Frequency 

(%) 

Third-Party 
Websites 
Overall 

Weighted 
Frequency 

(%) 

Airports and train stations 21 16.41 0.42 7 7.87 0.13 6 15 0.25 

Bus and public 

transportation 
28 21.88 0.56 5 5.62 0.09 5 12.5 0.21 

Highways and streets 8 6.25 0.16 17 19.1 0.31 5 12.5 0.21 

Urban plazas and walking 

paths 
61 47.66 1.23 42 47.19 0.77 16 40 0.66 

Urban signs and furniture 10 7.81 0.2 18 20.22 0.33 8 20 0.33 

Total 128 100.01 2.57 89 100 1.63 40 100 1.66 
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Figure 24- Comparison of “urban infrastructure” dimension’s attributes frequencies 

 

Table 28- Chi-square test result of “urban infrastructure” dimension’s attributes 

Attributes 
Official Websites 

Normalized 
Frequency (%) 

Personal Blogs 
Normalized 

Frequency (%) 

Third-party 
Websites 

Normalized 
Frequency (%) 

Chi-Square 
Test Value 

Degrees of 
Freedom P-Value Strength of 

Significance 

Bus and Public 
Transportation 21.875 5.618 12.5 11.208 2 0.004 ** 

Highways and Streets 6.25 19.101 12.5 8.44 2 0.015 * 

Urban Signs and 
Furniture 7.812 20.225 20 8.127 2 0.017 * 

Airports and Train 
Stations 16.406 7.865 15 3.466 2 0.177 No 

Urban Plazas and 
Walking Paths 47.656 47.191 40 0.762 2 0.683 No 

          *  P-Value < 0.1-   ** P-Value <  0.01-   *** P-Value <  0.001 
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Figure 25- “Urban infrastructure” dimension’s attributes ranked by Chi-square score  

 

 

The corresponding analysis results are displayed in Table 29 and Figure 28. showed that while official 

blogs were more associated with “bus and public transportation” attribute, the frequency of images 

portraying “highways and streets” was higher in personal blogs. Both third-party websites and personal 

blogs contained a higher proportion of images with “urban signs and furniture” attribute in their visual 

content. 

 

Table 29- Summary of correspondence analysis of “urban infrastructure” dimension 

Dimensions Singular Value Inertia Chi-Square 
Inertia 

Contribut
ion 

Cumulative 
Inertia 

Contribution 
Dimension One 0.31859 0.10150 26.085 95.17 95.17 

Dimension two 0.07181 0.00516 1.325 4.83 100.00 
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Figure 26- Correspondence analysis map of urban infrastructure dimension 

 

4.5.2.6.4  Food and Drink Related Activities 

Table 30 displays the frequency of 19 attributes classified in the “food and drink related activities” 

dimension, their weighted frequency with respect to other attributes in that dimension, and with respect to 

all attributes in the three sub-categories. The majority of images – see Figure 27- related to this dimension 

in all three groups were including the “local cuisine and dining” attribute. The Chi-square test results – 

see table 31 and Figure 29- for all attributes, except for “fresh products,” revealed that there is a 

significant difference for the frequency of all attributes related to food and drink-related activities among 

the three information resources visual content, with “sweet and dessert” producing the highest significant 

difference. This data set's correspondence analysis – see Table 32 and Figure 30-  showed that images 

featuring “bars and breweries” attribute were recurring more frequently in official websites. In contrast, 
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the weighted frequencies of images labeled as “cafes,” “sweet and desserts,” and “food trucks” were 

relatively higher in personal blogs’ content. Lastly, the images containing “drinks” and other “hot 

beverages” features were repeated more frequently in personal blogs and official websites compared to 

personal blogs.  

Table 30- “Food and drink-related activities” dimension’s attributes frequencies 

Attributes 
Official 

Websites 
Frequency 

Official 
Websites 
Weighted 
Frequency 

(%) 

Official 
Websites 
Overall 

Weighted 
Frequency 

(%) 

Personal 
Blogs 

Frequency 

Personal 
Blogs Overall 

Weighted 
Frequency 

(%)  

Personal 
Blogs Overall 

Weighted 
Frequency 

(%) 

Third-Party 
Websites 

Frequency   

Third-Party 
Websites 
Weighted 
Frequency 

(%) 

Third-Party 
Websites 
Overall 

Weighted 
Frequency 

(%) 

Bars and breweries 156 16.74 3.14 103 10.23 1.89 52 15.12 2.13 

Cafes 24 2.58 0.48 67 6.65 1.23 14 4.07 0.57 

Drinks 156 16.74 3.14 172 17.08 3.16 36 10.47 1.48 

Food trucks 11 1.18 0.22 26 2.58 0.48 3 0.87 0.12 

Fresh products 19 2.04 0.38 18 1.79 0.33 13 3.78 0.53 

Hot beverages 39 4.18 0.78 37 3.67 0.68 4 1.16 0.16 

Local cuisine 370 39.7 7.44 326 32.37 5.99 123 35.76 5.05 

Restaurant venues 119 12.77 2.39 111 11.02 2.04 59 17.15 2.42 

Sweets and desserts 38 4.08 0.76 147 14.6 2.7 40 11.63 1.64 

Total 932 100.01 18.73 1007 99.99 18.5 344 100.01 14.1 

 

Figure 27- Comparison of “food and drink-related activities” dimension’s attributes frequencies 
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Table 31- Chi-square test result for “food and drink related activities” dimension’s attributes 

City Dimensions 
Official Websites 

Normalized 

Frequency (%) 

Personal Blogs 

Normalized 

Frequency (%) 

Third-party 

Websites 

Normalized 

Frequency (%) 

Chi-Square 

Test Value 

Degrees of 

Freedom 
P-Value 

Strength of 

Significance 

Sweets and Desserts 4.077 14.598 11.628 61.734 2 0 *** 

Cafes 2.575 6.653 4.07 18.607 2 0 *** 

Bars and Breweries 16.738 10.228 15.116 18.2 2 0 *** 

Local Cuisine 39.7 32.373 35.756 11.295 2 0.004 ** 

Drinks 16.738 17.08 10.465 9.114 2 0.01 * 

Restaurant Venues 12.768 11.023 17.151 8.727 2 0.013 * 

Food Trucks 1.18 2.582 0.872 7.346 2 0.025 * 

Hot beverages 4.185 3.674 1.163 6.939 2 0.031 * 

Fresh Products 2.039 1.787 3.779 4.916 2 0.086 No 

          *  P-Value < 0.1-   ** P-Value <  0.01-   *** P-Value <  0.001 

 

Figure 28- “Food and drink-related activities” dimensions’ attributes ranked by Chi-square score 
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Table 32- Summary of correspondence analysis of “food and drink-related activities” dimension 

Dimensions Singular 
Value Inertia Chi-Square Inertia 

Contribution 

Cumulative 
Inertia 

Contribution 
Dimension One 0.21134 0.04467 101.97 77.34 77.34 

Dimension two 0.11441 0.01309 29.88 22.66 100.00 

 

 

Figure 29- Correspondence analysis map of “food and drink related-activities” dimension 

 

4.5.2.6.5  Green Spaces Inside a City 

Table 33 and Figure 31 shows that the images contained the attribute “parks and gardens” motifs were the 

most repeated in this dimension, followed by “rivers in the urban area” and “green spaces in urban 
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environments.” The Chi-square test results – see Table 34- failed to show any significant differences 

among three information agents with respect to any of the attributes labeled as “Green spaces in a city.” 

Hence, no correspondence analysis was carried out in the data set.  

Table 33- Comparison of “green space inside the city” dimension’s attributes frequency 

Attributes 
Official 

Websites 
Frequency 

Official 
Websites 
Weighted 
Frequency 

(%) 

Official 
Websites 
Overall 

Weighted 
Frequency 

(%) 

Personal 
Blogs 

Frequency 

Personal 
Blogs Overall 

Weighted 
Frequency 

(%)  

Personal 
Blogs Overall 

Weighted 
Frequency 

(%) 

Third-Party 
Websites 

Frequency   

Third-Party 
Websites 
Weighted 
Frequency 

(%) 

Third-Party 
Websites 
Overall 

Weighted 
Frequency 

(%) 

Green spaces in urban 

areas 
53 18.79 1.07 65 16.05 1.19 32 16.49 1.31 

Lakes in the parks 11 3.9 0.22 9 2.22 0.17 7 3.61 0.29 

Landscape design and 

furniture 
20 7.09 0.4 49 12.1 0.9 19 9.79 0.78 

Parks and gardens 142 50.35 2.86 180 44.44 3.31 86 44.33 3.53 

Rivers in the urban areas 56 19.86 1.13 102 25.19 1.87 50 25.77 2.05 

Total 282 99.99 5.68 405 100 7.44 194 99.99 7.96 

 

Figure 30- Comparison of “Green Spaces inside the city” dimension’s attributes frequencies 
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Table 34-Chi-square test result of “Green Spaces inside the City” dimension‘s attributes 

Attributes 
Official Websites 

Normalized 
Frequency (%) 

Personal Blogs 
Normalized 

Frequency (%) 

Third-party 
Websites 

Normalized 
Frequency (%) 

Chi-Square 
Test Value 

Degrees of 
Freedom P-Value Strength of 

Significance 

Landscape design 
and furniture 7.092 12.099 9.794 4.645 2 0.098 No 

Rivers in the urban 
areas 19.858 25.185 25.773 3.261 2 0.196 No 

Parks and gardens 50.355 44.444 44.33 2.728 2 0.256 No 

Lakes in the parks 3.901 2.222 3.608 1.824 2 0.402 No 

Green spaces in 
urban areas 18.794 16.049 16.495 0.936 2 0.626 No 

Landscape design 
and furniture 7.092 12.099 9.794 4.645 2 0.098 No 

Rivers in the urban 
areas 19.858 25.185 25.773 3.261 2 0.196 No 

Parks and gardens 50.355 44.444 44.33 2.728 2 0.256 No 

Lakes in the parks 3.901 2.222 3.608 1.824 2 0.402 No 

 

 

4.5.2.6.6  Family and Kids Related Activities 

The Chi-square test of “family and kids-related activities” dimension’s attributes – see Table 36- revealed 

that there was significant differences among the “family pictures,” “zoos and Aquariums,” and 

“children’s activities” attributes in this group. However, the findings did not show any differences among 

the three groups in terms of “kids’ museum” and “theme parks” attributes. Figure 31 and Table 35 reveal 

that the official websites present kids’ activities more frequently than other groups, while personal blogs 

generally contained more images featuring “family pictures.” Finally, “zoo and aquariums” attribute, 

which showed the highest Chi-square test score among the five attributes, was associated with third-party 

websites.   

Table 35 – “Family and kids-related activities” dimension’s attributes frequency 

Attributes 
Official 

Websites 
Frequency 

Official 
Websites 
Weighted 
Frequency 

(%) 

Official 
Websites 
Overall 

Weighted 
Frequency 

(%) 

Personal 
Blogs 

Frequency 

Personal 
Blogs Overall 

Weighted 
Frequency 

(%)  

Personal 
Blogs Overall 

Weighted 
Frequency 

(%) 

Third-Party 
Websites 

Frequency   

Third-Party 
Websites 
Weighted 
Frequency 

(%) 

Third-Party 
Websites 
Overall 

Weighted 
Frequency 

(%) 

Children’s activities 97 44.09 1.95 128 35.36 2.35 33 29.46 1.35 

Theme parks 17 7.73 0.34 23 6.35 0.42 12 10.71 0.49 

Zoos and Aquariums 32 14.55 0.64 42 11.6 0.77 43 38.39 1.76 

Family picture 49 22.27 0.99 126 34.81 2.32 19 16.96 0.78 

Kids/museum 25 11.36 0.5 43 11.88 0.79 5 4.46 0.21 

Total 220 100 4.42 362 100 6.65 112 99.98 4.59 
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Figure 31- Comparison of “family and kids-related activities” dimension’s attributes frequencies 

 

 

Table 36-Chi-square test result of “family and kids-related activities” 

City Dimensions 
Official Websites 

Normalized 
Frequency (%) 

Personal Blogs 
Normalized 

Frequency (%) 

Third-party 
Websites 

Normalized 
Frequency (%) 

Chi-Square 
Test Value 

Degrees of 
Freedom P-Value Strength of 

Significance 

Zoos and Aquariums 14.545 11.602 38.393 45.03 2 0 *** 

family picture 22.273 34.807 16.964 18.683 2 0 *** 

Children’s Activities 44.091 35.359 29.464 7.868 2 0.02 * 

kids/museum 11.364 11.878 4.464 5.24 2 0.073 No 

Theme Parks 7.727 6.354 10.714 2.372 2 0.305 No 

          *  P-Value < 0.1-   ** P-Value <  0.01-   *** P-Value <  0.001 

 

 

Table 37-Summary of correspondence analysis of “family and kids related activities” dimension’s attributes 

Dimensions Singular Value Inertia Chi-Square 
Inertia 

Contributio
n 

Cumulative 
Inertia 

Contribution 

Dimension One 0.27831 0.07746 53.756 85.70 85.70 

Dimension two 0.11368 0.01292 8.968 14.30 100.00 
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Figure 32- “Family and kid-related activities” dimension’s attributes ranked by Chi-square score 

 

Figure 33- Correspondence analysis of “family and kids related activities” dimension’s attributes 
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4.5.2.6.7  Peripheral Nature and Outdoor Activities in Nature 

The summery of the frequencies for peripheral nature and outdoor activities in nature attributes is 

presented in the Table 39 and Figure 34. The Chi-square analysis – Table 40- failed to show any 

significant differences for the frequency of these two attributes among the other information agents. 

Table 38- “Peripheral nature and outdoor activities in nature” dimension’s attributes frequency  

Attributes 
Official 

Websites 
Frequency 

Official 
Websites 
Weighted 
Frequency 

(%) 

Official 
Websites 
Overall 

Weighted 
Frequency 

(%) 

Personal 
Blogs 

Frequency 

Personal 
Blogs Overall 

Weighted 
Frequency 

(%)  

Personal 
Blogs Overall 

Weighted 
Frequency 

(%) 

Third-Party 
Websites 

Frequency   

Third-Party 
Websites 
Weighted 
Frequency 

(%) 

Third-Party 
Websites 
Overall 

Weighted 
Frequency 

(%) 

Camping activities in 
nature 12 5.53 0.24 12 3.09 0.22 2 1.08 0.08 

Fauna and flora 12 5.53 0.24 25 6.44 0.46 5 2.7 0.21 

Forests 25 11.52 0.5 46 11.86 0.85 37 20 1.52 

Lakes 26 11.98 0.52 68 17.53 1.25 44 23.78 1.8 

Mountains 78 35.94 1.57 95 24.48 1.75 43 23.24 1.76 

Oceans 16 7.37 0.32 49 12.63 0.9 16 8.65 0.66 

Plains 12 5.53 0.24 10 2.58 0.18 5 2.7 0.21 

Rivers 36 16.59 0.72 83 21.39 1.53 33 17.84 1.35 

Total 217 99.99 4.35 388 100 7.14 185 99.99 7.59 

 

Figure 34- “Peripheral nature and outdoor activities in nature” dimension’s attributes frequency 
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Table 39- Chi-square test result of “Peripheral nature and outdoor activities in nature” dimension’s attributes 

Attributes 
Official Websites 

Normalized 
Frequency (%) 

Personal Blogs 
Normalized 

Frequency (%) 

Third-party 
Websites 

Normalized 
Frequency (%) 

Chi-Square 
Test Value 

Degrees of 
Freedom P-Value Strength of 

Significance 

Mountains 35.945 24.485 23.243 11.243 2 0.004 ** 

Lakes 11.982 17.526 23.784 9.65 2 0.008 ** 

Forests 11.521 11.856 20 8.213 2 0.016 * 
Camping Activities 
in Nature 5.53 3.093 1.081 6.304 2 0.043 * 

Oceans 7.373 12.629 8.649 4.853 2 0.088 No 

Plains 5.53 2.577 2.703 4.05 2 0.132 No 

Fauna and Flora 5.53 6.443 2.703 3.509 2 0.173 No 

Rivers 16.59 21.392 17.838 2.371 2 0.306 No 

              *  P-Value < 0.1-   ** P-Value <  0.01-   *** P-Value <  0.001 

 

Figure 35- “Peripheral nature and outdoor activities in nature” dimension’s attributes ranked by Chi-square score 

 

The correspondence analysis (see Table 41 and Figure 36) showed that there is association among the 

three information agents and four of the attributes of this dimension, namely, “mountains,” “forests,” 

“lakes,” and “camping activities in nature.” The photographs displaying images of “mountains,” and 

“camping activities in nature” were appeared more frequently in official websites content, while third-
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party websites were mostly associated with “forests” and “lakes.” Although “rivers” and “mountain” were 

the most repeated attributes in personal blogs.  

Table 40- Summary of correspondence analysis of “peripheral nature and outdoor activities in nature” dimension’s attributes 

Dimensions Singular Value Inertia Chi-Square Inertia 
Contribution 

Cumulative 
Inertia 

Contribution 
Dimension One 0.19390 0.03760 29.701 69.36 69.36 

Dimension two 0.12889 0.01661 13.123 30.64 100.00 

 

Figure 36- Correspondence analysis map of “peripheral nature and outdoor activities in nature” dimension 
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4.5.2.6.8  Overall Perspective of Cities 

Compared to other groups (see Table 42 and Figure 37), third-party websites contained more images 

displaying “overall images of the cities” attribute with normalized frequency of 2.32, compared to the 

attribute’s frequency in official websites (1.27%) and personal blogs (1.51%). Table 43 shows that he 

differences of both overall perspective of tall buildings and natural environments were statically 

significant among the three information agents.  

Table 41- “Overall perspective of cities” dimension’ attributes frequency  

Attributes 
Official 

Websites 
Frequency 

Official 
Websites 
Weighted 
Frequency 

(%) 

Official 
Websites 
Overall 

Weighted 
Frequency 

(%) 

Personal 
Blogs 

Frequency 

Personal 
Blogs Overall 

Weighted 
Frequency 

(%)  

Personal 
Blogs Overall 

Weighted 
Frequency 

(%) 

Third-Party 
Websites 

Frequency   

Third-Party 
Websites 
Weighted 
Frequency 

(%) 

Third-Party 
Websites 
Overall 

Weighted 
Frequency 

(%) 

Overall View of Natural 
Environments 9 12.5 0.18 8 8.89 0.15 1 .2 .2 

Overall View of Tall 
Buildings 63 87.5 1.27 82 91.11 1.51 57 .98 2.32 

Total 72 100 1.45 90 100 1.66 57 100 2.34 

 

Figure 37- “Overall perspective of cities” dimension’s attributes frequencies 
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Table 42- Summary of correspondence analysis of “overall perspective of cities” dimension’s attributes 

Attributes 
Official Websites 

Normalized 
Frequency (%) 

Personal Blogs 
Normalized 

Frequency (%) 

Third-party 
Websites 

Normalized 
Frequency (%) 

Chi-Square 
Test Value 

Degrees of 
Freedom P-Value Strength of 

Significance 

Overall View of Tall Buildings 87.5 91.111 100 7.213 2 0.027 * 

Overall View of Natural 
Environments 12.5 8.889 .72 7.213 2 0.027 * 

    *  P-Value < 0.1-   ** P-Value <  0.01-   *** P-Value <  0.001 

 

4.5.2.6.9  Tourism Infrastructures  

The review of “tourism infrastructure” dimension’s attributes presented in Table 44 and Figure 38, 

showed that, in general, the proportion of images related to this dimension were higher in official 

websites. However, the images related to "tourism facilities" occurred more frequently in official website 

content, whereas the proportion of images containing "hotels and resort" features were higher in the two 

other groups.  

The result of Chi-square test on the data set – Table 44- reveals that the differences of both attributes in 

this dimension were statically significant among the three information agents.  

 

 

Table 43- “Tourism Infrastructure” dimension attribute’s frequency 

Attributes 
Official 

Websites 
Frequency 

Official 
Websites 
Weighted 
Frequency 

(%) 

Official 
Websites 
Overall 

Weighted 
Frequency 

(%) 

Personal 
Blogs 

Frequency 

Personal 
Blogs Overall 

Weighted 
Frequency 

(%)  

Personal 
Blogs Overall 

Weighted 
Frequency 

(%) 

Third-Party 
Websites 

Frequency   

Third-Party 
Websites 
Weighted 
Frequency 

(%) 

Third-Party 
Websites 
Overall 

Weighted 
Frequency 

(%) 

Hotels and Resorts 134 62.33 2.7 130 94.2 2.39 55 94.83 2.26 

Tourism Facilities 81 37.67 1.63 8 5.8 0.15 3 5.17 0.12 

Total 215 100 4.33 138 100 2.54 58 100 2.38 
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Figure 38- “Tourism Infrastructure” dimension’s attributes’ frequency 

 

Table 44- Chi-square test result of “tourism infrastructure” dimension’s attributes 

City Dimensions 
Official Websites 

Normalized 

Frequency (%) 

Personal Blogs 

Normalized 

Frequency (%) 

Third-party 

Websites 

Normalized 

Frequency (%) 

Chi-Square 

Test Value 

Degrees of 

Freedom 
P-Value 

Strength of 

Significance 

Hotels and Resorts 62.326 94.203 94.828 60.675 2 0 *** 

Tourism Facilities 37.674 5.797 5.172 60.675 2 0 *** 

           *  P-Value < 0.1-   ** P-Value <  0.01-   *** P-Value <  0.001 

 

4.5.3 Comparing the Visual Data Among the Nine American Cities 

In this section, we investigated whether three information sources under study -i.e., official websites, 

personal blogs, and third-party websites- related to nine American cities were using different themes and 

attributes in their visual content to create a more distinctive place image. In order to evaluate their 

difference, we studied which of these information agents used the most varied selection of visual features 

to create a place image. Figure 40 displays the diversity of attributes present in each of the three 

information agents’ content.  

The result of the Chi-square test on the data – Table 45- revealed that the p-value in all three groups is 

close to 0, indicating that at least two out of the nine sample case studies used statically different 

collection of attributes in their visual content compared to other cases. However, not all information 
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agents maintained the same level of diversity in their visual data. Based on these findings, individuals 

who are sharing their experiences in personal blogs, with a Chi-square score of 3,337.375, used the most 

varied selection of attributes, compared to other information agents. Official websites followed the 

personal blogs in using a diverse set of images in their visual content, with a Chi-square score of 

2,570.205. Compared to these two groups, third-party websites employed a relatively limited set of 

attributes in their visual content, yielding a Chi-square score of 1,396.637. These findings suggested that 

the images created by third-party websites for nine American cities were relatively more similar to each 

other, compared to the images created by personal blogs and official websites.  

 

Figure 39- Comparison of the distinction among nine cities’ place image manifested in information agents’ visual content 

 

Table 45- Chi-square test result of pictorial data 

Information sources Chi-Square Test Value 
Degrees of 

Freedom 
P-Value Strength of Significance 

Official Websites 2570.205 560 0 *** 

Personal Blogs 3337.375 552 0 *** 

Third-party Websites 1396.637 560 0 *** 
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4.5.3.1 Comparison of the Image Projected by Official Websites Among Nine Cities 

All ten dimensions of the visual place image were examined with a Chi-square test that is presented in 

Table 46. The result showed significant differences among the nine case studies with respect to all ten 

dimensions. Figure 41ranks the attributes with the highest Chi-square scores in the official websites’ data 

set. The visual data set was also examined with a correspondence analysis method to explore the 

association and disassociation of place attributes within nine case studies. The summary of the 

correspondence analysis and the conceptual analysis map are exhibited in Table 47 and Figure 42, 

respectively. For example, the keyword “mountain” with the Chi-square score of 362.55 – The highest 

score among all place attributes- is strongly associated with Salt Lake City. 

 

 

Table 46- Chi-square test score for official websites’ visual data 

 

 
 
 

 
*  P-Value < 0.1  -   ** P-Value <  0.01  -   *** P-Value <  0.001 
 
 
 

city Attribute Buffalo Jacksonvill
e Charlotte Indiana Salt Lake 

City St. Louis Louisville Sacramento Austin 
Chi 

Square 
Test 

Degree 
of 

Freedom 
P 

Value Significance 

Nature and outdoor 
activity in nature 6.414 4.899 1.583 0.829 13.619 0.617 1.604 1.124 14.586 300.514 8 0 *** 

Food and Drink 
Related Activities 18.076 14.02 21.9 21.014 9.728 34.568 24.242 9.831 13.184 127.899 8 0 *** 

Others 0.875 0.507 1.055 0.922 1.946 5.556 3.03 8.708 2.805 108.355 8 0 *** 

Tourism Facilities 4.082 3.547 4.354 1.751 3.502 7.099 2.139 7.584 9.257 79.056 8 0 *** 

Physical Environment 21.283 21.284 22.691 20.922 12.451 15.123 21.034 21.91 11.781 49.812 8 0 *** 

Experiences in a City 41.983 44.426 34.828 38.71 41.634 23.765 35.651 37.079 35.203 48.436 8 0 *** 

Family and kids 
Activities 0.875 4.392 3.958 4.608 9.339 3.395 4.456 3.09 6.872 36.179 8 0 *** 

Green Spaces Inside a 
City 4.665 6.081 7.256 7.465 7.782 7.099 4.813 5.056 2.104 31.207 8 0 *** 

Urban Infrastructures 2.041 1.351 2.375 3.779 0.778 3.395 2.139 5.618 2.525 25.812 8 0.001 ** 

Overall Perspective of 
City 2.041 0.845 1.055 0.737 2.335 1.852 2.317 2.247 2.805 19.198 8 0.014 * 
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Figure 40- Attributes with highest Chi-square test score in official websites’ visual data 

 

Table 47- Summary of correspondence analysis of 9 cities’ official websites’ visual data 

Dimensions Singular Value Inertia Chi-Square Inertia 

Contribution 

Cumulative 

Inertia 

Contribution 

Dimension One 0.40384 0.16309 813.16 26.10 26.10 

Dimension Two 0.36759 0.13512 673.73 21.63 47.73 

Dimension Three 0.29112 0.08475 422.55 13.56 61.29 

Dimension Four 0.26033 0.06777 337.90 10.85 72.14 

Dimension Five 0.24848 0.06174 307.85 9.88 82.02 

Dimension Six 0.23208 0.05386 268.54 8.62 90.64 

Dimension Seven 0.17874 0.03195 159.30 5.11 95.75 

Dimension Eight 0.16297 0.02656 132.42 4.25 100.00 
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Figure 41- Correspondence analysis map of visual data in official websites for nine cities 

 

 

These results showed that similar to content analysis of textual data, Salt Lake City and Jacksonville had a 

more distinctive visual image. However, the proportion of attributes in the other seven cities were 

relatively similar to each other. Based on the conceptual map, “mountain,” “hotel and resorts,” “theme 

park,” “public transportation,” “social issues,” and “pet-related activities” were associated with Salt-Lake 

City. Whereas “ocean,” “zoo and aquariums,” and “camping and activities in nature” attributes were 

associated with Jacksonville.  

4.5.3.2 Comparison of the Image Projected by Personal Blogs Among Nine Cities: 

Conducting a Chi-square test on personal blogs’ data set – see Table 48 and Figure 43- showed significant 

differences among the nine case studies with respect to all city dimensions except for “urban 



 117 

infrastructure.” The summary of correspondence analysis and the correspondence analysis map are 

presented in Table 49 and Figure 44. Examining the visual content of the nine sample case studies with 

Chi-square test and correspondence analysis revealed that, compared to official websites’ online content, 

the place images presented by personal blogs were more diverse.  

In the analysis of official websites’ visual content, two cities stood out as destinations with different place 

images. As Figure 44 illustrates, in analyzing personal blog content, four cities were identified as places 

with more distinctive place images. Jacksonville was mostly associated with “ocean,” “camping 

activities,” and “spa and relaxation.” On the other hand, “concerts and music events,” “nightlife,” “river,” 

“sports and physical activities,” “bridges,” and “entertainment and gaming activities” attributes were 

linked to Austin. “Houses and neighborhoods,” “Lakes,” “public transportation,” and “weather” were 

associated with Salt Lake City. Finally, St. Louis visual images contained a larger proportion of “iconic 

elements and landmarks,” “theme parks,” and “unusual designed elements” features. 

 

 

 

Table 48- Chi-square test results for personal blogs’ visual data 

 

 

 

 
 
 

*  P-Value < 0.1  -   ** P-Value <  0.01  -   *** P-Value <  0.001 
 
 
 

city Attribute Buffalo Jacksonvill
e Charlotte Indiana Salt Lake 

City St. Louis Louisville Sacramento Austin 
Chi 

Square 
Test 

Degree 
of 

Freedom 
P 

Value Significance 

Nature and outdoor 
activity in nature 7.755 3.731 4.923 5.612 13.106 0.376 2.024 3.243 21.501 331.794 8 0 *** 

Family and kids 
activities 5.556 2.985 15.385 7.823 6.104 4.699 2.698 13.748 4.329 138.541 8 0 *** 

Food and drink 
related activities 19.792 16.604 16.308 12.245 23.339 29.511 20.911 13.748 16.45 85.282 8 0 *** 

Physical environment 30.208 29.851 22.769 30.272 14.901 25.376 30.185 26.978 24.531 60.192 8 0 *** 

Green spaces inside a 
city 7.986 5.97 5.231 10.544 5.027 4.135 7.083 12.84 6.205 58.824 8 0 *** 

Experiences in a city 22.454 34.888 30.769 27.211 29.264 27.068 29.848 24.514 21.212 46.527 8 0 *** 

Others 1.042 0.373 1.231 1.02 2.693 3.947 1.518 0.649 1.299 38.649 8 0 *** 

Tourism facilities 1.736 4.478 1.538 2.381 3.77 3.571 3.373 2.335 1.587 20.096 8 0.01 *** 

Overall perspectives 
of city 2.894 0.933 1.846 1.531 2.154 1.128 1.518 1.038 2.742 16.28 8 0.039 * 

Urban infrastructures 1.505 1.679 2.462 2.721 1.077 1.692 2.192 1.946 1.299 7.392 8 0.495 No 
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Figure 42- Attributes with highest Chi-square test score in personal blogs’ visual data 

 

Table 49- Summary of correspondence analysis of 9 cities’ official websites’ visual data 

Dimensions Singular Value Inertia Chi-Square Inertia 

Contribution 

Cumulative Inertia 

Contribution Dimension One 0.41628 0.17329 947.39 25.05 25.05 

Dimension Two 0.39681 0.15746 860.83 22.76 47.81 

Dimension Three 0.32609 0.10633 581.32 15.37 63.18 

Dimension Four 0.30850 0.09517 520.30 13.76 76.94 

Dimension Five 0.23049 0.05313 290.44 7.68 84.62 

Dimension Six 0.21863 0.04780 261.32 6.91 91.53 

Dimension Seven 0.17810 0.03172 173.42 4.59 96.11 

Dimension Eight 0.16399 0.02689 147.02 3.89 100.00 
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Figure 43- Correspondence analysis map of visual data in third-part websites for nine cities 

 

4.5.3.3 Comparison of Image Projected in Third-Party Websites Among Nine Cities 

Examining the visual content of nine sample case studies using Chi-square test – see Table 50 and Figure 

44- revealed that there were no differences among nine cities with respect to “physical environment,” “ 

tourism facilities,” and “overall perspective of city” dimensions. Similar to the other two groups, the data 

set was examined using the correspondence analysis method. The conceptional map – Table 51 and 

Figure 45- showed that two cities of Charlotte and Salt Lake City and, to some extent, Austin projected a 

different place image in their visual content.  
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Table 50- Chi-square test score for third-party websites’ visual data 

 

Figure 44- Attributes with highest Chi-square test score in third-party websites’ visual data 

 

 
 
 

     *  P-Value < 0.1  -   ** P-Value <  0.01  -   *** P-Value <  0.001 
 
 
 

city Attribute Buffalo Jacksonville Charlotte Indiana Salt Lake 
City St. Louis Louisville Sacramento Austin Chi Square 

Test 
Degree of 
Freedom P Value Significance 

Nature and 
outdoor activity in 
nature 

12.245 7.937 7.692 4.985 7.623 1.216 7.003 2.871 28.632 182.48 8 0 *** 

Food and Drink 
Related Activities 35.204 7.407 10.059 5.865 14.35 11.854 11.765 18.182 18.803 111.49 8 0 *** 

Experiences in a 
City 16.837 46.032 31.953 39.003 33.632 44.985 32.773 32.536 20.513 79.511 8 0 *** 

Urban 
Infrastructures 0.51 2.116 6.509 2.933 1.794 0.912 1.12 1.675 2.137 25.028 8 0.002 ** 

Others 1.531 1.058 0.592 1.76 2.242 2.128 4.482 0.478 0.427 24.282 8 0.002 ** 

Family and kids 
Activities 5.102 2.116 4.734 7.625 8.52 2.432 3.922 5.024 4.701 19.837 8 0.011 * 

Green Spaces 
Inside a City 5.612 10.053 6.509 12.023 7.175 6.687 8.403 10.287 4.274 18.266 8 0.019 * 

Physical 
Environment 23.98 22.751 29.586 21.408 21.973 26.14 28.571 25.12 19.658 11.976 8 0.152 No 

Tourism Facilities 1.02 1.058 2.367 3.226 3.587 2.736 1.401 4.067 3.846 11.459 8 0.177 No 
Overall 
perspectives of 
city 

2.041 3.704 4.734 3.519 2.691 3.343 2.801 1.675 0.427 11.437 8 0.178 No 
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Table 51- Summary of correspondence analysis of nine cities’ third-party websites’ visual data 

Dimensions Singular Value Inertia Chi-Square Inertia 
Contribution 

Cumulative 
Inertia 

Contribution 

Dimension One 0.43806 0.19189 469.57 25.00 25.00 

Dimension Two 0.39143 0.15321 374.92 19.96 44.96 

Dimension Three 0.34469 0.11881 290.72 15.48 60.44 

Dimension Four 0.29731 0.08839 216.30 11.52 71.96 

Dimension Five 0.28218 0.07963 194.85 10.37 82.33 

Dimension Six 0.23220 0.05392 131.94 7.02 89.35 

Dimension Seven 0.21152 0.04474 109.48 5.83 95.18 

Dimension Eight 0.19229 0.03697 90.48 4.82 100.00 

 

 

Figure 45- Correspondence analysis map of visual data in third-party websites for nine cities 
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4.6 Discussions 

This study utilized computerized content analysis methods to provide a better understanding of American 

cities’ place images communicated by various information sources. This study analyzed both pictorial and 

textual content posted in the virtual information space of the web to compare the content of different 

information resources – cities’ official websites, third party websites, and personal blogs- and assess the 

level of congruity between the projected and perceived images of nine American cities.  

The previous literature suggests that due to the interference of various factors involved in place image 

formation, the images transmitted by various information agents rarely coincide with each other (Choi et 

al., 2007; Mak, 2017). The empirical findings of both textual and visual data analysis in this study 

provided further evidence to support this claim and confirmed the significant differences among the 

projected and perceived images of American cities. 

Comparing the images created by three information agents provided several insights: 

• Analyzing the textual content showed that the keyword "festival" differentiates the official 

websites from other groups. The keyword that was repeated most frequently in personal blogs 

compared to the other groups was "murals.” 

• Both official websites and personal blogs were focused on "culture" and "art" activities. However, 

while the official websites focused on cultural facilities and cultural events, individuals expressed 

more interest in street art, murals, and unusual elements in the city.   

• Food and drink were an important part of all information sources’ online presentations. However, 

official websites’ emphasis was mainly on restaurant venues and bars and breweries. In 

comparison, individuals shared images of food trucks, sweets and desserts, cafes, and generally 

more affordable food options. 

• Social districts which offered an array of different activities were also highlighted in personal 

blogs. Except for Charlotte's official website, other cities mainly neglected to represent these 

features in their online image create through official websites.  

• One other significant difference between personal blogs and the other two information sources' 

content was the emphasis on family and kids-related activities, as well as providing information 

about various opportunities to spend time as a family in the cities.  

•  The findings suggested that the user-generated textual content outperformed the other 

information sources in terms of reflecting the affective dimension of place image.  
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In addition, this study compared the place image of nine case studies independently to investigate whether 

any of the three online information sources have been successful in characterizing a distinctive image for 

the city. The analysis of both textual and pictorial online content revealed that the association among the 

image attributes presented by official websites and the nine American cites was not significant. The 

findings suggested that the official websites were not very successful in creating a distinctive image for 

their cities. The only exceptions were Jacksonville and Salt Lake city, who had differentiated themselves 

by presenting their natural environment’s assets. Previous studies showed that user-generated content is 

the most diverse source of online information (Koltringer & Dickinger, 2015). This study’s analysis of 

both textual and visual data provided further evidence for this notion and revealed that, compared to third-

party and official websites, user-generated content is the richest and most diverse form of online 

information. 

This research used a relatively large sample size to study both textual and visuals place images. For 

example, Governs and Go (2007) studied the online image of Dubai projected by various sectors of the 

industry through analyzing 20 websites containing 505 images. Mak (2017) studied the perceived and 

projected online images of Taiwan by comparing the content of 93 blogs, which contained a total of 1,953 

photos and 140 pages, with the content of the country’s official website, which contained 321 photos and 

49 pages. In this study, we analyzed 1,213 webpages that contained 8,785 visuals units. This relatively 

large data set allowed us to have more confidence that this study’s findings can be generalized to other 

settings and contexts.  

And lastly, from a methodological point of view, this study contributed to the literature by comparing two 

methodological approaches in studying city image. To analyze the textual content, this study employed an 

unsupervised automatic machine learning technique. The visual data were examined both qualitatively, by 

trained researchers, and quantitatively, using statistical methods. In many aspects, both approaches 

presented similar results. For instance, both approaches highlighted the emphasis of personal blogs on 

“murals and public art,” and also the focus of “official websites” on events and activities in the cities. 

Both approaches also suggested that personal blogs used a more diverse set of features to create a place 

image.  

Both methods had some advantages and disadvantages. The computerized methods used in the textual 

content analysis were significantly faster, more reliable, and replicable. Moreover, they can be employed 

on textual content of larger volumes. The qualitative methods of analyzing pictorial material were more 

complicated and required trained researchers as well as well-drafted classification systems. Moreover, the 

risk of attaining a slightly different outcome is higher in qualitative methods. These methods are 

technologically more demanding procedures and relatively more time-consuming. For these reasons, 
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many researchers prefer to study textual content with automated methods, when they are studying online 

place images and larger volumes of data are available to them for exploration.  

However, the findings of this study showed that analysis of pictorial materials allows the researchers to 

uncover additional aspects of place image construction that cannot be captured by quantitative textual 

content analysis. While the similarity of the findings accentuates the reliabilities of both methods, a 

combination of both methods can result in a more comprehensive and robust understanding of city 

images. To conclude, effective online place image management depends on an appropriate assessment of 

perceived images held by target markets (Gartner, 1993, Mak, 2017). This study provided further 

empirical findings to shed light on the construction and formation of online place images.  
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CHAPTER FIVE: STUDY TWO: THE EFFECT OF EXPOSURE TO OFFICIAL 

WEBSITES ON THE PLACE IMAGE PERCEIVED BY POTENTIAL VISITORS AND 

RESIDENTS OF A DESTINATION 

5.1 Introduction 

Before visiting a place, the perceived image of a destination is formed by the information received from 

other sources indirectly. Official websites are one of the important platforms that city officials use to 

introduce their cities' unique assets and create or change the general perceived image about their cities. To 

establish effective place image strategies, it is important for city officials to understand how the perceived 

image changes, depending on the content communicated on online platforms. In this second study, we 

investigate how cities’ official websites may impact perceived cognitive, affective, and overall city image 

of prospective residents and visitors of a destination.  

5.2 Research Objectives and Questions  

The study investigates how exposure to cities’ official websites influence the perception of place image of 

three selected American cities. The main research question considered for this study is as follows:  

Q2. Does exposure to cities' official websites affect future residents' and visitors’ image of cities? 

Furthermore, this study measures and compares the influence of visiting cities’ official websites on 

individuals’ perceived cognitive and affective image of a place. Two sub-questions are considered: 

Q2.1. Does exposure to cities’ official websites affect future residents and visitors’ perceived cognitive 

image of cities? 

Q2.2. Does exposure to cities’ official websites affect future residents and visitors’ perceived affective 

image of cities? 

Finally, this study aims to understand whether there is an association between in the perceived cognitive, 

affective, and overall place image before and after visiting a city’s official website. Thus, the last sub-

question of this study is as follows: 

Q2.3. Is there an association between perceived cognitive, and affective image of cities? 

5.3 Research Framework 

In the previous study, I examined how the information communicated by various online sources of 

information influence the projected and perceived images of destinations. In this second study, I examine 

how different stakeholders perceive the city image through visiting the official websites. It further 
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investigates how interacting with cities’ official websites affect the cognitive, affective, and the overall 

image of three selected American cities. The conceptual framework for this study is displayed in Figure 

46.  

 

 

 

 

 

5.3.1 Research Context 

Three American cities from three geographical regions in the United States (East Coast, West Coast, and 

Central) were selected as case studies: Austin, Texas; Charlotte, North Carolina; and Sacramento, 

California. These three cities were selected based on the findings of the previous research. The content of 

these cities’ official websites showed that the city of Charlotte mainly aimed to portray the city as an 

attractive destination for prospective residents. The city of Austin projected an image highly associated 

with the natural environment and activities in the street. And Sacramento’s official website included a 

high number of pictures representing historical features. The difference among cities’ official website 

content enables us to investigate how various features represented in online content impact the perception 

of place image.  
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This study consists of two parts: First, it evaluates the projected image of three selected case studies by 

examining the visual representation of each city as displayed on their websites. The second part of this 

study is a quasi-experimental study that investigates the effect of visiting cities’ official websites on the 

perceived place image as a destination to live in or visit. 

5.4 Part One- Evaluation of The Projected Image 

This first study aims to understand how different website contents may influence the perceived place 

image. This first part of the study evaluated and compared the place image projected in cities’ official 

websites revealing the similarities and differences among them. The following official city websites 

(URLs listed below) were examined:   

• Austin: www.austintexas.org 

• Charlotte: charlottesgotalot.com 

• Sacramento: www.visitsacramento.com 

The images displayed on each city’s homepage, including the second and third level webpages were first 

collected and saved as part of the database. Then, the researcher removed all the images associated with 

the advertisements and tumblers from the data set, which left a total number of 1598 image units for 

further analysis. Table 52 shows the number of analyzed images for each city.  

Table 52- Visual Representation Distribution 

City Number of Images 

Austin 545 

Charlotte 686 

Sacramento 367 

Total 1598 

 

As the next step, the images were classified and coded using an index system. This index system 

consisted of 15 categories based on the findings revealed from the review of the literature . These 15 

categories are: 

• Culture, art and history: Includes cultural facilities such as museums, art centers, or artistic and 

cultural activities. 

• Developed tourism infrastructures: Includes images of hotels, resorts, inns, visitor centers and 

any services related to tourism activities.  
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• Developed transportation system: Includes any image of public transportation systems, airports, 

trains, and biking infrastructures in the city.  

• Diverse and welcoming: Includes any image, which shows the city’s emphasis on diversity and 

its support of minorities and more vulnerable groups of society.  

• Entertainment and gaming opportunities: Includes images of people having fun, such as 

watching a sport game, participating in water and land activities, or any other similar activities. 

• Family activities: Includes any image of families, kids, and kids’ activities, such as children 

museums, zoo, aquariums and theme parks. 

• Festivals, concerts and events: Includes image of festivals and events and/or people attending 

them.  

• Food and drink: Includes images of local cuisine ad dinning, restaurants venues, cafes and 

people eating or drinking.  

• Good street experience: Includes maintained streets, urban plazas, urban landscapes and people 

on the streets.  

• Historical buildings and sites: Includes images of historical building and heritage.  

• Modern architectural attractions: Includes images of modern and attractive buildings.   

• Natural environment: Includes any green environment, such as parks and gardens, or natural 

environment around the cities, such as mountains, ocean, and river.  

• Nightlife: Includes the images of clubs, bars, discos and/or people hanging out there. 

• Opportunities for physical activities: Includes images of people participating in sports 

activities, such as running, hiking, kayaking, or doing yoga.  

• Shopping: Includes images of malls and shopping centers, local stores, farmers markets or 

people engaging in shopping activities. 

Each image collected was examined and classified into these categories as a separate unite of data. 

Because of the complexity of images and the information they contain, some of them were included in 

multiple categories. The average number of categories that images were coded into is 1.16 per image. All 

the images were coded by two trained research assistants separately with the percent agreement score of 

83% (i.e. percentage of agreements divided by the number of agreements plus disagreements, multiplied 
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by 100). Table 53 displays the frequency and weighted frequency of images in each of these 15 categories 

for three case studies.  

Table 53- Frequency and weighted frequency for each dimension 

City Dimensions 
Austin 

Frequency 

Austin 

Weighted 

Frequency 

(%) 

Charlotte 

Frequency 

Charlotte 

Weighted 

Frequency 

(%) 

Sacramento 

Frequency 

Sacramento 

Weighted 

Frequency 

(%) 

Culture, art and history 60 11.01 57 8.31 59 16.08 
Developed tourism infrastructures 48 8.81 62 9.04 62 16.89 
Developed transportation system 19 3.49 24 3.5 16 3.00 
Diverse and welcoming culture 16 2.94 42 6.12 17 4.63 
Entertainment and gaming opportunities 46 8.44 84 12.24 34 9.26 
Family activities 13 2.39 39 5.69 21 5.72 
Festivals, concerts and events 54 9.91 41 5.98 4 1.09 
Food and drink 121 22.2 165 24.05 73 19.89 
Good street experience 27 4.95 57 8.31 16 4.36 
Historical buildings and sites 19 3.49 3 0.44 16 4.36 
Modern architectural attractions 40 7.34 21 3.06 50 13.62 
Natural environment  102 18.72 66 9.62 36 9.81 
Nightlife 19 3.49 62 9.04 12 3 
Opportunities for physical activities 15 2.75 29 4.23 5 1.36 
Shopping  29 5.32 39 5.69 12 3.27 

 

Austin: Figure 47 compares the proportion of images (i.e. the number of times that images appear) in 

each category in Austin’s official website. A review of these proportions reveals that “food and 

drink”(22.2%) and “natural environment” (18.72%) were the most repeated themes on City of Austin’s 

official website. At the next level with a significant difference, “culture, art, and history” (11.01%), 

“festivals, events, and concerts”(9.91%), “developed tourism infrastructures”(8.81%), and “entertainment 

and gaming opportunities” (8.44%) were also repeated frequently . 
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Figure 47- Themes’ frequency in the City of Austin’s website 

 

Charlotte: Similar to Austin, “food and drink” (24.05%) was the most repeated theme in City of 

Charlotte’s official website. “Entertainment and gaming opportunities”(12.24%), “developed tourism 

infrastructure” (9.04%), “natural environment” (9.82%), “nightlife” (9.04) and “culture, art and history” 

(8.31%) were next in the line with very close frequency rate – see Figure 48- .  

Figure 48- Themes’ frequency in the City of Charlotte’s website 
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Sacramento: As Figure 49 demonstrates, “food and drink” (19.89%), “developed tourism infrastructure” 

(16.89%), “culture, art, and history” (16.08%), “modern architectural attraction” (13.62%) and “natural 

environment” (9.81%) were the most repeated themes in the City of Sacramento’s official website. 

Figure 49- Themes’ frequency in City of Sacramento’s website 

 

Figure 50 shows the comparison of the weighted frequencies of each theme among the three cities' 

official websites. Figure 6 also displays and compares the absolute frequency of these themes. These 

figures reveal that photographs that refer to "food and drink" related activities had the highest proportion 

rate in all three cities. Compared to other two cities, Austin’s official website contains more images 

representing "natural environments" ( 18.72% compared to 9.62% in personal blogs and 9.81% in third 

party websites) and "festival, events, and concerts" ( 9.91% compared to 5.98 % in personal blogs and 

1.09% in third-party websites) from the area. On the other hand, the city of Charlotte's website includes 

relatively more images representing themes, such as "diversity and welcoming culture" (6.12% compared 

to 2.94% in official website and 4.63% in third-party website), "entertainment and gaming opportunities" 

(12.24% compared to 8.44% in official website and 9.26% in third-party website), "good street 

experience" (8.31% compared to 4.95% in official website and 4.36% in third-party website), "nightlife" 

(9.04% compared to 3.49% in official website and 3.00% in third-party website), and "opportunities for 

physical activities" (4.23% compared to 2.75% in official website and 1.36% in third-party website). City 

of Sacramento’s website also represents relatively a higher proportion of images related to "culture, art 

and history" (16.08% compared to 8.31% in official website and 11.01% in official website), "developed 

tourism infrastructure" (16.89% compared to 9.04% in official website and 8.81% in official website), 
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and "modern architecture" (13.62% compared to 3.06% in official website and 3.49 % in official 

website). However, with only 367 image units, Sacramento’s website displays significantly fewer images 

on its websites in all 15 categories. Figure 51, which compares 15 themes and their absolute frequencies 

among cities, shows that Sacramento does not hold the highest rank in any of the dimensions under study, 

although it has the highest proportion rate in three of them Regardless of the proportion number, the 

websites for Charlotte and Austin, include almost twice the number of photograph as units. This certainly 

helps these two cities communicate more visual information on activities, cultural values, and 

opportunities to their website users. 

 

 

 

Figure 50- Weighted frequency of each dimension in three cities’ official websites 
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Figure 51 -Frequency of each dimension in three official websites 

 

5.5 Part Two: Understanding The Effect of Visiting the Official City Websites On Perceived Place 

Image 

The second part of this study investigates the effect of online visual representations on the perceptions of 

place image. A quasi-experimental design has been conducted in order to compare and understand the 

perceived destination images among people before and after interacting with a city’s official website. In 

an experimental or quasi-experimental study, the researcher manipulates or changes (treatment) the 

independent variable, which is assumed to have an effect on the dependent variable. In this study, the 

independent and dependent variables are identified and defined as follows: 

• Independent Variable: The perceived cognitive and affective place image formed by previous 

information and experiences.  

• Dependent Variable: The perceived cognitive and affective place image after interacting with a 

city’s official website.  

• Treatment: Prompting the participants to visit and explore a city’s official website.  
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5.5.1 Instrument Design and Methods of Data Collection 

Six identical online questionnaires were developed to measure the effect of each city’s official website 

and its visual content on individuals’ perceptions of place image. This questionnaire is composed of four 

parts:  

• Part one consists of a set of questions to obtain socio-demographic information, such as 

participant’s age, education level, marital status, level of income, as well as the number and age 

of their children (if applicable). In addition, several questions are included to collect data about 

previous experiences of individuals with the city examined. The respondents also had the option 

to select "Prefer Not to Answer" as a response to these questions. 

• Part two includes multiple-choice questions asking participants about their criteria when they 

evaluate a city as a destination to live in or visit.  

• Part three consists of a set of structured and unstructured questions designed to measure the 

perceived place image of a destination before being exposed to the city’s official website.  

Figure 52- Structure of Study Two Design 

 

 

After responding to these first three sets of questions, the participants were instructed to visit the official 

website of an assigned city and explore its online content. Further details about the procedure followed 

will be provided in the following sections.  
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• After visiting and interacting with the assigned city’s website, the same questionnaire questions 

included in part three were repeated to measure the new perceived city image.  

The overall structure of the study is illustrated in Figure 52.  

5.5.2 Development of a City Image Scale 

Researchers have employed both structured scales and open-ended questions to capture the perceived 

place image. Most use scales that are composed of structured questions, such as the Likert scale to 

evaluate the perceived place image and applied quantitative analysis (e.g. Alcañiz et al., 2009; Beerli & 

Martín, 2004; Byon & Zhang, 2010; Kim, S. & Yoon, 2003). On the other hand, some studies utilize 

open-ended questions (e.g. Cherifi et al., 2014; Ryan & Aicken, 2010) and in-depth interview techniques 

(e.g. Bui, 2011) to acquire a more holistic understanding of place image perceptions. Bui (2011) argues 

that unstructured techniques allow the researcher to access the hidden and rich aspects of a place image, 

which structured approaches that use pre-identified attributes fail to capture. Echtner and Ritchie (1993) 

dispute that argument because of the complex nature of place image and instead they state that a 

combination of structured and unstructured methodologies is the most effective approach to measure the 

perceived city image (Echtner & Ritchie, 1993). Some studies have adopted this approach to study the 

image of various destinations (e.g. Byon & Zhang, 2010; Li et al., 2009). Furthermore, researchers have 

noted that the perceived place image is a subjective matter that consists of cognitive (beliefs), affective 

(feeling) and conative (decision) features (Bagozzi & Burnkrant, 1985; Baloglu & Brinberg, 1997; 

Gartner, 1994). Following this theory, we developed an instrument to measure the affective and cognitive 

dimensions of place image and their associations with the overall perceived place image. In this study, we 

use both structured questionnaire in the form of Likert-type questions and unstructured open-ended 

questions. 

5.5.2.1 Unstructured Questions 

Three questions were adapted from Echtner and Ritchie’s study (1993) to access the perceived place 

image in a more subjective manner. Participants were asked to provide keywords or phrases to respond to 

three questions: a) What characteristics first come to mind when you think of this city as a destination to 

visiting or live at? b) How would you describe the atmosphere or mood that you would expect to 

experience if  you were to visit or live in this city? c) Please list any distinctive or unique attractions that 

you can think of in this City. In order to eliminate any influence on participants’ responses, the 
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unstructured open-ended questions were placed before the five-point Likert scale questions (which 

measured pre-defined attributes of place) in the questionnaire.  

5.5.2.2 Structured Questions 

In alignment with the previous research in this area, a multi-item scale of the cognitive and affective 

image was utilized to measure the perceived place image. Three sets of questions that are included in the 

scale attempt to measure the attributes and affective dimensions of a place, in addition to the overall 

perceived place image. The scale was formulated through three steps. First, an extensive review of the 

literature was conducted to develop a new scale that will help measure the perceived place image. Then, 

the scale was revised based on the findings revealed from study one (i.e. the analysis of the online content 

represented on American cities’ official websites, personal blogs, and third-party websites. Lastly, the 

data collected through this new scale was tested to validate measurement properties of the model.  

Cognitive Place Image: In this study, the cognitive dimension of place image was investigated by using 

a multi-dimensional scale. This scale measured participants’ perception of 20 place attributes that were 

associated with cognitive city image. Table 54 presents these attributes, including the authors who 

validated them in previous empirical studies. The participants in this study were instructed to express their 

level of agreement through five-point scale questions, ranged from strongly disagree to strongly agree, in 

a statement format (e.g. I would like to visit/live in City X because it has/provides attribute Y).  

Table 54- The cognitive image attribute index 

 

 

City Dimension/Attributes Authors 

A clean and hygienic environment Alcaniz et al. (2009); Baluglu and MacCleary (1999); Byon and Zhang (2009);  

Echtner and Ritchie (1993); Martín-Santana et al. (2017); Zenker et al. (2013); 

Stylidis et al. (2014); Stylidis et al. (2017) 

Attractive architectural sites and 

buildings 

Kim and Yoon (2003); Stylidis et al. (2014); Bernkopf et al. (2019); Bui (2011); 

Hunter (2016); Stepchenkova and Zhan (2013); Dragova et al. (2013) 

Cultural, art, history (museum, 

theaters, city halls, art centers, etc.) 

Agapito et al. (2013); Alcaniz et al. (2009); Baluglu and MacCleary (1999); Byon 

and Zhang (2009); Martín-Santana et al. (2017); Martı ́n, del Bosque (2008); 

Henkel et al. (2006); Zenker et al. (2013); Bernkopf et al., (2019); Huertas and  

Marine-Roig (2016) 

Diverse and welcoming culture   Agapito et al., (2013); Baluglu and MacCleary (1999); Echtner and Ritchie (1993); 

Grosspietsch (2006), Henkel et al., (2006); Zenker et al. (2013); Stylidis et al., 

(2014); Stylidis et la., (2017); Bui (2011) 
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Table 54 (continued)- 

Entertainment and gaming 

opportunities ( Theme parks, 

Stadiums, Water activities, etc.) 

Baluglu and MacCleary (1999); Martín-Santana et al. (2017); Huertas and Marine-

Roig (2016); Önder and Marchiori (2017); Stepchenkova and Zhan (2013); Gali 

and Donaire (2015); Gover and Go(2006) 

Festivals, concerts and events Alcaniz et al. (2009); Byon and Zhang(2009); Martín-Santana et al. (2017); 

Martı ́n and del Bosque (2008; Bui (2011) 

Good for family activities Chalip et al.,(2003); Cassia et al. (2018) 

Good restaurants and unique 

cuisine and dining experience 

Agapito et al., (2013); Alcaniz et al., (2009); Baluglu and MacCleary (1999); 

Echtner and Ritchie (1993); Martín-Santana et al. (2017); Kim and Yoon (2003); 

Henkel et al. (2006); Stylidis et al. (2014); Bui (2011) 

Good shopping opportunities Agapito et al., (2013); Alcaniz et al., (2009); Byon and Zhang (2009); Martín-

Santana et al. (2017); Martı ́n and del Bosque (2008); Henkel et al., (2006), Zenker 

et al. (2013); Stylidis et al.,(2014); Stylidis et la., (2017); Cassia et al. (2018); Bui 

(2011) 

Good weather Alcaniz et al. (2009); Baluglu and MacCleary (1999); Byon and Zhang (2009); 

Chalip et al. (2003); Echtner and Ritchie (1993); Martín-Santana et al. (2017); Kim 

and Yoon (2003); Stylidis et al. (2014); Stylidis et la. (2017) 

Historical buildings and sites Agapito et al., (2013); Alcaniz et al., (2009); Baluglu and MacCleary (1999); Byon 

and Zhang(2009); Martín-Santana et al. (2017); Henkel et al., (2006); Stylidis et 

al.,(2014); Bui (2011); Huertas and Marine-Roig (2016); Mariné-Roig and Clavé 

(2015) 

Local transportation system Alcaniz et al. (2009); Stylidis et la. (2017); Cassia et al. (2018); Hyun and O'Keefe 

(2012); Költringer and Dickinger (2015); Leung et al. (2011), Mak (2017); 

Stepchenkova and Zhan (2013) 

Natural environment around the 

city (mountains, beaches, farms, 

etc.) 

Alcaniz et al., (2009); Baluglu and MacCleary (1999); Byon and Zhang(2009);  

Chalip et al.,(2003); Echtner and Ritchie (1993); Grosspietsch (2006); Martín-

Santana et al. (2017); Martı ́n and del Bosque (2008); Henkel et al. (2006), Stylidis  

et la. (2017); Bernkopf et al. (2019); Mak(2017) 

Nightlife (Clubs, bars, discos, etc.) Alcaniz et al. (2009); Baluglu and MacCleary(1999); Echtner and Ritchie (1993); 

Martín-Santana et al. (2017); Henkel et al., (2006); Zenker et al. (2013); Stylidis et 

al. (2014); Cassia et al. (2018) 

Opportunities for physical activities 

in the city (hiking, biking, etc.) 

Martín-Santana et al. (2017); Henkel et al., (2006); Önder and Marchiori (2017);  

Choi et al, (2007); Huertas and Marine-Roig (2016); Mariné-Roig and Clavé 

(2015) 

Parks and gardens in the city Martı ́n and del Bosque (2008); Zenker et al. (2013); Gali and Donaire (2015); 

Önder and Marchiori (2017); Xiange and Gretzel (2010); Choi et al, (2007) 

Providing a good urban experience 

(public art, beautiful streets, plazas, 

greenery, etc.) 

Cassia et al. (2018); Gali and Donaire (2015); Hunter (2016); Mariné-Roig and 

Clavé (2015); Lojo wt al. (2020) 
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Table 54 (continued)- 

 

Affective Image: To measure the affective dimension of a place image, similar studies mostly have relied 

on the framework proposed by Russell et al. (1981). They suggested a circumplex model that was 

designed to access a visitor's emotions associated with a destination. This model consists of four bi-polar 

dimensions, including pleasant-unpleasant, arousing-sleepy, exciting-gloomy, and relaxing-distressing 

dimensions. Following his work, other authors used similar models to measure the affective component of 

the place image (e.g. Hyun & O'Keefe, 2012; Kim, H. & Stepchenkova, 2015; Li et al., 2009; Mak, 

2017). The same measurement has been used in this study to evaluate the perceived affective place image 

of this research's case studies. 

Overall image: Researchers argue that the sum of the attribute scores is not necessarily an adequate 

measurement to evaluate overall perceived place image (Beerli & Martín, 2004; Bigné et al., 2005; 

Stylidis et al., 2017). Therefore, another question included in the questionnaire to obtain participants’ 

opinion toward the city as a total entity in a five-point scale ranging from very unfavorable to very 

favorable. 

 

Data Collection Procedure  

A set of two online surveys are created for each city, which was selected as a case study for this study (i.e. 

Sacramento, Charlotte, Austin). For each city, two separate surveys were designed to represent 

hypothetical scenarios as both residents and visitors. Each survey was distributed separately through 

Amazon Mechanical Turk. The Amazon MTurk Workers were able to view the blurb for this study on the 

Amazon MTurk portal, which also included the title of the project and the approximate amount of time to 

complete the survey. Upon interest, MTurk Workers could choose to accept and work on the survey. 

Once a participant agrees to participate in the study, they were able to access the page, which provided 

Providing a safe environment Baluglu and MacCleary (1999); Byon and Zhang(2009); Echtner and Ritchie 

(1993); Grosspietsch (2006); Martín-Santana et al. (2017); Martı ́ and del Bosque 

(2008); Kim and Yoon (2003); Stylidis et al.,(2014); Cassia et al. (2018) 

Tourism facilities (accommodation, 

tourism center, etc.) 

Agapito et al., (2013); Alcaniz et al., (2009); Baluglu and MacCleary(1999); Byon 

and Zhang (2009); Echtner and Ritchie (1993); Martín-Santana et al. (2017);  

Martı ́n, del Bosque (2008); Cassia et al. (2018); Bernkopf et al., (2019); Bernkopf 

et al., (2019); Marine-Roig (2016), Mak (2017) 

Unique features and ways of life Bui (2011); Cakmak and Isaac (2012); Kim and Stepchenkova (2015); 

Stepchenkova and Zhan (2013) 
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further information about the project, as well as the link to visit the online survey. When a participant 

opened the survey, the first page included a consent form. If the participant selects the option- “Yes, I 

Consent”- he/she was be able to access the survey questions. After confirming the consent, the 

participants would see the first section included in the survey, which included the questions related to 

demographics, their motivation to choose a place to visit and/or to live in, as well asa set of questions 

inquiring about the participants’ past experiences with the city, which was the subject of the survey. Then, 

participants were directed to answer a set of questions aiming to measure the perceived image of the city 

before they were asked to review the city's website (i.e. the participants had to answer questions 

indicating if they visited the city before and what/how they remembered it). 

As the participants were transitioned into the next section of the survey, specific instructions about the 

upcoming tasks were provided to them. These instructions asked the participants to imagine as if they are 

considering visiting or moving to a city, which they might not know about the area. They prompted to 

review the city's official website to collect some information about the city. They received some 

instructions and provided with a link directing the participants to the city's website. The participants were 

able to visit and navigate through these websites, as well as review the information about the place as they 

preferred. The survey participants were instructed that they have to spend at least 10 minutes to review 

the referenced website and collect information about the city, however they could have spent more time if 

they needed to. After they visited and reviewed the relevant city's website, the participants were able to 

proceed to the second part of the survey, which included a set of questions asking about their 

opinions/impressions of the city.  

5.5.3 Participants Profile  

Table 55 lists the number of participants who took part in each survey related to one city (total 6 surveys). 

In total 178 MTurk Amazon Workers participated in this study. 

Table 55- Study sample distribution. 

Cities Residents 
Number 

Residents 
Normalized 

Frequency (%) 
Visitors Number 

Visitors  
Normalized 

Frequency (%) 
Total Number 

Total 
Normalized 

Frequency (%) 
 

Austin 34 37.4 30 34.5 64 36 

Charlotte 28 30.8 29 33.3 57 32 

Sacramento 29 31.9 28 32.2 57 32 

Total 91 100 87 100 178 100 
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Table 56 displays the socio-demographic information and the participants indicating the previous 

interactions with the city. In summary, more than 90% of participants were born in the United States. 

About 52% of participants have lived in the city destination for a period of two months at the minimum. 

Among those who had never lived in the destination, 0.51% had never visited the city. In terms of gender, 

about 40% were female and 60% were male. 73% of participants also indicated that they had at least one 

child in their households. 

Table 56- Demographic profile of the study participants 

Socio-Demographic Background Residents 
Number 

Residents 
Weighted 
Frequency 

(%) 

Visitors 
Number 

Visitors  
Weighted 
Frequency 

(%) 

Total 
Number 

Total 
Weighted 
Frequency 

(%) 

Gender Female 39 42.85 33 37.9 72 40.4 

Male 
 

52 57.14 54 62.1 106 59.6 

Education 

Level 

Bachelor's degree 49 53.84 53 60.9 102 57.3 

Doctorate 1 1.09 1 1.1 2 1.1 

High school diploma 15 16.48 7 8 22 12.4 

Master's Degree MA, 

MS, med) 

21 23.08 22 25.3 43 24.2 

I prefer not to answer 2 2.20 0 0 2 1.1 

Other 
 

3 3.30 4 4.6 7 3.9 

Marital 

Status 

Divorced 3 0.03 0 0 3 1.7 

I prefer not to answer 9 0.01 3 3.4 12 6.7 

Living with a partner 66 0.76 65 74.7 131 73.6 

Married 12 0.13 15 17.2 27 15.2 

Never married 1 0.01 3 3.4 4 2.2 

Widowed 
 

0 0 1 1.1 1 0.6 

Number of 

Children 

0 29 0.32 20 23 49 27.5 

1 22 0.24 24 27.6 46 25.8 

2 29 0.32 25 28.7 54 30.3 

3 6 0.07 3 3.4 9 5.1 

4 2 0.02 2 2.3 4 2.2 

5 1 0.01 0 0 1 0.6 

I prefer not to answer 
 

1 0.01 1 1.1 2 1.1 

Income 

Level 

$101k-  $150k 7 0.08 8 9.2 15 8.4 

$11k-  $30k 16 0.18 14 16.1 30 16.9 

$151k-$200k 4 0.04 0 0 4 2.2 

$31k-  $50k 24 0.26 25 28.7 49 27.5 

$51k-  $100k 37 0.41 36 41.4 73 41 

Below $10K 1 0.01 4 4.6 5 2.8 

Over $200K 1 0.01 0 0 1 0.6 

I prefer not to answer 1 0.01 0 0 1 0.6 

Place of 

Birth 
No 1 0.01 6 6.9 7 3.9 

Yes 
 

90 0.99 81 93.1 171 96.1 
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Table 56 (continued). 

Lived in the 

city 

 
 

No 53 0.58 41 47.1 94 52.8 

Yes 
 

38 0.42 46 52.9 84 47.2 

Never lived 

but visited 

the city 

No 23 0.25 23 26.4 46 25.8 

Yes 30 0.33 18 20.7 48 27 

 

5.5.4 Analysis of Motivation Features 

Part of this study aims to understand what factors influence people’s decisions when they are interested in 

visiting or living at a destination city. Hence, the participants were asked to select a minimum of five out 

of 20 possible options that they consider as the most important factors for a place to have (Table 54). 

Figure 53 also displays the proportion rate of each factor selected by prospective residents and visitors’ 

preferences. As the findings reveal the most important factors for the “residents” category were “natural 

environment” (7.23%), “clean and hygienic environment” (8.84%) and in the next level “festival, concerts 

and events” (6.22%), “family activities”(7.63%), and “diverse and welcoming culture” (6.63%). In terms 

of the visitors category, the most important factors were considered as “clean and hygienic environment,” 

“family activities,” “natural environments,” and “diverse and welcoming culture.” The factors that had the 

least importance for both groups included “unique way of life,” “night life” and “entertainment and 

gaming activities.”  

It was observed that, in general, both residents and visitors had similar preferences, when it comes factors 

considered for decision making. To understand, if there is a difference among both groups in terms of 

priorities, the data was also analyzed through a Chi-square test. 
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Figure 53-Comparing the motivation factors between the groups- residents and visitors 

 

 

Table 57- Chi-Square test scores of motivation features 

Image Dimensions Chi-Square 
Score 

Degree of 
Freedom P-Value Significance 

Attractive architectural sites and buildings 2.761 1 0.097 ** 

Clean and hygienic environment 0.01 1 0.92 No 

Cultural, art and history 0.222 1 0.637 No 

Developed tourism infrastructures 0.148 1 0.701 No 

Developed transportation system 0.001 1 0.974 No 

Developed urban infrastructures 0.014 1 0.907 No 

Diverse and welcoming culture 0 1 0.985 No 

Entertainment and gaming opportunities 0.022 1 0.882 No 

Family activities 0.166 1 0.684 No 

Festival, concerts and events 0.669 1 0.413 * 

Food and Drink 0.073 1 0.787 No 

Good street experience 0.031 1 0.861 No 

Historical buildings and sites 2.955 1 0.086 ** 

Natural environments 0.895 1 0.344 * 

Nightlife 0.024 1 0.876 No 

Opportunities for physical activities 0.45 1 0.502 No 
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Table 57 (continued)- 

Providing a safe environment 0.368 1 0.544 No 

Shopping opportunities 0.001 1 0.971 No 

Unique way of life 0.014 1 0.907 No 

Variety of flora and fauna 0.041 1 0.84 No 

Weather 0.144 1 0.704 No 

 

 

Due to the question format, as well as a relatively small dataset, the significance level was increased up to 

0.5. With this significance level, four factors were statistically different: “historical buildings and sites,” 

“attractive architecture,” “natural environment”, that “natural environment.” The results (see Table 57) 

show that “historical buildings and sites” with the p-value of 0.086, as well as “attractive architecture” 

with p-vale of 0.097 were more important factors for the visitors group compared to the residents. In 

contrast, the residents group indicated that “natural environment” with p-value of 0.0344 and “festival, 

concerts, and events” with p-value of 0.413 were the most important factors impacting their decision to 

live in the city. 

5.5.5 Analysis of Unstructured Questions 

Reviewing the answers for three open-ended questions, which were designed to measure place image 

before/after the treatment, revealed that the participants answered the three questions in a similar manner. 

For example, to answer the second question (asking about the atmosphere), they used phrases that 

described the physical features in place and vice versa. In order to facilitate the data analysis, the 

responses to three open-ended questions were merged into one data set, and the combined data was used 

to study the cognitive and affective aspects of perceived place image. 

5.5.5.1 Data-processing and Analysis 

To prepare data for text analysis simple treatments were applied first. These treatments included: 

- All capital letters were transformed to lower case.  

- All the punctuations were removed from the data.  

- Abbreviations were replaced with complete words (e.g. NC, TX).  

- All the words were spell-checked and corrected.  

- The most common repeated words were removed from the text (for list of stop words can refer to 
table 3). 
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- All the words were replaced by their simple form. For instance, plural nouns were transformed 
into singular words. 

The review of the responses revealed that many of the keywords used to explain participants’ impressions 

and emotions about the cities were descriptive adjectives. The respondents used a very diverse set of 

keywords to describe the city and it was difficult to compare their responses directly. Hence, the 

keywords with similar meanings were combined into one keyword based on the index shown on Table 58. 

In other words, all the words with similar meanings were combined into one keyword (for example, the 

word “energetic” was replaced with the word “exciting”). 

Table 58- Affective Keyword Index 

Affective Theme List of Keywords 

Exciting 
Adventurous, Energetic, Entertaining, Exciting, Fast Paced, Fun, Lively, Surprising, Thrilling, Upbeat, 

Active 

Arousing 
Amazing, Charming, Engaging, Enticing, Excellent, Impressive, Inspiring, Interesting, Passionate, 

Refreshing, Uplifting, Amusing, Arousing, Awesome, Sensational 

Attractive Attractive, Bright, Colorful, Fashionable, Sophisticated, Appealing, Beautiful, Vibrant 

Boring Boring, Depressing, Lacking, Like Others, Not Unique, Still, Empty 

Busy Busy, Crowded, Loud, Noisy, Very Busy 

Calm Calm, Easy Going, Laid Back, Quiet, Relaxing, Romantic 

Safe And Clean Clean, Healthy, Safe 

Friendly 
Comfortable, Family Friendly, Homey, Trusting, Welcoming, Down To Earth, Friendly People, 

Sociable, Friendly 

Modern 
Commercial, Contemporary, Creative, High-Tech, Innovative, Modern, Progressive, Serious, Smart, 

Young, Growing 

Pleasant Cool, Enjoyable, Favorable, Good, Great, Happy, Lovely, Perfect, Pleasant, Positive, Loving, Nice 

Dangerous Dangerous, Unsafe, Crime Rate 

Diverse Diverse, Inclusive, Liberal, Gender-Friendly 

Unwelcoming Expensive, Not Family-Friendly, Unwelcoming 

Traditional Old, Traditional 

Unique Special, Unique, Weird, Weird Attractions 
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The Keyword Frequency Analysis After processing the data and removing extra words from the data set, 

the keywords for each sub-group (i.e. residents/visitors per city) were counted separately. \ 

5.5.5.2 Findings 

Austin 

Group: Residents 

Table 59 shows the most frequently used keywords by the respondents indicating their impressions and 

emotions about the City of Austin as a place to live at before they interacted with the city’s official 

website. The analysis of responses revealed that the keyword “none” with weighted frequency of 77.41%  

had the highest frequency rate before treatment (i.e. before reviewing the city’s official website). The 

keywords “exciting” (45.16%), “weather” (45.16%) and “food” (25.80%) were the next ones on the list. 

After the treatment (i.e. respondents reviewing the city’s website) the keywords with the highest 

frequency rate included “exciting” (74%), “music”(45%), “pleasant” (38.70%), “food” (29.03%) and 

“unique” (22.58%).  

Table 59- Keywords with the highest frequency before and after treatment for Austin residents group 

Residents-Before Treatment 

 

Residents-After Treatment 

Keyword Frequency 
Weighted 
Frequency 

Keyword Frequency 
Weighted 
Frequency 

None 24 77.41935 Exciting 23 74.19355 

Exciting 14 45.16129 Music 14 45.16129 

Weather 14 45.16129 Pleasant 12 38.70968 

Food 8 25.80645 Food 9 29.03226 

Diverse 7 22.58065 Unique 7 22.58065 

Modern 6 19.35484 Weather 7 22.58065 

Music 5 16.12903 Outdoor experience 6 19.35484 

Pleasant 5 16.12903 Culture 6 19.35484 

Friendly 5 16.12903 Modern 6 19.35484 

River 5 16.12903 Natural environment 5 16.12903 

 

In order to investigate which keywords had the highest difference between their frequency rate before and 

after the treatment, the difference between the keywords’ frequency rates before and after visiting the city 

website was calculated (that is weighted frequency of keyword after visiting the website minus the 

weighted frequency of keyword before visiting the website). The results are displayed in Figure 54.  
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The findings showed that the keywords “exciting” (with score difference of 29.03%), “music” (with score 

difference of 29.03%), ”pleasant” (with score difference of 22.58 %),“outdoor experience” (with score 

difference of 19.35%),“culture” (with score difference of 12.90 %) and “festival” (with score difference 

of 12.90 %) are the keywords with the highest frequency distance in this group.  

Figure 54- The keywords with the highest frequency rate difference before and after treatment in Austin-residents group 

 

 

The comparison of the frequency rates among the keywords (before and after the treatment) shows that 

the respondents considered the City of Austin as an exciting and pleasant place to live at. The keywords, 

such as “exciting” and “pleasant had a high frequency rate both before and after visiting the website. 

However, the frequency numbers for both were much higher after visiting the city’s website. A significant 

increase in the frequency rate for the keywords “exciting” (from 45% to 74%) and “pleasant” (from 

16.12% to 38.7%) was observed. 

 

Group: Visitors 

As Table 60 displays, the keywords “none” (124%), “pleasant” (60%), “exciting” (32.00%), and “big 

city”(24%) are the most repeated keywords for the Austin visitors group before exploring the city’s 
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website. The keywords with the highest score after the treatment included “pleasant” (56%), “exciting” 

(44.00%), “food”(44.00%), “none”(20%), “art” (20%), and “entertainment”(20%) .  

Table 60-Keywords with highest frequency before and after treatment in Austin- Visitors group 

 

 

 Residents-After Treatment 
Keyword Frequency Weighted 

Frequency 

Keyword Frequency Weighted 

Frequenc

y 

None 31 124.00 Pleasant 14 56.00 

Pleasant 15 60.00 Exciting 11 44.00 

Exciting 8 32.00 Food 11 44.00 

Big city 6 24.00 None 5 20.00 

Natural environment 4 16.00 Art 5 20.00 

Diverse 4 16.00 Entertainment 5 20.00 

Capital 4 16.00 Music 4 16.00 

   Lake 4 16.00 

   River 4 16.00 

 

Comparing the keywords’ frequency rates before and after the intervention – see Figure 55- showed that 

the keywords with the highest score difference between their scores before and after visiting the were 

“food”(with score difference of 32.00%), “art” (with difference of 20.00%),˙ “entertainment” (with 

difference of 20.00%), “river” (with difference of 16.00%), “exciting” (with difference of 12.00%), and 

“good experience” (with difference of 12.00%) and hiking (with difference of 12.00%). On the other 

hand, the keywords which appeared more repeatedly before the treatment included “none” (with 

difference of -104%), “big city” (with difference of -24%), “capital” (with difference of -16%), 

“dangerous” (with difference of -12%), “calm” (with difference of -8%), and “western culture” (with 

difference of -8%) and “diverse” (with difference of -8%).  

 



 148 

Figure 55- The keywords with highest frequency rate difference before and after treatment in Austin-Visitors group 

 

 

Charlotte 

Group: Residents 

The most frequent keywords emerged in Charlotte-residents group before visiting the city’s official 

website were “none”(163%), “sport”(27.27%), “weather” (22.72%), “food” (18.18%), and “friendly” 

(18.18%). After the participants reviewed the website, the most repeated keywords were “exciting” 

(45.45%), “none” (45.55%), “pleasant” (31.18%), “food” (27.27%), “modern”(22.72%), and 

“diverse”(22.72%). Table 61 represents further details about these keywords, frequencies, and the 

weighted frequencies.  
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Table 61- Keywords with the highest frequency before and after treatment in Charlotte residents group 

Visitors Before Treatment 

 

Visitors After Treatment 

Keyword Frequency Weighted 

Frequency 

Keyword Frequency Weighted 

Frequency None 36 163.636 Exciting 10 45.455 

Sport 6 27.273 None 10 45.455 

Weather 5 22.727 Pleasant 7 31.818 

Food 4 18.182 Food 6 27.273 

Friendly 4 18.182 Modern 5 22.727 

Museum 3 13.636 Diverse 5 22.727 

Beach 3 13.636 Museum 5 22.727 

   Arousing 4 18.182 

   Safe and clean 4 18.182 

   Sport 4 18.182 

 

Figure 56- The keywords with the highest frequency difference before and after treatment in Charlotte-residents group 

 

 

Figure 56 displays the keywords with the highest score difference before and after exposure to the official 

website. The keywords with highest score difference were “exciting”( with score difference of 40.91%), 

“pleasant” (with score difference of 31.82%), “modern” (with score difference of 22.73%), “diverse” 

(with score difference of 22.73%), “arousing”(with score difference of 4.64%), and “many things to 
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do”(with score difference of 13.84%) . These numbers indicates that the image of Charlotte as a living 

destination has improved more significantly after visiting the cities ‘official website with respect to these 

six attributes.  

 

Group: Visitors 

Table 62 displays the most frequent keywords that emerged in the Charlotte-visitors group before the 

respondents reviewed the city’s website were “none” (204%), “pleasant” (28.57%), “food” (19.04). After 

the exposure to the official city website, the keywords with the higher frequency rate were “none” 

(57.14%), “pleasant” (52.38%), “exciting” (38.02%), “friendly” (38.02%), “food” (23.80%) and 

“boring”(19.05%).  

Table 62- The keywords with the highest frequency before and after treatment in Charlotte-Visitors group 

Visitors-Before Treatment 

 

Visitors -After Treatment 

Keyword Frequency Weighted 

Frequency 

Keyword Frequency Weighted 

Frequency None 43 204.76 None 12 57.143 

Pleasant 6 28.571 Pleasant 11 52.381 

Food 4 19.047 Exciting 8 38.091 

Exciting 2 9.524 Friendly 8 38.091 

Friendly 2 9.524 Food 5 23.801 

Calm 2 9.524 Boring 5 23.81 

Sport 2 9.524 Arousing 4 19.05 

Big city 2 9.524 Diverse 3 14.286 

Stadium 2 9.524 Attractive 3 14.286 

 
 
The keywords with the highest score difference between their scores before and after visiting the website 

(see Figure 57) were “exciting” (with score difference of 28.57%), “friendly” (with score difference of  

28.57%), “pleasant” (with score difference of 23.81%), “boring” (with score difference of 19.05%), and 

“arousing” (with score difference of 14.29%). These findings indicates that the image of city has 

improved more significantly after visiting the cities ‘official website with respect to these attributes.  
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Figure 57- The keywords with the highest frequency difference before and after treatment in Charlotte-Visitors group 

 

 

Sacramento  

Group: Residents 

The keywords, which emerged with the highest frequency in the Sacramento-residents group before the 

participants reviewed the city’s official website, included “none” (133.33%) in the first rank, and 

“pleasant” (28.57%), “busy” (28.57%), “exciting” (14.28%), “museum” (14.28%) in order. After the 

review of the website, the most frequently used keywords gathered from the responses to the open-ended 

questions were “pleasant” (66.66%), “exciting” (47.62%), “museum” (47.62%), “food” (28.57%), and 

“none” (23.81%). Table 63 displays further details about the most repeated keywords and their weighted 

frequencies for this group.  
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Table 63- The keywords with the highest frequency difference before and after treatment in Sacramento residents group 

Residents-Before Treatment  Residents-After Treatment 

Keyword Frequency Weighted 

Frequency 

Keyword Frequency Weighted 

Frequency None 28 133.33 Pleasant 14 66.66 
Pleasant 6 28.57 Exciting 10 47.62 
Busy 6 28.57 Museum 10 47.62 
Exciting 3 14.28 Food 6 28.57 
Museum 3 14.28 None 5 23.81    

Friendly 4 19.05    
Big city 4 19.05  

   Attractive 3 14.29 
   Nightlife 3 14.29 
   Boring 3 14.29 

 

Figure 58 ranks the keywords with the highest difference in their frequency rate before and after 

reviewing the official city website for this group. The keywords with the highest score difference between 

their scores before and after visiting the website were “pleasant” (with score difference of 38.10%), 

“exciting” (with score difference of 33.33%), “museum” (with score difference of 33.33%), “food” (with 

score difference of 28.57%), “nightlife” (with score difference of 14.29%), and boring” (with score 

difference of 14.29%). These results demonstrates that the image of Sacramento has improved as a living 

destination more significantly with respect to these attributes. 

Figure 58- The keywords with the highest frequency difference before and after treatment in Sacramento residents group 

 

 

38.10

33.33

33.33

28.57

14.29

14.29

9.52

9.52

9.52

9.52

9.52

9.52

9.52

-9.52

-9.52

-19.05

-109.52

-120.00 -100.00 -80.00 -60.00 -40.00 -20.00 0.00 20.00 40.00

Pleasant

Exci?ng

Museum

Food

Nightlife

Boring

Friendly

Big city

Wine and wineries

Unique

Shopping

Art

Capital

University

Natural environment

Busy

None

Distance
Keywords with high frequency before treatment Keywords with high frequency aUer treatment



 153 

Group: Visitors 

The most frequently used keywords (see Table 64) by the Sacramento-visitors respondent group before 

they reviewed the city’s website were “none” (157.89%), “pleasant” (31.57%), “exciting” (26.31%), 

“friendly” (26.31%), “food” (15.79%), “safe and clean” (15.79%) and “museum” (15.79%) . After the 

review of the website, the keywords with the highest frequency rate were identified as “pleasant” 

(73.68%), “exciting” (73.68%),“food” (47.37%), “none” (31.57%), “safe and clean” (26.31%). 

Table 64- The keywords with the highest frequency difference before and after treatment in Sacramento visitors group 

Visitors-Before Treatment  Visitors -After Treatment 

Keyword Frequency Weighted 

Frequency 

Keyword Frequency Weighted 

Frequency None 30 157.8947 Pleasant 14 73.68421 
Pleasant 6 31.57895 Exciting 14 73.68421 

Exciting 5 26.31579 Food 9 47.36842 
Friendly 5 26.31579 None 6 31.57895 
Food 3 15.78947 Safe and clean 5 26.31579 
Safe and clean 3 15.78947 Culture 4 21.05263 
Museum 3 15.78947 Arousing 4 21.05263 
   Friendly 3 15.78947 
   Museum 3 15.78947 
   Weather 3 15.78947 

 

Figure 59- The keywords with the highest frequency difference before and after treatment in Sacramento visitors group 
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Figure 59 ranks the keywords with the highest difference in their frequency rate before and after 

reviewing the official city website for Sacramento visitor group. The keywords with the highest score 

difference between their scores before and after visiting the website were “exciting” (with score 

difference of 47.37%), “pleasant” (with score difference of 42.11%), “food” (with score difference of 

31.58%), “arousing” (with score difference of 15.79%), “safe and clean” (with score difference of 

10.53%), culture” (with score difference of 10.53%) and “modern” (with score difference of 10.53%). 

These results demonstrates that the image of Sacramento has improved as a visiting destination more 

significantly with respect to these seven attributes. 

5.5.6 Analysis of Structured Questions  

A portion of the survey is designed to evaluate cognitive, affective, and overall city image and the extent 

how cities’ official websites may influence these dimensions. Then the study examined which one of 

these factors has a more significant effect on the overall city image. 

5.5.6.1 Analysis of Cognitive Dimension of Place Image 

To investigate whether cities’ official websites affect cognitive place image, 20 questions in the format of 

Likert scale were included in the questionnaire. The average mean score was used representing the 

cognitive image score before and after interacting with each city’s website. The responses for six 

participant groups (residents/visitors per city) are summarized in Table 65. It is observed that the 

cognitive image increased for all six groups after the participants interacted with the official city websites. 

To understand how the participants’ responses to each of these 20 attributes changed after the treatment – 

i.e. the review of the city websites – I looked at the changes of cognitive image for each city separately. 

Then, the data was analyzed using the statistical methods to investigate whether the differences between 

the city image before and after the treatment was statistically valid and did not happen randomly.  

Table 65- Cognitive image summary 
 

Count Mean Median Standard 
Deviation 

Standard 
Error 

Austin Residents Before 34 1.169 1.25 0.615 0.105 
Austin Residents After 34 1.265 1.5 0.728 0.125 

 

Austin Visitors Before 30 1.325 1.5 0.55 0.100 
Austin Visitors After 30 1.492 1.5 0.443 0.081 

 

Charlotte Residents Before 28 1.116 1.125 0.542 0.102 
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Table 65 (continued)- 

Charlotte Residents After 28 1.241 1.375 0.546 0.103 
 

Charlotte Visitors Before 29 1.181 1.5 0.759 0.141 
Charlotte Visitors After 29 1.353 1.5 0.769 0.143 

 

Sacramento Residents Before 29 1.103 1.25 0.498 0.092 
Sacramento Residents After 29 1.25 1.5 0.438 0.081 

 

Sacramento Visitors before 28 1.268 1.5 0.552 0.104 
Sacramento Visitors before 28 1.473 1.5 0.387 0.073 

 

Austin 

Figure 60 compares the perceived image of Austin before and after the study participants reviewed the 

city’s official website for both groups- residents and visitors. The results reveal that while Austin had a 

higher score as a visiting destination before the individuals interacted with the official website, the 

average cognitive image score increased significantly for the Austin residents group compared to the 

group associated as Austin visitors.  

Figure 60- Austin perceived cognitive image before and after the treatment 

 

 

Austin- Residents 

Figure 61 compares the scores for the perceived cognitive dimensions of place image for the City of 
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between their average score before and after treatment. The results reveal that the image of Austin as a 

place was associated with “nightlife,” “parks and garden,” “entertainment and gaming opportunities,” 

“natural environment around the city” and a city that provides a “clean and hygienic environment.” The 

last attribute (i.e. clean and hygienic environment) improved the most after the participants interacted 

with the city’s website. In contrast, the perceived image average scores for the attributes associated with 

“food and drink,” “festival and events,” ”safety” and “urban infrastructure” declined after the study 

participants visited city’s website.  

Figure 61- Perceived place image score for the cognitive image attributes- Austin residents group 

 

 

Austin- Visitors  

Figure 62 displays the scores before and after the study participants visited the website for the Austin-

visitors group. Table 66 ranks all 20 attributes associated with the cognitive image by the difference 

between their average score before and after the treatment. The results show that the attributes, including 

“nightlife,” “natural environment around the city,” “opportunities for physical activities” and “clean and 

hygienic environment” had the most significant improvement after the study participants interacted with 

the website. In contrast, the average score for attributes, such as “food and drink,” attractive architecture,” 
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“urban infrastructure” and “transportation system” decreased after the participants interacted with the 

city’s official website. 

Figure 62- Scores for attributes of cognitive image- Austin visitors group 

 

Table 66- Image score for each attribute of cognitive dimension before and after treatment -Austin visitors group 

Cognitive City Dimension City Image Before 
Treatment 

City Image After 
Treatment Difference 

Nightlife 0.967 1.633 0.667 

Natural environment around the city 1.333 1.733 0.4 

Opportunities for physical activities 1.233 1.6 0.367 

Clean and hygienic environment 1.133 1.367 0.233 

Good street experience 1.2 1.433 0.233 

Entertainment and gaming opportunities 1.3 1.5 0.2 

Unique way of life 1.267 1.467 0.2 

Diverse and welcoming culture 1.367 1.533 0.167 

Festival concerts and events 1.3 1.467 0.167 

Developed urban infrastructures 1.267 1.4 0.133 

Historical buildings and sites 1.233 1.367 0.133 

History, culture and art 1.333 1.467 0.133 

Family activities 1.367 1.467 0.1 
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Table 66 (continued)- 

Parks and gardens 1.3 1.4 0.1 

Weather 1.467 1.567 0.1 

Providing a safe environment 1.067 1.133 0.067 

Developed transportation system 1.133 1.167 0.033 

Developed tourism infrastructures 1.4 1.4 0 

Attractive architectural sites and buildings 1.2 1.167 -0.033 

Food and Drink 1.467 1.433 -0.033 

 

 

Paired Sample T-Test Analysis 

In order to examine whether interacting with the City of Austin’s official website has an effect on 

cognitive city image, a paired t-test analysis conducted on the data set. The hypothesis and results of this 

test are considered as follows:  

H0- There is no difference between cognitive image before and after visiting the city’s website for the Austin residents group.  

H1- There is a difference between cognitive image before and after visiting the city’s website for Austin residents group.  

 

Table 67- Paired t-test statistic for Austin residents group 

Austin Residents Mean Score Mean Difference Std Error Prob > |t| Prob > t Prob < t 

After Treatment 151364 0.2353 0.06618 0.0012*** 0.0006 0.9994 

Before Treatment 0.916      

         Alpha = 0.05 

 

The result of the pair- T-test statistics is represented in Table 67. The p-value of t-test analysis was 

revealed as 0.0012, which means there is a difference between the place image score before and after the 

participants interacted with the city’s website.  

The same t-test analysis was also conducted for the Austin-visitors group. The hypothesis and results of 

this test are considered as follows:  

H0- There is no difference between cognitive image before and after visiting the city’s website for Austin-Visitors group.  

H1- There is a difference between cognitive image before and after visiting the city website for Austin-Visitors group.  
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Table 68-Paired t-test statistic for Austin visitors group 

Austin Visitors Mean Score Mean Difference Std Error Prob > |t| Prob > t Prob < t 

After Treatment 1.4307 0.13343 0.05440 0.0204** 0.0102 0.9898 

Before Treatment 1.2977      

         Alpha = 0.05 

 

As Table 68 shows, the p-value of t-test analysis is 0.0204, which indicates that there is a difference 

between the city image score before and after the participants visited the city’s website.   

Charlotte 

Figure 63 compares the cognitive image of Charlotte for both groups associated with residents and 

visitors before and after the participants interacted with the city’s official website. This graph shows that 

while Charlotte, similar to Austin as a case, had a higher score as a visiting destination before the 

participants interacted with the website, the image of the city as a living destination improved more 

significantly compared to the image of the city as a visiting destination. 

Figure 63- Charlotte perceived cognitive image before and after intervention 

 

Charlotte- Residents 

Figure 64 and Table 69 represent the difference between the perceived cognitive image dimensions 

among participants associated with the Charlotte-residents group. The results show that “nightlife,”  

“entertainment and gaming opportunities,” “diverse and welcoming culture” and “historical buildings and 

sites ” scores increased most significantly after the participants interacted with the website. In contrast, 

0

0.2

0.4

0.6

0.8

1

1.2

1.4

1.6

1.8

CharloYe Residents Before CharloYe Residents AUer CharloYe Visiotrs Before CharloYe Visiotrs AUer

Pe
rc

ei
ve

d 
Im

ag
e 

Sc
or

e



 160 

the perceived opportunities for “food and drink” and “unique way of life” decreased after visiting the 

official website.  

Figure 64- Scores for attributes of cognitive image in Charlotte-Residents group 

 

 

Table 69- Image score for each attribute of cognitive image before and after treatment in Charlotte_ Residents group 

Cognitive City Dimension 
City Image Before 

Treatment 

City Image 
After 

Treatment 
Difference 

Nightlife 0.393 1.357 0.964 

Entertainment and gaming opportunities 0.821 1.393 0.571 

Diverse and welcoming culture 1.036 1.536 0.5 

Historical buildings and sites 0.643 1.143 0.5 

Developed urban infrastructures 0.607 1 0.393 

Developed tourism infrastructures 0.857 1.214 0.357 

Attractive architectural sites and buildings 0.714 1.071 0.357 

Providing a safe environment 0.714 1.071 0.357 

Developed transportation system 0.571 0.893 0.321 

Natural environment around the city 0.821 1.143 0.321 
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Table 69 (continued)- 

Family activities 0.75 1.071 0.321 

Festival concerts and events 0.929 1.214 0.286 

Clean and hygienic environment 0.714 1 0.286 

Parks and gardens 0.786 1.071 0.286 

Good street experience 0.679 0.929 0.25 

Shopping opportunities 0.679 0.929 0.25 

Weather 0.75 0.964 0.214 

Culture art and history 1.036 1.107 0.071 

Unique way of life 0.893 0.857 -0.036 

Food and Drink 1.071 0.929 -0.143 

 

Charlotte- Visitors 

Figure 65 and Table 70 show the cognitive image scores before and after the participants in the Charlotte-

visitors groups visited the city’s official website. The findings reveal that the average score for attributes 

such as “nightlife,” “festivals, concerts and events,” “transportation system,” and “unique way of life” had 

the most significant improvement after the participants interacted with the website. In contrast, the scores 

for attributes, including “family activities,” “opportunities for physical activities,” “parks and gardens,” 

“historical buildings and sites,” and “weather” decreased after visiting the website in this group. 

Figure 65- Scores for attributes of cognitive image in Charlotte visitor group 
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Table 70- Image score for each attribute of cognitive dimension before and after treatment in Charlotte visitors group 

Cognitive City Dimension 
City Image 

Before 
Treatment 

City Image After 
Treatment Difference 

Nightlife 1 1.724 0.724 

Festival, concerts and events 1 1.414 0.414 

Developed transportation system 1.069 1.414 0.345 

Unique way of life 1.069 1.31 0.241 

Good street experience 1.034  1.241 0.207 

Shopping opportunities 0.931 1.138 0.207 

Attractive architectural sites and buildings 1.034 1.207 0.172 

Entertainment and gaming opportunities 1.207 1.379 0.172 

Developed tourism infrastructures 1.103 1.241 0.138 

Providing a safe environment 1.138 1.276 0.138 

History, culture and art 1.034 1.138 0.103 

Diverse and welcoming culture 1.345 1.414 0.069 

Developed urban infrastructures 1.241 1.276 0.034 

Food and Drink 1.172 1.207 0.034 

Clean and hygienic environment 1.207 1.172 -0.034 

Weather 1.241 1.138 -0.103 

Historical buildings and sites 1.069 0.897 -0.172 

Parks and gardens 1.138 0.966 -0.172 

Opportunities for physical activities 1.207 1 -0.207 

Family activities 1.345 1.138 -0.207 

 

 

Paired Sample T-test Analysis 

In order to examine whether interacting with the City of Charlotte’s official website influences the 

cognitive city image, a paired sample t-test analysis conducted on data set. The hypothesis and results of 

this test are considered as follows: 

H0- There is no difference between cognitive image before and after visiting the city’s website for the Charlotte residents 

group.  

H1- There is a difference between cognitive image before and after visiting the city’s website for the Charlotte residents group.  

Table 71- Paired sample t-test statistic for Charlotte-Residents group 

Charlotte Residents Mean Score Mean Difference Std Error Prob > |t| Prob > t Prob < t 

After Treatment 1.08049 0.225 0.072041 0.0044*** 0.0022 .9978 

Before Treatment 0.85549      

         Alpha = 0.05 
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Table 71 shows the results for this test statistics. Table p-value of t-test analysis is 0.0044, which 

indicates that there is a difference between the perceived city image score before and after the participants 

visited the official city website.  

The test score for the group associated with Charlotte-visitors is shown in Table 19.  The hypotheses for 

this test were: 

H0- There is no difference between cognitive image before and after visiting the city’s website for Charlotte visitors group.  

H1- There is a difference between cognitive image before and after visiting the city’s website for Charlotte visitors group.  

 

Table 72- Paired sample t-test statistic for Charlotte_ Visitors group 

Charlotte Visitors Mean Score Mean Difference Std Error Prob > |t| Prob > t Prob < t 

After Treatment 1.25579 0.12824 0.08455 0.1406 0.0703 0.9297 

Before Treatment 1.12755      

        Alpha = 0.05 

 

As Table 72 shows, the p-value of this t-test analysis is 0.1406. Therefore, the null hypothesis cannot be 

rejected, which means that the findings fail to show that there is a difference between the image score 

before and after the participants visit the website.  

Sacramento 

Figure 66 shows the comparison of the perceived cognitive image of Sacramento for both groups 

associated with residents and visitors before and after the participants interacted with the city’s official 

website. As this figure shows, while this city had a roughly similar score before visiting the website in 

both groups, after the quasi-experiment treatment and interacting with the website, the image of the city 

as a visiting destination improved more significantly than the image of the city as a living destination. 
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Figure 66- Sacramento perceived cognitive image before and after intervention 

 

Sacramento -Residents 

Figure 67 and Table 73show the cognitive image scores before and after the participants in the 

Sacramento-residents group visited the city website. The results reveal that attributes, such as “nightlife,” 

“opportunities for physical activities,” “historical buildings and sites,” and “festival concerts and events” 

had the most significant improvement after the participants interacted with the website. In contrast, the 

perceived opportunities in the city associated with “developed transportation system,” “good street 

experience” and “diverse and welcoming culture” worsened after the participants interacted with the city 

website.  
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Figure 67- Scores for attributes of cognitive image in Sacramento residents group 

 

 

Table 73- Image score for each attribute of cognitive dimension before and after treatment in Sacramento residents group 

Cognitive City Dimension 
City Image Before 

Treatment 
City Image After 

Treatment Difference 

Nightlife 1 1.552 0.552 

Opportunities for physical activities 1.069 1.345 0.276 

Historical buildings and sites 1 1.276 0.276 

Festival concerts and events 0.966 1.241 0.276 

Developed tourism infrastructures 0.966 1.172 0.207 

Entertainment and gaming opportunities 1.103 1.31 0.207 

Family activities 0.862 1.069 0.207 

Unique way of life 1.138 1.345 0.207 

Attractive architectural sites and buildings 1 1.172 0.172 

Natural environment around the city 1 1.172 0.172 

Shopping opportunities 1.069 1.241 0.172 

Developed urban infrastructures 0.931 1.069 0.138 

Providing a safe environment 0.793 0.897 0.103 

Food and Drink 1.069 1.138 0.069 

Clean and hygienic environment 1.069 1.103 0.034 

Parks and gardens 1.034 1.069 0.034 
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Table 73 (continued)- 

History culture and art 1.069 1.069 0 

Developed transportation system 1.172 1.138 -0.034 

Good street experience 1.207 1.172 -0.034 

Diverse and welcoming culture 1.276 1.207 -0.069 

 
 

Sacramento -Visitors 

Figure 68 and Table 74 display the perceived cognitive image scores before and after visiting the website 

for Sacramento visitors group. The results reveal that the image of Sacramento for attributes, including 

“nightlife,” “festival concerts and events,” “parks and gardens,” and “attractive architectural sites and 

buildings” had the most significant improvement after the participants interacted with the website. One 

the other hand, the average score for the perceived image of Sacramento decreased with respect to “clean 

and hygienic environment,” “shopping opportunities,” “diverse and welcoming culture” attributes 

decreased after the treatment.  

Figure 68- Score for each attribute of cognitive image in Sacramento visitors group 
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Table 74- Image score for each attribute of cognitive dimension before and after treatment in Sacramento residents group 

Cognitive City Dimension 
City Image Before 

Treatment 
City Image After 

Treatment Difference 

Nightlife 1.179 1.679 0.5 

Festival concerts and events 1 1.464 0.464 

Parks and gardens 1.036 1.464 0.429 

Historical buildings and sites 1.107 1.429 0.321 

Attractive architectural sites and buildings 1.071 1.393 0.321 

Developed urban infrastructures 1.036 1.321 0.286 

Developed transportation system 1.179 1.464 0.286 

Food and Drink 1 1.286 0.286 

History culture and art 1.036 1.321 0.286 

Weather 1 1.286 0.286 

Opportunities for physical activities 1.25 1.5 0.25 

Clean and hygienic environment 1.25 1.5 0.25 

Shopping opportunities 1.179 1.429 0.25 

Diverse and welcoming culture 1.464 1.679 0.214 

Providing a safe environment 1.143 1.357 0.214 

Developed tourism infrastructures 1.214 1.393 0.179 

Entertainment and gaming opportunities 1.214 1.393 0.179 

Natural environment around the city 1.286 1.464 0.179 

Good street experience 1.179 1.357 0.179 

Family activities 1.214 1.357 0.143 

 

Paired Sample T-Test Analysis 

In order to examine whether interacting with the official website influences the perceived cognitive city 

image, the data was analyzed via a paired sample t-test analysis. The hypothesis and results of this test are 

considered as follows:  

H0- There is no difference between perceived cognitive image before and after visiting the city’s website in Sacramento 

residents group.  

H1- There is a difference between perceived cognitive image before and after visiting the city’s website in Sacramento 

residents group.  

Table 75- Paired sample test statistic for Sacramento residents  group 

Charlotte Visitors Mean Score Mean Difference Std Error Prob > |t| Prob > t Prob < t 

After Treatment 1.2152 0.0915 0.0576 0.1244 0.0622 0.9378 

Before Treatment 1.1237      

          Alpha = 0.05 
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The p-value of t-test analysis is 0.1244, which indicates there is not enough evidence to prove that there is 

a significant difference between perceived image scores before and after the participants visited the 

official city website. The test score for Sacramento visitor group is shown in Table75. The hypotheses for 

this test are: 

H0- There is no difference between perceived cognitive image before and after visiting the city’s website in Sacramento 

visitors group.  

H1- There is a difference between perceived cognitive image before and after visiting the city’s website in Sacramento visitors 

group.  

Table 76-Paired sample t-test statistic for Sacramento visitors group 

Charlotte Visitors Mean Score Mean Difference Std Error Prob > |t| Prob > t Prob < t 

After Treatment 1.4174 0.2012 0.08156 0.0205*** 0.0103 0.9897 

Before Treatment 1.2161      

         Alpha = 0.05 

 

T-test analysis – see Table 76- resulted in p-value of 0.0205, which indicates there is a difference between 

the perceived image score before and after the participants visited the city’s official website.  

5.5.6.2 Analysis of Affective Dimension of Place Image 

Average affective image scores for each group before and after interaction with the city website is shown 

in Table 77. 

Table 77-Affective image summary 
 

Count Mean Median Standard 
Deviation 

Standard 
Error 

Austin Residents Before 34 1.169 1.25 0.615 0.105 
Austin Residents After 34 1.265 1.5 0.728 0.125 

 

Austin Visitors Before 30 1.325 1.5 0.55 0.100 
Austin Visitors After 30 1.492 1.5 0.443 0.081 

 

Charlotte Residents Before 28 1.116 1.125 0.542 0.102 
Charlotte Residents After 28 1.241 1.375 0.546 0.103 
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Table 77 (continued)- 

Charlotte Visitors Before 29 1.181 1.5 0.759 0.141 
Charlotte Visitors After 29 1.353 1.5 0.769 0.143 

 

Sacramento Residents Before 29 1.103 1.25 0.498 0.092 
Sacramento Residents After 29 1.25 1.5 0.438 0.081 

 

Sacramento Visitors before 28 1.268 1.5 0.552 0.104 
Sacramento Visitors before 28 1.473 1.5 0.387 0.073 

 

Austin 

Figure 69 compares the affective image of Austin before and after visiting the city’s official website for 

both residents and visitors groups. As this bar graph shows the affective image for residents and visitors 

groups increased by 0.096 and 0.167 respectively.  

Figure 69- Austin affective image before and after intervention 

 

 

Austin- Residents 

Figure 70 compares the image score of the attributes of affective image before and after visiting the 

website for Austin-residents group. Table 76 also ranks these attributes by the difference between their 

average score before and after the exposure to the city’s website. The results reveal that the image of 

Austin as an “exciting” place improved after the participants visited the website, while the image of 

Austin as a “pleasant” living destination does not improve at all.  
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Figure 70- Scores for attributes of affective image in Austin-residents group 

 

Table 78- Image score for each attribute of affective dimension before and after treatment in Austin residents group 

Affective City Dimensions City Image Before Treatment City Image After Treatment Difference 

Exciting 1.147 1.382 0.235 

Relaxing 1.235 1.324 0.088 

Arousing 1.147 1.206 0.059 

Pleasant 1.147 1.147 0 

 

Austin-Visitors  

Figure 71 presents the average scores for attributes of affective image and Table 79 shows the difference 

between the scores before and after the participants visited the website. These findings show that the 

image of Austin as an “arousing” and stimulating place improved after the experiment. However, Austin’s 

score as a “pleasant” place to visit decreased after the experiment.  
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Figure 71- Scores for each attribute of affective image in Austin visitors group 

 

Table 79- Image scores for each attribute of affective dimension before and after treatment in Austin visitors group 

Affective City Dimension City Image Before Treatment City Image After Treatment Difference 

Arousing Arousing 1.1 1.567 

Exciting Exciting 1.433 1.567 

Relaxing Relaxing 1.367 1.467 

Pleasant Pleasant 1.4 1.367 

 

 

Paired Sample T-test Analysis 

To investigate whether interacting with the official website influences the perceived affective dimension 

of city image for Austin-residents groups, the data was analyzed using t a paired sample t-test. The 

hypotheses and test results for Austin-residents groups are as follows:  

H0- There is no difference between the affective image of Austin before and after visiting the city’s website in residents group.  

H1- There is a difference between the affective image of Austin before and after visiting the city’s website in residents group.  
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Table 80-Paired sample t- test statistic for Austin-Residents group 

Austin Residents Mean Score Mean Difference Std Error Prob > |t| Prob > t Prob < t 

After Treatment 1.26471 0.09804 0.09638 0.3165 
 

0.1582 0.8418 

Before Treatment 1.16667      

         Alpha = 0.05 

 

The results are displayed in Table 80. With the p-value of 0.3165, the null hypothesis cannot reject the 

null hypothesis. Thus, it can be concluded that there is not enough evidence to prove whether the 

interaction with the official City of Austin’s website in influence the affective image for residents group. 

The same t-test was also conducted on Austin visitors’ group. The hypotheses and test scores for this 

group are as follows:  

H0- There is no difference between the affective image of Austin before and after visiting the city’s website in visitors group.  

H1- There is a difference between the affective image of Austin before and after visiting the city’s website in visitors group.  

 

Table 81-Paired sample test statistic for Austin- Visitors  group 

Austin visitors Mean Score Mean Difference Std Error Prob > |t| Prob > t Prob < t 

After Treatment 1.49167 0.14722 0.07211 0.0500 
 

0.0252* 0.9748 

Before Treatment 1.34444      

         Alpha = 0.05 

 

The p-value of test statistic is 0.0500 – Table 81-, which indicates that there is enough evidence to 

conclude that interaction with the website have an effect on affective image in Austin visitors group. The 

probability of the score increasing after the intervention is 0.0252, while the probability of it decreasing is 

0.9874. This finding implies that the probability of the affective place image improving is higher than it 

declining after the participants visited the website.   

Charlotte 

Figure 73 exhibits the affective image scores of Charlotte for both resident and visitor groups before and 

after interacting with the city’s official website. It shows that Charlotte has a slightly higher score as a 

visiting destination compared to its consideration as a living destination before the participants interacted 
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with the website. The perceived image improved for Charlotte residents and visitors groups by 0.125 and 

0.172 respectively.  

 

Figure 72- Charlotte perceived affective image before and after intervention 

 

 

Charlotte- Residents 

Figure 74 illustrates the average score for attributes of affective image for Charlotte- Residents group. 

Table 82 also lists them based on the difference between their scores before and after the experiment. The 

results show that among four attributes of the affective image, the average score for the image of 

Charlotte as an “exciting” place improved the most. In contrast, the average for the image of Charlotte as 

a “relaxing” place decreased after interacting with the city’s website. 
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Figure 73- Scores for attributes of affective image in Charlotte-Residents group 

 

Table 82- Image scores for each attribute of affective dimension before and after treatment in Charlotte-Residents group 

Affective City Dimension City Image Before Treatment City Image After Treatment Difference 

Exciting 1.179 1.429 0.25 

Pleasant 1.071 1.25 0.179 

Arousing 0.964 1.143 0.179 

Relaxing 1.25 1.143 -0.107 

 

 

Charlotte-Visitors 

Figure 75 and Table 83 show the perceived affective image scores before and after visiting the website for 

Charlotte visitors group. The results reveal that the image of Charlotte as a “pleasant” and “arousing” 

visiting destination increased more than the other two attributes by 0.207. The score for “relaxing” 

increased relatively less than the other attributes in this group.  
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Figure 74- Scores for attributes of affective image in Charlotte-Visitors group 

 

Table 83- Image score for attributes of affective dimension before and after treatment in Charlotte-Visitors group 

Affective City Dimension City Image Before Treatment City Image After Treatment Difference 

Pleasant 1.207 1.414 0.207 

Arousing 1.138 1.345 0.207 

Exciting 1.207 1.379 0.172 

Relaxing 1.172 1.276 0.103 

 

 

Paired Sample T-test Analysis 

To investigate whether interacting with the official website has an effect on the perceived affective image 

for both visitors and residents groups, the data was analyzed using a paired sample t-test. The hypotheses 

and results for Charlotte residents group are as follows:  

H0- There is no difference between the affective image of Charlotte before and after visiting the city’s website in residents 

group.  

H1- There is a difference between the affective image of Charlotte before and after visiting the city’s website in residents 

group.  



 176 

Table 84- Paired sample test statistic for Charlotte-Residents group 

Charlotte Residents Mean Score Mean Difference Std Error Prob > |t| Prob > t Prob < t 

After Treatment 1.24107 0.1131 0.09738 0.2557 
 

0.1278 0.8722 

Before Treatment 1.12798      

         Alpha = 0.05 

 

The p-value received from the t-test analysis is 0.2557 – see Table 84-. Therefore, the null hypothesis 

cannot be reject, which means the findings fail to show that there is a difference between the perceived 

image score before and after visiting the city’s website. The hypotheses and the test results for Charlotte 

visitor groups are as follows:  

 

H0- There is no difference between the perceived affective image of Charlotte before and after visiting the city’s website in  

visitors group.  

H1- There is a difference between the perceived affective image of Charlotte before and after visiting the city’s website in  

visitors group 

Table 85- Paired sample test statistic for Charlotte-Visitors group 

Charlotte Visitors Mean Score Mean Difference Std Error Prob > |t| Prob > t Prob < t 

After Treatment 1.35345 0.16092 0.13395 0.2397 
 

0.1198 0.8802 

Before Treatment 1.19253      

         Alpha = 0.05 

 

With the P-value of 0.2397 – see Table 85-, similar to Charlotte residents group, the null hypothesis 

cannot be rejected. There is not enough evidence to prove whether the exposure to Charlotte’s official 

website has an effect on the perceived affective image of future visitors.  

 

Sacramento 

Figure 76 exhibits the affective image scores of Sacramento for both resident and visitor groups before 

and after interacting with the city’s official website. The findings reveal that Sacramento has a slightly 

higher average score as a living destination compared to its consideration as a living destination before 
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the participants interacted with the website. The perceived image improved for Sacramento residents and 

visitors groups by 0.47 and 0.162 respectively.  

 

Figure 75- Sacramento perceived affective image before and after intervention 

 

Sacramento-Residents 

Figure 77 and Table 86 display the perceived affective image scores before and after visiting the website 

for Sacramento residents group. The results show that the image of Sacramento associated with the 

attributes, including “nightlife,” “festival concerts and events,” “parks and gardens,” and “attractive 

architectural sites and buildings” had the most significant improvement after interacting with the website. 

On the other hand, the perceived image of Sacramento as a “pleasant” city improved the most, while the 

least improvement was observed with the attribute, “relaxing.” 
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Figure 76- Score for each attribute of affective image in Sacramento residents group 

 

Table 86- Image score for attributes of affective dimension before and after treatment in Sacramento Residents group 

Affective City Dimension City Image Before Treatment City Image After Treatment Difference 

Pleasant 1.034 1.276 0.241 

Exciting 1.172 1.345 0.172 

Arousing 1.034 1.172 0.138 

Relaxing 1.172 1.207 0.034 

 

Sacramento-Visitors 

Figure 78 and Table 87 show the perceived affective image scores before and after visiting the website for 

the Sacramento visitors group. The results indicate that the image of Sacramento as an “exciting” and to 

some level “arousing” city increased when the participants interacted with the city’s website. However, 

the score for “relaxing” attribute of affective image decreased after the experiment. 
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Figure 77- Scores for attributes of affective image in Sacramento visitors group 

 

Table 87- Image score for attributes of affective dimension before and after treatment in Sacramento visitors group 

Affective City Dimension City Image Before Treatment City Image After Treatment Difference 

Exciting 1.25 1.714 0.464 

Arousing 1.107 1.464 0.357 

Pleasant 1.214 1.321 0.107 

Relaxing 1.5 1.393 -0.107 

 

 

Paired Sample T-test Analysis 

To investigate whether interacting with the official website has an effect on the perceived affective image 

for both visitors and residents groups, the data was analyzed using a paired sample t-test. The hypotheses 

and results for Sacramento residents and visitors groups are as follows: 

H0- There is no difference between the perceived affective image of Sacramento before and after visiting the city’s website in 

residents group.  

H1- There is a difference between the perceived affective image of Sacramento before and after visiting the city’s website in 

residents group.  
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Table 88- Paired sample test statistic for Sacramento residents group 

Sacramento Residents Mean Score Mean 

Difference Std Error Prob > |t| Prob > t Prob < t 

After Treatment 1.25893 0.09195 0.10449 0.3863 
 

0.1932 0.8068 

Before Treatment 1.15805      

         Alpha = 0.05 

 

H0- There is no difference between perceived affective image of Sacramento before and after visiting the city website in o 

visitors group.  

H1- There is a difference between perceived affective image of Sacramento before and after visiting the city website in o 

visitors group.  

Table 89- Paired sample test statistic for Sacramento Visitors group 

Sacramento Visitors Mean Score Mean 

Difference Std Error Prob > |t| Prob > t Prob < t 

After Treatment 1.47321 0.17262 0.11831 0.1561 
 

0.0780 0.9220 

Before Treatment 1.3006      

         Alpha = 0.05 

 

The p-values of the paired t-test analysis for both groups – Table 88 and Table 88- associated with 

residents and visitors were 0.3863 and 0.1561 respectively. This result indicates that there is not enough 

evidence to prove whether there is a significant difference between the perceived image score before and 

after visiting the official website for both groups.  

5.5.6.3 Analysis of Overall Image and Its Association with Cognitive and Affective Image 

The overall image scores for Austin, Charlotte, and Sacramento are summarized in Table 90. Figure 80, 

81, and 82 display the average scores for both residents and visitors group for three cities of Austin, 

Charlotte and Sacramento respectively. As these findings show, except for the Sacramento-residents 

group, the overall image improved after visiting the cities’ official websites for all other groups. However, 

the paired t-test analysis failed to show whether the interaction with the websites affects the perceived 

place image.  
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Table 90- Overall image summary 
 

Count Mean Median Standard 
Deviation 

Standard 
Error 

Austin Residents Before 34 1.235 2 0.987 0.169 

Austin Residents After 34 1.353 2 0.849 0.146 
 

Austin Visitors Before 30 1.4 2 0.814 0.149 

Austin Visitors After 30 1.533 2 0.730 0.133 
 

Charlotte Residents Before 28 1.179 1 0.819 0.155 

Charlotte Residents After 28 1.429 2 0.742 0.14 
 

Charlotte Visitors Before 29 1.241 1 0.872 0.162 

Charlotte Visitors After 29 1.483 2 0.634 0.118 
 

Sacramento Residents Before 29 1.379 1 0.677 0.126 

Sacramento Residents After 29 1.276 1 0.751 0.139 
 

Sacramento Visitors before 28 1.643 1 0.621 0.117 

Sacramento Visitors before 28 1.679 1 0.612 0.116 

 

Figure 78- Austin overall image before and after intervention for residents and visitors group 

 



 182 

Figure 79-Charlotte overall image before and after intervention for residents and visitors group 

 

Figure 80- Sacramento overall image before and after intervention for residents and visitors group 

 

To identify the factors that predict overall place image, a statistical model was constructed, which was 

tested using an analysis of variance (ANOVA) (Table 91). The dependent and independent variables used 

in this model are as follow: 

Dependent variables: a) cities- i.e., Austin, Charlotte, and Sacramento-, b) relationship with place 

-i.e., residents and visitors-, c) cognitive image and d) affective image 

Independent variables: overall place image. 

The result revealed a p-value, which was less than 0.0001. This indicates that at least one of the 

dependent variables was associated with the overall place image. In order to acquire a deeper 

understanding, the data set was examined with an effect test (Table 9). This helped to reveal that only the 

affective dimensions of the place image were associated with the overall place image, suggesting that this 

could be a good predictor of the overall place image.  
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Table 91- Analysis of Variance 

Source DF Sum of Squares Mean Square F Ratio 

Model 5 21.15230 4.23046 7.3364 

Error 171 98.60566 0.57664 Prob > F 

C. Total 176 119.75795  <.0001* 

         Alpha = 0.05 

Table 92- Effect Test 

Term Estimate Std Error t Ratio Prob>|t| 

Intercept 0.0071881 0.063309 0.11 0.9097 

city[Austin] 0.0152528 0.079246 0.19 0.8476 

city[Charlotte] 0.1254045 0.081564 1.54 0.1260 

Affective Distance 0.4422994 0.133511 3.31 0.0011*** 

Cognitive Distance 0.2517496 0.182327 1.38 0.1692 

type[Residents] -0.021403 0.057994 -0.37 0.7125 

         Alpha = 0.05 

 

5.6 Discussions 

The primary purpose of this study was to investigate the impact of interacting with the official websites 

on the future residents and visitors’ perceived place image.  

The effect of interaction with official websites on the perceived place image  

Austin: The images associated with the attributes, including food and drink, natural environments, 

entertainment, culture and art were mainly present in the City of Austin’s official website. In response to 

the open-ended questions the keywords such as “music,” “culture,” and “festival” appeared more 

frequently as mentioned by the participants representing the Austin residents group. Similarly, the 

keywords “art,” and “entertainment” were more frequently mentioned by the Austin visitors group. These 

keywords demonstrate the influence of official website contents on the place image perception. Similarly, 

the increased frequency of keywords such as “outdoor,” “river” and “hiking” in responses to open-ended 

questions, shows the effect of interaction with city websites on perceived place image. The same pattern 

can be observed in 5-point scale questions, where the score for parks and gardens, natural environment 

around the city and entertainment attributes were improved significantly after the participants interacted 

with the website.  
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Charlotte: A similar pattern can be seen in the City of Charlotte analysis results. Charlotte’s official 

website mostly contained images representing food and drink, entertainment, natural environment, 

diversity, culture and art, and nightlife. The keyword, such as “diversity” appeared in response to the 

open-ended questions by both residents and visitors groups. Similarly, the score for “diverse and 

welcoming culture” attribute improved for both groups after interacting with the city’s official website. 

These findings confirm the impact of projected image of place image perception 

Examining the responses to open-ended questions showed that the keyword “none” emerged more 

frequently in Charlotte visitor group compared to all other groups. In addition, visiting the website didn’t 

show any effect on Charlotte’s cognitive image as a visiting destination, which might suggest that 

Charlotte’s official website has not successfully provided the proper material to create an effective image 

for the city to be perceived as a visiting destination. 

Sacramento: “Food and drink,” “developed tourism infrastructure,” “culture, art, and history,” “modern 

architectural attraction” and “natural environment” themes repeated more frequently in Sacramento’s 

official website. The findings show that the keywords “food” and “museum” emerged more frequently in 

participants’ responses after visiting the city’s website. Moreover, the website emphasis on tourism 

infrastructure and modern architecture resulted in an improvement of the perceived city image after the 

participants interacted with the website as a visiting destination. However, with mainly focusing on 

portraying the city as an attractive visiting destination, the city’s website has not been successful to 

communicate an effective image for Sacramento as a living destination.  

Comparing the city image among three cities 

By comparing the perceived place image several points stand out:  

• The perceived place image before the participants interacted with the websites were more associated 

with the overall image of the state. For example, the City of Austin was associated with the keywords, 

such as “warm weather,” “big city,” “dangerous,” “capital” and “western culture.” Charlotte was 

associated with “weather,” “mountains,” and “sport,” while Sacramento was associated with attributes 

such as “busy” before the participants were exposed to the websites. After interacting with the website, 

these keywords were rarely used to describe the city image by the participants.  

• The keywords describing the cities as “boring” appeared more repeatedly in Charlotte visitors group 

and Sacramento residents groups. For both groups, the paired t-test analysis did not find any evidence to 

prove interacting with the official city websites had an effect on the perceived place image. On the other 
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hand, the keyword “many things to do” appeared in both Austin and Charlotte residents groups. Both 

groups also showed a significant improvement in the perceived place image after visiting the city’s 

website. This shows that online content featuring various activities may increase the desirability of place 

at least for potential residents. 

• Nightlife was one of the least important factors for both residents and visitor groups in evaluating a 

living/visiting destination. However, in all three groups  an improvement was observed in the city image 

in terms of night life activities in the city. In fact, night life score was one of the main factors that 

increased the cognitive image score in all six groups. 

• The participants in both residents and visitor groups referred to food and drink related activities as one 

of the most important factors in evaluating a living/visiting destination. The images of food and drink 

related activities, also, consist a significant proportion of all three official websites’ visual representations. 

It stans to reason that the cognitive image get improves in terms of food and drink related activities after 

visiting the official websites. However, the findings showed that the cities’ official websites were not 

generally successful in improving the image of their cities as a place with many opportunities for “food 

and drink- related opportunities. The findings of our previous study might be able to explain this failure. 

The comparative content analysis of personal blogs and the official websites showed that while official 

websites focus on luxurious restaurant venues and bars, individuals are more interested in more affordable 

experiences, such as cafes, food trucks, and more affordable options. A re-evaluation of the content of 

images related to food and drink activities may benefit the overall city image. 

 

The effect of interaction with official websites on perceived place image  

Prior studies showed that the overall image is more likely to be influenced by affective evaluations of 

place and affective image might serve as a principal variable between cognitive and overall place image 

(Baloglu and McCleary, 1999).  

In all 6 groups, the keywords, which were associated with the emotional dimension of place image 

repeated more frequently after the participants interacted with the city websites. In Austin residents group 

the emergence of keywords “pleasant” and “exciting” increased by 29.03% and 22.58% respectively. The 

keyword “exciting” increased by 12% in Austin-visitors group. The mentioning of keywords “arousing,” 

“attractive,” “diverse” and “safe” also increased significantly in Charlotte-residents group. The same 

pattern can be observed in other groups as well. However, the result of structured 5-point scale questions 

did not show any changes in the affective place image after visiting the city websites.  
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The findings of the study also showed that visiting the official city websites significantly affected most 

cognitive components. However, the findings did not find a strong relationship between interacting with 

the city website and the affective place image. The findings also showed that affective place image is 

better predictor of the overall place image. Putting all these results side by side suggests that establishing 

some strategies to improve affective dimension of city image may contribute to creating more persuasive 

and effective overall place images. 

• Limitations 

There are several limitations in this study. This study did not measure the impact of design or interactivity 

of the given official city websites on the perceived place image. Rather it merely focused on the effect of 

online content regardless of other factors involved. Second, the participants in this study were instructed 

to spend 10 minutes to surf the website. In reality, people generally spend longer time searching for 

online information (Jeong et al., 2011). Future studies should consider focusing on the effect of exposure 

time on the perception of place image. Furthermore, future studies can also look at the associations 

between the demographic variables, such as gender, age and level of income and the perceived place 

image. Also, familiarity with a place and previous experiences can be included in future study designs.  
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CHAPTER SIX: CONCLUSION AND FINAL DISCUSSIONS 

This study has explored the online place image of the American cities and its influence on various 

stakeholders aiming to contribute to the existing literature and the knowledge gaps identified in this area. 

Two studies were designed to investigate the effectiveness and inclusiveness of the place image projected 

by the official city websites. Both studies, in a complementary way, aimed to address these primary 

questions: a) What are the main themes, similarities, and differences among the perceived place image of 

American cities portrayed through official city websites, third-party websites and personal blogs? b) Does 

exposure to cities’ official websites influence the perceived place image of American cities by the 

prospective residents and visitors ? 

The first study was a content analysis that compared the online projected and perceived image of nine 

American cities in order to attain a more in-depth understanding of online representations communicated 

by various information resources. The projected online image was studied through the examination of the 

online city websites that were depicted for promotional purposes and created by city officials, as well as 

other third-party entities. In addition, the perceived images of the selected nine cities were examined 

through the content that individuals created about their impressions of the cities as shared on their 

personal weblogs. The analysis of both textual and visual content revealed some level of incongruities 

between the content communicated through various information sources. Furthermore, the results 

identified the features that each information source prioritize and manifest at a higher emphasis.  

The primary purpose of place branding and the formation of a place image which is to ensure that a 

destination’s image and its characteristics stand out in a competitive context, also addressed in this study. 

Hence, this study examined the content of three information sources, third-party and official city 

websites, and personal blogs, among nine cities. The findings revealed that user-generated content on 

personal blogs offered richer and more diverse collection of online information to represent the American 

cities and their perceived image.  

In order to evaluate the effectiveness of the online representation of cities (i.e. their official websites) on 

different stakeholder groups, a second study was conducted to investigate how interacting with official 

city websites may influence the prospective residents’ and visitors’ perceived image of the three 

American cities in terms of both cognitive and affective dimensions. This second study was designed as a 

quasi-experiment. Some of the important findings revealed from this study are as follows:   

a) The study identified the affective and cognitive factors that were influential on each stakeholders’ 

perceived online place image.  
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b) The study showed that interacting with the official city websites significantly affected most of the 

cognitive components of the place image.  

c) The findings did not reveal a significant relationship between interacting with the city website and the 

affective dimension of place image.  

d) The results showed that affective place image is the best predictor of the overall perceived place image.  

6.1 Implications 

This research builds on the early place image models developed and proposed by Gartner (1994) and 

Fakeye and Crompton (1991) by developing an updated conceptual framework based on to the changes 

the new advancements in information and communication technologies have triggered.  

This study contributes to the existing body of knowledge by developing a mixed-method approach to 

study various aspects of online perceived place image. To analyze the textual data, the study employed an 

unsupervised computerized approach, whereas the visual place image was measured through qualitative 

methods. The results revealed that unsupervised methodologies, which have been used in most recent 

studies (See Appendix A), are not a replacement to qualitative approaches. Such mixed-method approach 

is enabling us to understand the intangible facets of place image formation.  

Furthermore, this dissertation uses a quasi-experimental approach to investigate the effect of exposure to 

the online website content on different target groups. Given the importance of this topic, the literature 

focusing on this area is surprisingly limited. This study provides a ground for future studies to develop 

our understanding of the perceived place image with respect to various stakeholders. 

From a practical point of view, the study and its findings provide valuable information for public 

organizations and city officials to communicate more effective and inclusive images of their 

environments. Some of the significant practical implications of the findings are as follows: 

1) While city officials attempt to project a desirable and persuasive image for their cities, their effort 

might be weakened if the image they communicate is vastly different from the image perceived by the 

public. In fact, this study identified several overlooked dimensions of place image that were perceived as 

meaningful by individuals. The findings revealed that several place image dimensions which were well-

represented in the user-generated content, such a “murals and street art,” “family and kids-related 

activity,” and “social districts” were underrepresented in the image projected by official city websites. 

Such discoveries may enable the city officials to evaluate the strengths and weaknesses of their projected 

image and to react accordingly. 
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2) From an urban planning and designing point of view, these findings hold several suggestions. The 

significant emphasis of individuals on “murals” and “public arts”, manifested in personal blogs, can guide 

urban planners and designers to pay more attention to these features in their urban designing strategies. 

These findings showed that individuals are very interested in small scale features that are visually unique 

and picturesque. Including these elements in the urban environments can lead to create more attractive 

environments for pedestrians and encourage them to visit them. Similarly, the interest individuals showed 

in social districts and family activities can provide valuable insights for the urban planners and strategists. 

By providing contexts that offer more opportunities related to these features, they may attract more 

groups of society to their urban environments. 

3) This research applies a methodological approach that enable us to evaluate the difference between the 

projected and perceived images of cities as destinations to live at or visit.  

4) In addition, this research provides city officials, planners, and marketing agencies with the information 

needed to enhance the image of cities for both prospective residents and visitors. The findings provide 

valuable insights about which types of information are influential for different stakeholders in forming an 

integrated and inclusive place image. 

5) This study fails to find enough evidence to prove that exposure to cities’ official websites has a positive 

effect on affective and overall place image. The lack of evidence may suggest the importance of 

establishing strategies that may improve the affective dimensions and help communicate more persuasive 

and effective city images. 

6.2 Future Directions 

This study reveals new inquiries and future research opportunities by developing a comprehensive 

theoretical framework to explore online place image of various cities located in different climatic and 

geographic regions.  

Moreover, this study does not consider the potential influence of personal traits and individual 

backgrounds on perceived place image of cities. Further studies are needed to investigate this association. 

Also, familiarity with a place and/or previous experiences in places can be included in future study 

designs.  

The quasi-experiment study compared the perceived place image among two target groups – i.e. 

prospective residents and visitors. Including other stakeholder groups (e.g. business owners) in future 

studies will increase our knowledge of place image from different perspectives. The sample size used for 

this study was also rather small. To overcome this limitation, future studies may incorporate a larger 
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sample to increase the generalizability of findings. Future studies can also focus on the effect of amount 

of time spent to review the websites and its association with the formation of strong online place image. 

Finally, this study used an online survey to measure the changes in place image perceptions before and 

after visiting the official city websites. Employing other techniques, such as in-depth interviews and 

thinking aloud methods may help to reveal other qualitative aspects of the online place image perceptions. 
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Appendix A: Summery of empirical work on online place image 

 
 
 

Year Authors Data Study Dimensions Method Sample 

(N) 

Case Study 

2019 Bernkopf, 
Lyndon Nixon  

 

Visual data Compared the data of 
three information 
sources (UGC images, 
Google Images, and 
DMO) to compare their 
effectiveness on 
motivation to visit 

Natural resources, General 
infrastructure,  Tourist infrastructure, 
Culture, history, art, Political and  
economic, Natural environment, 
Modern architecture  

Experimental 
study 

56 participants  

 

Mexico 
City,  

 

2019 Briciu, Nechita, 
Demeter,  

Geotagged 
data 

Measured Perceived 
imaged by analyzing 
geotagged data of 
images collected from 
Flicker  

For projected image represented  
image the official website they 
measured : 

Clustered analysis 
of location point  

22,362 photo, 
10 official 
websites 

Brasov 
County, 
Romania  

 

2011 Bui  

 

textual and 
visual  

Compares the  
destination image 
attributes of foreign 
visitors with 
government’s projected 
image. Perceive images 
: by interview, 
Projected image: 
Content analysis of 
official website and 
promotion tools 

Cheap purchases, Exotic food, 
delicious cuisine, Interesting local 
ways of life, rich culture, Historical 
places, world heritage sites, beautiful 
architectural buildings, Beautiful 
landscapes and beaches, Cultural 
festivals and events, Souvenirs, 
handicrafts items, History, Tourism 
services quality, Tourism 
infrastructure, Entertainment, 
Friendly people, New, authentic 
experience, Convenience, 
Cleanliness, Relaxing atmosphere, 
Personal safety, security (in the 
streets), Political stability, peace, 
Good climate, Adventure, 
Accessibility (information available), 
Close to other destinations, 
Memories-,nostalgia,-colonial charm, 
Green-environment protection, 
Economic development, Freshness of 
products, healthy eating habits  

In-depth 
interviews to 
measure 
perceived image 

  

 

Perceived: 43 
tourists 

 

Vietnam 

2012 Cakmak, Isaac 

 

 

Both textual 
data visual  

Studied the image of a 
conflicted area 
projected by travel 
blogs 

Accessibility, People beliefs, 
Facilities and service quality, Safety, 
Unique components, Tourist 
activities, Attractiveness  

 

Text analysis: 
Semantic network 
analysis and word 
frequency, Photo 
analysis: 
Qualitative 
analysis 

101 blogs  

 

Bethlehem, 
Palestine  

 

2007 Choi,  

Lehto,  

Morrison 

Textual and 
visual data 

Analyzed the contents 
of a variety of web 
information sources—
Macau official tourism 
website, tour operators 
and travel agents’ 
websites, online travel 
magazine and guide 
websites, and online 
travel ‘‘blogs.’  

historic buildings and heritage, 
cultural events and facilities 
(museums, art centers, concerts, etc.), 
parks and gardens (places for 
relaxation from city life), shopping, 
tourism facilities and infrastructure 
(transportation facilities, hotels, 
convention facilities, etc.), 
entertainment and gaming, bird’s eye 
or natural views, local cuisine and 
dining, sports/recreation activities 
and festivals (e.g., Macau Grand 

Qualitative (text 
mining and expert 
judgment)  

Quantitative 
approaches 
(correspondence 
analysis)  

 

61 websites 
included 12 
magazine, 15 
travel guide, 
20 travel trade, 
and 14 travel 
blog websites  

 

Makua 



 214 

Prix), people and local residents, 
others (maps, flags, and other 
photographic images) 

2016 Chua, Servillo, 
Marcheggiani, 
Moere  

 

Geotagged 
data 

 

Used twitter data to 
study the behavior and 
movement in the place 

Not applied Quantitative 
method 

72,031 
geotagged 
tweets posted 
by 3135 
unique 
individuals  

Cilento, 
Italy 

 

2014 Dikinger, 
Koltringer, 
Korbitz  

 

 

Textual 
Data 

Compared an 
automatically contend 
analysis with a 
conventional image 
study with the content 
mining approach  

 

keyword analysis (meaningful 
words),sentiment detection and  
category building.  

306 unique and meaningful keywords 
categories into 12 categories: 
Accommodation, sights 
transportation, activity city 
impressions, history, regional, 
experience, tourism, weather 
segments, cosmopolitan  

Traditional 
method:  
Questionnaire 

Advanced 
method:  
Automatic 
content analysis 
of travel blogs 

769 
participants for 
survey 

1976 online 
documents  

 

 

Tallinn  

 

2014 Donaire, 
Camprubí, Galí  

 

Visual 
analysis 

examined the common 
features of the tourist-
photographer's gaze by 
analyzing a set of 
pictures uploaded in 
Flickr 

Nature, Heritage, No people, 
Fragment, Element, Context, Space, 
Interior  

 

Cluster analysis  

 

1786 
photographs 

 

Pyrenees, 
Catalonia 
Spain 

 

2013 Dragova, 
Petrovskaya, 
Egger  

  

 

 

Exposure to 
website 

The study investigates 
how the destination 
image may change after 
the exposure to the 
DMO website.  

Functional-Holistic: Architecture, 
Attraction, Sea, Landscape, Climate, 
Culture and tradition, Geopolitics, 
History and Heritage, Eastern 
Europe, Vilnius, Nature, People 

 

Mood and atmosphere: Calm, Charm 
and Beautiful, European, Exiting, 
Friendly, great Experience, 
Historical, Relaxing, Interesting, 
Eastern Europe, Natural, Reserved 

 

Unique: Castles, Vilnius, Baltic Sea, 
Museums, National Parks, 
Architecture, Tarakai, Churches 

Quasi 
Experiment, 
Qualitative and 
quantitative 
analysis of the 
findings 

114 Participant 
divided into 
control and 
experimental 
group 

 

Lithuania  

 

2020 Ferrer-Rosell 
Marine-Roig,  

 

Textual data To measure the gap 
between the projected 
and perceived images 
of Barcelona by 
comparing induced, 
organic an autonomous 
sources  

44 most frequent keywords  

 

Quantitative 
analysis applying 
compositional 
analysis  

Induces: 44 
Webpage 

Organic: 209 
Webpages 

Autonomous: 
70,000 
Reviews 

Barcelona, 
Catalonia  

 

2008 Frı’as, 
Rodrigiez, 
Castan ̃eda  

  

  

 

Self- report Studied pre-image of 
the destination by 
analyzing the 
interrelationships 
between overall 
destination image and 
secondary information 
sources used (travel 

Not Applied, Only over-all image Anova 

Confirmatory 
factor analysis 

592 tourists  

 

Andalusia, 
Spain  
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agencies and the 
Internet)  

2015 Gali and 
Donaire  

 

Visual Data Collected data 
uploaded on Flicker, 
Qualitative  classifying 
and applied statistical 
to analyzed them 

Category: religious monument, civil 
monument, memorial, leisure 
facilities, street, park, urban element, 
harbor, skyline, restaurants, beach 
and other. Period: historical and 
artistic movement to which the 
photographed item belongs Presence 
of people in photographs : tourists, 
residents, both. 

Content analysis 3100 Images  

 

Barcelona 

 

2016 González-
Rodríguez and 
Martínez-
Torres  

 

Textual data Studied the online post 
visit opinion by 
analyzing the reviews 
posted online and pre 
visit opinion by the 
perceived helpfulness 
of shared opinions.   

Hotels, Attractions, Restaurant, Pubs 
and  clubs  

 

Sentiment 
analysis 

 

200 reviews  

 

Barcelona  

 

2006 Gover and Go Textual and 
visual data 

Compared the imaged 
projected by various 
sectors of the industry  

 

Leisure/recreational facilities and  
activities, Experience modern Dubai, 
Reflection of modern Dubai, 
See, sun, sand experience,  
Reflections of heritage, Reflections 
of culture, 
Outdoor activities, Outdoor 
experience, Reflections of old and 
new Heritage experience, Hospitality 
facilities, Leisure/recreational 
experience, Sea, sun, sand facilities 
and  activities, Cultural experience  

Quantitative  
analysis of  
various web 
content  

20 websites 
505 images  

 

Dubai 

2007 Govers, Go, 
Kumar  

Textual data Used a computerized 
content analysis 
approach to measure 
pre-visit destination 
image from a post-
positivist perspective.  

--- Neural networks 
analysis  

 

1,102 
Participants 

 

Dubai 
Flanders, 
Florida 
Canary 
Islands 
(Morocco 
Singapore, 
Wales  

 

2016 Huertas,  
Marine-Roig  

 

Textual and 
visual data 
as a unite 

Studied whether the 
brand image and its 
emotional values 
generates reactions 
from user by analyzing 
the reaction to 
Facebook posts 

Nature, Tangible Heritage, Intangible 
Heritage: Intangible heritage, 
Gastronomy, Leisure Sun and Beach, 
Business/trade, Sports Services, 
Things to Do, Tourist 
information/agenda, Institutional and 
Non- tourist information.  

Content analysis 714 posts 

 

33 Spanish 
destination 

2013 Hunter  Visual 
Analysis 

Analyzed the online 
destination image of 
Hunan province  
through the compound 
content analysis-
semiotic analysis 
method of visual 
materials 

--- Semantic analysis 995 
photographs of 
257 websites  

 

 

Hunan 
Province  

 

2016 Hunter Visual Data Compares the 
destination image of 
Seoul as represented by 
photographs online 
with  the traditional 

Representations of waterways and 
cityscapes  

Mediated Representations  

Qualitative image 
analysis 

900 images  

 

Seoul 
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projected image found 
in printed materials 

Representations of traditional tourist 
attractions: Architecture, culture, 
performance  

City travel experiences: Shopping, 
street views, and  souvenirs, Dining 
and  Accommodation,  Selfies 

2012 Hyun and 
O'Keefe 

Exposure to 
online  
Material  

Studied the effect of 
telepresence channeled 
via various web-
mediated content on 
destination image 

Virtual Cognitive Image: 
Hospitality/friendliness,  
Good value for the money, 
Scenery/natural, attractions Historic 
sites, Local infrastructure/ 
transportation  

 

Virtual Affective Image: Unfriendly–
friendly, Disagreeable–agreeable, 
Distressing–relaxing Sleepy–
arousing  

Confirmatory 
factor analysis  

Path analysis 

 

328 
respondents  

 

Tasmania  

 

2109 Iordanova and 
Stainton,  

  

 

Text and 
photo as a 
unique 
component 

 

Compared  the image 
projected published on 
official tourism 
websites and amateur 
travel blogs  

Accommodation, Attractions, 
Culture, History, Food and drinks, 
Nightlife, Shopping, Transport, 
Volunteering, Weather  

 

Qualitative 
analysis of data 

22 blogs 

10 official 
websites 

Cambodia  

 

2011 Jani, Hwang  

 

Textual 
Analysis 

Explored the content of 
the material Lonely 
Planet And Compared 
the content of the posts 
of future visitors with 
those who have already 
visited the places to 
access cognitive and 
affective dimensions.  

Accommodation, Environment, 
Activities,  Infrastructure  

 

 

Frequencies of 
words,  

 

214 posts  

 

Zanzi-bar 
Island, 
Tanzania  

 

2017 Jebreel, 
Moreno,  
Huertas  

 

 

Textual data Proposed an automated, 
unsupervised 
methodology for 
semantic analysis of 
large quantities of 
tweets sent by the 
DMOs and the visitors 
of a destination .  

  

Serenity: Down-to-earth, Honest, 
Wholesome Cheerful 

Excitement: Daring,Spirited, 
Imaginative, Up-to-date 
Cosmopolitan  

Competence: Reliable,  Intelligent, 
Successful  

Sophistication: Luxurious, Charming  

Ruggedness: Outdoorsy, Tough  

Quantitative 
semantic analysis 

60,000 tweets  

 

Ten 
European 
cities  

2012 Jeong, Holland, 
Jun, Gibson  

  

Exposure  
to official 
website 

Studied the effect of 
official website to 
cognitive, affective and 
over destination image  

Local attractions, Outdoor and 
cultural attractions, Local quality of 
life, Nightlife, Comfort and safety, 
Similarity in culture 

Experimental 
Design measure 
the Image by 
Questionnaire, 
Factor analysis to 
extract features 

61 participants  Korea 

2013 Kim and Letho  Textual 
Data 

 

Measured brand 
personality of South 
Korea by comparing 
projected and perceived 
place brand. 

Excitement, Sincerity, Competence, 
Ruggedness, Sophistication  

Exploratory 
factor analysis 
(efa)  

 

480 Surveys 

 

South 
Korea  
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2015 Kim, and 
Stepchenkova,  

 

Visual Data Investigated how 
photographs uploaded 
on blogs and on media-
sharing websites by 
American and Korean 
tourists differs on 
perceptions of Russia.  

Attribute: crowdedness, cleanliness, 
level of economic development, 
personal safety, level of modernity, 
friendliness, uniqueness, and extent 
of commercialization  

Affective: Pleasantness, Relaxation, 
Arousal, Excitement  

Showed a set of 
selected pictures 
to participant and 
measure the place 
image 

106 M-Turk 
respondents  

 

Russia 

2015 Kladou, 
Mavragani  

Textual 
Data 

studies the cognitive, 
affective and conative 
components of place 
image from the tourists' 
point of view be 
analyzing though their 
reviews of Istanbul 
posted on TripAdvisor  

Cognitive component: Cultural 
environment,Natural environment, 
Atmosphere, Infrastructure and 
socioeconomic environment 

Affective component: Positive or 
negative comment 

Phenomenologica
l Qualitative 
approach  

203 reviews  

 

Istanbul, 
Turkey 

2015 Költringer  and 
Dickinger,  

 

Textual 
Data 

applying an automated 
web content mining 
approach. A total set of 
5719 documents inform 
the online destination 
representation in 
various online sources  

Sight, Activity, Transportation, 
Accommodation, History, Tourism, 
Experience, City Impression, 
Segments, Cosmopolitan, Weather, 
Regional 

Keyword analysis  

Correspondence 
analysis  

 

5719 UGC 
documents, 
3288 DMO 
documents, 
and 1797 UCG   

Vienna 

2016 Leung, Vu, 
Rong, Rong,  

Geotagged 
data 

Extracted geotagged 
photos uploaded on 
Flickr to extract the 
most popular temples 
among visitors in the 
destination 

Not-Applied Used the text 
stored in meta 
data  

3767 photos 
from 783 
visitors  

 

Hong Kong  

2011 Leung, Law, Le  

 

Textual 
Analysis 

examines the perceived 
destination image of 
Hong Kong among 
visitors from mainland 
China by studying the 
travel blogs  

Shopping, Visitor Accommodation, 
Meals outside Hotels, Transportation, 
Attractions  

 

Textual content 
analysis, Theme 
extraction, time 
series analysis  

 

2247 blog  

 

Hong Kong 

2009 Li, Pan, Zahng, 
Smith 

Google 
search 

This study explores the 
potential effects of 
online information 
collected by search on  
destination image  

 

cognitive image measured by six sets 
of 7-point bipolar adjectives : 

Extremely friendly–extremely 
unfriendly, Extremely accessible–
extremely isolated, Extremely lively–
extremely stagnant, Extremely 
interesting–extremely boring, 
Extremely quiet–extremely noisy 
Extremely overcrowded–extremely 
spars  

Affective image measured by four 
bipolar affective items: Extremely 
exciting–extremely 
gloomy,Extremely unpleasant–
extremely pleasant Extremely 
arousing–extremely sleepy, 
Extremely distressing–extremely 
relaxing One question about the 
overall image 

Used structured 
and unstructured 
questions to 
measure the 
changes in city 
image  

Analyzed by test 
statistics 

34 Students China  

 

2020 Lojo, Li, Xu  Textual and 
visual data 

Compare the place 
image among four 
information sources: 
DMO, agencies, 
guides, and blogs  

Public space, Monumental heritage, 
Paintings and museums, Intangible 
culture, Other places and 
experiences, Infrastructure, Tourist 
realities 

Word frequency,   13 official 
websites, 108 
tour products, 
9 guides, 17 
blogs 

Barcelona  
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2017 Mak Textual and 
visual data 

Compares the 
perceived and projected 
online destination 
images manifested in 
user- generated content 
and national tourism 
organization generated 
content.  

 

Cognitive image: Natural 
Environment, Infrastructure, Culture 
and  Art, Specific Activities, Food 
and  Beverage, Flora and  Fauna, 
People, Transportation, Information, 
Accommodation, Tourist Attraction  

Affective Image: Pleasant/ 
Unpleasant, Relaxing/ Distressing, 
Arousing / Sleepy, Exciting/ 
Gloomy.  

Quantitative  
analysis of  
various web 
content 

93 blogs  
including 1953 
photos and 140 
pages  

Official 
website 
including 321 
photos and 49 
pages  

 

Taiwan 

2015 Marchiori, 
Önder  

 

Verbally 
self-
reported 
perceive 
place image 

 

Studied the effect of 
exposure to official 
website on connotative 
dimension of place 
image 

--- Qualitative 
analysis of 
narrated data 

332 Surveys 

 

Eight 
American 
cities 

2015 Mariné-Roig, 
Clavé 

 

Textual 
Data 

analyzed and compare 
destination image 
projected by  official 
tourism websites with 
the image presented in 
travel blogs  

 

Food and wine 
Intangible heritage 
Leisure and recreational activities 
Nature and active tourism 
Sports 
Sun, sea, sand 
Tangible heritage 
Urban environment  

Quantitative text 
content analysis  

46,576 travel 
blogs  

 

Catalonia 

2016 Mariné-Roig, 
Clavé  

 

Textual data  Used big data to study 
the image of Barcelona  

Food and wine 
Intangible heritage 
Leisure and recreation 
Nature and active tourism 
Sport Sun, sea, sand 
Tangible heritage 
Urban environment, Smartness  

Keyword 
frequency 

117,487 
46,576 travel 
blogs  

 

Barcelona 

2014 Mariussen, Von 
Vespestad  

 

Over Web 
page info.  

Studied the destination 
image formation 
process prior to visit by 
to evaluate the role off 
different online sources 
to form place image. 

--- Interview and 
questionnaire to 
measure pre and 
post visit.  

Eye racking and 
click steaming  

9 participants Morocco 

2018 Nechita et al,  

 

Visual 
analysis 

Used big data analysis 
to study the perceived 
destination image of 
Brasov by collecting 
the geotagged photos 
collected from Flickr 
and compared it the 
image projected by 
DMO 

Not Applied Combined 
content analysis 
of text tags and 
image data and 
structural analysis 
based on 
geospatial data 

 

 Brasov, 
Transylvani
a 

 

2017 Önder, 
Marchiori   

 

--- compare the perception 
of consumers 
destination image and 
the projected image of 
official websites  

Cultural events and facilities, 
Tourism facilities and infrastructure, 
People and local residents, 
Local cuisine and dining, 
City landscapes and attractions, 
Historic buildings and heritage, 

Online survey for 
the perceive 
image 

Qualitative 
analysis of visual 

2658 Surveys 

8 official 
website 

 

Eight 
American 
cities 
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 Entertainment and gaming, Weather 
Bird's eye or natural views, 
Sports and recreation activities, Parks 
and gardens, 
Shopping  

representation for 
the projected 
image 

 

2011 Pan, Li Textual data Studied the destination 
image by examining 
the phrases the tourists 
use to describe China 
and compare it to 
keyword volume in 
google search 

--- Text content 
analysis 

3,263 online 
survey  

China 

2014 Pan, Maclaurin, 
Crotts  

Textual data Studied the destination 
experience being 
manifested in  travel 
blogs  

 

Attractions, History, Natural 
Environment, Hospitality 
Environment, Water 
Attractions/Activities, Other 
Attractions, Amenities 
Accommodations, Food and 
Beverages, Shopping, Other 
Services, Access, Air Travel, Local 
Transport, Car Travel, Train Travel, 
Overall Impression 

Semantic network 
analysis and 
content analysis 
methods  

40 blogs  

 

Charleston, 
South 
Carolina 

 

2011- Pang, Hao, 
Yuan, Hu, Rui 
Cai, Lei Zhang  

Textual 
Data 

Proposed an 
Automotive 
Computerized 
methodology to 
summarize the 
information related to a 
destination by 
analyzing  Flicker UCG 

--- Content analysis  66,000 
travelogues  

 

20 popular 
destinations  

 

2015 Pearce, Wu, 
Chen  

 

Visual data Analyzed the photos 
uploaded online in two 
categories of 
photographs: ones 
portrays the spectacular 
physical environmental 
and ones represent 
many small-scale and 
mundane places 

Nature, Australian wildlife, Scenic 
driving experiences, Relationship 
experience, Accommodation, 
Australian lifestyle, Food and wine, 
Outdoor activities, History, heritage 
and arts  

 

Frequency of 
Photos  

10,912 photos   

 

Australian 
Iconic 
landscape 

 

2016 Serna, 
Gerrikagoitia 
Bernabe ́   

Textual data Used automatic 
identification of the 
underlying emotions of 
twitter comments to 
evaluate the destination 

--- Content analysis 
quantitative and 
qualitative using 
affective 
computing 
techniques  

43,251 
comments  

 

Capital 
cities of all 
provinces in 
Spain  

 

2013 Stepchenkova, 
Zhan  

 

Visual data Studied the project and 
perceived image of 
Peru by This 
comparing the photos 
collected from a 
DMO’s site and from 
Flickr 

Nature and  Landscape, People, 
Archaeological Sites, Way of Life 
Traditional Clothing 
Architecture/Buildings 
Outdoor/Adventure, Wild Life Art 
Object 
Tourism Facilities Urban Landscape 
Domesticated Animals Plants 
Festivals and  Rituals Leisure 
Activities 
Food 
Country Landscape 
Transport/Infrastructure, Tour 

Comparative 
content analysis  

 

500 photo 

 

Peru 
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2012 Stylianou-
Lambert  

 

Visual data Compared content of 
the postcards with the  
images found on online 
Flicker and Picasa  

 

People, Landscape Qualitative 
approach 

Semiotic and 
sociological 
analysis  

 

54 post cards 

400 online 
images 

Rock of 
Aphrodite, 
Greek 

 

2014 Sun, Ryan, Pan  

 

Textual data Identified the perceived 
destination image held 
by Chinese tourists  by 
conducting a 
qualitative content 
analysis 

natural resources, urban and rural 
resources, tourist and general 
infrastructure, tourist activities, 
culture, and political and economic 
factors  

 

First step: Coding 
the content of the 
blogs 

Second step: 
quantitative 
methods  

409 Travel 
blogs 

 

New 
Zealand  

 

2017 Tajamon,  
Valiente  

 

Textual data Compared the data 
from TripAdvisor 
discussion forum to an 
official website 

 

--- Computer-aided 
text analysis  

 

949 post  

 

Barcelona,  

Spain  

 

2015 Tseng,  

Wu,  

Morrison,  

Zhang,  

Chen  

Textual 
Data 

Explored the perceived 
destination image 
through qualitative 
analysis of travel blogs 

Chinese, people, food, train, city, 
hotel, China, and students  

 

Qualitative 
analysis using 
Leximancer  

 

630 Blogs 

 

China  

 

2015 Vu, Li, law, ye   Geotagged 
Data 

Used Geotagged data to 
explore the visitors 
behavior and compared 
the behavioral choices 
between Asian and 
Western Tourist 

--- Density 
clustering,   

Movement 
analysis  

 

29,443 photos  
from 2100 
tourists  

 

 

Hong Kong  

 

2016 Weismayer, 
Pezenka, Loibl  

 

Textual 
Data 

Used a web crawler to 
collected the text data 
of hyperlinks in city 
websites and used word 
frequency analysis to 
extract themes.  

87 different terms related to city 
websites  

 

Statistical 
computing of 
textual web 
Content  

Analyzed by 
primary factor 
analysis 

76 website 75 
European 
city  

 

2010 Xiange and 
Gretzel 

Search 
results 

Examined how much 
social media content 
appear in when using 
the search engines to 
look for information  

Attraction, Hotel, Park, 
Accommodation, Activities, 
Shopping, Events, Tourism, 
Restaurants, Night life 

Type of link 
frequency 

10,383 search 
results, 1150 
Social Media 

 

Nine U.S. 
tourist 
destination  

 

 2014 

 

Zhou  Textual and 
visual 
content as 
an entity  

Took a qualitative 
approach to study  the 
online rural tourism 
destination image  

 

Online Cognitive Image :  
Resources :Ecological resources, 
cultural/historical heritage, 
Agriculture-based lifestyle, Local 
specialty, Historical praises  

 

Rewards : Parise, Media praise and 
credentials Tourism success  

 

Review of 
content by 
experts 

40 articles in 
10 websites, 
five online 
travel 
guidebooks, 
five online 
tourism 
forums, 15 
videos  

Wuyuan, 
Jiangxi,  
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Online Affective Image: Tranquility 
and enjoyment,  Harmony and 
nostalgia, Valuable and worthy 
experience  

2020 Liu, Liu, Mo, 
Ng  

 

Textual data Used UCG to examine 
how destination image 
changed during a  
period of time 

 

Culture, History and Art,  Tourist, 
Leisure and Recreation, Tourist 
Infrastructure, Natural Environment, 
General Infrastructure, Social 
Environment, Political and Economic 
Factors, Atmosphere of Place, 
Natural Resources  

Word frequency 51,191 reviews  

 

Macau, 
China 

 

2013 Michaelido, 
Siamagka, 
Moraes, 
Micevski  

 

Visual Data 

  

  

 

Explored the projected 
and perceived image by 
comparing user 
generated content  and 
official website 
materials 

Nature and geographic scenery 
Cities, towns, and populated areas 
Religion and tradition and heritage 
Art and art facilities, Modern and 
contemporary Taiwan Festivals 
Local cuisine and dinning Recreation 
tours and activities Tourist facilities 
and infrastructure Ecotourism/eco-
parks Other (medical travel etc.)  

Qualitative 
analysis of data 
and photo theme 
frequency 

UCG: 100 
Photograph, 
Official 
Website: 1,526 
images  

Taiwan  
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Appendix B : Keyword Corpus 

 

 

  

Accessible Beverage Caramel Commission Decide Elegant Friendly 
Accommodation Bicycle Card Common Decided Elephant Frozen 
Adorable Big Cardinal Community Deck Elevation Fruit 
Adult Bike Care Complex Deco Elevator Fry 
Adventure Bird Carolina Complimentary Decor Elizabeth Fun 
Affordable Birthday Carousel Concert Dedicated Elmwood Funky 
African Biscuit Carriage Concord Deep Enjoy Furniture 
African_American Bison Case Conference Degree Entertainment Future 
Airbnb Bistro Cash Congress Delaware Enthusiast Gallery 
Airport Blend Casino Connect Deli Entree Game 
Alcohol Block Castle Construction Delicious Environment Garage 
Ale Board Casual Contact Delight Epic Garden 
Allentown Boast Cat Contemporary Delmar Era Gate 
Alley Boat Cathedral Content Delta Erie Gear 
Alpine Body Cave Continue Derby Escape Gem 
Amazing Bone Cavern Convenient Design Espresso Generation 
Amelia Bonus Ceiling Convention Designer European German 
Amenity Boot Cellar Cookie Despite Evening Getaway 
Amusement Booth Cemetery Cooking Dessert Event Ghost 
Ancient Border Center Cool Destination Excellent Gift 
Anheuser Botanical Central Cooler Detail Exciting Ginger 
Animal Bottle Century Coolest Development Exhibition Girl 
Annual Boulevard Certain Copper Diamond Experience Gluten 
Antelope Bourbon Chain Core Die Explore Goat 
Antique Boutique Chair Corn Different Fabulous Golf 
Apartment Bowl Champion Cost Dig Facility Good 
Appetizer Bowling Championship Costume Dilworth Factory Gorgeous 
Apple Box Character Cottonwood Dine Fall Gourmet 
April Boy Charge Count Diner Fame Government 
Aquarium Brand Charles Counter Dinner Family Governor 
Arboretum Bread Charm Country Dinosaur Famous Grain 
Arcade Break Charming County Dip Fan Grape 
Arch Breakfast Cheap Court Direction Fancy Greek 
Architect Breathtaking Checking Courtyard Directly Fantastic Green 
Architecture Brew Cheer Cover Dirty Fare Greenway 
Area Brewer Cheese Cow Discount Farm Grill 
Arena Brewery Chef Cozy Discover Farmer Grilled 
Art Brick Cherokee Crab Discovery Farmers_market Grit 
Asian Bridge Chic Craft Dish Fascinating Grocery 
Atlantic Bright Chicken Craft_beer Distillery Fashion Grove 
Atmosphere Brighton Child Crafted District Fashioned Habitat 
Attraction Brisket Childhood Craving Dive Favorite Hall 
August Broadway Chip Crawl Diverse Feast Halloween 
Aurora Brother Chocolate Crazy Dog February Hamilton 
Authentic Brunch Christmas Cream Dollar Fee Handicap 
Avenue Bucket Church Creamy Donut Fest Handmade 
Avocado Budget Churchill Create Double Festival Happy 
Awesome Buff Cider Creek Doughnut Film Harbor 
Backdrop Build Cinema Crepe Down Fish Harrison 
Bacon Building Cinnamon Crispy Downtown Fishing Haunted 
Bad Burger City Crocker Dozen Fitness Haven 
Ball Burrito Civil Cross Dr Flag Headed 
Ballantyne Bus Clark Crossing Draft Flavor Health 
Ballet Busch Classic Crowd Draw Flea Healthy 
Ballpark Business Clayton Crown Dream Flight Heat 
Banana Bustling Clean Cruise Dress Flower Heaven 
Band Busy Clear Cuisine Drink Fly Heritage 
Bank Butchertown Click Culinary Drive Folk Hidden 
Bar Butte Climb Culture Driver Food Highland 
Barbecue Butter Clime Cummer Drop Food_truck Highlight 
Bardstown Butterfly Clothing Cup Dry Foodie Highway 
Barrel Buy Club Custard Duck Football Hike 
Barton Cabin Coast Custom Duke Forest Hill 
Baseball Cake Cocktail Customer Eagle Fort Hilton 
Basketball Calendar Coffee Cut Earth Fotolia Hip 
Bat Camera Collection Cute Eastern Fountain Historic 
Bathroom Camp College Dairy Eat Frankfort History 
Bay Campus Color Dance Eatery Franklin Hole 
Beach Canada Colorful Dark Eclectic Free Holiday 
Bean Canal Combination Date Edge Freedom Home 
Bear Candy Comedy Daughter Education French Homemade 
Beautiful Canyon Comfort David Effort Fresh Hometown 
Bed Capital Comfortable Deal Egg Friday Honey 
Beef Capitol Comment Decade Eiteljorg Fried Hoosier 
Beer Car Commercial December El Friend Horse 
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Hospital Lucas One Porch Sand Square Tunnel 
Hospitality Lunch Onion Pork Sandwich Stadium Turkey 
Hot Lush Online Potato Santa Staple Uber 
Hotel Luxury Opportunity Prairie Saturday Station Underground 
House Magazine Option Premier Sauce Statue Unforgettable 
Housed Mall Orange Preserved Sausage Steak Union 
Housing Mandarin Orchestra Pretty Savory Steakhouse Unique 
Hub Mansion Organic Pretzel Scene Stone University 
Hungry Maple Organization Price Scenery Store Upscale 
Hunt March Original Pricing School Strawberry Uptown 
Husband Marco Originally Pride Science Street Urban 
Hyatt Margarita Outdoor Product Screen Structure Vacation 
Ice Marina Outlet Professional Sculpture Student Valley 
Ice cream Market Outside Property Sea Studio Vegan 
Ice skating Marriott Overlook Proud Seafood Stunning Vegetable 
Iconic Mayport Oyster Pub Season Style Veggie 
Ideal Meal Pack Public Seasonal Suburb Vehicle 
Iguana Meaning Package Pumpkin Secret Sugar Vendor 
Immigrant Meat Packed Purchase Sell Summer Veteran 
Impressive Medal Pad Queen September Sun Victorian 
Incredible Mediterranean Paddle Quiet Serf Sunday Village 
Indian Memorial Page Quirky Shake Sunny Vineyard 
Indoor Metro Painted Rabbit Sheep Sunset Vintage 
Industrial Mexican Painting Race Shoe Sushi Vonnegut 
Industry Midtown Palace Rail Shop Sutter Waffle 
Inn Midwest Pan Railroad Shore Sweet Walk 
Innovative Midwood Pancake Rain Shot Swim Walkable 
Inside Military Parade Rainbow Showcase Symphony Wall 
Interactive Milk Park Ranch Shrimp Taco War 
Interesting Milk Shake Parking Ray Shuttle Taste Warehouse 
Interior Mimosa Parkway Recipe Sidewalk Tasty Warm 
International Mint Party Refreshing Sight Tattoo Wasatch 
Intimate Mississippi Passport Regional Sign Tavern Water 
IPA Modern Pasta Relax Signature Tea Waterfall 
Iron Mom Pastry Remember Silver Technology Waterfront 
Island Monday Patachou Renaissance Sip Temperature Watering 
Italian Money Patio Renovation Sister Temple Waterway 
Jam Monon Paved Renowned Ski Terrain Wave 
January Monument Pavilion Rent Skill Thai Wear 
Japanese Mormon Pay Reserve Sky Thanksgiving Weather 
Jazz Morning Peace Residence Skyline Theatre Wedding 
Jefferson Mother Peaceful Resort Sleep Theme Wednesday 
Jewel Motor Peanut Rest Slice Themed Weekday 
Jewelry Mountain Pearl Restaurant Slide Thursday Weekend 
Joint Mouth Pedal Restored Slow Ticket Weekly 
Journey Movie Pedestrian Retail Slugger Tiger Weird 
Juice Mural People Retro Smoked Timucuan Western 
July Museum Pepper Revolution Smokehouse Toast Whiskey 
June Mushroom Perfect Rib Snack Toddler Whitewater 
Kayak Music Performing Rice Snow Tomato Wild 
King Musical Permanent Ride Snowbird Tour Wildlife 
Knight Musician Pet Riding Soccer Tourist Wind 
Lady Napa Pickle Ripple Social Tower Window 
Lady_bird_lake Nascar Picnic Ritz Society Town Wine 
Lake Nashville Picturesque River Soda Toy Winery 
Landmark Native Pine Riverfront Solitude Track Wing 
Landscape Natural Pint Riverside Son Trade Winter 
Lawn Nature Pioneer Road Song Tradition Wood 
Leaf Neighborhood Pit Roasted Soup Traffic Wooden 
League Niagara Pizza Rock Source Trail Wrap 
Lemon Nice Pizzeria Rocky South Trailhead Yoga 
Lexington Night Planet Roll Southeast Train Young 
LGBTQ Nightlife Planetarium Roller Southern Training Youth 
Liberty Noda Plant Romantic South Park Tram Yummy 
Library Noodle Plantation Roof Southwest Transit Zilker 
Lifestyle November Play Rooftop Souvenir Transportation Zoo 
Light Nulu Played Root Spa Travel 

 

Lincoln Numerous Player Route Speed Traveler 
 

Lion Oak Playground Royal Speedway Treasure 
 

Liquor Oasis Playing Run Spice Tree 
 

Live Music Ocean Plaza Runner Spicy Trip 
 

Lively October Pleasant Rye Spirit Trolley 
 

Local Offered Pond Safe Splash Truck 
 

Lodge Older Pool Salad Sport Tryon 
 

Loft Olympic Popular Sale Spring Tuesday 
 

 



 224 

Appendix C: Comparing the image created via textual data by each information agent for each city 

under study 
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Appendix D: Comparing the image created via pictorial data by each information agent for each 

city under study 

 

 

Top 60 themes with highest Chi-Square scores represented via pictorial material in official websited 

city Attribute Buffalo Jacksonville Charlotte Indiana 
Salt Lake 

City 
St. Louis Louisville Sacramento Austin Chi-square Test 

Degree of 

Freedom 
P Value Significance 

Mountains 1.458 0.505 0.132 0.092 0.389 0.308 0.71 0.278 9.763 319.008 8 0 *** 

Oceans 0.292 0.168 0.132 0.092 6.615 0.308 0.178 0.278 0.139 204.278 8 0 *** 

Entertainment and 

Gaming Activities 
12.828 7.576 4.737 2.396 13.23 3.385 2.664 0.556 7.392 127.964 8 0 *** 

Local Cuisine 4.373 5.387 5.789 10.507 4.669 20.308 8.881 3.889 4.463 122.515 8 0 *** 

Zoo and Aquariums 0.292 0.842 1.184 0.829 8.949 0.308 0.888 1.944 1.813 114.01 8 0 *** 

History and Heritage 6.414 15.993 3.553 10.23 7.782 5.846 10.302 14.444 5.021 102.142 8 0 *** 

Hotels and Resorts 1.458 3.367 2.368 1.014 0.778 5.846 0.533 3.611 7.252 92.96 8 0 *** 

Camping Activities in 

Nature 
0.292 0.168 0.263 0.092 3.891 0.308 0.178 0.278 0.418 79.431 8 0 *** 

Sport and Physical 

Activities 
1.166 3.199 0.789 3.318 7.782 0.615 1.066 0.556 4.603 71.601 8 0 *** 

Iconic Elements and 

Landmarks 
0.292 0.842 0.132 2.765 0.389 0.308 0.178 3.611 0.279 69.46 8 0 *** 

Business Related 

Pictures 
0.292 0.168 0.132 0.276 1.556 0.308 1.066 3.889 0.837 63.296 8 0 *** 

Bars and Breweries 11.37 5.556 10.921 5.806 2.724 3.385 4.796 5.278 5.439 56.31 8 0 *** 

Drinks 2.332 2.525 6.184 2.12 2.335 7.077 4.44 1.111 1.953 53.771 8 0 *** 

Museum and Libraries 5.248 7.239 7.105 9.493 2.724 5.846 13.677 12.222 7.531 50.38 8 0 *** 

Concerts and Music 

Events 
7.58 4.04 4.079 3.687 3.502 4.923 2.131 1.389 0.697 46.303 8 0 *** 

other 0.875 0.505 0.395 0.369 0.389 3.077 1.599 2.778 0.558 41.065 8 0 *** 

Restaurant Venues 8.455 2.525 4.868 4.147 2.724 8.308 6.217 1.944 6.276 39.985 8 0 *** 

Plains 0.292 0.168 0.132 0.092 0.389 0.308 0.178 0.278 1.813 39.706 8 0 *** 

Houses and 

Neighborhoods 
0.292 0.673 2.5 0.184 0.389 0.923 0.888 1.944 0.279 38.933 8 0 *** 

Shopping Local 1.458 3.199 1.053 1.935 1.167 0.615 4.263 2.5 0.418 38.708 8 0 *** 

Rivers 1.749 2.694 0.395 0.184 1.556 0.308 0.71 0.278 1.116 37.318 8 0 *** 
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Spending Time with 

others 
2.041 3.03 4.605 2.12 0.778 1.538 0.888 1.111 1.116 36.813 8 0 *** 

Stadiums 0.583 1.852 3.816 3.041 2.335 0.615 0.888 1.667 0.697 36.027 8 0 *** 

Bridges 1.166 0.505 0.132 0.092 1.556 2.462 1.066 1.111 0.139 35.94 8 0 *** 

Cafes 1.458 1.178 0.921 0.829 0.389 1.538 3.375 0.278 0.418 33.973 8 0 *** 

Old Pictures of the 

City 
0.292 0.168 0.789 0.092 0.778 2.154 0.178 1.389 0.279 31.135 8 0 *** 

Urban Signs and 

Furniture 
0.583 0.168 0.132 0.092 0.389 0.308 0.71 1.944 0.139 30.755 8 0 *** 

Parks and Gardens 2.332 3.872 4.737 3.041 6.226 2.154 2.131 2.222 1.116 30.727 8 0 *** 

Bus and Public 

Transportation 
0.583 0.337 0.132 0.369 0.778 2.154 0.355 2.222 1.255 30.665 8 0 *** 

Green Spaces in Urban 

Areas 
0.292 0.168 1.184 2.304 1.167 2.769 1.599 0.556 0.418 30.304 8 0 *** 

Tourism Facilities 2.915 0.337 2.105 0.829 3.113 1.538 1.776 4.167 2.092 30.203 8 0 *** 

Malls and City Centers 1.166 1.684 1.711 1.935 0.389 2.154 0.355 3.333 3.905 30.195 8 0 *** 

Urban Plazas and 

Walking Paths 
0.583 0.842 1.447 3.041 0.389 0.615 1.066 1.111 0.837 29.886 8 0 *** 

Night Life Activities 2.332 0.505 2.105 0.645 0.778 0.923 0.178 0.833 0.279 28.577 8 0 *** 

Lakes 2.624 1.347 0.658 0.184 0.389 0.308 0.355 0.556 0.697 28.18 8 0 *** 

Rivers in the Urban 

Areas 
2.041 1.684 0.132 1.935 1.167 2.769 1.421 1.389 0.139 26.786 8 0.001 *** 

Theaters 2.332 1.347 0.526 0.645 0.389 2.462 1.599 2.222 0.418 24.297 8 0.002 ** 

Sweets and Desserts 1.458 1.01 0.263 2.028 0.778 0.308 0.71 0.833 0.279 23.756 8 0.003 ** 

Children”s Activities 0.292 1.01 1.711 2.857 2.724 0.615 3.375 1.667 2.929 23.412 8 0.003 ** 

Murals and Street Arts 2.624 2.357 0.526 0.829 1.946 0.308 1.954 1.667 0.697 23.239 8 0.003 ** 

Festival and Street 

Events 
1.458 1.515 4.079 2.765 4.28 0.923 2.131 2.778 3.766 20.37 8 0.009 ** 

family picture 0.583 1.684 0.921 0.553 2.724 1.846 0.888 0.278 1.953 19.847 8 0.011 * 

Social Issues 0.292 0.168 0.132 0.461 0.389 0.923 0.71 1.389 1.534 19.283 8 0.013 * 

Modern Architectural 

Attractions 
2.041 3.367 2.895 1.014 0.778 1.846 3.02 1.389 1.953 18.948 8 0.015 * 

Traditional Sculptures 1.749 0.337 2.237 1.843 1.167 0.615 1.066 1.389 0.418 18.639 8 0.017 * 

Peculiar Designed 

Buildings and 

Sculptures 

0.292 1.347 0.132 1.198 0.778 0.308 0.355 0.833 0.139 18.137 8 0.02 * 

Overall View of Tall 

Buildings 
2.041 0.842 0.789 0.737 1.946 1.231 2.131 2.222 2.371 16.814 8 0.032 * 

Hot beverages 0.292 0.505 1.184 0.922 0.389 1.538 2.131 0.833 0.558 14.766 8 0.064 No 

Forests 0.875 0.673 0.263 0.553 2.335 0.615 0.355 0.833 0.837 14.122 8 0.079 No 
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Art Related Activities 3.499 2.862 2.105 2.949 1.946 0.923 3.375 3.056 1.255 13.635 8 0.092 No 

Pet and Pet-Related 

Activities 
0.292 0.337 0.921 0.922 0.389 0.308 0.178 0.556 1.395 11.635 8 0.168 No 

Lakes in the parks 0.292 0.168 1.053 0.276 0.389 0.308 0.178 0.556 0.279 10.702 8 0.219 No 

Spa and Relaxation 0.875 0.168 1.053 0.369 0.389 0.615 0.178 0.278 0.279 10.381 8 0.239 No 

Landscape Design and 

Furniture 
0.875 0.842 0.658 0.276 0.389 0.308 0.178 1.389 0.697 9.46 8 0.305 No 

Sky Scenery 0.292 0.842 0.132 0.092 0.389 0.308 0.178 0.278 0.279 9.023 8 0.34 No 

Being in the  Streets 0.875 0.505 0.658 1.659 0.778 0.615 1.066 0.556 1.255 9.017 8 0.341 No 

Weather 0.292 0.337 0.132 0.092 0.389 0.923 0.178 0.278 0.139 8.628 8 0.375 No 

Overall View of 

Natural Environments 
0.292 0.168 0.395 0.092 0.778 0.923 0.355 0.278 0.558 7.831 8 0.45 No 

Highways and Streets 0.292 0.168 0.658 0.184 0.389 0.923 0.355 0.278 0.139 7.764 8 0.457 No 

Fauna and Flora 0.875 0.337 0.526 0.184 0.778 0.308 0.178 0.278 0.697 6.615 8 0.579 No 
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Top 60 themes with highest Chi-Square scores represented via pictorial material in personal blogs 

city Attribute Buffalo Jacksonville Charlotte Indiana 
Salt Lake 

City 
St. Louis Louisville Sacramento Austin Chi-square Test 

Degree of 

Freedom 
P Value Significance 

Mountains 0.579 0.184 0.604 0.169 0.179 0.187 0.505 1.167 11.638 409.822 8 0 *** 

Oceans 0.347 0.184 0.302 0.169 8.244 0.187 0.337 0.13 0.287 306.946 8 0 *** 

History and Heritage 8.333 23.529 7.251 10.642 7.168 18.879 23.232 8.042 12.787 186.546 8 0 *** 

Drinks 1.736 1.471 2.719 1.52 1.613 12.897 3.872 2.853 2.443 180.649 8 0 *** 

Museum and Libraries 1.042 10.11 15.71 11.318 5.914 10.28 8.586 15.694 6.178 148.29 8 0 *** 

Murals and Street Arts 11.343 1.654 1.208 5.912 2.33 3.738 5.556 2.205 7.471 126.12 8 0 *** 

Iconic Elements and 

Landmarks 
0.231 0.551 0.302 3.885 0.179 0.187 0.337 4.15 0.144 123.114 8 0 *** 

Downtown view and 

Tall Buildings 
2.315 6.434 6.949 3.716 1.075 2.243 0.673 0.13 1.149 105.337 8 0 *** 

Landscape Design and 

Furniture 
0.347 0.919 0.604 1.351 0.179 0.187 0.168 4.41 0.431 103.31 8 0 *** 

Peculiar Designed 

Buildings and 

Sculptures 

1.042 1.471 0.906 3.547 1.613 2.243 0.337 6.874 1.58 98.048 8 0 *** 

Rivers in the Urban 

Areas 
4.745 2.574 0.302 4.054 2.688 1.121 1.178 0.259 0.144 80.455 8 0 *** 

Entertainment and 

Gaming Activities 
6.019 3.125 8.459 2.703 4.301 0.935 0.168 2.205 3.161 80.229 8 0 *** 

Lakes 2.546 1.103 0.604 1.182 0.538 0.374 0.337 0.259 4.454 76.333 8 0 *** 

Children”s Activities 1.62 0.368 4.532 2.703 4.659 0.935 1.178 5.577 1.293 73.081 8 0 *** 

Green Spaces in Urban 

Areas 
0.231 0.184 1.208 1.52 0.896 0.561 4.714 1.816 1.149 69.194 8 0 *** 

Cafes 4.282 0.184 2.115 1.182 3.047 1.682 6.229 1.167 2.73 66.43 8 0 *** 

Forests 0.347 0.184 1.813 3.378 2.151 0.187 0.168 0.908 0.575 59.772 8 0 *** 

Being in the  Streets 3.588 0.551 0.302 1.689 2.509 0.561 0.842 0.908 0.144 55.639 8 0 *** 

Zoo and Aquariums 0.579 0.919 2.115 2.534 1.613 0.935 1.178 4.54 0.718 55.514 8 0 *** 

Weather 0.116 1.838 0.302 0.338 0.179 0.187 0.168 0.13 2.155 54.536 8 0 *** 

Restaurant Venues 7.292 6.066 3.927 4.561 5.197 3.551 3.199 2.724 1.006 50.596 8 0 *** 

Shopping Local 1.62 0.919 3.625 2.365 5.376 2.056 4.377 2.075 0.718 48.987 8 0 *** 

Rivers 3.704 2.39 1.511 0.676 1.075 0.187 1.347 0.649 2.586 44.104 8 0 *** 

Old Pictures of the 

City 
0.116 0.184 0.302 0.169 0.179 1.869 0.168 0.13 0.144 43.34 8 0 *** 

Art Related Activities 0.926 2.206 0.906 1.351 2.867 0.561 2.525 0.259 0.287 37.95 8 0 *** 

Stadiums 0.116 0.184 2.719 1.014 0.179 0.374 0.337 1.167 0.431 37.621 8 0 *** 

Bars and Breweries 5.44 4.596 3.927 0.845 3.047 3.925 4.882 2.205 5.891 36.616 8 0 *** 

Plains 0.116 0.184 0.302 0.169 0.179 0.187 0.168 0.13 1.58 35.453 8 0 *** 
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family picture 3.588 1.471 3.927 2.027 0.179 3.364 1.178 3.891 2.155 35.053 8 0 *** 

Modern Architectural 

Attractions 
0.694 2.941 3.323 1.858 0.179 1.121 0.842 2.594 1.724 32.131 8 0 *** 

Parks and Gardens 3.009 2.757 3.625 3.885 1.792 2.804 1.515 5.837 4.885 31.129 8 0 *** 

Bridges 2.199 0.919 0.604 0.507 1.792 1.495 1.684 0.259 0.144 28.518 8 0 *** 

Camping Activities in 

Nature 
0.116 0.184 1.208 0.169 1.434 0.187 0.168 0.389 0.144 27.263 8 0.001 *** 

Traditional Sculptures 0.926 1.654 3.625 3.378 0.896 2.991 2.862 2.594 1.293 25.384 8 0.001 ** 

Hot beverages 0.81 0.368 0.604 0.338 1.613 0.748 2.189 0.259 0.718 23.787 8 0.002 ** 

Hotels and Resorts 1.505 4.412 1.511 2.196 3.763 3.364 3.03 2.335 1.293 23.114 8 0.003 ** 

Urban Signs and 

Furniture 
0.347 0.551 1.208 0.169 0.179 0.187 0.337 1.427 0.144 23.039 8 0.003 ** 

Local Cuisine 5.903 6.25 5.74 4.899 9.498 7.477 4.714 4.15 7.04 22.822 8 0.004 ** 

Sweets and Desserts 1.62 3.309 2.115 2.534 4.659 4.486 2.694 2.983 1.868 20.329 8 0.009 ** 

Night Life Activities 1.157 0.919 0.604 0.169 0.179 0.374 0.168 0.13 0.144 19.315 8 0.013 * 

Houses and 

Neighborhoods 
0.116 0.551 0.302 0.676 0.179 0.187 0.337 0.519 1.437 18.306 8 0.019 * 

Malls and City Centers 1.157 1.654 0.906 0.338 0.717 1.869 0.168 0.519 1.006 16.742 8 0.033 * 

Concerts and Music 

Events 
1.389 0.735 0.302 0.338 0.358 0.187 0.337 0.259 0.431 16.432 8 0.037 * 

Lakes in the parks 0.116 0.184 0.604 0.338 0.179 0.187 0.168 1.038 0.144 16.068 8 0.041 * 

other 0.231 0.184 0.906 0.676 1.075 0.935 1.347 0.13 0.862 14.787 8 0.063 No 

Blogger” Pictures 0.926 0.368 0.604 0.507 1.792 1.495 0.337 0.649 0.575 14.67 8 0.066 No 

Festival and Street 

Events 
0.463 0.919 0.302 0.845 1.792 0.374 0.842 0.259 0.718 14.492 8 0.07 No 

Urban Plazas and 

Walking Paths 
0.231 0.551 0.906 1.858 1.075 1.495 1.178 0.649 0.862 14.041 8 0.081 No 

Highways and Streets 1.042 0.551 0.302 0.845 0.179 0.187 0.673 0.13 0.144 13.912 8 0.084 No 

Overall View of Tall 

Buildings 
2.315 0.735 1.813 1.52 1.792 1.121 1.515 1.038 2.73 13.04 8 0.11 No 

Theaters 0.463 0.735 1.208 0.169 1.254 0.561 1.347 0.519 0.287 13.022 8 0.111 No 

Spending Time with 

others 
1.157 0.551 0.302 1.014 0.358 0.187 0.505 0.259 0.431 11.249 8 0.188 No 

Sport and Physical 

Activities 
1.273 0.735 1.208 0.845 1.434 0.374 0.505 0.519 0.287 11.153 8 0.193 No 

Pet and Pet-Related 

Activities 
0.231 0.184 1.208 0.338 0.358 0.187 0.337 0.259 0.431 8.586 8 0.378 No 

Fauna and Flora 0.81 0.551 0.604 0.845 0.538 0.187 0.168 0.519 1.149 7.987 8 0.435 No 

Overall View of 

Natural Environments 
0.694 0.368 0.302 0.169 0.538 0.187 0.168 0.13 0.144 7.592 8 0.474 No 
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Airports and Train 

Stations 
0.231 0.551 0.906 0.169 0.179 0.187 0.337 0.13 0.287 7.158 8 0.52 No 

Sky Scenery 0.579 0.184 0.604 0.676 0.358 0.374 0.168 0.13 0.718 6.463 8 0.596 No 

Spa and Relaxation 0.347 0.184 0.302 0.338 0.717 0.187 0.505 0.13 0.144 5.752 8 0.675 No 

Bus and Public 

Transportation 
0.116 0.184 0.302 0.338 0.179 0.374 0.337 0.13 0.431 2.856 8 0.943 No 

Tourism Facilities 0.347 0.184 0.302 0.338 0.179 0.374 0.505 0.13 0.431 2.587 8 0.958 No 
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Top 60 themes with highest Chi-Square scores represented via pictorial material in third-party websites 

city Attribute Buffalo Jacksonville Charlotte Indiana 
Salt Lake 

City 
St. Louis Louisville Sacramento Austin ChiSquare Test 

Degree of 

Freedom 
P Value Significance 

Mountains 0.51 1.053 2.312 0.587 0.444 0.304 1.681 0.478 13.983 182.356 8 0 *** 

History and Heritage 2.551 24.211 5.78 13.49 9.333 26.14 24.65 14.115 13.136 106.487 8 0 *** 

Houses and 

Neighborhoods 
0.51 1.053 8.671 0.587 1.333 0.304 0.84 0.239 0.424 92.219 8 0 *** 

Bars and Breweries 15.816 1.579 6.358 0.88 6.667 3.343 3.081 5.024 2.966 79.229 8 0 *** 

Oceans 0.51 0.526 0.578 0.587 6.667 0.304 0.28 0.478 0.424 79.088 8 0 *** 

Restaurant Venues 13.776 0.526 1.734 3.226 3.111 3.951 3.081 6.938 10.593 67.919 8 0 *** 

Lakes 5.102 1.579 1.734 1.466 0.444 0.608 1.961 0.478 8.475 66.625 8 0 *** 

Downtown view and 

Tall Buildings 
1.02 3.158 8.671 3.226 2.667 0.304 0.28 0.239 2.119 63.099 8 0 *** 

Local Cuisine 13.265 3.684 3.468 2.639 6.667 6.079 3.081 3.828 9.322 45.42 8 0 *** 

Sweets and Desserts 2.551 1.053 1.156 0.293 1.778 0.912 1.12 5.981 1.271 45.026 8 0 *** 

Museum and Libraries 1.531 17.368 10.405 9.384 9.333 13.982 12.605 11.483 5.085 40.931 8 0 *** 

Iconic Elements and 

Landmarks 
0.51 1.053 0.578 2.053 1.778 0.608 0.28 4.306 0.424 32.85 8 0 *** 

other 1.02 1.053 0.578 0.88 2.222 0.608 4.202 0.478 0.424 30.222 8 0 *** 

Zoo and Aquariums 0.51 1.579 2.89 5.572 8.444 2.736 2.521 5.024 3.814 28.881 8 0 *** 

Landscape Design and 

Furniture 
1.02 2.105 0.578 0.587 0.444 0.304 0.56 3.349 0.424 26.349 8 0.001 *** 

Sport and Physical 

Activities 
1.531 1.053 3.468 4.106 2.222 0.608 0.84 0.957 0.424 24.54 8 0.002 ** 

Rivers 5.102 3.158 0.578 1.466 0.444 0.608 2.521 1.196 1.271 24.157 8 0.002 ** 

Entertainment and 

Gaming Activities 
5.102 6.316 4.624 4.985 5.778 1.824 1.12 2.392 2.542 23.233 8 0.003 ** 

Festival and Street 

Events 
1.02 0.526 0.578 1.76 4.444 1.824 0.56 0.957 1.695 19.624 8 0.012 * 

Bridges 1.02 1.579 0.578 0.88 2.667 3.343 2.801 0.478 0.424 19.562 8 0.012 * 

Plains 0.51 0.526 0.578 0.293 0.444 0.304 0.28 0.239 2.542 18.555 8 0.017 * 

Forests 3.061 2.632 4.624 1.76 1.333 0.608 1.681 0.718 2.966 17.174 8 0.028 * 

Being in the  Streets 2.551 0.526 0.578 0.587 0.444 2.736 0.56 1.196 0.424 16.66 8 0.034 * 

Green Spaces in Urban 

Areas 
0.51 0.526 2.89 3.519 1.778 0.608 2.241 1.435 0.847 15.947 8 0.043 * 

Rivers in the Urban 

Areas 
2.041 2.632 0.578 3.812 2.222 3.951 3.081 1.435 0.424 15.26 8 0.054 No 

Shopping Local 3.571 1.579 0.578 5.279 1.778 3.04 3.641 2.871 1.695 14.494 8 0.07 No 

Murals and Street Arts 4.082 0.526 0.578 1.76 1.333 0.912 1.961 0.957 2.542 14.227 8 0.076 No 
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Modern Architectural 

Attractions 
0.51 5.263 2.89 1.466 1.333 3.343 2.801 2.392 3.814 14.153 8 0.078 No 

Peculiar Designed 

Buildings and 

Sculptures 

0.51 1.579 0.578 2.346 1.333 1.824 1.961 3.589 0.424 14.151 8 0.078 No 

Concerts and Music 

Events 
1.531 2.105 4.046 0.88 1.778 2.128 0.56 0.718 1.695 13.863 8 0.085 No 

Cafes 2.551 0.526 2.89 0.293 1.333 1.52 2.521 0.718 2.119 13.204 8 0.105 No 

Stadiums 1.02 0.526 2.89 2.639 2.222 2.432 1.12 0.718 0.424 13.054 8 0.11 No 

Hotels and Resorts 1.02 1.053 1.734 2.933 3.556 2.432 1.401 4.067 3.814 12.206 8 0.142 No 

Airports and Train 

Stations 
0.51 1.053 2.312 0.88 0.444 0.304 0.28 0.239 0.424 11.685 8 0.166 No 

Children”s Activities 2.551 1.053 1.734 2.933 2.667 0.608 1.401 0.718 2.542 11.615 8 0.169 No 

Overall View of Tall 

Buildings 
2.041 3.684 4.624 3.519 2.667 3.343 2.801 1.675 0.424 11.281 8 0.186 No 

family picture 3.061 0.526 0.578 0.88 0.889 0.912 1.401 1.435 0.424 9.669 8 0.289 No 

Malls and City Centers 0.51 0.526 2.312 1.173 0.444 0.304 0.28 0.718 0.847 9.256 8 0.321 No 

Spending Time with 

others 
1.02 1.579 2.312 0.293 0.444 0.608 1.401 0.718 0.424 8.959 8 0.346 No 

Pet and Pet-Related 

Activities 
0.51 0.526 2.312 0.587 0.444 0.304 0.84 0.478 0.424 8.874 8 0.353 No 

Weather 0.51 2.105 0.578 0.587 0.444 0.304 0.56 0.239 0.847 8.858 8 0.354 No 

Drinks 4.082 2.105 1.734 1.173 1.778 0.912 1.681 2.153 1.695 8.317 8 0.403 No 

Urban Signs and 

Furniture 
0.51 0.526 2.312 0.587 0.444 0.304 0.56 0.718 0.847 7.959 8 0.438 No 

Traditional Sculptures 2.551 2.105 3.468 1.76 2.222 2.128 1.12 2.632 0.424 7.697 8 0.464 No 

Highways and Streets 0.51 1.053 1.734 0.293 0.889 0.608 0.28 0.239 0.424 7.254 8 0.51 No 

Sky Scenery 0.51 1.053 0.578 1.466 0.444 0.608 0.28 0.239 0.424 6.614 8 0.579 No 

Hot beverages 0.51 0.526 0.578 0.293 0.444 0.304 1.401 0.239 0.424 6.607 8 0.58 No 

Art Related Activities 2.041 2.632 3.468 2.639 2.667 2.128 1.961 2.153 0.424 5.605 8 0.691 No 

Fauna and Flora 0.51 1.579 0.578 0.293 0.444 0.304 0.28 0.718 0.847 5.389 8 0.715 No 

Parks and Gardens 3.571 5.789 3.468 4.692 4 2.736 3.081 4.306 3.39 4.746 8 0.784 No 

Old Pictures of the 

City 
0.51 0.526 0.578 0.587 0.444 1.216 0.28 0.239 0.424 4.16 8 0.842 No 

Night Life Activities 1.02 1.053 0.578 0.587 0.444 0.912 0.28 0.239 0.424 3.664 8 0.886 No 

Blogger” Pictures 1.02 0.526 0.578 0.587 0.444 0.912 0.28 0.239 0.424 3.022 8 0.933 No 

Urban Plazas and 

Walking Paths 
0.51 1.053 1.734 1.466 0.889 0.608 0.84 0.957 1.271 2.939 8 0.938 No 

Fresh Products 0.51 1.053 0.578 0.293 0.444 0.304 0.28 0.239 0.424 2.776 8 0.948 No 

Theaters 1.02 1.053 0.578 0.293 0.889 0.608 1.12 0.957 0.424 2.745 8 0.949 No 
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Tourism Facilities 0.51 0.526 1.156 0.587 0.444 0.608 0.28 0.239 0.424 2.649 8 0.954 No 

Bus and Public 

Transportation 
0.51 0.526 0.578 0.88 0.889 0.304 0.28 0.478 0.847 2.331 8 0.969 No 

Lakes in the parks 0.51 1.053 1.156 0.587 0.444 0.304 0.56 0.718 0.847 2.221 8 0.973 No 

Camping Activities in 

Nature 
0.51 0.526 0.578 0.587 0.444 0.304 0.28 0.239 0.847 1.894 8 0.984 No 

Spa and Relaxation 0.51 0.526 0.578 0.293 0.889 0.608 0.28 0.478 0.424 1.487 8 0.993 No 
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Appendix E: Comparing the image created via pictorial data by each information agent for each 

city under study 
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