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ABSTRACT

Thisthesis aims to examine how usgenerated content (UGC) contributes to the
destination imag€DI) formation of developing countries with negative DI in the early

stages of the tourism area life cycle (TADBWismis2 Y S 2 F  GtépSexpor2 NI RQa
categoriesand most developing countridseavilydepend ontheir tourism income
(Konstantakis et al., 2017Yhis dependency demands their attention on proper
destination management and planningleantime, many developing countries are

suffering from prolonged negative DIs, whigtiects their abilityto achievetourism
succesgAvrahamand Ketter, 2016)

TALC is aignificant and usefuldestination management and planning model
(McKercher and Wong, 202)hile there are many developing destinations in the
early stages of the model, specifically exploration and involvement, these have not
been adequately explored comparéal its later stagestFurther, he TALC literature
calls for more research on understanditige impacs of different forcesthat bring
change to destinations in order tmanage tourism (Butler, 2011; Butler and Hart
Robertson, 2022Despit the availability of such research on triggers of destination
change (e.gBerry, 2006Kubickova and Martin, 202Qhe influence of DI as a trigger
bringingpositivechange to destinations facilitating movement through its stages

is not yet explbred. FavourableDl is a core determinant otourism success that
influences i 2 dzNA & (i & QinclodBidthed erdyagdident with worebf-mouth
communication (Boo et al., 2009; McCartney 2008jth customerto-customer
communications becoming more trustworthy, UGC shared in social media as an
organic information source has become more influential andted in tourism
decisionmakingcompared tomarketercontrolled sourceg¢Fotis et al., 2012; Gretzel
and Yoo, 2008)Further, tourists have become DI-ceeators with their UGC
engagement (Mak, 2017However, the potential role UGC plays in the early stages
of TALC as ademaddA RS GNARIISNI 2NJ 6KS ! D/ Qa NRf S
developing countries is undetermiden the literature.

Against this backgroundhe aim of this thesis was addressed by examining three
research objectives: to examine the impact of negative DI on the early stages of the
TALC; to explain the role of destination marketing organization (DMO) and UGC
projections of DI on the DI of a sination in the early stages of the TALC; and, to
O2y OSLJidzr t AaS (GKS AyTFidzsSyoOS 2F ! D/ Ay
stages of the TALC and alsitigating negative DI. Bangladesh was identified as a
suitable destinatn on which to base this research because it is in its early stages of
TALC and has a prolonged negativelbé research questions were approached from

a relativist ontological position with a social constructiomigpistemology. The
contextspecific meanings constructed by the DMIDd tourists were studied using

a qualitative critical visual methodology. Visual data were collected from images

(@]
N)
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AKFNBR 2y Lyadl3aNry o6!D/0O FYR . Fy3flRSaK
Further, irdepth interviews were conducted with a DMO official and international

tourists. The data were analysed using qualitative visual content analysis, cultural
analytics, ad thematic analysis.

The findings of this thesis suggest that prolonged negatiyt®Eextent of congruity
between both projected and perceived DI, and U&E€three forces affecting the
transition of TALC in its early stages. UGC is found to act as a dedartdgger that
makes the destination more appealing to other travelldiés the information gap
that arises due to limited DI projections from the DMO ahdnce potentially
contributes to attracting travellers to the destination during its early stages.
Furthermore, UGC contributes to challenging and changing negative sgpesoand
thus, contributes to countering the prolonged negative DIs of a destinatian.
addition, results reveal interaction between the TALC airdle of representation
(CoR), showing Cafra valid modefor understandingraveller behaviour ithe early
stages of TALC

Theoretically, this thesis contributes to the TAdr@ Dlliterature by conceptualising
UGC as the key contributor in DI projections in the early stagésedfFALC, which
provides destination appeal for the potential traveller and potentially contributes to
increasing traveller numbers to destinations in the early stageseoT ALC. Further,
this thesis improves the understanding of how the interrelating components of DI,
i.e., cognitive and affective DI, act in increasing the congruity between projected and
perceived DI. Further, his thesis has practical imghtions for the DMOs,
policymakers, and tourism supplies at destinations in the early stagg®einfTALC.
5aha NS NBO2YYSYRSR (2 ¥F20dza 2y 2@3SND:
negative DI angerceived DI in their promotional objectives. They are further advised
to improve their promotions hyincorporating UGC into them and by capturing
important insights by systematically analysing UGC shanéde.
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CHAPTER 1: INTRODUCTION



CHAPTER 1INTRODUCTION

1.1 Introduction

The aim othis thesis is teexamine how usegenerated content (UGC) contributes

to the destination image (DI) formation of developing countries with negative DI in
the early stages of the tourism area life cycle (TALBIs chapter introduces the
thesis by, first, providing the background of the research, and then the aims and
objectives are presented together with research gaps and the significance of the
findings. This is followed by a summary of the research methggaad an overview

of the structure of the thesis.

1.2 Background of th&esearch

Globally, tourism is the thirthrgest export, and it is a significant foreign revenue
generator for advanced and emerging economies (UN, 2019). For many developing
countries, tourism has become the top export category (UN, 2019) and most of them
are moredependent on tourismincomethan developed economies (Konstantakis et
al., 2017)thus, also making them vulnerable to changing market conditions in the
industry Konstantakis et al., 201 ¥ang et al., 2022 Developing countries are the
countries that are categorised in the low and middes capitaincome categories by

the World Bank (World Population Review, 201%hurism is recogeed as a
AAIYAUOlIYyld O2yUNROGdzI2NI G2 (GKS SO2y2YAO
Alavares, 2010). International and local orgaaiions such as the World Bank, the
International Monetary Fund, the UNWT@ge UN Development Programme, and
the European Union, as well as national ministries, regional bodies, and non
governmental organisations, recogaitourism as a potentially important tool for
economic diversification and regeneration, poverty reduction, pasiflict stability,
socioeconomic recoverymultilateral integration and the peace of developing

countries (Novelli et al., 2012).

However, compared to developed countries, most of the developing countries are

failing to enable their tourisrndustry to flourish. Negative Dl is identified as a major
2



cause behind their tourism failures (Ahmed, 1991; Avraham and Ketter, 2016;
Martinez and Alavares, 2010; Ryu, et al., 2013; Sonmez and Sirakaya, 2002; Tasci et
f®S WHAnTo0® 5L A& | O2NB RSGESNXYAYL Y
expectations, dstination choice, visitation, rgisit intention, and their engagement

with word-of-mouth communication (Boo et al., 2009; Kastenholz, 2010; McCartney
2008; Leisen, 2001; Selby and Morgan, 1996) smarucial in achievingpurism
success for a destinatioRuthermore somedeveloping countries are suffering from
prolongednegative Dls that are the result of lohasting issues accumulated over the
years, coupled with the retained negative media reporting on such crises due to
destination authorities taking inadequat&eps to counter such DI (Avraham and
Ketter, 20132016; Ayikoru, 2015Nevertheless, prolonged negative DI has received
minimal research attention compared to the research pagative DI arising from
standalone disasters (an issue further explained in chapter 2: Literature Review). At
the same time, some of these developing countries are in the early stages of their
TALC, irrespective of their efforts thevelop their tourism industry. TALC is a well
established model in tourism that is widely recognised as a useful destination
management and planning model (Berry, 2006; Gore et al., 2021; Haywood, 1986;
Hovinen, 2002; McKercher 2005; McKercher and Wong, 2021; Rodrigue2604l.,

Singh, 2011). Nevertheless, little research has focused on the early stages of the TALC

when compared to its latestages.

Furthermore, literature recognises the importance of exploring and incorporating the

wide variety of exogenous and endogenous forces that act#@gers of change@
affectingtransition throughthe stages of TALC (Agarwal, 2002; Butler, 2011; Butler

and HartRobertson,2022; Lagiewski, 2006). While such examinations of triggers
ONAY3IAY3A OKIFIy3aAS g2dxZ R LINRPGARS |y dzy RSNA
development, such triggetsavenot beenadequately explored (Butler, 2011; Butler

and HartRobertson, 2022). For example, Butler and HRobertson (2022)

emphasise that,

Gt SNKILJA GKS Y2ald AYOGNARIdzAy 3 [TALCR LJ2 &2
modeland tourism in general, and one not really explored in the published

version is that of triggers. What events, agents, [and] forces, actually bring

3



about change? The identification of triggers of development is vital if tourism

Ad G2 0SS YIFIylFI3aISR® 6X0 ¢KSNB INB Ylye
ONAY3I [ 62dzi OKFy3aS o6X0 &a2YS 20t SyR;:
intentional in terms of chaging tourism, and some unintentional and
unanticipated. There is a need for much more research on the causes of
change and how they interact with each other and the destinations and their

YIEN] SG&d¢é 6LIDHpP pO P

Thoughsuchtriggers arebeingexplored in the literature, DI as a trigger affecting the
trangtion of TALC stagdsasnot beenexplored.Specifically, the impadhat DI has

on the transition ofdestinations from the early stages to the development stage of
TALC is undetermined. (The impact of triggers is further discussed in the section

below (1.3) as well as in chapter 2: Literature Review).

Fillingthese gapsn the literature, this thesisocuses orthe impact ofDlin the early
stages of the TALC especially for destinations with negative DI. Bangladesh was
selected as the suitable destination that fits the criteria of a destination with
prolonged negative DI in the early stages of its TAdiScussed in chapter 3:
Methodology). The DI of a destination can be positive, negative, mixed, weak,
contradictory, or overly activeKptler et al., 1998 For decades researchers have
cited Bangladeshsaa destination with a negative DI (e 4vraham and Ketter, 2016;
Kotler et al., 1993; Kotler et al., 20@2ahra 2019. Unlike the weak DI that occurs
when peripheral locations are not wedhown (Kotler et al., 1993), negative DI occurs
when the destination is known but associated witbgativeattributes in the minds

of potential travellersWith weak DI, destination awareness is lacking, which leads to
failure to feature in tourist&@lestination choice set (Sonmez and Sirakaya, 2002; Tasci
et al., 2007b). Awareness stimulates the curios@iytravel and so, awareness and
positive DI are the main factors for a successful tourism destination (Milman and
Pizam, 1995). While weak DI is also claimed as a DI problem causing tourism failures
for developing destination§Sonmez and Sirakaya, 2002; Tasci et al., 2007b) this
thesis focused on the destinations with negative DI, where the destination is well

known butpotential travellers associateuch destinationsvith negative &ributes.
4



Such negative DWhichis mainly cased due to past negative occurrences thaid
received widemediacoveragebecomea prevailing DI issue whehe DMOshave not
madeadequate efforts to coect such negative perceptiorisr a long timgAvraham
and Ketter, 201p

Repairing negative DI requires managipgblic and media images;ountering
negative perceptions, anchanging negativstereotypeqAvraham and Kettef013;
2016).However,the potential role that can be played by usgenerated content
(UGC) shared tbughsocial media (SMd overcone negative Dhas beemeglected

in the literature The DMOs are the responsible authorities that are established and
funded by nations, states, and cities to compete and attract touristsgecific
destinations (Pike and Page, 2014) and so the DMOs are expected to handle the
marketing aspects of destination management (UNWTO, 2008)ughthe 5 a h Q a
role in countering negative images is examined (eApmed, 1991; Avraham and
Ketter, 2016, how influential the role of UGC is in countering negative images is less
studied. Especially, examinations of the congruity between the DMO and UGC DI
LINEP2SOGA2ya YR (2dz2NAaiaQ LISNOSLIWGAZ2Yya Ay
is lacking. Simitdy, thepotentialrole UGC can play in the TALC has not been explored
in the literature. Tourists, today, have become the dominant party of tourslated
information creation and sharing through UGC on SM and, thus, they have become
the cocreators of D (Munar, 2011; Mak, 2017).Customerto-customer
communicationis an effective and more influential source for tourigtdan et al.,
2018;Narangajawana et al., 20150, UGC hdke potential to actas ademand side
trigger attracting more tourists to the destinations located at the TALC early stages
Thisthesis explores lie potential rolethat UGCcan play irthe transitionfrom the

early stages to the development stagehen, at present, destinations with a
prolonged negative DI are spenditanger periods delayed in the early stages and

unable to move to the next stages

Further, the possible impact of UGC on DMO promotions in the early stages of TALC
may also affect the circle of representation (CoR). CoR is a helpful model to

dzy RSNRUGI YR G2dzNRAadaQ o0SKFEGA2dzNI OWSYy |1 Ayas
projected and perceived DI by recognising the role of different information sources

5



contributing to DI formationHowever,the CoRmodelhas not been linked with the
TALC model tturther developour understandngof traveller behaviourFurther,the
role that UGCcan play as a key source of informatian the early stages of TALC
influendng potential travellers directlyand indirectly throughits impact onDMO

promotions provides a knowledge gap wortlbyexplomation.

Accordingly the aim of this thesiss to explore howUGCcontributes to the DI
formation of developing countries with negative DI in the early stages of the TALC.
Three research objectiveare developedto achieve this aim.The theoretical
contributions are madeto the TALC and DI literaturdarough addressing these
objectives. The bllowing section explains the research aimbjectives,and the

significance of this thesis

1.3 Researckim, Objectives andSignificance

This section presents the overall aim of this thesis, the research objectives with a

justification of research gaps and the significance of the research.

Overall Aim:

To explore how usegenerated content (UGC) contributes to thikestination image
(DI) formation of developing countries with negative [ the early stages of the

tourism area life cycle (TALC)

The overall aim guided the thesis to focus on the thresearch objectives given

below.

I.  To examine the impact of negative DI on the early stagéiseoT ALC
. To explain the role othe DMO and UGC DI projections on the DI of a
destination in the early stages of the TALC
lll.  Toconceptualiseghe influence of UGC in the DNMIBI projections in the
early stages athe TALGndalsoin mitigating negativeDI



The TALC modeproposed byButler (1980) is recogsed as a usefulnalytical
framework with both a prescriptive and descriptive abilitfCooper and Jackson
1989. Hence,the TALC is widely studied and applied as a usdédtination
management mode{Berry, 2006Buhalis, 2000Goreet al., 2021; Haywood, 1986;
Hovinen, 2002t undtorp and/Vanhill, 2001McKercher 2009vicKercher and Wong,
2021; Rodriguez et al., 2008; Singh, 2011). Nevertheless, the uke ®ALC as a
management model by the destination locatedthe early stages explorationand
involvement- has attracted minimal research attention compared to the later stages.
The majority of the TALC literature and supporting empirical evidence addresses
mature destinations and the postagnation stages (e.g., Agarwal, I9&etz, 1992;
Gore et al.,, 2021; Hawen, 2002; Kozak and Min, 2012; Pulina et al., 2006;

Rodrigue et al., 2008; Zhong et al., 280Withthe¢ ! [ / Q& NBO23IYyAGAZ2Y

conceptual framework for analysing the historical progression of a destination
(Buhalis2000) most previous studidgmvelimited the examination of early stage$
destinations to state what characterised thesgture destinationsvhen theywere

at their early stages (e.g., Berry, 2006; Gore et al., 2021ineoyv2002) However,
inadequate attention was given to understanding or explaining the early stégyes
examining destinationshile they were in those early stages Addressingthis

knowledge gap, this thesis examines the early stagéiseof ALC.

Reviewing literature othe TALCButler (201) and Butler andHart-Robertson(2022)

call for more research to examine the forces or triggers that provoke change in

RSaAGAYlFIGA2ya (2 0 SihySiNIdestiyaiRos Nivélopsidht. ( K S
GLRSY(GATeAy3d GKS fA1Ste@ LIGGSNY YR LINRO

how this process might be controlled, protected, maintained, and managed would be
a considerable step forward and is well worthy of a corfift NX & S NOK
(Butler, 2011:17). Movingdm what to why calls for the identification of triggers
affecting the transition process from one to another stagéhefTALC (Butler, 2011).
So, Butlerand HartRobertson (2022) stress thatwhile there are many forces
including endogenous and exogenous, intentional, or unintentional and

unanticipated forces that act as triggers bringing change to destinations, much

NEaSINOK A& adadgatt ySSRSR 2y adzOKof G NA I
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the forces that are internal or external to the destination, which influence the stages

of destination development. Literaturacknowledgeghe impact of internal and
external factors orthe TALC, and the difficulty of capturing such impacts limits the

use ofthe TALC (e.g., Agarwal, 1997; Cooper and Jackson, 1989; Getz, 1992). TALC
literature empirically examirg the triggers bringing change to destination
development sages such as power and politic§Gale and Botterill, 2005),
government involvement and destination competitivendgiaibickova and Martin
2020),lagged demandAlbaladejo et a].2016),and changes in external constraints

(Garay andCanoves, 2011).

Furthermore tourism life cycle models routinely neglect the marketing manager's
perspective, especially the influence ofd3la trigger bringing change to destinations.

DI has becomea workingtool for DMOs becaus®Il is the key topositioning,
differentiating, and promoting a destination (Vaughan and Edwards, 1999). The three
research objectives were developed to contribute to improving the understanding of
0 KS @mtiededrly stages of TALC reldto the impact of DI. So, theoretically,
this thesiscontributes mainlyto the body of knowledge on the destination life cycle
concept by incorporating the role of Dl into the early stages of the TALC model, which
has largely been overlooked. Specifically, knowledge added on how prolonged
negative DI anthe level of congruitypetween projected and perceived Dfluence

the early stages othe TALC, andhe role UGCplays as the key contributor to DI
formation byenabing to attract travellers to the destinations in the early stages of
the TALC. Thisontributesto improving both the descriptive and predictive abilities

of TALC in its early stagé&&elated literature andhe gaps identifiecare explained in
Chapter 2: Literatur®eview in detailFurther, the thesisontributesto the body of
knowledge of DI by contributing to the understanding of the use of UGC in the DI
formation of destinations with prolonged negative DEach of the three objectives

are explained below with their respective significance.



1.3.1 Objective 1: T&xamine thelmpact of Negative DI on thezarly Sages
of the TALC

Under this objective, the impact afegative images in the early stagestioé TALC

was examined in the context of Bangladesh as a developing countyrism life

cycle models routinely neglect the influence of DI. The limited literature on the
influence of DI on the tourism life cycle also mainly addresses the later stages of the
TALOmModel (e.g., Butler, 1980; Berry, 2006; Dyk et al., 2019). For example, Butler
(1980) and Berry (2006) argubat irrespective of having a wedistablished image,

a destination will be out of fashioat the stagnation stagelhere arealsogeneral
statementsmade such as that developing a distinctive Dinjgortant to maintain a
RSaUAY I GA2yQa O2YLISGAGA DS yeSjilaeetdEDMI2NRE Sa &
Apart from minor coveragefound in few publications(e.g., Avraham and Ketter,
2016;Buhalis, 2000; Pf Y I T = H n enthé TALGak pal Minithal zZtt&Enhtion

to the impact of DI (e.g., negative, or positive DI) in the early stagédseofALC.
Importantly, no researchasexplaired the impact of negative DI when a destination
has long passed initiating thie 2 dzNbr&uimationof it and spending a long time in

the involvement stage dhe TALCThis leavea gap worthy to explore.

5L A& GKS YIFAy St SYS yiitouisihand faiR@Bablg Blyis (G A 2 y ¢
essential to attract more tourists (Beerli and Martin, 200#). the nmeantime,

negative DI is one of the main factors hindering the tourism growth of developing
countries (Ahmed, 1991Avraham and Ketter, 2016Selby and Morgan, 1996).

However, the destination life cycle literature has not identified the impact of
prolonged negative DI as a factor in destinations spending a longer period in the early
stages ofthe TALC and hdering their transition into the development stage,

especially while other factors required afelfilled (e.g., developed infrastructure,

available carrying capacityetc.). To fill this knowledge gap, the firsesearch

objective of this thesis examines the impact pfolongednegative DI in the early

stages othe TALC.

By addressing this first objective, this thesis contributes to TALC literdtyre

evidencinghat prolonged negative DI is a trigger bringing change to destinations in



the early stages dhe TALC. Further, the descriptive and predictive ability of the TALC
is enhanced by incorporating DI into the early stages of the TALC model. More
specifically, this knowledge is useful to understand the reasons behind destinations
spending a longer period ithe involvement stage othe TALC, while having

otherwise favourable conditions to attract more tourists to destinations.

1.3.20bjective 2: Tdxplain the Role of DMO and UGC PBYojections on
the DI of aDestination in theEarly Sages of the TALC

Firstly, life cycle model® a narrow sensatate that increased advertising budget
and efforts would aid the transition from the early to development stagthefTALC
(e.g.,Butler, 1980; Berry, 2006; Agarwal, 1997; Getz, 1992; Gore et al.,. 2011)
literature on life cycle modelexploresthe Y N SGSNBEQ NRtS Ay LINE
increased advertising efforts and expenditure reldto its early stageg-or example,
increased advertising ofhe DMOs is considered an indicator of moving from
exploration to the involvement stage and then onto the development stagief
TALC (Butler, 1980; Berry, 2006; Agarwal, 1997; Getz, 1992; Gore et al. Th@3g).
arguments ignore the broader remit of marketing managemensuch as the
requirement to set differenfpromotional objectives and priorities unddifferent
situations. For example, the promotional focus of a destination with negative DI first
lies in identifying and correcting the negative DI alongside the infrastructure
development and assuring a favourable environment (Avraham and Ketter, 2016).
Secondly, DMOs are not the only party that projects the DIs and contghoitine
perceived image of potential travellers. Travellers are also actively engaging in image
co-creations and contribute to image projections through creating and sharing UGC
(Munar, 2011; Mak, 2037 Travellers consider UGC to be more credible than other
sources becausk comes from other travellers angdhence plays the dominant role
in potentialil NI @St f SNE Q (BiffoN&EnG and Sarad A20719; MariRoig
and FerresRosell, 2018 Theincongruitiesn DIF NA &S ¢ KSy (KS G(GNI @
AYF3Sa R2 y244 Oftz2asSfte [ftA3dy gAGK GKS RS
2017; Selby and Morgan, 1996; Vaughan and Edwards, ¥&981e-Roig and Ferrer
Rosell, 2018 Thecongruityin DIA Y ONB I aSa G2dzNAadaQ al dAaas
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2006) andmprovesthe trustworthiness othe DM@ ifnage projections (Xiang and
Gretzel, 2010)DMO promotionghat ignore theseincongruities would weaken the

DMODI projectiongXiang and Gretzel, 2010).

Nevertheless, no previous research has examined the effect of congruity between
projected and perceived DI as a trigger affecting the transition process from one to
another TALGtage So, this thesis examined the DMO and UGC DI projections of
Bangladsh together to explain the impact of DI congruity on the destinations in the
TALCearly stages.Through this alsqg this thesis contributes to improving the
descriptive and predictive ability dhe TALC by incorporating the degree of DI

congruency as a triggebringing change into the destination in its early stages.

1.3.3 Objective 3: T@onceptualisghe Influence of UGC in the DMDAI
Projections in theEarly Sages ofthe TALGand also in mitigating negative
Dl.

¢KS 5ah gSo6ariasSa | NB f Sa-tnakihgchizphi@EditoyUGC F 2 NJ (
shared on social media (SM) (Jacobsen and Munar, 2012; MRdigeand Ferrer

Rosell, 2018 2 dzNA a G Q& GNMXzAaG Ay ! D/ Aa oSttt o020
(Hen et al., 2018). UGC is treated as more realistic and trustworthy since it comes

from travellers. However, this does not underrate the active role expected to be

played by DMOs as the responsible tourism promotional bodies maintained by
governments.The DMOs mviding tourism information through SM platforms have

a more positive impact on DI formation than DMO websites (Kim et al. 268b7).

5aha OFy AYONBI &S (2dz2NAAGaQ alGAaFlOdAazy
minimisingthe gap betweermprojected and perceived images by integrating UGC into

their official promotional materials (MarinRoig and FerreRosell, 2018)Most

promotional tools, including advertising campaigns, are not strong enough to correct

the prolonged negative images and induce travellers to such destinations (Anholt,

2006 cited inAvraham and Ketter, 20)3However, the potential role of UGC in
overcoming negative DI is overlooked in DI literature. For examplsgham and

Ketter (2016)yecognisedsocial media as an impa@mt alternative source strategy for

11



image repairing, but theyimited the role of social networking sites (SNS) to a

platform DMOs can use to communicate DMO messages.

Moreover, the role of UGC in the early stages of the TALC has not been adequately
explored. For example, a recent publication recsgsisocial media as an enabler of
overtourism, creating issues that arise after the consolidation stage of the TALC
652RRa&a YR .dzif SNE wnamgpo® . dzi ! D/ Qa LRGS
the early stages of their life cycle has not been exadior explainedUGC as an
effort by travellers to cecreate DI, potentially acts a demand side trigger bringeg
positive change to destinationgshat caugs a transition inthe TALCstage This
conceptualisation of the role of UGC in the early stages of TALGnly addresgs

the callfor more research otriggers affectingrALC bualsofills a knowledge gap by
examininga demand side forcen TALCwhilethe majority of other researchis on

the impact ofsupply siddorces. Overall, the fact that th&)JGC can be used by DMOs

to enhance their projected images, increase the congruity, and overcagative DI

in the early stages of the TALC is not adequately studied in TALC or DI liteTature.
address this gap the use of UGC images by the DMO was examined. By addressing
the third research objective, this thegientributes to the literature on both the TALC

and negative DIFirstly, the knowledge of overcoming prolonged negative DI was
improved by identifying the key role UGC plays in overcoming prolonged negative DI.
Secondly, knowledge of the destination life cycle was improved by recognising UGC
as the key contributor in DI projections time early stages of the TALC and, hence,
the potential enabler of increased traveller numbers to these destinations. In the next
section the methodology used to address these research objectives are summarised

and then the thesis structure is presented.

1.4 MethodologyUsed toAddress RsearchObjectives

The research objectives were approached framelativist ontological position with
a social constructionis epistemology. Theontextspecific meanings constructed by
the tourism supplierge.g., the DMORand consumers (e.gtourists) were studied
using a qualitative critical visual methodologje dataverecollected using multiple

methodsto improve the accuracy of interpretation and-depth understanding of
12



the phenomenon in its realorld context €.g.,Denzin, 2012; Jick, 197%irstly,
visual datawere collected frontwo sourcesimagesshared on Instagram (UGC) and
.y 3f I RS ankn@ platf@rastsecondly in-depth interviews were conducted
with a DMO official andwith international tourists who visited Bangladesh.
Importantly, the research design met a unique challenge when the Bangladesh DMO
introduced a new online promotional infrastructure midway through the data
collection process which, thus, offered insight into DI construction processes in real
time. As aresult, two DMO image samplesepresenting the previous and newly
introduced online promotions platforms were analyse®ks such, the DMO image
samples were distinguished as | and Il in the analybis.data wereanalysed using
qualitative visual content analysisultural analyticsand thematic analysisThe
methoddogy and methods are further explained in Chapterv&thodology.The

structure of this thesiss given below

1.5 ThesiSructure

Thisthesis is orgased into seven chapter&hapter 1.The introduction provides a
background to the thesis and discusses the significance of the study. It includes the
overall aim and the specific objectives addressed in the thesis. The structure of the

thesis and a summary is presented at the end.

Chapter 2is the literature review. This chapteconcernsthe comprehensive
literature review conducted to theoretically situate this thesis. The chapter is
organised under four main topics. It first examines the literature on UGC and provides
a detailed account of where social media (SM) and UGC fit into Web 2.0
classifications and definitions of SM, and the influences of UGC, eWOM and SM on
marketing promotions generally and tourism specifically. Secondly, the chapter
explores the tourism area life cy@ds one of the two main tourism concepitswhich

this thesis makega theoretical contribution. This section is approached by defining
the destination and exploring the role of destination marketing and destination
marketing orgarsations (DMOs). Thirdly, the literature on the second main concept

of interest, DI is explained. This section begins by providing a conceptual definition of

13



DI and examining DI formation models. Then the interrelations between the
projected and perceived DI and the theory of hermeneutic circle of representation
used to understand this are presented. The significance of congruity between
projected and perceiver$ explained before moving to the final section. Fourthly, the

literature on negative DI and the impact of negative DI on developing countries as

tourist destinations is explored.

Chapter 3addresses methodology and is summarised abd®hapters 4 and 5
present data analysis and findingShapter 4explains the impact of negative DI in

the early stages of the TALC. By addresisintyvo-fold objectives, this chapter first
validates Bangladesh as an appropriate research context for this thesis (a destination
with a negative DI in the early stagestbe TALC) and then addresses the first

research objectives of this thesis.

The second findirggchapter, Chapter 5 explains therole of UGC on DI formation.
This chapter presents the results of qualitative content analysis and cultural analytics
of UGC and DMO online image samples together with the results from thematic
analysis of irdepth interviews to address the last two resehrobjectives of the

thesis.

Then the thesis moves t€hapter 6 discussion ofhe findings. Here the key findings
obtained from different analyses of this thesis are discussed in relation to the
literature review. It is expected to deepen the understanding of the role of UGC in DI
formation, particularly in the context of a destinatianth negative DI in the early
stages othe TALC. Five key findings are discussed, nathatyprolonged negative
DlandDI congruity ardriggers affecting the transition of the development stages of
the TALC; UGC ihe key influencer in DI projectionsnd, hence a potential
contributor toincreased traveller numbers to destinations in the early stagebeof
TALCgaffective DI reduces the negative effects of cognitive DI and increases the
congruity between projected and perceived ;2dnd UGC contributes to shattering

negative stereotypes.

The final chapterChapter 7 presentscontributions and conclusions Theoretical

contributions made to the TALC and DI as well as methodological contributions and

14



practical implications of this thesis are explained héienitations of the study and
recommendations for future studies are also presented. Finally, an overall conclusion
YR GKS NBaSFNOKSNRa LISNE2YFf NBFESOUAzZ2Y

1.6 Summary

This chapter introduces this thesis, whiaims toexplorehow UGQCcontributes to

the DI formation of developing countries with negative DI in the early stages of the
TALCThree objectives are developdd achieve this aim. This thesis is significant
because it examines developing countrieshyiirolonged negative DI in the early
stages of TAL@hich ha received limited researchttestation. In this regardthis
thesis makstheoreticalcontributions to TALC and DI literatur@his thesis also has
practical implications when onsidering the significant economic and social
contribution the tourism industry makes to developing countries A visual
methodology wasused to address these research objectivehich is summarised
next. Finally, this chaptenaspresented the sucture of the thesisThe rext chapter

is the literature review.
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CHAPTER:ZAITERATURE REVIEW

2.1. Introduction

This thesis aims to examine how uggmerated content (UGC) contributes to the
destination image (DI) formation of developing countries with negative DI in the early
stages of the tourism area life cycle (TALC). This chapter presents the comprehensive
literature review undertaken and revolves around four main topics. It begins by
examining the role and impact of UGC and SM platforms on the communication and
promotional efforts of destination marketers as well as on tourist decisiaking,

in the digital ea. Secondly, the section explores the concept of destination,
destination marketing, and the role tfie DMOs, to set a study frame. This leads to
discussing the first athe two main concepts interested in this thesis, namely the
concept ofthe tourist area lifecycle (TALC). After introducing the tourism life cycle,
the chapter elaborates othe TALC to identify the worthy gafmundin the literature

to explore in this thesis. Thirdly, the chapter moves to skeeond main concept of
interest in this study, destination image (DI). This section explores DI definitions, DI
formation models, and DI formation agents. Hetiee theory ofthe hermeneutic
circle of representation (CoR) is discussed to understand the role of projected and
perceived DI formation.Fourthly, the destination marketing perspectives of
developing countries with negative DI and recovery strategies suggested are

examined.

2.2. UserGenerated Contenand Social Media

By the time, the new millenniurhad completed a decade, the internet has made a
giant leap by enabling thparticipative webpor Web 2.0 as it is commonly referred
G2d ¢KS LI NIAOALI 0ADPS 6S06 aArAa olaSR 2y
by intelligent web services that empower users to contribute to developing, rating,
collaborating, and distributing internet contenand customising internet

I LILI A O Drgani8ayioa for Ezonomic @peration and Developmen©ECH
2007:9). The participative web (or Web 2€hangesinternet users from being

17



passive receivers of information (Web 1.0) to active users, who interact with other
users by creating and sharing information. Such web 2.0 platforms have given rise to
social media, which includes a mixture of blogs, wikis, podcasts, messaging
applicatiors, and social networking sites. Consumers are now empowered on
multiple fronts due to online digital content, where consumers can share content

readily andeasilywith others (Tellis et al., 2019).

Gonsumersempowered with new media and technological developmehts/e
compelled marketers to absorb these changes into their practices and perspectives.
Roughly, until the end of the first decade of the new millennium, marketers treated
digital technology only as a tool for searching for information, pushing advertising
messfges, or as a networking platform (Lamberton and Stephen, 2016). The
popularity of new media made the communication environment more complex for
marketers (Batra and Keller, 2016) laaglito an evolution in the field of marketing
towards digital, social media, and mobile marketing (Lamberton and Stephen, 2016).
Capitalsing on these new media options not only required new tools but also
required new ways of thinking for marketers (Batra and Keller, 2016). The following
three subsections present the changes new media brought to marketers in general
and destination marketes specifially. The section starts with a clarification of the
new terms and concepts brought forward with Web 2.0medy Web 2.0, social

media, and usegenerated content.

2.2.1 WhereDo SM and UGEit into Web 2.0?

Web 2.0, social media (SM), and ugenerated content (UGC) are interrelating and
interdepending concepts that are commonly treated as synonymgiwang rise to

confusion (Berthoret al.,2012; Kaplan and Haenlein, 201Nevertheless, thewre

different from eachotherd 2 S6 Hdn Aad GaUGKS G§SOKYAOFf Ay
social phenomenon of collective media and facilitates conseh&y SNI § SR 02 y i
(Berthon et al., 202:262). SM employs these mobile and wedised technologies to

create highly interactive platforms that facilitate individuals and communities to co

create, share, discuss, and modify UGEtgihann etal., 2011 ® {a A& RSTFAY S
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group of Internetbased applications that build on the ideological and technological
F2dzyRIFGA2ya 2F 2S00 Hdns: gKAOK | ff26a GKS
| FSYyf SAYZ HamaYcmu#h SNDNGA ¢conddS dddle wele2.02 y (1 K ¢

technologies are providing the infrastructure to create and distribute such content.

'D/ A& F LINI 2F ONRFRSNI dzaSNJ O2y (N o6 dzi
F33aNBIFGAYy3 YR fSOHSNIFIAYy3I LIS2LX SQa O2yi
dza SF¥dzf (2 2 0 KSNB2LIMhad(2@l4) deide® BGL As the digitslli Y
information uploaded by the users and made available via the internet. Three main
aLSota 2F '!'D/ INB daAv O2yaGSyd YIRS Lzt
reflects a certain amount of creative effort and iii) which is created outside
professonal routined Y R LINI OGAOSaé¢ oO6h9/ 5% HAnTYPO D {
or combination of inputs generated by users, with the power to influence others in
meaningful ways. The best example is electronic wafrchouth (eWOM), which is a

type of UGC (Hennighurau & al., 2004; Wang and Rodgers, 2011). UGC shared as
eWOM can influence the consumptierelated decisioamaking of potential

customers, by making UGC itself a tool for marketers (Lamberton and Stephen, 2016).
S2ha Aad RSTAYSR | & al ypositiRSiegal/&§ orhdldraD2 Y o A
comments, recommendations, or any statements about companies, brands,
products, or services discussed or shared among consumers in digital or electronic
F2NXYIFGAe 621 y3a YR w2RISNAZI H aypamof QTN 0 @ { &
to be created and shared. In summary, Web 2.0 facilitates SM by providing a
technological platform and then SM, in turn, facilitates its users to create and share

UGC. eWOM has attracted the attention of marketers and gained a prominent place

iy  YFEN]JSGSNRa O2YYdzyAOF GA2ya adaNrdS3eo

Though SMareO2 YY2yf & NBEFSNNBR G2 Fa F WINRdAzZLI :
variety. Understanding the differences between such varieties is the key to using SM
successfully in marketing communications strategy. For example, the SM
engagement experiences of usatdfer across SM platforms. This makes each SM
platform a unique context for advertising (Voorveld et al., 2018). To be successful,
marketers should select SM platforms with deliberate care (Kaplan and Heinlein,
2010). For exampldahe selected SM platfan must be more popular among their
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target market and onewhere their target market is adequately represented
(Hargittai, 2018). The next section discusses the variety and popularity of SM

platforms.

2.2.2. Classifyin@M Platforms

Classification of SM platforms enhances the understanding of the differences
between them. A variety of classification schemes are available classifying SM
platforms based on different factors (e.g., Berthon et al., 2012; Ferlazzo, 2009;
Hughes et al., 2@ Kaplan and Haenlein, 2010; Kietzmann et al. 2011; Mangold and
Faulds, 2009; Wang and Rodgers, 2011; Young, 2019; Zhu and Chen,s2615) (
Appendix 1 fortwo examples).Snce this thesis intends to understand consumer
perceptions through UGQHughes et ® oHnamdpy YR 2Fy3a | yR
classificationsre more suitableThose two classifications are based on the rationale

2N GKS Y20A0FGA2Yy O0SKAYR O2y aAcvosiNgt® Sy 3l
Hughes et al. (2019), two key motives behind consumer engagement with SM
platformscomprisecontent processing and relationship maintenance. The first group

of SM users wants to process their content (e.g., Bloggers), while the second group
focuses on relationship maintenance via building connections with others (e.g.,
Facebook, Instagram, Twett, etc.). Wang and Rodgers (20tlassif SM based on

its ability to facilitate eVM@M. They idenfly two types of platforms that facilitate the

circulation of eWOM as belaw

Type 2 eWOM in online feedback systems and consumer review sites (e.g.,
online ecommerce sites, such as Amazon.com, eBay.com; and-phtg
review websites such as TripAdvisor.coar)d,

Type 2 eWOM on electronic discussion boards, online communities, and

online social networking sites (SNS) e.g., Facebook, and Instagram.

Users will obtairdirect information that is required to make their purchase decision
from review sites (type 1). Also, users will omlgtain an idea of the kind of
experience they would receive through SNS (i.e., type 2) (Wang and Rodgers, 2011).

Typel is more informatiororiented while type2 is more emotiororiented. For
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consumers whose motive is to process their content, tfpplatforms are more
suitable. Meanwhile, type 2 is more suitable if the consumer motive is relationship

maintenance.

The scope of this thesis is limited to the UGC shares on social networking sites (SNS)
As atype of SM platformSNS is a prime player in the SM landsc&éSs defined

a4 G2yt AyS O2YYdzyAdGASa GKFG Fff2g6 dzaSNER
(zhanget al, 201724). SNS facilitates fast opinion transmission among the many
contacts of usersSince the prime motive othe users of SNS is relationship
maintenance rather than processing their content, UtB@t is shared in SNS is
organic information.Information that stems from nontouristic, norcommercial
sourcesthat includes word 6mouth communicationgind alsoinformation gained

from previous travel experienseare considered as organ{Gartner, 199; Mak,

2017; Prayag, 2010)Consumers perceiv&NS agproviding more credible and
trustworthy information making SNS thmost used tool for eWOM creation (Chu

and Kim, 2011). SNS also hastrong impact on online saleshéhg, et al., 2017).

The popularity of SNS depends on maspectsuch as countrgpecific factors (e.qg.,

cultural norms and values, level of technological advancement, geograjilaisat]
AYGSNYySG O20SNY3ISs GKS 3I20SNyYSydaQa I
characteristics (e.g., age, education level and level tefriet use) (Berthon et al.,

2012). For example, Facebook, the most popular SNS platform worldw/iolenned

in China. Instead, Sina Weibo is the most popular SNS in China (Kim et al., 2017).

Amid these variations in consumer motives, preferences, and popularity, most
customers all over the world heavily rely on some type of SM in obtaining product
related information (Kirtis and Karahan, 2011). SM exerts an influence throughout
the consumer deisionmaking processtartingfrom the information search through

to the alternative evaluation stageyp to the purchase decision and pgstirchase
evaluation stages andiltimately, influences customer satisfaction (Voramontri and
Klieb, 2018). The litature about the role of social media in the marketing context is

explored below.
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2.2.3. SM in theMarketing Contex

Online marketing is rapidly becoming the centrepiece of brand communications
(Hewett et al., 2016). Marketers are compelled to achieve the optimal integration of
marketing communications (IMC) exemplifying traditional and new media to
reverberateanddi2 2y S [ y2GKSNI 61 SgSiGaG SO Ff o HA
08 GKAOK UN¥Aa IGOGSYLI G2 AYyTF2NXI AyOSyi:
2NJ AYVRANBOGf & o62dzi G4KS LINRPRdzOG& | YR 0N
PresentR | & Y| Nivd iiellisel that consumers can strengthen or weaken
marketing efforts through their engagement with eWOM (Lamberton and Stephen,
2016).This has forced a significant shift in the marketer&swgoint toward eWOM

because eWOM is rapidly becoming the most important component in the IMC
among other types of advertising, sales promotions, conventional WOM, personal
selling, events, etc. (Hewett et al., 2016).turn, SM as the platform foeWOM

circulation has become the hybrid component of the promotional mix and the
fundamental part of theorgadi G A 2y Qa La/ &GNI GS3e&Theal ya2f
total spending on SM advertising by firms has also increased significantly (Chu and

Kim, 2011Colcevet al.,2018; Kumar et al., 2016

Two means available for marketers to utilise eWOM shared via SM in their
communications are owned SM and earned 8Mned SMs brandcontrolled social

media (Colicev et al., 26L{ Ay OS O2y adzySNEQ o6NlyR 0O2YYd
from oneto-one (e.g., conversationsgp oneto-manyé S®3I dx a2O0AFf YSRA
communicatiors emphasis is required to switch from ote-many (e.g., advertising)

to oneto-one (e.g., personaed tweets) (Hewett et al., 2016). Hermarketers

switch from mass communications to cust@d communicationsin order to

influence individual customers. This category includes the marketing activities
performed through SM profiles/ accounts maintained by basm orgarsations.

Earned SMjs SM exposure received to products through UGC (Colicev et aB).201

These are voluntary mentions, likes, shares, and recommendations given to company

products by users outside the business orgation.
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The combination between both owned and earned SM is important to gain the
required brand awareness, purchase intent and customer satisfaction altogether. The
volume of engagement with earned SM affelotand awareness and purchase intent

but not customer satisfaction (Colicev et al., 801n the nmeantime, owned SM

cannot increase purchase intent baainincrease brand awareness and customer
satisfaction (Colicevetal., 280 @ W{ L2y a2NBR o0f233Ay3IAQT AA
combination of both ownedrad earned SMColicev et al., 2@ Hughes et al., 2019).

It is one of the largest and most important categories of influencer marketing (Lingia,
HamT OAGSR Ay 1dz3KS&a SO fdX Hamdpod LYy T
2F ALISOAUO 1Se& AYRAQDARZ falduyerko2a taBdd dR A Yy b C
LINE RdzOG (2 FAR AY GKS YINLZSOGAYy3I | OGABAGRA !
iNnEvanSd £t ®X HAaMTYMoOoy 0O ® ! yYRSNJI sk pandphigrOS NI Y I
leaders to augment their messages (paM/OM) (Scott, 2015 cited in Evagisal.,

2017).

Opinion leaderswho demonstrate opinioiving behaviour, are individuals who
have a high power to influence others' attitudes and behaviour (Chu and Kim, 2011,
Flynnet al.,1996). They are recogeid as key players in WOM (Litvin et al., 2008).
With SM broademg-up the scope of opinion leaders, they can now reach many
contacts in their networks easier and quicker. Similarly, with consumer
communicationbecomingincreasingly peeto-peer, many consumers are actively
seeking orare exposed to online opinion leaders (HerwTigurau, 2004). Such
consumers a®pinion seekersearch for advice from opinion givers to make purchase
decisions (Chu and Kim, 2011). Marketers converted these interactions between
opinion leaders and opinion seekers into an opportunity through sponsored blogging

to reach and influence many opinion $e&es.

Sponsored blogging is not generating an organic form of eWOM because it is not a
voluntary eWOM (Hughes et al., 2019). Consumers tend to trustnmamketer
controlled sources more than marketeontrolled sources because they consider the
former to be orgaic and transmit independent opinions (Hanhal.,2018). However,
consumers cannot easily distinguish between paid eWOM and organic e\SQM.

the success of influence marketing lies not in the message content, but mainly in the
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OdzAG2YSNRQ LISNOSAGAY3I YSaalasSa FTNRY |y 2
et al., 2017). The challenge is that control over the ultimate advertising message will

be with the influencers who generate eWOM rather than with the marketers (Hughes

et al, 2019).0Only the careful selection of suitable opinion leaders, keeping them
motivated through continuous incentives, and measuring the progress of the opinion

f SFRSNAKALI OFYLI Ay ¢g2dzf R | aadzNBE GKS Yl
through opinon leaders (Lin et al., 2018).

From the consumer perspective, consumers engage with eWOM mainly with three
behavioural motives, namely, opinion giving, opinion seeking, and opinion passing
(Chu and Kim, 2011; Nagy al., 2017). All three roles are important since they
facilitate the diffusion of innovation (Liat al., 2018).In the meantime, through
eWOM involvementconsumers also expect to gain economic, utilitarian, and social
values Balasubramanian and Mahajan, 2004iunar and Jacobsen, 201Musair et

al., 2017. Thekey utilitarian value of eWOMs the exchangeof knowhow, where
people with knowledge, expertise and recognition offer their support and opgion
to others in their decisioimaking (Grueret al,, 2006). Such e@®M does not always
have to be positive, butegative eWOM also goes viral through SM. Whether they
are supportseeking negative WOM (i.e., seeking empathy and understanding) or
vindictive negative WOM (i.e., unfavourable communications to disgrace the
company), both may bring destructive and undabie results to the business (He
and Harris, Q14). Theanonymity of most of the content available in eWOM
platforms, especially in SNS, can be used intentionally to mislead users (Litvin et al.,
2008).

A

Hence, the success dfilisngthe! D/ | @F At 06t S Ay tphhaveNB | dzA N
proper knowledgeand understanding othe use of UG(Rather than perceiving SM

as a platform to push promotional messages and information to customers, it should

be viewed as an interactive platforrinat is used to listen to and understand
Odza i 2 YSNBRQ GASoLI2AYydGa o0{OKdz GT FyR t St A
to understand the latent needs of consumers, levels of satisfaction, loyalty, and

potential competitive threats.
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In the tourism contextSM not only allows tourists to follow, share, rate, and discuss
various types of contenbut it is also connected to commercial tourism services in a
mutually beneficial way (e.g., with booking systems, hotels, tour operators,
transportation, and other hospitality services) (Jansson, 2088 has transformed
the travel and tourism industry into an informatiantenseone. It has changed the
way the tourism industry functions, from travellers, to travel agents, destination
marketing organsations (DM@), and commercial service producers to society at
large. For instancenformation search behaviours and the decisimiaking process

of tourists are influenced by a large variety of factors, which call for destination
marketers to understand them before designing promotional campaigise

following section explores the literature on the role of UGC in tourism.

2.2.4Influences of UGC, eWOM, and SM Bourism

Tourists show greater interest in the information received via SM and they feel more
confident when they use this information for their travehsed decisions
(Narangajawana et al., 2017). They trust UGC and UGC creators on SM
(Narangajawana et al., 2017Jravellersregard UGC to be more credible and
trustworthy compared tothe information streaming from induced information
sources such as professional reviews or marketer informatiotig et al, 2012,
Gretzel and Yoo, 2008). So, tourism behaviour froenglanning of tourist activities,

and the navigation within tourist destinationsip to the circulation of spatial
representations, has changed due to SM (Amaro et al., 2tdriG&son, 2007 SM has
become one of the major players in the prisit, duringvisit, and posivisit behaviour

of tourists. Tourists are even setting expectations on destinations based on this trust
in UGC (Narangajawana et al., 201Z9nsequentlylUGC shared in SM is now setting
satisfaction goals for marketers. Travellers will be dissatisfied if destinations fail to

meet or manage the potential traveller expectations set by UGC.

As a strategic move, destinatiomarketerstend toinfluencetourists by incorporating
SM into their promotional campaigns. Further, UGfild beused as an analytic

strategy to understand and gain consumer insights (Munar, 2011). Both intentional
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and unintentional eWOM shared via SM has the powerinfluencethe tourist
decisionmaking (Hudson and Thal, 2013). For example, Ketter and Avraham (2012)
ARSY(GATe GKNBS glea 2F SYLX2eAy3d {a dza¢
promotional campaigns, which create intentional learning. First, persuade the
audience b become distributors to share the DMO messages within their social
network. Second, persuade the audience to contribute to the creation of the core
YSaal3asS 27F GKS 5ah Qientdhind, lpkrsuadethedaidierice td K S A NJ
contribute with their content to create a message and then distribute it within their

social network (Ketter and Avraham, 2012). Such practices call for intentional
learning and are highly effective since potential fists are required to actively

engage with the destinatiorelated information by enhancing their knowledge about

the destination. Intentional learning increases both the familiarity and expertise of

the touristsregardingthe destinationsimultaneouslyGursoy andvVicCleary 2004).

Incidental learning that occurs through random exposures to the UGC available in SM
arealsodza S¥dz 0SP®3IPT | FNASYRQa ClF OSo6221 LI
learning increases familiarity with the destination (Gursoy &cOeary, 2004).

eWOM can be unintentional where travellers are not deliberately spreading such
messages to influence others' travel intentigiigkan and Evans, 2016). Meanwhile,

there is a possibility that the people iadza SNR& Yy SGg2N] Yl & LI
unintentionalmessages as intentional recommendations (Williams et al., 2017). For
example, the visitntention of nonvisitors was found to be increasing due to the
G2dzZNAAGAQ NI @St oNIY3IIAY3I {b{ LRadGAy3dIa S.
triggered by seing others in places you have never been (Gannon et al., 2019; Hajli

et al., 2018).

Next, this chapter presents literature on the main two concepts of this thesis, namely,
destination life cycle (section 2.3) and destination image (section 2.4). The following
section begins with defining the destination and exploring the role of destinati
marketing and destination marketing orgaaiions (DMO).Next, it explains the
destination life cycle concepthis section particularly exploréise literature onthe

TALC modelwhich this thesis uses as the theoretical frame to exantime
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developing countries with prolonged negative Dithe early stages of their life cycle.

So, he gapswvorthy to explorein TALGelated literature arealsoidentified.

2.3.Destination Marketingand DMOs

A destination is a blend of products that comprise commercial offerings such as
accommodation, food and beverages, recreation, sports, priceless goods such as
natural, and cultural heritage, landscape, hospitality, and so on (Kastenholz, 2010;
McKercher and Guillet, 2011; Pike, 2000 ¢ KS (G SNX)Y a5 Saihe\ y I (A 2
importance of what a specific location offers the tourism industry in terms of
potential products and experiences (RicBlgydet al.,2014). However, this does not
indicatethat destinatons are limited to fixed geographic places as commonly framed

in the supply siddocused definitions (e.g., Grangsjo and Gummesson, 2006; Leiper,
1979;Pike, 2004 For example, a tourist destination was defined @sa LJ- G A f ft & F
L I OST 6KSNB | fFNBS ydzYoSNI 2F Sy i SNLINA 3
(Grangsjol YR DdzYYSaaz2ys: wunncYcm0O |YyR Fa @aLX|
temporary stay and range from continents to countries to states and provinces to

cities to villages to purpose dzA £ &G NBX a2NI | NBlF d4¢ -sideA ]S> H
focused traditional defimig of destinations as wellefined geographical areass

being challengedince the reality in practice is far from being limited by such
boundaries (Buhalis 2000). For example, though the Alps are politically shared by
several countries, travellers perceive and consume them as one pr@d8ubglis

2000).

Destinations rather, offer experience (Buhalis, 2000; Fuchs and Weiermair, 2003;
McKercher and Guillet, 2011). Buhalis (2000) argo@sR Sa G Ay F GA 2y a | NB
2F (2dz2NAAY LINRPRdzOGA 2FFSNRAY3I Fy AyidSaANI (S
G2dzNAaY SELSNASYyOS A& dzyRSNE(G22R & aly
undergoing (i.e., affective, cognitive, and behavioural) of eveatated to his/her

tourist activities which begin before (i.e., planning and preparation), during (i.e., at
thedesi Ayl GA2y 0 YR FFGSNI GKS GNALI 0A DS |

Accordingly, as a perceptual concept, consumers interpret destinations subjectively
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based on their travel schedule, cultural background, the purpose of visit, educational
level, and experience (Buhalis 2000)e failureof tourism industry decisiomakers

to understand this experiential nature of tourideads

GoXo G2 I YAaYFGOK Ay (GKIFG GKS é6l@& Ay
Aad 2F4Sy y20 I GNMz2S NBTFESOUA2y 27F |
abstraction of all its multisensory, fantasy, and emotive aspects) and it fails to
incorporate the fullpotential of the prospectiveNA OK 2 dzZNA aY SE L
(Goverset al,, 2007:17)

Rather, destinations can be viewed as experiences provided to consumers in
consumetcreated spaces based othe O2 Yy 4 dzYSNBRQ adzwa2SOGAdS
destination can be defined as an amalgam of consumers' space and tourism products,
therebyoffering aholistic tourism experience to be interpreted subjectively (Buhalis,

2000; Fuchs and Weiermair, 2003). Such a view would offer marketers a better
understanding of customers, providing insights to anticipate their behaviouy and

ultimately, direct the marketer towards better strategic decistoraking.

In an increasingly competitive and globalised tourism markestidation marketing

plays a vital role in the growth and sustainability of a destination (UNWTOaR011
Destination marketing is a key component of destination managemaeittich
FT20dzaSa 2y O2y@SeéAy3a | LRAAGAGS RSadAylr G,
(Ahmed, 1991) UNWTO Z011a) defines destination management asjy ¢ K S
coordinated management of all the elements that make up a destination (attractions,
amenities, access, marketingyagpricing). Destination management takes a strategic
approach to link up these separate entities for the better management of the
RS&adAyl (A 2DpestinatiorLidmanagemem involves creating a suitable
environment policy, legislation, regulations, taxation), marketing (promotions,
branding and image, customer relationships management) and delivery on the
IANRdzyR 6SyadzNSa (GKS ljdzrt AGe 2F SOSNE I alLl
To assure proper coordination and management of the tourism sector, governments
establish different orgasations (e.g., national tourist orgasations (NTO),

destination marketing orgasations (DMO), regional DMOs, etc.), which play a key

28



role in the development otourism in a country.As a result ofrecognsing the

importance of destination marketing, many nations, states, and cities have
established DMOs and funded them to compete and attract tourists to destinations

(Pike and Page, 2014)heDMOs are expected to handtbe marketing aspects of
destination managementThis includes designing and implementing marketing
communication strategies with the intention of gaining@mpetitive advantage by

matching the destination resources with the market opportunities (Pike and Page,
2014). The main gbctive of estab A A KAy 3 | 5ah Aa G2 SyKIly
competitiveness (Pike, 2004). Nevertheless, irrespective of which stage of the life

cycle the destination is at, achieving and maintaining competitiveness are difficult

tasks for the DMOs (Pike and Page, 20H4dm as early as the 1950s, scholars
examined the reasons behind the rise and fall of destinatdpopularity (e.g.,

Christaller, 1963; Noronnha, 1976; Stansfeild, 1978; Wolfe, 1952 cited in Butler, 1980;

Plog, 1974). They ascertdimat the change or evolution of destinations takes place

RdzS (2 @FNAR2dza NBlFaz2zya &adzOK a GKS OKIly
development and restoration of physical facilities, and changes that happen to the
natural and cultural attractions (Butlef980; Plog, 1974). For example, Plog (2001)

explains

GoX0 RSAGAYFGA2ya FLIWISEFE (G2 &aLISOATFAO
relatively predictable pattern of growth and decline in popularity over time.

The reasons lie in the fact that the character of most destinations changes as

a result of the growthand development of tourisbriented facilities. As
destinations change, they lose the audience or market segments that made

them popular and appeal instead to an ee K NA Y1 Ay 3 3IANRdAzL) 27T
(p.13).

¢KS RSalGAYylGA2Yy AT SuddyenO Sy, vz naeSadels)o S o3 o
provides useful insights into understanding the competitiveness or the rise and fall of
destinations.t £ 23 omdTnT HaamO | NHdzSE GKFG G 2dz
determine their preferences and travel patterns and proposes a destination life cycle

based on the psychographic personality types of tourists. Butler (1980) proposes a
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TALC model as a function of the increase/decrease of tourist numbers andlime.

following section summarises the kfgycle models by Butler and Plog.

2.3.1. DestinatiorLife Cycléy Plog 1974 2001)

Through empirical examination, Plog (2001) argues that the traveller personality
determines travel preferences, wherdestinations rise and fall in popularity
depending on such traveller personality types (Figure 2.1). Plog ;(13001)
identifies five tourist personality types (or psychographic groups), dependable
(psychocentric), near dependable (near psychocentric);caitric, near allocentric
(near venturer), and allocentric (venturer))which defines the stage of a

~

RSadAylriAr2yQa tAFTS 080t s$o

Figure2.1: Psychographic Personality Types

Centric

I
I
I
I
I
I
I
I
]
]
I
I
1
|
|
I
I
I
Centric I
I
I
I
I

Dependable Venturer
Dependable Near Mid-centric Near Venturer
Psychocentric ~ Dependable Venturer (Allocentric)
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Source: Original model by Plog (2001:16) adapted by Piuchan (2018: 96).

! Plog (2001) changed the ternisychocentric and Allocentric used in 1974 to
Dependable and Venturergspectively in 2001.
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contributions to setting thetheoretical foundatiors of consumer behaviour in

tourism studies (Woodside, 2017As per the modeldifferent stages appeal to

different psychographic groups of travellers and the respective traveller group
determinesaRS &G A Yl A2y Qa OKIF NI OGSN) I yR Bedz00S4aa
usead as amarket segmentatiomool to identify the market positioning of destinations

(or any other tourisnrelated products) and guide destination marketers to
concentrate on the most important traveller segment of the respective market (Plog,
HAanMO® | RSAGAYI (i sisbabasedofi@ heditaYfiSigraup 6 & R
it attracts and its role in bringing the next group in, thevelopment of infrastructure

and facilities, lochk a Q Sy 3l ISYSYy il GAGK ABS&ENRFY IR FRC
movement along the cycle has been associated with the recommendations @wl W
engagement of previous traveller groupsor exampleyenturers influence and

motivate nearventurers to visit and then they to neaenturers, and so an

l OO2NRAY3If @& GKS LI SNRER2YFfAGE OKIF NI Ol SNR:
behaviour (e.g., information search behaviour) and provide a base to understand

02 dzNA a i aQ -nadihgPrddesssRPiH @) ROD] 2 v

Dependable and venturesegments are in two extremes andith mid-centric

between them.On the one hand, for exampldependable travel less, spend less

time and money per person, prefer @void complex decision makingisit more

popular destinations and attractions, seek physical and mental comforts when
travelling, and prefer to revisit the same destination©n the other hand, venturers

make decisions quickly arehsily take long and frequent journeys, prefer visiting

unusual, underdeveloped destinations and avoid toucisiwded places, preferring

to learn local customs and habits, and preferring to visit a new destinattrer

than rewvisiting the same (Plog, 2001).f 23Qa Y2RSt KI & F G0NF OFf
apart from its simplicity and theinherent limitation of adapting a binary
categorisation of dpendable vs. ventured CANRGE &> tf23Qa O
psychographic groups of travellers based on personality types was criticised as it

provides a narrow perspective by excluding other important psychological influences
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on tourist behaviour such asonsumerspecificneeds, involvement, image self
congruity and experience (Crillan, 2018 cited in Litvin et al., 2028econdlyfor

Plog, the development pattern is predictable but uncontrollable and, hence, all
destinations will pass through lifecycle stages from birth to decline. So, his arguments
support the view that tourism destroys tourism (McKercher, 2005), which attracts
muchcriticism to the model. In contrast, Butler (1980), proposes that the TALGE is
limited to a tourism life cycle but as an evolution cycle of a tourism area.-fédied
literature is examined in detail in the following section as this thesis explores
developing countries with prolonged negative DIs, which are in the early stages of

their life cycle through the lens of the TALC model.

2.3.2. TAL®y Butler (1980)

The TALC model by Butler (1980) is a -veslkarched core concept of tourism
(McKercher and Wong, 202 Besearchergisply an ongoing interest in the model
and continuously contribute to extending and expandin¢Kiibickova and Martin
2020). Sq the TALC has retained its popularity as a key tourism model for more than
four decades since its introductiorkor example, TALC is amongst the recent
publications intop tourism journals such aBourism Managemenge.g.,Albaladejo

et al., 2016 Kubickova and Martir2020; McKercher and Wong, 2@2andAnrals of
Tourism Researdle.g., Wang et al., 2018hd used to throwlight upon such tourism
issues a§ ALC as aevolution cycle andinfluence of TALQn tourism research as
well as triggers bringing change to ITAstagesTALGs asignifican model that
shaped the disciplinanassumptionsof tourism by linking them with marketing
principles, particularlyin the areas oproduct and brand management and consumer
behaviour.The modelsa key model that articulated linkages between marketing and
planning in tourism (Gore et al., 2021; Ketter et al., 2016¥act, Butler (1980)
conceptualisedTALG® a8 SR 2y GKS | NHdzySyida 2F tz2f¢€A
product life cycle theory, whicexplains the adoption of new products asdggests

that products pass through different stages in a limited tifat requires different

marketing strategies at different stages.
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Inspired by the product life cycle concept, Butler (1980) proposes the TALC model as
a hypothetical Shaped curve with six stages through which a destination passes,
defined as a function of time and tourist numbers. The six stages of the TALC
comprise eploration, involvement, development, consolidation, stagnation, and
post-stagnation stage, with five possible outcomes from decline to rejuvenation
(Figure 2.2)At the poststagnation stage, a destination will face either ongoing

stability (C) or one dfhe two growth options (A and B), or one tife two decline

2LJGA2Yy& 05 YR 90 RSLISYRAYy3a 2y (GKS RSad

Figure2.2: Tourism Area Cyclef Evaluation(TALC)
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Neverthelessthe TALC approach is destinatispecific withdifferent TALC shapes,
patterns, and lengthsAgarwal, 1997Hovinen,2002). Sincethe destinations are not

homogenousall destinations may not experien@ach and evergtageof the TALC
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(Butler, 19802009 Heywood, 1986and may vary from he Sshape (e.g., Agarwal,

1997; Haywood, 1986)or example, Agarwal (1997) propssan additional stage

after the stagnation stage called the-ogientation stage, while Haywood (1986)
proposes four possible alternative shapes of TALC. Further, McKercher and Wong
(2021) empiricallgonfirm that destinations have multiple lifecycles as theorised by
researchers such as Baggio (2008) and Ma and Hasik (2043).A Y RA OF 4G SR o0 &
My nv LI LISNI GAGESYT a¢KS O2yOSLIi 2F G2c
lifecycles show an evolutionary process of destination life cycles, vdestenations

change and evolve over time. Thisisan offle®@ SNI 221 SR | aLJSOG 2 7F
paper where beyond the title he indicated the evolution by keeping both the x and

y axis (time and tourist number) opemded (McKercher and Wong, 2021). The
multiple lifecycle concept is a result of viewitige destination evolution from the
complexity theory while challenging the view based on system theories where
destinations move through a single lifecycle in a predictive marByevaluating a

sample of162 countries,McKercher and Wong (202ientify six common styles in
destination lifecycle evolution by grouping countrigisplaying similar TALC shapes

into sixcategories(Figure 2.3)Theyconcluded that the destinations that are going
through a similar evolutionary journey are -ewolving, especially with the other

destinations in geographical proximity.
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Figure2.3: Categories of Lifecycle

a: Exploration — Tuvalu b: Growth — Iceland

¢: Scalloped Decline - Bermuda d: Scalloped Growth - Netherlands
e: Full Cycles - Monaco f: Volatile - Gambia

£ §

Source: McKercher and Wong (2021:3)

Acknowledging the above criticisms dirditationsof the TALC model, Kubickova and
Martin (2020),suggest that the model's main contribution may be its framework.
Butler (1980) suggests that each stage is characterised by distinctive indicators
unique to the stagewhich arisedue to the impact of increasing tourism numbers
with time. These interdependent supply and demand side factors can either delay or
accelerate the progress of a destination through its TALC stages (Butler, 1980).
However, Butler did not identify a mechamsfor the change of stages (Jwdton,
2006). Later, the use tihe TALC was enhancedorderto identify the stage changes

by recognising important events that occur in destinations such as adding, altering or

withdrawingof facilities (Johnston, 2006). These indicators are used when identifying
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the stage of a destination and when using the model for predictive purposes (Berry,

2006; Gore et al., 2021). Such indicators (Taldler@ainly include the type of tourists

attracted by the destinatiorat each TALStage, the emergence of tourist seasons,

the level of focus and funding of destination marketing orgations towards

promoting tourism, infrastructure development, the economic and social impact of
G2dzZNAAY (2 GKS RSadAyl A fayfidccontriButon 6fgh@ NI I O
private sector to the tourism industrAgarwal, 1997; Berry, 200Butler, 1980Getz,
1992;Goncalves and Aguas, 19%breet al.,2021).The T [ / Aa fAY1 SR 6A
(1974, 2001) psychographic personality types where the TALC identifies the possible

traveller type attracted by a destination at each TALC stage.
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Table2.1: Characteristics of Each Stage of TALC

Stages Indicators
1 Few adventurous (or allocentric) tourists visit the sites.
1 No or few public and tourist facilities are available.
i \Visitors are attracted to natural physical features and cultural attractions
1 The physical and social fabric is not disturbed bytthgism industry.
Exploration |  Tourists have high contact with the locals anaking interactions with local
becomes a significant attraction to visitors.
1 The arrival and departure of tourists do not affect the locals.
1 Economic and social impacts made tioyrism to the destination will be
relatively less significant.
9 Visitor numbers increase and are regulated.
9 Tourist seasons emerge and a definite market area begins to emerge.
1 Locals begin to provide primary or exclusive facilities targeting visitors.
Involvement | 1 There is a high level of contact between locals and visitors.
1 The lifestyle of locals who engaged in tourism faces changes.
1 The developing tourism industry leads to the provision of basic services
1 Public investments are made to develop infrastructure and transportatio
1 Increased advertising induces a definable pattern of seasonal variation
1 Tourists are now midentric/institutionalised tourists.
9 Visitation grows rapidly.
1 The tourist market area is wetlefined.
1 Development of additional tourist facilities and fabricated attractions.
1 Promotional efforts with heavy advertising are increased.
Development| 1 Greater control of the tourist trade by outsiders and more facilities provi
by external orgarsations.
91 Auxiliary facilities for tourism are developed (e.qg., clinics, laundry)
1 Migrated labour utilsed in the tourism industry.
9 The number of tourists at peak periods far outweighs sheeof the resident
population, inducing rising.
9 Antagonism by the resident populatidawards the tourists
9 Tourism has become a major part of the local economy.
9 There is an increase in tourism numbers, but growth rates have begun to
off or decrease.
9 Total visitor numbers are more than the population.
.. |1 A welldelineated business district has taken shape and a significant pg
Consolidation| * ¢ & | NBF Qa $02y2Ye A& G6FaSR 2y
1 A considerable level of emphasis is placed on marketing and advertising
1 Many hotel chains and franchises are represented, while some of the
deteriorating facilities are perceived as the second rate.
9 Destination efforts may extend the tourist season.
1 Locals may feel discontent since they are no longer involved in tourism.
1 Peak numbers of tourists and capacity levels are reached.
Stagnation 1 The resort has a wedistablished image, but it is no longer in fashion.
1 The accommodation stock is gradually eroded, and property turnover 1
are high
Theoption followed out of five available possibilities will partly depend on
Post . success of local management decisions. At either extreme are rejuvenatio
Stagnation decline. Rejuvenation occurs when a complete change happens in the attra
located in a destinabn.

Source: Adapted frorBerry, 2006Butler, 1980; Agarwal, 1997; Getz, 1992; Goncalves
and Aguas, 1997; Gore et al., 2021.
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The TALC is considered a predictive and descriptive model (Butler, 2006, 2011;
Cooper and Jackson, 19&%etz, 1992 The descriptive ability lies in the ability to use
the TALC model to describe the current stagehaf TALCExplainingthe ¢! [ / Qa
descriptive abilityCooper and Jacksqh989), argue itocan be used aan analytical
framework to examine the evolution of tourist destinations within their complex
SO2y2YA0Z a420Alt f 32 | p 882)Dhkzipredictddilify of gy MR Y Y S
model lies in its ability to use a set of indicators to suggest the future path of a tourist
area, or the stage a destination is moving towards (Berry, 2006; Butler, 2011, Butler
andHartRobertson2022).Cooper and Jackson (1989) broadly reéégoredictability

as prescriptive ability and idenyiftwo interrelated uses of TALC aSuide for
strategic dedion-making and as a forecasting toblteraturestipulatestne ¢ ! [ / Qa
use as a descriptive model given that its abilityf@cecastaccurately is critised
(Butler andHart-Robertson2022; Cooper and Jackson, 1989; McKercher, 2005). This
criticism is found in previous research thaastried to forecast the future of a
destination, especially after it reaches the paesagnation stage (e.g., Menente and
Pechlaner, 2006)-orecaing whether a destination is going to decline or rejuvenate

is questioned (e.g., Butler, 201Butler andHart-Robertson2022; McKercher, 2005).
However, Berry (2006) illustragéhe predictive potential ofthe TALC by showing the

use of the model to avoid theegative impacts of regional economic decline in the
context of Australia. He argues that the correct use of the TALC model allows for
providing a timely warning of the possible deterioration of tourism in a destination.
This argument resonates with th€ooper and Jacks@ng1989) argument of
prescriptive ability, wher¢he TALC is viewed agaideto strategic decision making
Despite criticisinghe ability of the TALC tdforecastthe outcomes successfully
Cooper and Jackson (19&@jreethat the model can support general trend projection

rather than casual forecasts

Despite the importance dhe TALC as a management madalich attention of TALC
literature is on mature destinations rather than on destinations located at the early
stages othe TALCFor example, the majority of the empirical TALC studies examine
the mature destinations or focus on the pesturation stage of the TALC (e.g.,

Agarwal, 1996; Getz, 1992; Gore et al., 2021; Hovinen, 2002; Kozak and Martin, 2012;
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Pulina et al., 2006; Rodrigues et al., 2008; Zhong et al8)280me use indicators to

identify the period when these mature destinations were in the early stages of the
TALC (e.g., Berry, 2006; Gore et al., 2021; Hovinen, 2002). However, leaving a gap in
knowledge, the use of the TALC as a management model iratthe stages has not

been adequately examinedutler andHart-Robertson(2022) argue that much

needed research on the past evolution and development of destinations is less

a 0 dzR A S Rianyaf teipfolflems facing tourism destinations today can be traced

back to the nature of their establishment and subsequent growth, and the way in
GKAOK (G2dzNAayYy (2 GKSY KIFad 06SSy LINRBY2(GSRZ
sense, an empirical examinati of a destination at its early stage would add more

insights tothe TALC literature.

Further, the iterature arguesthat examining and incorporatinghe impact of
externalforcesinto the model emhancesthe use of TALC (Agarwal, 200&giewski,
2006).For example, Agarwal (1997) arguleat the application of TALC holistically to
one destination is also difficult due to the impacts of different endogenous and
exogenous factordn a recent paperButler and Hart-Robertson(2022)argue that
examining the impacts of intentional and unintentional endogenous factors and
controllable and uncontrollable exogenous forces that bring change to the
destinations is important Such examination leads to identify the triggers of
destination development brought ihosechanges. Whil¢he identification ofsuch
triggersaffecting the transition process from one to another stage of Tgb€ides
0SGGOSNI ARSI o02dzi WogKeaQ 2F nSaakploged G A2y |
in literature (Butler, 2011; Butler andHart-Robertson2022).The impacts otriggers

such aseconomic crisis (Berry, 200&nvironmental factors such as climate and
geographic location (Singh, 2021); the level of government involvement and market
competitiveness (Kubickova and Martin, 203@)wer and politics (Gale and Botterill,
2005) whylagged demandh not linear(Albaladejo et al., 2016iajor restructuring
processin destinations(Garay andCanoves, 2011)xrises such as bombing and
terrorism on TAL@Qtra and Hitchcock, 2006; Moss et al., 20881 COVIR9 global
pandanmic (Butler, 2022)vere examined to identify their impact on all or particular

TALC stagesFor example,Kubickova and Martin(2020) by examining the
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government involvement and destination competitiveness TALC stages suggest
that the effectiveness ofgovernance changes with th@ALCstage where
government structure changes frothe proprietary and authoritarian in the early

stages tahe cooperative and managerial in the later stages

Thoughthe TALC is a management model that can be used to improve destination
competitiveness, supplt A RS & dzLJLJ2 NI 2 NJ (skdSroldigteuB8sNy Y Sy i
development and planning is not adequately studied (Kubickova and Martine, 2020).

TALC literature has given minimal attention to the destination marketing as@exts
especiallythe influence of DI as a trigger bringing change to destinatisnsot

adequately examined~or example, Singh (2021) argues that a major criticistimeof

TALC is not tang effect of marketing on tourists (e.g., @n2 dzN&X a i Q& @2 f d:
A GAATFFOUA2Y 0T 6KSNBE GoXu (GKS RAFTFSNBYyOS
the type of marketing strategy on different types of destinations is not taken into

I O02dzyi¢ O6LIDHMPO P ¢ KS Ay RAL@boueP M&maidlF S OK
identified based on demand, supply, distribution, promotions, and competitive
situations by taking a marketing approad&ithough, the promotional elements are

included in this list of indicators, it limitedly focuses on the increased imests of

promotions and advertising-or example, Goncalves and Aguas (1997) argue that
demand at the earlyTALCstages can be increased by form (e.g., leisure) and by
product category (e.g., sun and sea holiday) and communicate the available product
through publicity or promotional activitieddowever, despite being one of the key

elements in destination marketing, DI has received inadequate attention in
destination life cycle literatureA comprehensive understanding of DI not only
facilitates understangf 3 2 F (G KS RSalGAylFrGA2y Qa adNBy3i
Morgan, 1996),it also equips the DK with a working tool since DI is key to
positioning, differentiation, and promotion of a destination (Vaughan and Edwards,

1999). The limited view on destination promotional aspe@sd especially the

limited examination on the impact of DI in early stageshef TALC, presents a gap

worth exploring inthe TALC literature.

A core element of the TALC model is the carrying capacity or growth cBiéaghing

the carrying capacitis consideral as the key turning point of a destination and the
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future of a destination (decline or rejuvenation) depends on the decisions made at

this point (Butler andHart-Robertson,2022). After this point, the tourism numbers

exceedthe residentpopulationof a particular attractiorthereby leadngto broader

social, cultural, and economic issues. Tdunsmbers exceedng the carrying

capacity in terms of economic, social, environmental, and physical parameters of the
destination would reduce the quality of traveller and local experieteaing tothe

loss of market appeal as well as cagenvironmental and other problems (Butler,

2009; Haywood, 1986). Destinations are mainly assumeentounter carrying

capacity issues after the stagnation stage (Lundtorp and Wanhill, 2001) dould

be at any stage depending on the resource availability of a destination (Butler, 2011).
Dodds and Butler (2019), argue that overtourism has already become a widespread

issue thathas beerd NR dzZ3 K4 G2 GKS GdGSyidAz2y 2F GKS
identify enabling factors of overtourism as, a greater number of tourists, travel
becoming more affordable, emerging new tourists groups, dominating growth
focused mindset and the shetérm focus ofa destination (supphside), increased
competition for spacel YSY A GASaX YR &ASNBAOSAIZ (2 dzNR 2
information (including social medialhe RSA G Ayl GA2y Qa 1 01 27F (
numbers, power imbalance among stakeholders dimthlly, tourism stakeholders

being fragmented and at odds (Dodds and Butler, 20I®ey argue that the
GARSALINBIR dzaS 2F a20Alt YSRAIF KlFa Syl of
thereby, has attracted large numbers of tourists to destinations thus creating
overtourism issuesHowever, this view on overtouns is criticised as it supports
tf230Qa omdpTnv I NB d2@igh destrayK thudsmMeKércher S  ( K |
(2005) counterargues that rather than tourism destroying itself, tourism changes

tourism, byciting Butler(1980) as follows:

0Over time, the nature, structure, and scale of tourism as well as the source
and level of investment, change, and in doing so they transform the
destination from one based on the appeal of natural and cultural attractions
to one focused primarily on buit (i (i NJ (McKeghei 2005:99).

Consequently, the sustainability of the destination depends on how it is managed

and, if well managed, a destination will have a long MeKercher, 200b However,
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O2YyaARSNAY3I (GKS G2dNRaiaQ 6ARSNI I OOSaa
a limited view since such an argument ignores the role of UGC in the early TALC
stagesinterestingly, no arguments were found in the TALC literature that resegni

the UGC shared in social media as a trigger attracting more tourists to the
destinations located at the TALC early stages. Unlike the later stages of the TALC, in
the early stages the DMOs are investing higher efforts and funding to attract more
travellers to he destination (Table 2.above). Governments are also highly involved
with tourism development in the early stages compared to the matured stages (Mei

et al., 2015). Moreover, Venturers, the most common traveller type at the early
stages are influential and spread WOM among family and friends to build destination
awareness (Plog, 2001). Further, due to their quick technology adopting nature (Plog,
2001), thereis a higher potential that they would actively engage with UGC creation
and sharing via social d&a by enabling eWOM. Interestingly, destination life cycle
literature has not explored the role of UGC in the early stages of the TALC, thereby

leaving a gap worth exploring.

The chapter next moves to present the second core conceptisfthiesis DI. The
following sections critically examirtbe literature on DI definitions, DI formation,
interrelatedness of projected and perceived DI, and implications of congruity
between projected and perceived DI. Afterwards the literature review of negative DI

andthe implications of negative DI on developing countries are presented.

2.4. Destinationimage andits Importance

Destination image isan important aspect inthe overall success of tourism
destinations and has its impacts on both supply and demandaatsof marketing

(Tascil and Gartner, 2007ourists act upon their images rather than the objective

realities of a destination, causing DI to exert a substantial impact an dieeision

making process (Crompton, 1979; Gallarza et al., 2002; Kastenholz, 2010; McCartney,
HAnyod 5L Ay Tt dzSy OS Ssettifigk Buying deteNddut, redidn S E LIS
intention, loyalty, and positiv&VOM communication (Boo eal., 2009; Kastenholz,
HamnT aO/ I NIySeé unnyT [SAaSyx uwunnmT {Sfto
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GFraasSQ 2F GKS RSalbGAylFGA2yS SaLISOALffte F21
(Fakeye and Crompton, 1991). DI aids marketers to understand the strengths and
weaknesses of a particular destination (Selby and Morgan, 1996) and enable better
strategic decisiormaking (Echtner and Ritchie 200Bue to this importance, DI is

one of the most widely researched areas in tourism studies. The sections below
present definitions and key components of théandits formation. Two DI formation

models were used as examples and how such models fit into tourist decis&img

is also explored. Particularlyhe concept of the circle of representation (CoR) is
presented as a model explaining how DI projections and perceptions occur in an

interrelated fashion.

2.4.1 Destinationmage andits Formation

Dl is a complex concept arftence no unique meaning is ascertained to the concept

2F AYIF3ISo Ly 3ASYSNItxX aAYl3IS NBLNBaSyda
GKFG  LISNER2Y 2N INRdzZL) KIFa 2F Ly 262S00d
real, or imagined, but regardless,lindBSa 3JdzZA RS | yR &Kl LIS 06SKI
Kotler, 1991:95). Reynolds (1965) argtieat the term image is often regarded as

SlidA @l fSyd (2 NBLWzilGA2yEZ YR GKS AYI3S
LIS2LJX S 0StASYS Fo2dzi | LISNB2Y 2N Iy Ayail
GKFEG GKS LISNR2Y 2N 68FW0.A0dziA2y Aade owSe

Due to the lack of a unique meaning for image, DI has been defined differently by
different researchers (Choi et al., 2007; Gallarza et al., 2002). Such differences in
image definitions mainly lay in the incorporation of three image components, namely
cogntive, affective, and conative into the definitions. Theognitive image

component relatestad K2 ¢ (G KS G2dz2NAad ¢62dzf R RSAONROG
FSFEGdzNBa 2F (GKS | NBF ¢ 6+ [ THeEdfecyeinlageR 9 R g |
component relates to the fdangs of positive or negative responses, which may have

varying intensies from high to low (Tascet al., 2007a). Theconative image

component is the active component that is related to behaviour (Gartner, 1994).
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Most early DI studies exclusively examine its cognitive structure (Hosany et al., 2007;
Martin and Bosque, 2008). For example, Crompton defines DI a@ theXx 0 a dzy 2 ¥+
beliefs, ideas, and impressions that people have of a place or destination" (Crompton

1979: 18). Latemwider definitions were produced by capturing both cognitive and

affective DI together to capture a more accurate picture of DI (Agusti, 2018; Lindblom

et al., 2018; Martin and Bosque, 2Z2®hang et al. 2018). For example, Kastenholz
(2010)RSY GATFTASE (GKS AYF3IS a | ad2YLX SE YSy
imagery associations linked to a product or brand, which can be understood as a
holistic, multiattribute and multiRA YSy aA 2yl f 02y ad NHzOG ¢ ol
McCleary (1999) defe Dlasa | 'y | GG A GdzZRAY I £ O2yaidNHzOG O2
mental representation of knowledge (beliefs), feelings, and global impression about

'y 202800 2N RSalAYyFrGA2yé O6LIPyTnoOd al ] ¢
G2yt Ay S NDitheBdestivdibeligid, hgwledge, ideas, feelings and overall
AYLINBaaAzya 2F || RSaGAYyF(A2yé O6LIPHYHO D {
individual decisiormaking into the DI definitions (e.g., Alhemoud and Armstrong,

1996; Gartner, 1994). Faxample, Alhemoud and Armstrong (1996) ardgio@t DI
GO2YLINAaSa GKS ARSFa 2N 02yOSLliazya KS
RSAUAYIGA2YE OLIPTCcOY HKAOK AYO2NLIR2NI GSa
collectively on a destination. For examplegstern tourist€DI| on Bangladesh as a
developing country.

hdSNIrftsx 5L Oy 0S RINRYARAlI SVl &y REONE
knowledge, beliefs, ideas, feelings, and overall perception of a destination. DI is
formed through the abovexplained three imageomponents, cognitive, affective,

and conative which are distinctly different, but hierarchically interrelated (Gartner

1994). By linking image formation to the tourist decismaking processGartner

(1994) argues that the images are developed during the cognitive stage and then
evaluated in the affective stag€onsequentlythe affective image depends on the

cognitive image, while the tourist actions (connotation) conative image depends on

both the cognitive and affective image components (Gartner 1994k, 2017;

Prayag, 2010). DI formation is a complex mental process that involves potential
G2dZ2NAAGAQ LINPOSAHFRWNIIZR2KY RYMIZE @AY @ KSL
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mental representation of a destination on the basis of information cues delivered by
GKS AYIF3S F2NXI A2y |3Syla | yR20™4145.00G SR
Potential tourists act as active receivers of information coming from different sources

of information including organic (from the demand side), induced (from the supply
side), and autonomous (independenffhen these potential tourists creatively
engage in the DI formation process by elaborating, embellishing, and ordering the

selected impessions (Reynolds, 1965).

Gunn (1972) classisenformation sources into tweategoriesinduced and organic,

where induced sources are from the supply side and the rest are organic (from the
AYRSLISYRSYd YR RSYFIYR AARS0U® 9EGSYRAY S
(1986)presensa primary and secondary classification of information sources. Phelps
(1986)pusd 2 1 K AYRdzOSR IyR 2NHIYAO &a2dz2NOSa 27
and names them as secondary sources. Then identifies another source as a
primary source,which includes internal information gained by tourists through
previous experiences. Gartner ()%akesa combined view of bottlithe above
classifications andategorises information sources into eight DI formation agents
arranged in aontinuum This categorisation includes four types of inducsgents
(namely, overt induced, overt induceedll, covert induced, and covert inducedl),

three types of organic agents (namely, unsolicitedanic, soliciteebrganic, and
organic), and autonomous agen#sccording to Gartner (199, different information

sources (or agents) act independently in some combinations to form a unique DI

in the mind of an individual.

Organic agentsire sourcesvhich arenot directly from the destination or the supply
side. These are based on information assimilated fromtooimistic, nonrcommercial
sources, such ag/OM (including UGC) and personal experience from prior travel
(Gartner, 199; Mak, 2017; Prayag, 2010hduced agentsire from the supply side

such isthe marketing and promotion efforts of a destination using media and
information (Govers et al., 2007). For example, travel brochures, travel agents, travel
guidebooks, andantents delivered via television, radio, newspapers, magazines, or
by residents come under induced agents (Echtner and Ritchie, 2003; Selby and
Morgan, 1996; Vaughan and Edwards, 192@jtonomous agentare independent
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sources that provide information on a destinatiohheseagents are modifying,
enhancing, or diminishing the information cues being transmitted, such as general
media (news reports, magazines, books, and movies), education (school courses);

and, popular culture (Gartner, 1994; Tasci and Gartner, 2007).

However, a clear separation between organic, induced, and autonomous agents
would be difficult to seek due to the strong relationships established by the DMOs
with the media and other parties (Tasci and Gartner, 2007; Selby and Morgan, 1996).
New mediatoday, has complicated this separation further. Customers are no longer
passive receivers of information. Customeaoslay, actively engage in image creation
and influence other customers through UGC by creating eWOM (M&meg and
FerrerRosell, 2018). Bb WOM and eWOM are considered prominent destination
imagebuilding agents (MarindRoig and FerreRosell, 2018). Spreading positive
WOM is considered a better indicator of a favourable DI than an intention to revisit

the destination (Papadimitriou et aR018).

5ah ¢6S0aA0Sa INB FT2dzy R (2 0 -$akingchraparkdy LJ2 NJi |
to other online sources such as UGC via social media (SM) (Jacobsen and Munar,
2012; MarineRoig and FerreRosell, 2018; Statista, 2019). Conversely, DMOs
providing tourisminformation through SM platforms have been founditdluence

DI formation more positivel{Kim et al., 2017). Hence, DMOs, today, actively engage

in SMcommunications through botlowned SM and earned Sk&.g., sponsored
blogging, influence marketing). Agesult, some eWOM coming from SM users may

be influenced by DMOs without the knowledge of consumers who receive such
information. This converts such eWOM from Unsolicitedanic to Covert induced

Il agents. Similarly, SM influencers who are believeoetindependent sources may

try to establish links with induced agents with the motive of gaining some financial or
non-financial benefits (Balomenou and Garrod, 2019). From the tourist perspective,

it has become an extremely difficult task to differengabetween these agents,

thereby exposing them to sponsor messages without their knowledge.

As discussed in earlier sect®r{2.2.3 and 2.2.4) marketers are now more
empowered with new media options available to them aatlthe same timeare

more vulnerable due to these new media optiotizat have empoweredthe
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consumers. Since the interest of the DMO is developing the desired DI in potential
G2dZNAAGAQ YAYRAI GUKS 5aha NBIljdzANBE asSt SO
agents from all theavailable options (Agusti, 2018). This selection of a proper
combination of agents by a DMO depends on the budget, demographic
characteristics of the target market, nature of the decismaking unit (e.g.,
individual or family), timing of launching thegmotional campaign, nature of the
current DI of the destinationand many other factors (Gartner, 1499 Developing
appropriate Dls for their target market compels DMOs to understand how Dls are
formed.Both the static and dynamic approaches are used tdarstand DI formation
(Babglu and McCleary, 1999). Static approaches are interested in studying the
relationship between DI and tourist behaviour, while dynamic approaches study DI
formation itself. Hence, the dynamic approaches aid more in understanding how DI
formation occursThe5 L F2NXIF GA 2y LINRPOS&aa Aa AYGaNROL
decisionmaking process, where DI aids potential tourists in their decisiaking at

each stage of decisiamaking (Gartner, 139 Selby and Morgan, 1996). Many
researchers have developed models to gain arddpth understanding of DI
formation such as Gunn (1988); Fakeye and Crompton (1991); Echtner and Ritchie
(2003); Govers and Go (2004); and Tasci and Gartner (2007). The following section
explores two selecte®I formation models: Fakeye and Crompton (1991) and Govers,
Go and Kumar (2007Both these models are based on the general models of
consumer behaviour, which consider tourists as rational utility maximisers and the
decisionmaking process as an inpatitput process.Regardless of this limitation,

both models below, aid to enhance the understanding of DI formation.

2.4.2 Imagd~ormation Models

Though with limitations, the model by Fakeye and Crompton (1991) (Fighie2a
simple model providing insights to destination marketers on their tourism promotion

efforts.
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Figure2.4: The DI Formation Model bifakeye and Crompton (1991)
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Source: Fakeye and Crompton (1991:11)

The model starts by assumitigat potential visitors already own an organic image

(or an awareness set) relating to potential destinations. Then, when there is a
motivation to travel, individuals will engage in an active information search. This
results in a more refined induced image dteanative destinations, in the potential
G2dzNARaGaQ YAYRa® bSEGTI (2d2NAadGa S@FftdzZ 4GS
images they have of alternative destinations, to sekedestinationto visit. Actual
experiencesgainedby visiting the selected destination will form a more complex
AYFE3S Ay (G2dz2NAadiaQ YAyRad | SyoSz cCliSe.
promotional materialshouldbe informative at the organic stage, persuasive at the

induced stage and reminding at the complex stage.

However, the model has limitations inheremtchoiceset models developed under

the structured process approach. Simple chese¢ models assumghe consumer

moves through a sequence of pdesigned stages and such a view is inadequate and
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limited in scope to understand complex consumer behaviour (Sirakaya and
Woodside, 2005; Smallman and Moore, 2010). From the view of complex process
approaches, consumer decisidhl { Ay 3 @FNASa 6A0GK GKS O:
involvement with the purchasesgmigin and Piacentini, 2018 can be a high to low
level of involvement and consumer decisioraking depends on factors such as
information needs, information availability, stage of information processing,
availability of alternatives, and the differenctst exist between such alternatives
(Szmigin and Piacentini, 201&or example, when consumers are unable to retrieve
information from memory or when the information is not previously acquired to aid
their choice in decisiomaking, they will search the external environment for
information (Gursoy and McCleary, 200%his results in active learning, which is
characterised by extensive information search and is referred to as high involvement.
In contrast, when consumers in a purchase situation engaga internal search for
accumulated information stored in their memarthis could be regarded agassive
learning (Schmidt and Spreng, 1996). Consumers engage in active learning when the
perceived risk is high. So, consumers may engage with dissonance reduction
strategies to make sure that they e the right decision andre involved with
extended problerssolving §zmigin and Piacentini, 201&or example, a tourist may
engage in an extensive information search duethe high involvement with the
situation. Most firsttime visitors or when visitor familiaritywith the destination is

low, engage in extensive information searches (Gursoy and McCleary, 2004).
Conversely, when tourists are familiar with and have prior experievicéhe
destination, they may engage in limited problesalving. Herethe information
search and alternative evaluation would be less rigorous compared to extended
problemd 2 f OAy 3 O6DdzNE2&é YR aO/ftSFNES wHnnno o
with the information may vary depending on their stage of information processing.
For example, upon reaching the information processing/alternative evaluation stage,
if tourists perceive their cognitive load is too high, they will decide to use a heuristic
system (McCabe, et al., 2016)oreover, tourists would rely more on external
information in situations where they feel they have to exert a high cognitive effort to
obtain internal information, (i.e., their cost of the internal information search is high)

they will rely more on external informatiq®ursoy and Mccleary, 2004). Accordingly,
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when consumer physiological characteristics (e.g., need for cognition) come into play,

the capacity of marketer influence may be limitdcherefore, informatioroverload

marketing communications would not be effective in inducing potential tourists to a
RSaUAYIFIiA2y® 5SaLIAGS GKS F@FAfloAatAaGe 2
information usage will depend on their need for cognitamd involvement. The kind

of information sources tourists are exposed to would determine their perceived

image (Beerland Martin, 2004) and, ultimately, influence their destination choice.

Other than the inherent limitations of a choiéeS i Y2 RSt X Cl 1S&S |y
Omppmy Y2RSt | faz SEOfdzZRSE AyGaSNyrt o6So
FLFEOG2NAR | FFSO0A Y dmakin EonverdaligNthedimage forrRaScd A & A 2
model by Gweers and Go (2004), which is elaborated further by Govers, Go and Kumar
(2007)incorporatesinternal and external factors affecting tourist decisimaking as

well as all eight DI formation agents by Garner (1993) into their m@dglre 25).

Internet andeWOM havealsobeen identified under organic agents.

Figure2.5: The ThreeGap Model of Tourism DI Formation

Tourism Destination Identity (Anchor):
Authenticity & History
Knowledge
Culture / Religion
Natural Environment

Projected Tourism Destination Image. Tourism Product Offering:
Marketing Attractions
Communication Amenities
Media & ICT (enabler) Access
Narratives & Visuals Created Meaning Ancillary Services

Vicarious Place Experiences: Perceived Tourism Experience:
Intermediaries / Produced Imagination Possible clash of
(Art, Literature, Popular Culture) identity/offering and Image

| Cognitve || Afecte | | Conatve |
Perceived Tourism Destination Image

Temporal Environmental or
Situational Influences: Tourist Identity:
Political Situation Cultural Background
Economic Conditions Social Charadans_m.s
Technological Advancement Personal Characteristics
Social Changes Psychological Characteristics

Source: Govers et. al. (200731
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The model is developed to demonstrate three gaps that hinder the creation of a
favourable DI, which should kdentified and tackled by the DMOs. i$imodel is
YFAyte oFaSR 2y wSey2f R&aRa Smepklpid LISIAWLYS y
aboutaperso2 NJ 'y AyaildAddziaAzyé IyR Oy 06S RATT
2N Iy AyadAalddziazys gKAOK Aa (GKS aOKI NI O
1965: 70).

- DI m O002dzZNAAY RS@OStE2LIVYSyd aaNrasS3e
image projections (induced DI formation agents) are not in line with the
RSAGAY I GA2Yy Q& ARSY (A (&mbdlds(1b6B)PDRis vehgt K S
LR GSYGAL € G2dzNAatGa o0StASGPS Fo2dzi GKS

identity is the character of what is. The gap occurs when the identity of the

destination and the way the destination appears in DMO communications are

not compatible with each other.

- Gap 2 (tourist demand specifications gap): The potential travellers receive
information from various information sources. They form the -pavel
perceived DI by evaluating the received information based on factors such as
0KS LISNE2Y Qa iak Guuyal) dandi demogrépihid sharactariatics),
potential temporal environmental or situational influences of the destination
country (e.g., political, and economic conditions) (receives from autonomous
agents), and the direct or indirect interaction witither consumers (via
solicited or unsolicited organic agents). This perceived DI sets expectations or
demand goals for a potential tourist. A gap occurs if tourists set too high
expectations or unrealistic demand goals. Though the DMO is not fully

responsble for this gap, it will cause traveller dissatisfaction.

- Gap 3 (tourism delivery and supply gap): This gap occurs due to the failure in
delivering the tourism products and services and in interacting with tourists
in line with their realistic expectations that are built based on projected
promises. Here the falsely raised expectatiarfstourism promotion by

induced agents (e.g., the DMO and tourism intermediaries in a host

2 Reynolds (1965) considered image as the synonym to reputation.
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destination) are responsibléor 1 2 dzZNA &G4 Q RAaal GA&TFEOGA:

projections would prevent this gap from occurring.

The dissatisfied tourists in gap situations two and three will amend their perceived
destination image to ralign with the perceived reality of their actual travel
experience. Overall, the model emphasises that DI projected from various DI
formation sour6 & F2N¥& GKS ol aira F2N) GKS LISNDOSA
YAYRaAa® ¢KS (G2dz2NAaGtaQ aldAaFlrOdAzy gAGK GfF
between their perceived DI with the DMO projected DI as well as the ability of the
destination to meetthe promises made. So, a discrepancy between projected and
perceived DI may occur either due to unrealistic perceived images held by the tourist

or due to the destination failing to meet expectations (Selby and Morgan, 1996). The
DMOs can intervene by desiing realistic and not ovesromising marketing

campaigns to prevent a negative discrepancy. However, compared to other products,
destination images are influenced by a much wider variety of information sources

(Selby and Morgan, 1996AIsq organic infemation sources contributing to the

perceived image ateto a large extent2 dzi 2F G KS YI NJ SG4SNRa O
challengehere A a (2 AYyONBIF&aS (GKS RSaGAgdfihed 2y Qa
tourists to build DI among potential tourists through adopting suitable promotion
strategies (Liu and Fang, 2018). Bridging any possible gaps between projected and
perceived DI to assure tourist satisfaction and favourable Dls is highlighted in the
literature (e.g, Govers et al., 2007, Tasci and Gartner,7200he following section

explores two types of DI, projected, and perceived, and then the congruity between

them. For this purpose, two relevant models are used. First, the interdependent

nature of projected and perceived images will be understood udiegheory ofthe

circle of representation (CoR). Then, the DI formation model proposed by Tasci and
Kozak (2006) will be presented to understand the congruity between projected and

perceived images.
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2.4.3 Projected andPerceived Image

Dl is classified into the projected and perceived image based on the arguments of the
supplydemand perspective (Kotlaat al.,1993). The suppldemand perspective is

derived from the tourism system models, which consist of an origin and a destination

(e.g., Leiper, 1979 he eemandside is the origin or the source of tourists, and the

supply side is the destination that provides the tourist experience (Leiper, 1979).

From the supphdemand perspective, the projected DI is the image of the destination

that the supply sidewant§ 2 ONXB I GS Ay GKS LRGSYyOGAlLf G2c
image is the impressions tourists as the damd side hold about the destination

(Kotler et. al., 1993From the supphdemand perspective, perceived image is what

is received by the tourists before their travel through all the different information
sources(e.g., induced, autonomous, and organic) (Jenkins, 2003; Tasci and Kozak,
2006). Nevertheless, the suppliemand perspective narrowly limithe projected

image solelyto the informationthat is coming from induced agents (supgige)

(e.g., Govers et. al., 2007; Tasci and Gartner, 2007; Tab#&aak, 2006; Selby and

Morgan 1996). They have not incorporated other information agents (e.g.,
autonomous, shbcited, and unsolicited organic agents) into the definition of the
projected image. However, others include all the above sources as praggeting

agents since all sources are projecting DI by providing information to potential
travellers (e.g., Agusti2018). For example, Agusti (2018fers to the projected

AYF3IS a + aASO2yRIFENE AYF3AS 2F t KSfLAaQa C

sdicited, and unsolicited organic agents.

CNRBY | O2yaidNMzOGA2yAalG LRAYyIG 2F GOASses |

LIN2E2SOGA2Y YR LISNOSLIGAZ2Y 2F RSAGAYIGAZ2Y

So, there is no unanimously accepted differentiation between projected and

perceived DI (Agti, 2018). From the point of the hermeneutic circle of

representation (CoR), DI circulates as a closed hermeneutic circle where the

boundaries between projected and perceived images are not very clear (Hunter,

2016; Stepchenkova and Zhan, 2013; Urry, b996Gor them, DI is continuously

produced and consumed in one hermeneutic circle. CoR is aevelynsed theory

GKFO LINPOARSE dzaSTFdzZ AyaAirdaKida Ayaz2 dzyRSN
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(Jenkins, 2003; Caton and Santos, 2008; Stepchenkova and Zhan R @nables
us to understand how projected and perceived DI interactively exist and that
incorporates the role of different information sources in DI formation, Hence, the

concept, model, and arguments of CoR are explored below.

CNRBY (KS (G2dzNARAG LISNRALISOIAGSS | NNBt omdpdn
31 1 SfpadyNJd G KS @GAradz tf O2yadzYLliaAzyo IS I NH
are important tothem only because they are in a distinct visual environment from

what they are daily exposed to and so tourists find such locations unusual (Urry,
1992). Hence, tourist consumption is primarily visual (Urry, 1990a). Different types of
tourists employ differengazes because tourism is a miitceted phenomenon that

relates to social and cultural elements of contemporary societies (Urry 1990a, 1990b,
1992,2002)TKS 3L 1T S Aa &a20Alffte& O2yaiNHzOGSR aif
O2tt SOUGAZ2Y 62 ANEBAOK pHAEY&HF 0D ! YR G LIK2{G23N
OX0 LYRSSRX VYdzOK G2dzZNRaY 06S02YSa Ay STF
A0NFGS3e FT2NJ GKS | OO0dzydzA F A2y 2F LIK2G231
OMPPNOZHANHU | NBleiant i turisin isimiatebifa Befnieseutia y & 2
circle,where tourists are seeking what they have seen prior to travelimgugh
promotionsor media; and capturing those in their photography, which tineuld

then show to others after returningThough not sing the exact terms, by the notion

of the hermeneuitic circle, Urry (1990b,2002) relates how image projections influence

the perceied images of potential travellers arttien, how travellers influence future

travellers through their photographic representations. Thus, the hermeneutic circle
concept provides a suitable perspective to compare the projected and perceived DI
(Stepchenkova and Zhan, 2013). Jenkins (2003) pregentoncept in a diagram by

proposing the circle of representation (CoR) as a riodeli 2 dzy RSNA G YR
behaviour. Sheroposessti KA a Y2RSt a Fy FLILXAOFGAZ2Y 2°
YR | NNEQA omMppno HAn@L KSNN¥SySdzwiaO OA NJ
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Figure2.6: CoR by Jenkins

Source: Jenkins, 2003: 3QRumbers added)

According to the model, tourists form a perceived image of the destination before
travel (component2) through exposure to the projected images (componént
Initially these images are projected by both the induced (component 5) and
autonomous image formation agents (e.g., news media and popular culture). These
LINE2SOGSR AYlF3aSa akKlILIS LRAIGSYGAFf (2 dz2NR 3
destinations (Caton ral Santos, 2008)With these perceptions (componer?),
tourists visit the main attractions (componér3) seen in the projected images.
Touriststravel to destinations to gaze at the landscapes, scenery, people, or any
attribute of places that they expect to find within that space to which they were
priorly exposed through the visual representations of image projections (Garrod,
2009; Urry, 1990b, 2002). Such represented places and attributes receive the status

of an icon (Garrod, 2009).

At the icons visited, tourists take photographs to record their experiences
(component 4). Wrough their photographing efforts, tourists are consciously or
unconsciously trying to capture scenes that replicate their existing perceptias
are developed based on projected images seen before the (shkins, 2003;
Stepchenkova and Zhan, 201Buti KSaS @A addzr £ OF LIidzNBa | NE
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what they had seen originally in projected images before their visit (Urry, 1990Db,
2002). After returning [or while at the destination (Balomenou and Garrod, 2019)],
tourists willeither show or share these photographs with their families and friends
as proof of their visit (Jenkins, 2003; Urry, 1990b, 2002). The inner layer of the arrows
in the model depicts the completion of a cycle. Then photographs shared by tourists
will also ontribute to the image projections (shown through the arrow from
component 4 to 1), which causes the cycle testart by influencing the perceived
images held by other individuals. The outer layer of arrows depicts tigtareof the

next cycle/s. Thiprocess aids the gazes to be endlessly reproduced and recaptured,

acting as a circle, a circle of representation (Urry, 1990b, 2002; Jenkins, 2003).

By empirically testing the model, researchers have found similarities between the
projected images (e.g., DMO promotional material) and perceived images of the
tourist under different conditions (e.g., different tourist groups, different
destinations, andlifferent platforms facilitating image projecting and perceiving) and

found evidence to confirm theresence of @& K SNXY Sy Sdzi A O OANDE S 27
in the tourism context (see, Catand Santos, 2008; Garrod, 2008enkins, 2003;

Mak, 2017 Stepchenkea and Zhan, 20)3Recentlyresearchersiaveshown more

interest in examining the online representations of destinations by responding to the
changes in the technological environment and consumer preferences. For example,

early researchers have studied photographic samples obtained from conventional
media(e.g., CatorandSantos, 2008; Garrod, 20Q&nkins, 2008 while more recent
researchers tend to study online images such as UGC (e.g., Mak26p¢henkova

and Zhan, 2013 Further, based on recenthanges in the technological and
communication environments, researchers have suggested modificatiortheto

Jnl Ay Qa8 o6unnov /2w Y2RSt & 6Sttd C2N Sk
suggest removing the split between the society and individual. Technological
advancementhavemade it possible for individuals to communicate with society in

reaktime and travellers no longer wait until they return home to show their travel

pictures to others. Rickly (2019), suggests an additional arrow from icons

photogrgohed to marketers to show that tourists share images on social media and
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post reviews to eWOM websites by supporting, challenging, or amending the DMO

image projections.

In summary, the tourism studies on theermeneutic circle of representationave

commonly agreed that tourists, who are exposed to the representations of host
cultures and people through projected images, try to confirm the images during their

visits. Then these tourists reproduce their perceived images through their
photographs by closing the hermeneutic CoR. Accordingly, Mé&oig and Ferrer
w2aStf ownmyoI I NHdzS GKFd a5L Aa-way O2 YL
mutual influence of projectedsupplyside) and perceived (demasdA RS0 A Y I 352
(p.238). Tourists actively contribute DI formation narratively, visually, and/or in

the form of audio through UGC (Munar, 2011). This recaptuimaples tourists to

become active participants in thisircular process of cultural production and
reproduction, andhey themselves act as tourist destination promoters (Casorl

Santos, 2008; Jenkins, 2003; Mak, 2017). With the popularity of social media (SM)

and the development of mobile technologies (e.g., smartphonespéeifographing
O{StTFTASUOL FIOAfAGASEALE G(G2d2NRAAGAQ O2y (iNAOd
recert past. Consequently, tourists have become major contributors to image
formation (Munar, 2011) and eoreators of DI (Mak, 2017).

Hence, UGC predicts thallenge the destination branding ability in tailoring and

framing the DI(Munar, 201). TraditionalDI formation and marketing are also
challengedunar 2011 Wise and Farzin, 2018). As discussed previously, UGC, which
facilitates eWOM can be identified as one of the major challenges destination
YIEN] SGSNER KIF @S (2 7 l-ikebse toyfismiigdestry@\W@EM Ay F 2 N
shared in SM is considered more credible than the WOM created by the destination

(e.g., by the DMOs) (Gretzehdh Yoo, 2008). Nevertheless, there is a possibility of
converting! D/ Qa Ay ¥fdzSyO0S 2y (KS 5ah LINR2SOGS
incorporating UGC into DMO DI projections (Mur11; Marine-Roig and Ferrer

Rosell, 2018)For instanceMarine-Roig and FerreRosell (2018), argue through
integrating UGC into their official promotional materials, the DMOs can increase
tourist satisfaction and achieve a more congruent image by mangithe gap

between projected and perceived images. However, not all destinations have
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congruency between projected and perceived images (e.g., Hunter, 2016; Mak, 2017,
Marine-Roig and FerreRosell, 2018) and such incongruencies have implications on

DI as discussed below.

2.4.4 Congruity betweerProjected andPerceived Image

Informative promotions from the supply side aiming to provide knowledge of a
destination are significant to induce potential tourists into a destination (Fakeye and
Crompton, 1991). However, the projected image doesalstaysdemonstrate one
to-one correspondence with the received image (Tasci and Gartner, 2007). Tourists
select a destination where their positive perceptions overweigh the negatives
(Ahmed, 1991). The issues of representative dissonance or the congruity between
perceived DI and DI projecteda a wide array of information sources increasingly
attract researcher@attention (MarineRoig and FerreRosell, 2018). How tourists
perceive the destination is strategically more important than what marketers know
about the destination, because the travel decisions are based on traveller knowledge
and the DI of a destinatio(Ahmed, 1991). So, assessing the perceived DI of tourists
IS important to ensure effective DI management (Gartner, 49%specially, now
tourists have become image -@eators though their engagement with UGC, the
regular and systematic monitoring of UGC would be key to effective DI management
6al 12 HaAMTO® ¢F&AO0OA | YR Y2 Which BfacusédHon n ¢ 0
destination brand equity (Figure 7, effectively depicts correspondence between

the projected and the perceived DI.

58

5



Figure2.7: DI Formation Model by Tasci and Kozak (2006)

Brand equity
Brand, its meanings and assets Brand, its meanings and assets
offered by the destination perceived by the consumer
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personality users personality users
patents trademarks patents trademarks
relationships relationships

v

Consumer behavior
(awareness, choice, use, satisfaction, recommendation, trust, loyalty)

Source: Tasci and Kozak (2006:213)

The model demonstrates that the tourisiehaviour (e.g., awareness, choice, use,
satisfaction, recommendation, trust, and loyalty) is influenced ipyHow tourists
perceive the brand meanings and assets projected by the destinaiud ii) how
tourists are influenced by the information received from independent sources
(autonomous agents). The common area formed by collapsing the set, shows the fit
or commonalities between the projected and perceived images. The size of this
common area demonsates the degree of success achievedtbg destit G A 2 Yy Q&

marketingactivities andthe level of impact it has on tourist satisfaction (Tasci and
Kozak, 2006).

The matchbetween the previsit perceptions built based on all information sources
(projected image) and revaluated image after visiting the destination would trigger
positive or negative reactions of the tourist thereby leadingoositiveor negative

re-evaluated DIigee Selby and Morgan, 1996; Vaughan and Edwards, 1999). While
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positive DI has an affirmative relationship with the purchase decision, negative DI
adversely affects potential tourists' decistomaking (Selby and Morgan, 1996). The

periodic monitoring of projected and perceived Dhisnce suggested to identify and

rectify negative DIs (Selby and Morgan, 1996). Image incongruity occurs when DI as
projected by DMO is different from realities as perceived by tourists (Mak, 2017). The
DMOs attempting to project desirable attributes of destioat, while having a larger
incongruity with perceived images, weaken DMO promotions rather than strengthen

them (Xiang and Gretzel, 2010). The closer the projected image and perceived image

are to each other the more it is considered better (MarindRoig and FerreRosell,

2018). So, for decades the focus of destination marketers was to alter the perceived

5L (G2 Ofz2asSte |ftA3dy 6AGK GKS RSAGAYFGAZ2
successful, destination marketers shgul 6 S 60t S G2 O2y @Ay OS «a
destination in theYl YYSNJ AYGSYRSR o0& GUKS RSalbGAYL
1991:25). Though the degree to which negative images can be changed by the
destination is not specific, countering these negative images is critical to attracting

potential tourists to the destinatior{Selby and Morgan, 1996). The chapter next

moves to examine the negative image and its specific impact on developing countries.

2.5. Negative DI an®eveloping Countries

DI has been classified in many ways as rich or poor, andapsosed (Avraham and
Ketter, 2016). Kotler et al. (1998)assifyDI into sixcategoriesas positive, weak,
negative, mixed, contradictory, or overtly active. Favourable or positive DI is crucial
to attract more tourists to a destination and to assure continuous tourism growth
amidst the competitiveness between the destinations (Ahmed, 1991; Morakabati et
al., 2014; Uysal et al., 2011). Maintaining a positive image is also challenging (Uysal
et al., 2011). Similarly, negative DI is the main cause of failure to attract enough
tourists to many destinations (Ahmed, 1991). Especially, many developing countries
suffer from negative DIsA¢raham and Ketter, 2016/artinez and Alavares, 2010;
Ryu, et al., 2013; Sonmez and Sirakaya, 2002; Tasci et al.,)20@&anwhile, he
tourism industry isidentified as a significant contributor to improving the

socioeconomic conditions of developing countifesy., Martinez and Avares, 201Q
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Novelli et al.,2012) Despite the importance and the efforts put in, compared to
developed countries, most developing countries are strugglingsicceed as
expectedin their tourism industry. Identification of the undgithg reasons behind
tourism failures of developing countriesxdto suggesihg a way out has attracted
much researcher attention over past decades (eAhmed, 1991; Avraham and
Ketter, 2016; Axioru, 2015Baloglu and McCleary, 199:htner and Prasad, 2003;
Sonmez and Sirakaya, 2002; Tasal.,2007). The main drawback behind the lack
of tourism growth has beenidentified as the negative DI of these developing
countries (Ahmed, 1991; Avraham and Ketter, 2016; Baloglu and McCleary, 1999;
Grosspietsch2006; Martinez and Alavares, 2010; Ryat al., 2013; Sonmez and
Sirakaya, 2002; Tastial.,2007).

Incidents such as terrorism, crinrelated incidents, natural disasterBdurieet al,
2020; Novelliet al., 2012), epidemic outbreaks (Novelli et al., 2012), corruption
(Fourie et al.2020), war and civil/political unrest (Mansfeld and Pizam, 2006) create
negative Dls for destinations. Such incidents presentthrea® eNRA 3 G4 Q & FS G &
is an important prerequisite to attracting touristsdurie et al2020; Mansfeld and
Pizam, 2006; Patwardhagt al., 2019). Higher perceived safety generates greater
positive WOM, revisit intention andultimately, loyalty to the destination
(Patwardhan, et al. 20190 examining the developing countries, negative images of
most of the developing countries were created mainly du¢h®above mentioned
relatively uncontrollable reasons in the first plased, Ahmed, 1991; Avraham and
Ketter, 2016; Baloglu anslicCleary, 1999; Sonmez and Sirakaya, 20@3ci et al.,
2007b;Martinezand Alavares, 20)0Negative occurrences would attract negative
media reporting (Avraham, 2016; Rstual.,2013, Mansfeld and Pizam, 2006; Sonmez
and Sirakaya, 2002 asci et al2007b) Most of these media reports either distort or
exaggerate the situation and may not be congruent with reality (Ahmed, 1991;
Avraham and Ketter, 2016) and would receive extra popularity through WOM and
eWOM (Ryu et gl.2013) This negative image sleal widely would negatively
influence tourists' decisiomaking process (Selby and Morgan, 198&gn though it

is difficult to control how the media and press would publish such occurrdiaeker

and Gartner, 2004), it is imp@nt to attend to DI corrections immediately after a
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crisis Ahmed, 1991; Avraham and Ketter, 2018nfortunately, these negative DIs

have been left unattended by most developing countries (e.g., Sonmez and Sirakaya,
2002 Tasci et al., 200FbThe lack ofovernmentsupport, positive attitude towards

the tourism industry and thenadequate knowledge about destination management

of these countries have bedaund to be to the main barriers rountering persisting
negative images (e.g., Alam and Paramati, 2016; Hossain and IslamK2@ah&m

and Buckley, 2013arkwellaet al.,2017;Novelli et al., 2012Zahra, 2012Most of

them havenot made enough communication effort, and inadequately used new
media communication strategies that present new opportunities to Dbvery(e.g.,
Hossain and Islam, 2019; Khalid and Chowdhury, 2018; Sonmez and Sirakaya, 2002;
Zahra, 2012)A negative DI unattended for a long peritehds to thecreation and
dissemination of negative stereotypes of the destinatidmrgham and Ketter, 2016;

Kotler and Gartner, 2004). AstereotyBRA T FSNE FNRY Fy AYlF3ISST 0o
suggests a widely held image that is highly distorted and simplistic and that carries a
Tl @2dzNF 6t S 2 NJ dknfldr letéaR, @002:299 Gce doknled, Hegide
stereotypes are difficult to change (Ahmed, 1991). Avraham and Ketter (2016)
distinguish between destinations with sheadrm negative DI to those with

cumulatednegative DI as follows

GC2NJ LI I OSa gA0GK | &l NRydisesiytReirhdara A G A O
past, a new crisis will result in a shdisted impact on their image, which will

soon be forgotten. In contrast, places in the developing world that suffer from
stereotypes and problematic imagesdue to a history of previous cris&s

might respond very differently. For such places, the new sudden crisis will
GNAIISNI GKS Odzydzt | A @S LINRf2y3ISR yS3
YSAFGADGS AYFASdE O0I1ENI KFEFY YR YSGGSNE

Accordingly, Avraham and Ketter (2016) clgss#igative DI into two

) Negative DI due to amnexpected and shoterm crisissuch as a
natural disaster or terror attackAraham and Ketter, 20}6(e.g.,
2004 Indian Ocean Tsunami disaster for Thailand and Ma)dared

i) accumulatedimage crisis(or extended negative DI or prolonged

negative DI), which is created due to lelagting issues such as
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continuous civil war, high crime rates, political instability, etc., which
cumulates over the years to create a negative imafyergham and
Ketter, 2019. The impacts of such issues are more severe and have

more longterm effects than a shotterm crisis Kotler, et al., 200R

Compared to the accumulated imagasis, strategieto overcome short term image
crisis are common in the DI and destination crisis management litergtuge,
Carlsen and Hughes, 2008; Mansfeld and Pizam, 200&tRyu2013). The interest

of this thesis is on the accumulated image crisis or the prolonged negative image
which is more common in developing countries suffering from tourism growth
(Avraham and Ketter, 2012016). The literature on the components of prolonged
negative DI, and strategies suggested to overcome such prolonged negative DI

including the role of UGC is presented below.

A prolonged negative DI of developing countries constitutes four main components

as follows (Avraham and Ketter, 2016)

i.) Negative Stereotypes{ (1 SNB2GeLJSa | NB Ifaz2z NBEFSNNE
where no new characteristicare added to the core image established on a
destination Avraham and Ketter, 20)6 Most developing countries, with
varying degrees, are portrayed as dangerous, primitive, not hygienic, dirty,
polluted, overcrowded, high crime, and violent places, with unsedi and
uneducated people.

ii.) Generalgations- When thenegative stereotypes are believed by most people
from developed countries, whicks the source markebf generating many
tourists, thesestereotypesend to generakie to an entire continent or a region
(Avraham and Ketter, 20)6 Such may leado recall the developing
destinations as dangerous places with low quality of g (i &ff6ct of the
yS3araAgS AYF3AS Oy 6S 3ASYSNIftAaSR G2 |
(Taylor, 2006180).

3The term prolonged negative DI will be used throughout the thesis totoefer
accumulated image crisis or extended negative image.
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iii.) Negative occurrences as part of the nature of developing countidegative
and incomplete media reports facilitate the above genesdions causing
negative occurrences to be viewed as an inherent part of such developing
countries.

iv) W' a @gao (KS Wihgedsralized neljafiv@efedtypes, residents of
developing countries are perceived fundamentally differently from developed
countries i.e., residents in developed countries as educated, rational, and
advanced, and residents in developing counties are the oppd#eder et al.
(2013)found there is nsuch discriminatiotowards a developed countifyom

other developed countries since none consgléreother as aminority.

Accordingly, negative stereotypaem developing countries are created when the
destination management did not attend to reduce the impacts of negative media
reports pertaining topast crisis over a period. These negative stereotypes will be
deeply rooted in the memories of potéal tourists and will come to the surface
when a new crisis occurs. So, the @flthese developing countriese damaged soon

after a new crisis. The negative country image of developing countries is a reason for
the negative perceptions held by potential touristbout these destinations
(Martinez and Alavares, 2010). Hence, prolonged negative DI has become a common
scenario in these developing countries and acts as a major barrier to reaching their

full tourism potential.

Previous research attention on negative images that arise due to-sort crises is
comparatively higher than examining the prolonged negative DI of developing
countries in the literature. Ahmed (1991) arguttat G 2 dzZNA A Ga Q S @I € dzF
received DI is subjective based on their travel purpose, and psychographic variables
(e.g., travel experience) antience negative DI correction strategies shouwdtso

F20dza 2y OKIy3IAy3d GKS ARSYGAFASR GFNBSI

1991). He hasugigested a sistep process to correct negative Dls as follows

i) Capitalise on positive images of componenBather than concentrating on

the overall negative image, identify the positive components in the
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resources) and capitalise on them.

i) Schedule megavents- e.g.,sporting events, cultural festivals, and food fairs

iii) Organse familiarisation tours to partieswvhich can greatly influence travel
decisions (e.g., travel writers, tour operators, and tour agents).

iv) Use selective promotion downplaying negative aspects while highlighting
the positive aspects of all advertising and promotions. Manipulating travel
writers and media can be a strategy under this.

v) Host international travel and tourism conversions.

vi) Take the advantage of a negative imag&ncourage tourists to visit the
destination to evidence the negative occurrence. (e.g., US travellers to USSR
RdzS (G2 OdzZNA2aArde G2 aSS 2y0S WS@At Syl

These strategies either suggest accepting the negative DI and acknowledging them in
promotions (e.g., pointi) or suggest ignoring them or downplaying the negative DI

in their promotions. Avraham and Ketter (201R)entify two types of media
strategies in use towards correcting prolonged negative DI, namely the cosmetic
approach and the strategic approach. The cosmetic approach exerts to change the DI
without changing the reality of the destination. Such strategies inclgdering the

image crisis problegdisassociation from the problematic location, association with
prestigiouslocations, acknowledging a negative destination image, delivering a
countermessage to the negative stereotype, spinning the negative characteristic to
a positive, and ridiculing the stereotypAYraham and Ketter, 20)30n the other

hand, the strategic approach to media strategies deals with both the DI and the
reality. They ar@ot only higher in willingness to accept and confront the negative DI,
but arealso willing to changthe physical reality, which madhke strategic approach

more successful. Such strategies are more aligned to the extent of change, such as
hosting spotlight events, hosting events that spin liabilities into assets, tackling the
problematic reality, and branding contrary to stereotype8vi@ham and Ketter,
2013). So, they argue that crisis communication strategies and techniques must be at
the core of the marketing strategies of developing countaesn when they are not

facing any crisis at presef®vralam and Ketter, 2016)lt is suggested to use the
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media images to counter the negative perceptions and shatter negative stereotypes
(Avraham,2004; Avraham and Ketter, 20165uch destinations can use regular
destination marketing which are used by destinations without DI issues, only after

completely recovering from prolonged negative DI.

The literature commonlysuggestsimage repairstrategies fromi K S & dzLJLJ A SN
perspective and the role of the DMOs in suehg(, Carlsen and Hughes, 2008;
Avraham and Ketter, 20)6Internet, including social media, is recognised as an
important alternative source strategy (e.@wraham and Ketter, 20)6However, the
potential role of UGC in overcoming negative DI is heavily overlooked. For example,
Avraham and Ketter, (2018Jho specificaly examined source, message, and media
strategies to overcome negjge DlIsJimit the role ofthe internet and SNS as a source
that DMOs can use to communicate DMO messagkesvever, the potential role
played byUGCin projecting DI cannot be undermined due to the increasing role
played bytravellersas DI cecreators ed LISOA I f f & GgKSy Oz2y adzySN
marketercontrolled sources is considerably higher than the marketartrolled
sources (Han, et al., 2018)GC is cost effective as the content is voluntarily shared

in SM and has a wider reach among the target audience wbempared to that of

DMO promotional reachin addition,most promotional tools including advertising
campaigs are not strong enough to correct the prolonged negative images and
induce travellers to such destinations (Anholt, 2006 cited\unaham and Ketter,
2013. Nevertheless,among the large body of literatur@addressingUGC in DI
formation, the potential role of UGC in overcoming negative DI is not appropriately
conceptualised or adequately explorekhis leaves a knowledge gap worth exploring.
Accordinglythis thesis aims to examine the role of uggmerated content (UGC) in
developing countries with negative destination images (DI) from the lens of the
Tourist Area Life Cycle (TALC) model. The knowledge gaps identified through this

literature revieware summarised below.
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2.6 Summary

This chapter provides a comprehensive reviewtltd literature to theoretically
situate this thesis. This thesis aims éxamine how UGC contributes to the
destination image DI formation of developing countries with negative DI in the early
stages othe TALC. To begin with this chapter explored UGC broadly in the context of
web 2.0 infrastructure and its role in marketing generally. Then the destination life
cycle models were explored and the TALC by Butler (1980) was elaborated as the
thesis intends to rake theoretical contributions in this area. Next, the literature on

DI and its formation was explored. This chapter thesplered the literature on
negative DI and the role of UGC in addressing negativeChtEal examination of

the TALC and DI literature presented knowledge gaps worthy of exploring. These are
elaborated in above sections and further in other chapters (e.@pténs1, 6, and 7)

and so are not extensively explained, here, in order to avoid repetition. Firstly, there
is a lack of literature on destinations in the early stages of the TALC and, particularly,
of developing countries located in the early stag&econdly, TALC literature is
limited to exploring destination marketing promotions with a narrow focus on
advertising expenditure and efforts at each stage. Thirdly, the ability of UGC, shared
through social media to promote these destinations, is litigeexplored. Based on
these gaps which were identified, three research objectives were formkd.next

chapter explains the methodology of this thesis.
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CHAPTER:RESEARCH METHODOLOGY

3.1 Introduction

The thesis aims texamine how user generated content (UGC) contributes to the
destination image (DI) formation of developing countries with negative DI in the early
stages of the tourism area life cycle (TALC). This thesisarried out to achieve the

three objectives below:

I. To examine the impact of negative DI on the early stages of the TALC
II. To explain the role of DMO and UGC DI projections on the DI of a destination
in the early stages of the TALC
lll.  Toconceptualisghe influence of UGC in the DNIXIRI projections in the early

stages of the TAL&Nhd also in mitigating negative DI

The context of developing countries with negative images in the early stagke of

TALC is examined specifically relation to Bangladesh ashis country fits the

selection criteria, which are discusslater in this chapterThis chapter first presents

the ontological and epistemological grounding of the research, which lays the
essential foundation for a social science researcher to justify the selection of
methodologies and methods. The research was approached fronelativist
ontological positionwith a social constructionism epistemologyecondly, the

chapter informs and justifiesthe methodology, which is the procedure of the
research. Constructionism leads to qualitative reseghehaimsii 2 & dzy RSNAR (G YR
LIS2LJX S YIF1S aSyasS 2F GKSANI f A0S& hsyR (1 K!
thesis aims to understand the meanings and perceptionswfsm suppliers (DMOs)

when projecting their destination for touristic consumpti@s wellasmeanings and
perceptions oftourists on their tourist experiencesTte contextspecific meaning
constructed by tourism suppliers and tourists was studied using a qualitative
methodology known as theritical visual methodologythirdly, the chapter justifies

and explicates the data collection methods and analytical approaches selected. The

data were colleded using multiple methods. Multiple sources and independent

measures to study the same improve the accuracy of interpretation artemh
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understanding of the phenomenon in its reabrld context (Denzin, 2012; Jick,

1979). The data were collected froi) Travetrelated visual images on Instagram,
O2YLINRASR 2F ! D/ | yR . I fakfidisRiadKndepthh Qa  LIN
interviews with international travellers to Bangladesh and with an official of the
Bangladesh Tourism Board representing the DMO. Towsssgific and country

specific reports, statistics, and records alserved as data collectiotools. The

chapter also covers steps taken to adhere to the ethical conduct of resetinch

dldzRe gt a O2yRdzOGSR o6& FTRKSNAYy3I (2 b2aG0A)
ethical approval to collect data from the above sources was obtained from the
Nottingham University Business School Research Ethics Comn{fgeendix 2)

Instagram data used in this thesis were considered public. Using Instagram photos

for non-profit educational purposes is considered a fair use of copyright work
(InstagramCode of Conduct, 2020). Therefore, using Instagram photos as primary

data in this thesis is considered ethicihe data were analysed using qualitative

content analysis, cultural analytics, and thematic analysisther,the means to

assure the validity and reliabilityf ahe datais explainedunder data analysis

methods

3.2 Researclthilosophy: Ontology and Epistemology

The research question was approached framelativist ontological positiowith a
social constructionism epistemologihe conceptual separation of epistemology and
ontology is difficult. Both ontological and epistemological issues emergether
rather than one precedinghe other (Crotty, 1998) Ontology is "the study of being"
(Crotty, 1998:10). Based on the assumptions made about the form and nature of
reality, Smithet al. (2012) identify four ontological perspectiveRealism internal
realism, relativism, and nominalism. Realism argues for a single truth that is waiting
to be revealed. As per internal realism, truth exists, but it is obscure. In contrast,
relativism argues for multiple truths, which are created by people. Nominalism
argues that all facts are human creations ahdnce there are no truths (Smith et

al., 2012). The research question of the study was approached from the ontological
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position of relativism. Accordinglyhe researcherbelievesthat it KS &G NBI € AGA S
apprehensiblan the form of multiple, intangible mental constructions, socially and
experientially based, local and specific in nature (although elements are often shared
among many individuals and even across cultures), and dependent for their form and
O2y Syl 2y (GKS AYRAGARdzZ f LISNER2YyA 2N INP
Lincdn, 1994: 116111). This is paired with an interpretivist epistemology that argues

for the existence of multiple realitiethat are essentially mental, perceived, socially
constructed, and subject to change because people actively create and interact to

shape their environment (Hudson and Ozanne, 1988).

Epistemology is "a way of understanding and explaining how we know what we

know" (Crotty, 1998:8). It is a general set of assumptions about ways of inquiring into

the nature of the world (Smith, et al2012). According to Crotty (1998he three

main epistemological stances are objectivism, constructionism, and subjectivism.
Objectivists believe in the existence of objective truths waiting to be discovered
(Crotty, 1998). For them, meanings and meaningful reality exist separately from
human consciousnes¢Crotty, 1998). Subijectivists, on the other hand, believe the
YSIYyAy3 A& y2i RAA0O20SNBR 0dzi ONBIFGSR® C:
08 UKS adzwa2SO0i¢z ¢KSNKEeadingRskiogCmdtty R298:9)2 1 02y
Constructionisnrejectso 2 4 K G KS | NBdzySyida 2F 202S0OGA QD
adz0 2SOUAPA&A0AQ YSIFEFYAY3 ONBFGAZ2Yd® ¢KSeé& 0Sf
interpretation resulting when human beings interact with the world (Crotty, 1998).
Constructionismrejectsthe sibjectivist argument of meaning imposed upon objects

by the subject, without any interplay between subject and object. In contrast,
constructionismviews that "all knowledge, and therefore all meaningful reality as

such is contingent upon human practices, being constructed in and out of the
interaction between human beings and their world and developed and transmitted
GAGKAY |y S&aaSydAl fX9e8:42 £ sdcions@etonishiE (¢ 0/
reality consists of ideas as well as the natural world. As such, social constructionism

can take many orientations. Social constructionism is not-esgdfanatory and

requires researchers to explain precisely whaéythmean and how they feature

constructionism in their research (Pernecky, 2012). Hence, the social constructionism
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orientation adapted to address the research objectives concerned with this thesis is

as follows.

Tourism is seen as constructionism in action (Pernecky, 2012), as tospeties are

social constructions (Cartier and Lew, 2005; McCabe and Marson, 2006;Bigkly

etal., 2014)ADIA & &a2O0Alffe& O2yaidNHzOGSR® 5L A& RS
mental representatios of knowledge, beliefs, ideas, feelings, and overall perception

of a destination. Destination marketers, government authorities, tourists,
intermediaries, influencers, residents, service providers, and media contribute to this
mearingYl {Ay3 LINRPOS&dad ¢KAa (GKSaAa Ytheiyte
TALC is a supplieriented model. However, DI is understood as a complex and
dynamic social construction with the image-c@ation involvement of tourists.
Travellers contribute to the construction of Dls through their engagement with UGC.

The aim of this thesigoncernshow UGC contributes to the DI formation of
developing countries with negative DI in the early stages of the THi€E thesis
questionshow UGC can be a viabgipplement to build the DI of developing
countries with negative Dls in the early stagdhaf TALC. This question is applied to

the destination life cyclenodel

When humans are described aonstructionism their engagement with the world

and the meaning they derive from it should be set within a historical and social
perspective (Crotty, 1998Humans are born into a world of meaning and do not
individually make sense of the world (Burr, 2015). Rather, they import meaning from

culture and society (Crotty, 1998). Thereforegaming and experience are not

inherent within individuals but are socially produced and reproduced (B2015).

| SyOSz /NeRGGE omddpyv | NHdzSa G KIulfurallii KS Ay i
RSNAGSR FYyR KAAG2NRAROFff& aArdda G6SR AydSN
Accordingly, all reality (i.e., social, or natural/physical reality) is socially constructed

as a meaningful reality (Crotty, 1998).

Speaking from a&onstructionismstandpoint, Hall (1997) argues that representation
acts as an essential part of the process of production and exchange of meanings
between members living within a culture, where people use language, signs, and

images that stand for or represent things. Pé&make sense of the world by sharing
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their experiences with others using language as a medium (Smith et al., 2012). So,
the representation is the production of meaning through language, where language
is not limited to written or spoken systems but also includes visual images, facial
expressons, gestures, music, or any sound, word, image, or object that can carry and
express meaning when orgaad with other signs into a system (Hall, 1997). These
representations structure the way people behave in their everyday lives (Rose, 2016).

The same pplies to thebehaviour of a tourist

The social and cultural factors affect how tourists perceive the images projected by
different information sources, including DMO image projectioasd then they
reconstruct the DI based on thdiouristic experiencest KS (2 dzZNAaiaQ O2y 2
the destinationis not limited to the tourist experience, but they also recreate the
experience andlestinationby bringing the experience back to the domestic sphere
(McCabe and Mrson, 2006)Through sharingravel experiences with others, tourists

O2y NROGdzGS (2 (GKS F2NXNIFGAZ2Y 2 PercepdidSA SR
on DI may change with this continuous learning gained through interactions with

others ard multiple travel experiences. Hence, multiple realitieseastconcerning

on the DI. UGC shared on social media p&aysal rolein providing a platform for

this experience sharing. UGC facilitates continuous representations to be

accumulated and reproduced.

Since tourism UGC is characterised by ease of access, popularity, and direct traveller
participation to it, UGC is a reliable way to researchL¥t(al., 2022). However, out

of three main categories dfigitalised content- narrative, visual, and audio (Munar,

2011)- the narrative component of UGC is widely analysed compared to the visual

and audio components (e.g., Kim et al., 20li&t al., 2022; Papapicco and Mininni,
HAM@PT - Aly3 SG fdX HamTtOd a/ 2YLI NBR (2
involve a wealth of interesting information and are more informative in
spatiotemporal attributes, providing a new perspective to dstutourists and
RSalGAYyIlI A2y aé¢ o Y%RiawlPhoBdraphs tad Act as a witdh Meapschp 0 ©
to close two significant cognitive gaps available in tourism resedretween words

and visuals, as well as researchers and participants (Balomenou and Garrod, 2019).

Travel photos are a means of capturing reality and a powerful medium reflecting
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Zhan, 2013). Importantly, travel photography can reveal the affective image of the
destination, which otherwise is difficult to expose (Raal.,2014) and creates silent

WOM (Fatanti and Suyadnya, 2015). Mak (2017) argues that a relatively higher
percentage of affective dimensions was identified in the photographic data than in

the textual data by confirming that visuals are a more effective medimmonvey

affective DIHence, visuals were identified as a reliable way to research DI to answer

the research question of this thesis. The following section discusses the selection of

visual methodology to guide the research design of this thesis.

3.3 Selection oWisual Methodology

Photography not only acts as a record of the tourism experience butalaaneans

of performing tourism with the power to transfer rich, compleand powerful

meanings (Balomenou and Garrod, 2019). For example, Lo and McKercher (2015)

F NBdzS GKIF{d LIK20G23INILKe FyR (2dz2NAayYy I NB f
gAGK2dz0 0SAYy3 Sy3dal ISR AY &a2YS F2NMa 2F LK
becoming a search fothe photogenic, tourism has turned into a strategy to
accumulate photographs (Urry, 1990). Arguing tourism as the visual consumption of

the physical environment, Urry (1992gardsthe eye as central to the tourist system

and thattourist photography is a social construction.

2 NAUGSNE FTNRBY RAOSNERAS RA&AOALI AySa NB3IINR
2F a20ALt fAFTS Ay O2yU0SYLRZNIYNE 6SaiSNy a
a modern form of knowledge in understanding the world. With the wide availability,
access, and development in information and communication technology, the above
claim may be equally valid to most other societies. By referring to the very common
fly3dzZ 3S dzasS 2F WR2 @2dz aSSKQ 2NJ WaSS g4+
everyday comersations, Jenks (1995) argueatd f 22 {1 Ay 3> aSSAy3 | yR
0S02YS LISNAf2dzat e AYyUGSNISgAYSRE o6LIdmMOd | S

core of understanding the world around us.
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Vision refers tahe physiological capality to see via the human eye and visuality

refersto howitisseg2 NJ 0 KS &A02LIA O NBIAYSO +Aadz tA
we are able, allowed or made to see, and how we see this seeing and the unseeing
GKSNBAYE 6C2a0SNE mMooyyY AE OAGSR Ay w24a$
share similar meaning argudat what is seen and how it is seen are culturally
constructed (Rose, 2016). Moreover, since the understanding of visual images is
embedded in the social world, visual images are comprehensible only when that
social embedding is taken into an account (R&#.6). These social constructions

occur through different practices, technologies, and knowledge, &edce, visual

imagery is neveinnocent or transparenfRose, 2016). For this very reason, a critical
approach is demanded to interpret visual images. A critical approach requires visual
datato be approached by incorporating cultural significance, social practices, and
power relations embedded with them (Rose, 2016). Accordingly, a critical visual
methodology was used to approach the research questidng¢hvis presented below.

Subsequentlythe data collection and analytical methods are presented.

3.3.1 Critical Visual Methodology

A critical approach to visual images requires the researcher to consider the agency of
GKS AYF3ASsE &a20Alf LINFOGAOSas: IyR STFSOUa
NEFEtSOGAYT 2y (GKS OFNARIFIOATAGE 27T Re NA 2 dza
2016). Accordingly, a critical visual methodology must concern the social effects of
visual materials under studyRose (2016) argues that social effects of images are

made at four sites, namely the sites of production, the image itself, circulediuah,
audiencing. Rose (2016) identdithree different aspects or modalities under each

of these sites. They are technological, compositional, and social modalities. Rose
(2016) proposes a framework guiding the interpretation of visual materials by
combining these sites and modalities and hat suggests the mosised methods to

interpret the visual data under each of these sites and modality combinaiegare

3.1).
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Figure3.1: Sites and Modalities for Interpreting Visual Material
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* These are the methods used in this thesis to study the selecteuaitality
combinations, which are discussed in the next section 3.3.2.

Source: Rose, 2016: PHumbers 112 were added)

A visual researcher can use theoveframework to identify which siteand modality
combinations are relevant to interpret the images under study to answer the
identified research questions and subsequently on deciding suitable methods. For
instance, technological modality at the site of production (combination 1) aripa¢s

the meaning ohnimage is determined by the technologies used to make the image.
That is what kind of camera, film, and developing process a photographer used, and
0 KS LI 2 (ghaend trufifunass bn whether the subjects are posingront

of the camera orwhether naturally. The compositional modality at the site of
production (combination 2) relates to the genre of the image. Ethnography is the

most used method to study both the aboweentioned site and modality
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combinations. However, slavishly following the most frequently used method is not

expected ratherresearchers are free to use other suitable methods (Rose, 2016).

'L NI FNRY w2aSQa oHnamcu 0221 2y W+xAadz f
visual methodology includes books suchds y'1 & | Yy R015)\Askidl Nethgd® &

Ay {20Alf w@0oAB Dok Kisial Ethnggtaghit A y (RAQ23) edited

volume Advances in Visudllethodology, and Van Leeuwen and JewiZ)01)

edited volume The Handbook of Visual Analyéikile most of these academiworks

are either limited to discussing eithespecific methodologies or methods.g.,Pink

2007, 2012emphasises on ethnographyrRose (2016) proposes a clear framework

guiding social researchers in selecting appropriate visual methods based on the
research questions and visual material to haHeéncei KA &4 (KSaiAa dzasSa w
analysis on critical visual methodology to guide its theoretical formatiore

complete meaning interpretations require considering several -sitglality
combinations (Ownby, 2013). This thesis investigates multiple-nsateality
combinations to achieve the stated researcheuttives as explaed in the following
section.The selected methods are explained in detail in the later sections of this

chapter(sections 3.53.6,and 37).

3.3.2 Selectingite-Modality Combinationsand Methods

Image data for the analysis were collect8dNB Y . I y3f I RS&aKQ&a 5ah
media and from Bangladeshspired travel UGC on Instagrarusbands (1983) cited

in Agusti (20183uggess that the distinction between attraction and attractiveness

should not be overlooked when analysing tourist photographs. The attraction is the
space visited where photographic content is generated and shared in UGC (Agusti,
2018). The attractiveness is whatprojected bythe DMO in its visual media (Agusti,

2018). Such examination of attraction and attractiveness is essential to address the
research objectives of this thesis. For example, to explain the role of DI projections

by the DMO and UGGf a destiration in the early stages of the TALC, both the
projected DI by DMO (i.e., attractiveness) and perceived DI in UGC (i.e., attraction)

were examined together with the level of alignment between provided insights in
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order to address this objective. The process of collecting visual images as study data
is presented later in the chapter (subheading 3.58Ppropriate analytical methods
were chosen according to the identified sit@odality combinations suitable to

address the research objectivas summused in Table 3.1.

Table3.1: Chosen SitdModality Combinations

Selected sites to| Selected modalities| Nature of the data

study to study to be analysed
Site of image Compositional
Site ofcirculation | Technical Images

Site of audiencing Social

Site of production Social In-depth interviews

Source: Compiled based on Rose (2016)

The site of the image itself is the main interest of meanimaking for this thesis
because it intends to see how U@G&n be a viable supplement to build the DI of
developing countries with negative DlIs in the early stagesthsd TALC.
Compositionality is argued as the most important modality that affects the image
itself, whichrefers to the specific material qualities of a visual object such as content,
colour, and spatial orgasation (Rose, 2016). So, the focus of this thesis is on the
compositional modality of the site of the image itself (combination 5 in Figure 3.1).
Rose (2016) guesthat content analysis and cultural analytioedéhe best methods

to study the compositional modality of the site of the image

However, content analysis has several limitatiomkichrequiresto be minimised to

obtain richer and critical interpretations (Bell, 2004; Echtner, 1999; Pritchard and
Morgan, 2001; Rose, 2016). Firstly, content analysis alone is incapiablaking
judgments about the significance, effects, or interpreted meaning of a domain of
representation (Bell, 2004). To overcome this limitation, connotative elements
AYLX ASR o6& (KS AYIF3ISQa O02YLRaAAGA2Y 6SNB
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2012, 2016) through qualitative content analygontent analysis can be used to
reveal the cognitive component of the DI since it is successful in revealing the
patterns of destination attributes denoted in visual images (Jenkins, 2003, Hunter,
2016; Stepchencova and Zhan, 2013). However, it is difticuleveal feelings or
emotions attached to the images through content analysis, especially when no other
explanatory text is associated with or analysed. So, content analysis is inadequate to
unleash affetive DI. Capturing both cognitive and affective image components of DI
together provides a more accurate picture of DI (Agusti, 2018; Martin and Bosque,
2008). So, cultural analytics, which is an automatic compbtesed version of
content analysis was performed together with content analy3isstifications for
using content analysis and cultural analytics as data analysis methods for this thesis

are explained in sections 3.5 and 3.6.

Thirdly, in its efforts to assure replicability through intader reliability, content
analysis assumes that different viewers see the same image the same way (Rose,
2016). This is hardly a possibility due to the individual differences in image
interpretations that are socially and culturally constructed. Cultural analyaiss

cannot overcome thisbecauseit is only replacing the coder with software. Both
YSGK2RAa A3Jy2NB GKS | dzZRASYyOSQa ONBFGAGAGeE
interviews were conducted (e.g., Lutz and Collin991). The use of a traditional
method such as interviews alongside photographs adds valuable insighteumniem

and enhances the results (Balomenou and Garrod, 20tLl8)soenables overcoming
some shortfalls of the visual image analysis methods (Rose, 20%@gpiin
interviews were conducted with two types of informant&n official representing
Bangladesh DMQand, international tourists to Bangladesh. Interviewing as a data
collection method and analysinmterview data thorugh athematic analysisis

explainedin section3.7.

In-depth interviews were to investigate the social modality of the site of production
(e.g., Lutz and Collin¥991). Examining the social modality of the site of production
adds more value to the interpretations, where social modality incorporates not only
the social aspects but any economic, political, or social institutes and practices

surrounding an image (Rose, 2016he site of production refers to where an image
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is made, and the site of production of all of the visual images under this study is in
and on Bangladesh that is circulated and audienced ohlidence digital methods
were combinedvhen and where necessary. For example, digital methods were used
in the selection of online sources, sampling, obtaining visual images from online
platforms, and sorting such images, which are explaimesection 3.5The use of
interviewing and digital methods set off theurth limitation of content analysis and
cultural analystics, which is that their focus is on the image itself by failing to capture
other sites: production, circulation or audiencing (Rose, 20D8)formation is
inherently linked withthe sites of circulation, audiencing, and production. Various
agents projecting images through multiple sources of information contribute to DI
formation. Potential tourists perceive the images based on their personal, social, and
cultural factors. Sincthe tourists are not passive receivers of information, they also
engage with the DI coreation through their UGC shared on social media. Since the
particular interest of the studisimages circulated online (e.g., UGC on social media
and DMO visual medjaigital methods were applied to examine the technological
modality at the site of circulation (combination 7) and social modadityhe site of
audiencing (combination 12) to collect, analyse and interpret dataordingly, visual
images were interpreted to understand the selected modalities under three sites
namely, the image itself, circulation, and audiencing. Insigitsthe social modality

of the site of production were gained throughdepth interviews.

Further, in collectingand handlingboth types of data, i.e, online images and
interview data,adhering toethical practices was essentidlhe bllowing section
explains how the researcher handled ethical issues and assured ethical conduct in

collecting, handling, storing, using, and disposihdata.

3.3.3Ethical Practices

Obtaining ethical approval is a mandate when and where the research involves the

participation of human participants and their data (UON, 2019). Ethical approval was

4 Selection of Bangladesh as the appropriate research context for this thesis is
discussed in sectid4.
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obtained from the Business School Research Ethics Committee to collect data from
the above methods and sources (Appendixi@)addition, researchers are expected

to follow the ethical behaviours set out in the Nolan Principles, namely selflessness,
integrity, objectivity, accountability, openness, honesty, and leadership (UON, 2019).
By adhering to the ethical conduct of research, informed consent was obtained from
the interview participants. Participants were furnished with the Business School
Research Bics Committed LILINE SR O2LR 2F (GKS AYyF2NNI
sheet as well as the privacy notice at the first instant of communication. These forms
were briefly explained to the participants at the beginning of the interviews.
Participants were free to withdrawhemselves or their data from the research,
during or within three months after the interviewing et al., 2019 Written consent

was obtained from the participants through the participant consent form, where

possible or otherwise via emai

Online images collectediere publically availale. Instagramdata were collected
based on itxode of conduct (2020onsidering the use of publlastagram photos

for non-profit educational purposeasfair use of copyright workEthical practices
followed in collecting and handlingstagram imageare explaired in detail under
sectiors 3.5.2.2 Sampling (undeBtep 2: Drawing thé&ample), 3.5.2.3 Obtaining
Visual Image Sampland 3.5.2.4 Data ArrangemenAll the collected data were
stored onthe hard disk of a passworprotected desktop in a locked office, in a
passwordprotected personal laptop, and in a pen drive. The researcher is to remove
and destroy all the data collected for the study after the lapse of time required to

obtain the degree ath complete the publications.

Before explaining how the data collection and analysis are executedhtyper next
presents the context of the study. Bangladesh was seldoteduset is a destination
in the early stages oits TALC with prolonged negative DI. This section covers
methods used tovalidate Bangladesh as a destination with a negative DI in the early

stages ofts TALC aghus, an appropriate research context for the study.
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3.4 Slecting Bangladesh asn Appropriate Research Context

Toachiee the aim of this thesis, which is to examinew UGC contributes to the DI
formation of developing countries with negative DI in the early stages of the, TALC
Bangladesh was selected as the suitable destination among other potential
destinations The selected contexmust fit into the following criteria tdulfil the
objectives of this study: B developing country, 1l) with a prolonged negative DI Ill)
Is in an early stage ofs TALCAdditionally, the selected destination should be a
country that recognises tourism as an industry and shawinterestin developngit

to gain potential economic and social benefits.

Based on Gross National Income (GNI) per caphaWorld Bankclassifies world
economies into three groupsow-income ($1,045 or less), middiecome (consists

of lower-middle income fron$1,046to $4,095anduppermiddleincome$4,096and
$12,695; and, high income (abové&12,695 (World Bank, 2022). Low and middle
incomeeconomiesare considered developing countries (World Bank, 2022). A total
of 137 countries are classified as developing countries witto@#4ncome and 55
lower-middle and uppemiddle income categories in 202@Vorld Bank, 2022).
Among them, most of the developing countriia® inthe SubSalaran African regio
where 45 out of 48 in the region are developing economies (World Bank data).
Interestingly, the South Asian region is the only region without a single developed
economy, withthe Maldives being the only uppeniddle-income country in the
region in 2022. When selecting a developing country for this thbésisesearcher
decided to select one among the South Asian region due to the methodology and
methods selected for the thesis. The main source of data is onfiages thatare
unaccompared bytext andanalysedising qualitative content analysi§hisrequires

some familiarity with the culture and the social setting of the selected destination.

¢KS NBaSIFNOKSNRa 2yaG2t23A0+Ht FyR SLA&G

constructionism, argu¢hat people do not individually make sense of the world but
import meaning from culture and society aritence meanings are socially produced
and reproduced (Burr, 2015; Crotty, 1998)nce, the researcher is a national from a
South Asian country, and familiar with the social, cultural, political, and economic

conditions of the region, a country inithregion was investigated for suitability.
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Bangladesh attracted special attention becaitss commonly cited in the literature

as an example of a country with a negatkover a periodof years(e.g.,Avraham

and Ketter, 2016Kotleret al, 1993; Kotleat al, 2002).Statistics further show that
Bangladesh is one of the highagibwing economies in the region with rapid GDP

growth (World Bank, 2019), but demonstrate the lowest tourism growth and tourism
development in the region (UNWTO statistics; World Economic FONIaT), 2017).

India, Sri Lankdahe Maldives and Nepal displayed high tourist performance in the

region andBhutan was excluded from the search because their policy is to discourage
tourism rather than promte it. The two remaining countriesf Pakistan and
Afghanistando not maintain any tourism records. Bangladesh further showed
suitability to serve as the context for the thesis.a$ Yy 3t  RSAK Q& {2 dzNR &
show a high interest in developing the tourism industry to gain economic and social
benefits for the country (Bangladesh Parjatan Corporati@02]). Bangladesh
demonstrates a high tourism potential (WEF, 2019) and is a country rich with natural
0Sldziez AyOfdzRAY3I (KS ¢2NI RQuithefmdrgi@Sad yI
home toa unique historical and cultural heritage including five world heritage sites
(Zahra, 2012). A portion of Sundarbans, the woeldowned mangrove formation is

located in Bangladesh, which is a habitat of Bengal Tigers and home to wild heritage

sites (Khaom and Buckley, 2015).

By satisfying all the abovenentioned criteria Bangladesh is identified as a suitable
context for this thesis. However, further steps were taken to identify the TALC stage
of Bangladesh to validatéhe countryas an appropriate research context for the
thesis, which requires a destination with a negative DI in the early staglas ©ALC.
Methods used to locate Bangladeshtire TALC are explained below. Results are

presented in Chapter,4he first analysis chapter.

¢2 200FAYy (KS aK\LEsisScorcdptual anyg rdasurierieat deRisions
proposed by Haywood (1986) were adopted (Gore et al., 2021; Lundtorp and Wanhill,

2001; McKercher and Wong, 2021; Pulina et al., 2006y comprise: i) Defining a

unit of analysis; ii) selecting a relevant market; iii) pattern and stages of the TALC,; iv)
ARSYUAFTFAOIGARZ2Y 2F GKS |INBIFIQa akKlFLIS Ay {F
measurement; and, vi) determination of the relexdaime unit.
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i. Defining a unit of analysis

The tourist area or unit of analydmas to be decidethased onresearch objectives
andthe intended use of the information since there is no universally accepted unit of
FylFrfeaira 2N gKFG Aa NBTSNNMNBdR ce2Hayveod, i K S
1986; Singh, 2011). A wide variety of units were taken as the tourist area, including
countries (e.g.Kubickova and Martin, 2028cKercher and Wong, 2021), a territory
within a country (e.g., regions, city, or town) (e.g., Berry, 2006; Gore et al., 2021;
Hovinen, 2002; Lundtorp and Wanhill, 2001; Rodriguez et al8)2@hd specific
tourist facilities (e.g., accommodations, attractions) (e.g., Agarwal, 1997; Getz, 2001;
Pulina et. al., 2006; Zhong et al., 2008). Since this thesmiega the destination
image of Bangladesh as a developing country, the entire country of Bangladesh was
taken as the unit of analysis. Different territorjedtractions or facilities within the

country will not be separately examined.

il. Selecting a relevant market

Here alsq the researchehasto select either the total market or a particular tourist
type (e.g., domestic versus international), a distribution method, or a market
segment (group, family, or individual) that is more appropriate to the researcher
(Haywood, 1986). This thesis consgl@nly the international tourist market. This
decision is moot as there are no datasets available on the domestic tourist numbers
of Bangladesh. Homogeneity was assumed for the international tourist market, so
international tourists were treated as one hmgeneous segmentde McKercher

and Wong, 2021)Subsequently, the TALC is to be mapped using statistical data to
identify the: iii) Pattern and stages of the TALC; and, iv) the TALC shape in the life
cycle. Nevertheless, to map and obtain the shape of the TALC -eequisit is
deciding the unit of meagement and the time unit. Hence, conceptual decisions v

and vi are explained before iii and iv below.
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V. & vi. The units of measurement and time

Tourist population, tourist expenditure, qrofitability are the measurement units
originally suggested by Haywood (1986). However, researchers commonly face
difficulties with obtaining adequate and accurate tourism industrhated data and
statistics on the destinationssge, Gore et al., 2021; Lundtorp and Wanhill, 2001;
McKercher and Wong, 2021; Pulina et. al., 2006). For example, Haywood (1986)
suggested tourism profitability as the best data upon which to niag TALC.
However, business profitability statistics are difficult to obtain (Haywob@iB6;
Pulina et.al., 2006). Alternatively, the number of tourist arrivals (e.g., Gore et al.,
2021; Haywood, 1986; McKercher and Wong, 2021; Zhong et al., 2008), change
patterns in accommodation (e.g., Pulina, et al., 2006), and government expenditure
on tourism (Getz, 1992) was commonly used as the measurement Timit.same
iIssue isalso there with the unit of time. The annual tourist arrival statistich
destinationare the most common, accurate and reliable data sets available to obtain

(e.g., McKercher and Wong, 2021; Gore et al., 2021).

In the case of Bangladesh obtaining most tourigiated data was difficult. Mapping

the TALC requés a time series dataset/s on the unit of measurement (e.g., tourism
numbers, government expenditure, or profitability) for a consideraflenber of

years. Tourism industrelated data and statistics in the reports published by the
Bangladesh Bureau of Statistics, the Bangladesh Ministry of Finance, Bangladesh
tourism organsations, or elsewhere were found to be comparatively brief, limited,
and dated {ourism numbers were given from 2006 to 2014). The most accurate,
complete, and ugo-date datasets on international tourist numbers to Bangladesh
extending for a considerable period of years (from 1995 to 2019) could only be
obtained from the UNWTO reports. So, the unit of measurement was taken as

international tourist numbers, and annual data as the time unit.

iii. &iv. Identification of TALC shape and stages

¢t2 ARSYUGUATe GKS &K lthednual Hrowth rafedof tbuRsadK Q& ¢ !
the smoothed data series is requiré@ore et al., 2021; Haywood, 1986; McKercher
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and Wong, 202150, a quantitative method had to be used to assure a more accurate
YIELILWAY3I 2F . I ppsion(erR).SGore @tzal., BORIWYNWTO statistics on
annual international tourist arrivals to Bangladesh for 25 years (1995 to 2019) were
obtained and the data set was smoothed to control any anomalies before calculating
the annual growth ratessée, Gore et al., 2021; McKercher and Wong, 2021). The

simple exponential smoothing formula is as follows (Gore et al., 2021).

R=aAu1t (:a) k1

where,

R is the Forecasted demand for the period t
ais the smoothing constant.

Ac1is the actual value for the timel

R.1is the forecasted value for thelt

{AYLX S SELRYSYyGALFt &Y220KAYy3 61 & LISNF 2 NI
with asmoothing constant of 0.2, which is the optimum alpha vak)eobtained for

the series. The optimum alpha value is the one that gives the least Mean Squared

Error (MSE). Series was tested undef.1, 0.2 and 0.3. The least MSE adk2.

Next, the annual growth rates of the smoothed series were calculated using an MS

Excel array using the following annual growth rate formula.

(End value/ Start value) * (1/ (periods1))-1

[e.g.,exponential smoothingalue of the year 2020/same of 1996) " {2p1]

Accordingly, the following data sets were obtained
a) Smoothed data series on tourist arrivals to Bangladesh

b) Annual growth rates of international tourist numbers

Smoothed data series (a) was used to derive the shajplbeoTALC. The smoothed
data series of international traveller arrivalsgXis) were mapped against the time

(years) (»axis) in a diagram using 3/Excel. The resulting line is the shape of
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.y 3t I RS@EeK Gére et dl. [2021; McKercher and Wong, 209&xt, a basic

idea of the present stage of Bangladeshhe TALC was obtained from the annual
growth rates (b). For thishe standard deviation of the annual growth rates was
calculated, and this standard deviation was compared against the decision criteria
LINPLI2ZASR o0& | lF@g22R 0 mMpy c UstageQuantkaRvely (G A T &
(Gore et al., 2021), which is presented in ChapteHdwever, this quantitative
identification of TALC stage is performed only to complete the operationalisation
process othe TALC model. A qualitative approach was used to locate the TALC stages

to address research objectives.

Hence, houghthe quantitative approach is the standard practice for TALC studlies
construct theTALQ shape to bridge this with the ontologal andepistemological
foundations of this thesisa qualitative examination was performed to locate the
TALC staged BangladeshA qualitativeapproachis usefulto identify TALGtagesof
Bangladestby referring to the indicatorsor criteria that characteriseeach stage,
especiallywhen usingthe TALJor predictive purposes(Berry,2006). The tourism
related and other relevandata that provide informatioron tourism development of
Bangladeslin published reports, articles and the Bangladeshi government websites
were examined to identify hypothetical life cycle stages (8erty, 2006Getz, 1992;
Gore et al, 2021). Herethe life cycle stages were identified by chronologically
arranging thesalata to identify thesignificant events occumng during periods that
affected the tourism development of Bangladesh. Three such periods were identified,
which are explained in Chapter 4 (4.4.2). Next, the characteristics identified to be
present in Bangladesh under the above identified TALC stageswamgned against

the indicators(Table 21 page37in Chapter 2: Literature Review)at are expected

to be presentin each relevant stageo confirm that Bangladesh was and is in the
particular stagge.g.,Agarwal, 1997Berry, 2006Butler, 1980; Getz, 1992; Gore et
al., 202). The indicators were examined to identify the laggard and leading indicators
present at each stage dhe TALC(e.g.,Berry, 2006;Gore et al., 202l Laggard
indicators are used to confirrwhen the TALC stageccurs,and leading indicators
predict the general direction of the destination. For example, if all 10 indicators of

the development stage given in Tabld 2re present in a selected destination at a
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particular point,it showsthat all are laggard indicators by confirming the destination

as in the development stage. However, few indicatarsexpected tobe present in

the next higher stagefor examplejf some indicators of the consolidation stage are
also present in the development stage, they are referred to as leading indicators. The
presence of leading indicatts predictsthat the destination is heading towards the
nextstage. Accordingly, the identification of leading factors at a particular $taQ€

gives the model its predictability (Berry, 2008hese findings are presented in
Chapter 4 to confirm Bangladesh as an appropriate context for this thesisrand

further used to address the first research objective.

Next, the chapter moves on to elaborate on data collection methods and ttetse
analysing techniques separately. Accordingly, sections 3.5 and 3.6 explain how the
qualitative content analysis and cultural analysis were perforntedobtain
interpreted meaning of a domain of representation from visual images #ren,
section 3.7 explains the interview data collection, interviewing process and the data

analysiausingthematic analysis.

3.5 QualitativeContent Analysi®f Images

Content analysis is a longstanding common technique used to analyse text,oahich

0S RSTAYSR | a dal NBaSIFNOK (G§SOKyAljdz2S F2NJ
GSEGEA 02N 20 KSNI YSI yAyY 3T dext ¥an befeSyNihdéof 6 Y NA
meaningful written, verbal, or visual information (Bell, 2004; Krippendorff, 2019;
Rose, 2016). The content analysis enables a large amount of qualitative information

to be reduced to a small number of manageable but represergdtivms. Further,

the content analysis can facilitate revealing the complexity of phenomena more
adequately and would reveal unexpected and otherwise unnoticed information
(Smith, 2000)Content analysis is a commonly accepted formal methodology to study
photographic media (Albers and James, 1988; Bell and Milic, 2002; Rose, 2016) and

is often used in tourism studies in examining photographs (e.g., Caton and Santos,
2008; Filieri et al., @1; Hunter, 2016; Jenkins, 2003; Mak, 2017; Munar, 2011;
Pritchard and Morgan, 2001; Stepchenkarad Zhan, 2013; Zhang et al., 2015). For
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an effective way to excavate tourist behaviour and explore tourists' cognition in the
G2dz2NAaY RSailA ganténk anakysis s Lidgatep of devealing how
compositional elements are used in the denotation of visual content within the image
(Ownby, 2013)So,it allows systematic engagement with a large number of images
and facilitates analysing a large number of images in a consistent manner (Rose,
2016). Further, content analysis can provide a rigorous and structured analysis of
cultural objects that are usuglldifficult, contentious, and subjective (Pritchard and
Morgan, 2001)So, galitative content analysis as used to capture both denotative

and connotative meanings of images to provide a complete picture (e.g., Hunter,
2012, 2016). Denotative means the real or literal meaning conveyed by signs in an
image, while connotation is the social or valaeen implcations of such denotations
(Barthes, 1977).

General steps suggested to perform content analysis@tgining a representative
and a significant samplepnitising, devising coding categories, coding, counting the
frequencies, and analysing those frequenciBglf, 2004;Elo andKyngas, 2008;
Krippendorff, 2019; Rose, 2016junter (2012; 2016¢laboraes on the last step
further where after obtaining the frequencies of denotative elements, the next step
is to identify the connotative elements implied by the imag®wever, there is no
standardsed and detailed procedure to conduct a content analysis (Krippendorff,
2019;Elo andKyngas, 2008), especially in the context of interpreting online images.
A process with five phases to perform the content analfSigure 3.2) was derived

by consulting the content analysis processes suggested by Bell (Ed®4hKyngas
(2008) Krippendorff(2019), Rose (2016) and Hunter (2012, 2016). Three preliminary
steps suggested by MarirRoig and Clave (2016) under the UGC data analytic
process developed by them were incorporated into the process. The stepprise:
hosting website selection, data downloading, and data@cessing (including data

arrangement, data cleaning, and data debugging).

89



Figure3.2: Photographic Data Collectioand Analysis Process
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Though the diagram presents a linear process, the actual analysis does not happen

linearly. Hence, the explanations provided beloit allow thereader to understand

how theactual analysis took place.
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3.5.1 Phase 1: Prpreparation Sage

Firstly, the sources and means to obtain online imaf@ese been decided

Photographic data for research can either be researaheren (i.e., photographs

taken by the researcher) or participagenerated (Balomenou and Garrod, 2019;
Rose, 2016). Participagenerated visual images can be either photographs
commissioned for remarch or found photographs not commissioned for research
(Balomenou and Garrod, 2019his thesisised only the found visual images, which
are not commissioned for research. Sucueil images were obtained both from UGC
and from the DMQQ &isual media. Website selection and platform selection

procedures are discussed below.

3.5.1.1 Collecting the DMData

The DMO promotional materials are commonly studied to assess the projected image

of a destination (e.g., Agusti, 2018; Hunter, 2012; Mak, 2017; Stepchenkova and

Zhan, 2013). The DMO dateere collected from the online visual media of the
Bangladesh Tourism Board (BTB), which is the authority responsible for the
promotion of tourism in BangladesitheBTB website was continuously monitored
for changes since September 2028imagesuploadedor sharedon the BTBwebsite
(tourismboard.gov.biland their affiliated Facebookand Instagramaccountfrom 15t

January2017to 22" April 2020were manually downloaded.

In December 2019, another interesting website named beautifulbangladesh.gov.bd
was observed onlinevet, it contained photographs and information on Sri Lanka, a
neighbouring country. However, the website was monitored for changes from
December 2019 to March 2020; after that it was no longer available on the internet.
Subsequently, an interview with a BTB official 8nQtctober 2020 revealed that in
mid-2020, BTB launched a new promotional website beautifulbangladesh.gov.bd,
named after the Bangladeshitbhh &Y G 3t Ay S a&. S| dzii A F dz
online promotional tasks were transferred to the beautifulbangladesh.gov.bd

website which was affiliated to Facebook, YouTube, Twitter, and Instagram
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accounts. The role of BTB and its website, tourismboard.gov.bd, is now strictly limited
to internal communications and it redirects tourism traffic with a link to

beautifulbangladesh.gov.bd.

Giventhat this is a recent chang#e international tourists who participated in the
interviews or who shared images on Instagram (UGC sample) may not have come
across the images on this new website beautifulbangladesh.gov.bd, as the UGC
sample was drawn dfore mid2020 and interview participants had been to
Bangladesh before summer 2020. Hence, the images in beautifulbangladesh.gov.bd
have not influenced the perceived image of tourists and the UGC created by them.
Nevertheless, this introduction of theew platform offered a rare opportunity to
examine a transformation othe DMO online promotional infrastructure and to
assess whether UGC influences DMO promotions and contributes projected images
through DMOs. Therefore, all the images in the beautifulbangladesh.gov.bd website,
Facebook and Instagram accounts were manually doaded during November
2020. Accordingly, two samples of DMO visual images were collected and analysed.
The first sample (DM@ includes images available on the BTB website
(tourismboard.gov.bd) + Instagram + two Facebook accounts from 1st January 2017
to 22"d April 2020. The second sample (DMPincludes images available on
beauifulbangladesh.gov.bd + Instagram + Facebook frofh A&il 2020 to 38
November 2020Each DMO image sample was then cleaned to remove duplications
and anonynsed. Duplications were prevalent since the same images were shared on
both Facebook and Instagraifhe DMG and DMQAI samples contain 653 and 1875

images respectively.

3.5.1.2 Selecting the SN#atform to ollect UGC

UGC datawvere collected from asocial networking siteNS)A photo-sharingSNS

platform to collect UGC visual image data wassenupon satisfying two conditions.

Firsty, the platform should be one givingrominence to sharing photographs and

secondy, the platform should bea popular SNS platformAccordingly, a list of SNS

platforms with the facility to share photographs was compiled in order of popularity
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from most popular to leasiThe top three candidates were Facebook, Instagramal
Pinterest. After a comprehensive comparison of their characteristics, Instagram was
identified as the most suitable platform to collect UGC imaffgspendix 3) In
summary, Facebook is profitgiented, and Instagram is conteptiented. Instagram
photographs are publicly available unless the user made them private. Any required
types of photographs can be accessed by using specific keyword searches. This cannot
be done on Feebook because all contenincluding photographsis tied to the

profile. Moreover, researchers argubat Instagram has the capability of shaping
moods, impressions and DIs as well as improving the awareness and interests of

potential tourists towards a destination (¥t al.,2020).

Three main methods are available to extract photographs from Instagram
(Laestadius20179:

i. Extractdata directly from the Instagrampplication program interfacéAPI)
ii. obtain data from a thireparty tool or service that connects to the ABi,

iii. extract data from the Instagram user interface manually.

Manual extraction and direct extraction frothe Instagram API are timeonsuming
and it is difficult to filter data (e.g.obtaining images shared during aleged time
interval) (aestadius2017. Hence, Instagram photos were obtained with the help of
a third-party service that connects to the ARIomparisons between the possible

service providers were performed as given in Table 3.2.
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Table3.2: Third-Party Services that Connect to the Instagram API

Nazarov, 2019)

Service Characteristics and benefits | Key limitation

Provider

ICONOSQUAR ¢ Facilitate the accoun { Provides account analys
(e.g., holder to analyse statistic for Instagram Busines
Laestadius et for a given period, whicl accounts only
al., 2016 they can use to maki (ICONOSQUARE, 2020).
Nazarov, 2019] management decision

HitAlama (e.qg., (Nazarov, 2019).

Nazarov, 2019)

WEBSTA, These &cilitate hashtag] None of them is fully digita
HASHTAGS, search, posting reposts arf and data mining is no
PARASITE, monitoring comments. possible.

CHOTAM(e.g.,

Instaloader I Provides hashtag an 1 Instaloader completely run
account search in  Python programming
languageandrequiring users
to be competent in the
programming language.
Octoparse(Yu | TAllows extracting image { Restricted to  accoun
et al.,2020; Yu from Instagram including thy analyss. So,the data can be
and Egger| data such as the number ¢ obtained only from pre
2021) likes, comments, dat{ identified accounts
posted, checkn locations| § Hashtag analysis is not
and URLs. possible
Analisa.io I Artificial intelligence | 1 The PDF report can genera
powered analytics opel results based on a specifig

platform for Instagram.

fProvides both account
analysisand hashtag analysi
(e.g., obtainingsearch resultg
under a specifiedkeyword
hashtag combination but no
only for specifiedaccounts)

T Userfriendly interface

Premium services optiol
gives access to up to 12,0(
posts per hashtag search for

monthly fee.
T Provides downloadabls
reports in both Comma

Separated ValuesC&/) and

period (e.g., 2012018).
However, PDF report
include results on only a fe
posts. CSV reports cg
include results on the mos
recent data. Results cann
be based on a specifie
period. But the results
provide 12,000 most recent
posts on the day of search.

PDF formats
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1 CSV files contain informatig
about each post such as th
dza SN a Ly adl
name, Uniform Resource
Locator (URL) link, th
number of comments, anc
likes, and accompanyin
hashtags.

Analisa.io was selected to collect Instagram data by considering thefriesealy
interface with the ability to generate a large amount of relevant d&specially, it
can generateeports based on hashtag keyword combinatsmarches Next, basic

preparationswere madeto obtain the visual images from selected platforms.

3.5.2 Phase ZPreparation

The pe-preparation phase comprises makingitising and sampling decisions,
obtaininga representative and a significant sample of images &ndlly, data pre

preparation/ data arrangement for analysis

3.5.2.1Unitising

Sampling units, coding (or recording)its and context units have different functions

to play in contentanalysis (Krippendorff, 2019). According to Krippendorff (2019),

al YLX Ay3a dzyAda FNBE GKS dadzyada GKFG | NB
FylFfearaed O6LIdpy v KSNBlIA GKS O2RAYy3A dzy A
transcription,record y 3> 2 NJ O2RAYy 3¢ o0 LIPPpPO P { | YLI Ay 3
be defined in a way that connections across the sampling units (if there is any) do not

bias analysis and in a way that individual sample suoiintain all the relevant
information. Hencethe sampling unit for this research is a URL link to an Instagram

post containing a visual image for the UGC sample and a visual image on DMO visual
media for DMO samples. Next, the coding units involve identifying and defining a

basic unit of text to belassified (Weber, 1990This thesi€onsideredeach imageas
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a single unit of content. These coding units were later classified into main, generic,

and subcategories after the coding procddsxt thesampling decisions were made.

3.5.2.2 Sampling

Qualitative researchers usually use purposeful sampling, whidivesselecting the
sample intentionally based on the needs of their study (Coyne, 1997). Online visual
images can be obtained through purposeful or proportionate sampling strategies or
as a combination of both, whichevaneets the requirements imposed by the
research objectivedor example, Rose and WiRO{9) and Stepchenkova and Zhan
(2013) adoptedthe proportionate sampling strategy to ensure their samples
represened the pre-specified period of data collection. In contrast, Hunter (2016)
obtained a sample of the most recent 900 images from each selected search engine
based on norproportionate sampling. He arguesatmost recent imagethose most

likely viewed by users and, hence, most representative of the DI.

However, not seeking statistical representativeness in qualitative research does not

mean a complete ad hoc opportunistic sampling strategy is suitable (Mason, 1996

and May 2002 cited in King et al., 2019). The sample should be both representative

and sigfficant and should be drawn in a systematic manner relating to the
phenomena under investigation (King et al., 2019; Rose, 2016). Though purposeful

and probability sampling techniques are different, they can be combined usefully
(Coyne, 1997). Purposefdnmdom sampling is one such strategghich can be used

GKSY GKSNB Aa al @GSNE f |-NH&sesdh@rio ob®igus LJ2 (0 S
reason to choose one case over K SNE o0 { I YRSt 2ga{ AstheH nnnYrt
biasin a larger purposeful sampénd increassthe credibility (Patton, 1990). Hence,

the UGC sample was obtained based on the purposeful random sampling strategy.
Accordingly, the sample can be drawn randomly from a sampling frame, but each
selected case should be informatioich to meet the purposeful sampling criterion
(Sandelowski, 2000). Accordindiyst, the appropriate keyword combinationsere

identified to generatethe sampling frame.
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Step 1: Selection dkeywords

Purposive sampling with keywords search was used to obtain photographs from
Instagram. A subscription to Analisageemium was set up to obtain reports of
different hashtag keyword combinations. An exploratory search was conducted to
find the best word cmbinations that give the highest number of results, by
employing a variety of keyworde.@.,Hunter, 2016). Researchers have commonly
dzZa SR (KS 62NR WiNI 8StQ O2YO0AYSR gA0K GKS
photograph searchese(g., Hunter, 216; Stepchencova and Zhan, 2013). For
example, Hunter (2016) used travel, tour, and visit as keywords for the initial search.
He has choseit K S | Stéaveli@ Nddats/collection since the results generated
underi KS | S bodreahd¥EitQWEre very low. The keyword combinations of
travel, tour, and visit with Bangladesh were selected for the initial hashtag search. A
search of the Instagram user interface provided the following results on 13th March
2020.

W #travelbangladesh 14,057 posts (and #bangladeshtravel 3,589 posts)
W #visitbangladesh 30,109 posts
() #tourbangladesh 188 posts (and #bangladeshtour 999 posts)

A very small number of posts available under #tourbangladesh indicates that it is not
a popular keyword combination among travellers. Hence, #tourbangladesh was
dropped from further analysis since it does not adequately represent the views of
travellers toBangladesh. Nextp obtain a more representative sample of images,
other possible keyword combinations (hashtags as referred to in Instagneme

explored.

Instagram allows users to use up to 30 hashtagsimpage Analisa.io provides the
facility to identify up t020 of the most ceappearing hashtags with a particular
identified hashtag. Analisa.io PDF reports were obtained for #travelbangladesh and
#visitbangladesh for the past ongar period to discover the other most used
hashtags associated with themResults revealed that #naturalbangladesh,
#beautifulbangladesh, #walkbangladesh, #nature, #bangladesh, #dhaka, and #bd are
the most tagged other hashtag#bangladesh, #nature, #dhaka and #bd were
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removed from further analysis since they are not word combinations indicating travel
G2 . Fy3flRSaK® b2iloftex W. SIdziA¥FdzAg . y3I
Bangladesh. Next, #beautifulbangladesh, #naturalbangladesh and #walkbangladesh
were searckd on the Instagram user interface and they contained considerably
higher numbers of posts, with 176,3525,968 and 65,589 posts respectively.
Accordingly, these three hashtags were included in the Hatally five keyword
combinations were selected to collect data, namely, #travelbangladesh,
#visitbangladesh, #beautifulbangladesh, #naturalbangladesh and #walkbangladesh.
Then, each of these keyword combinations was searched on Analisa.io using its
hashtag searh option. This generatefive CSV filesinder eachkeyword thatcontain
information such aghe URL, namedf the account number of likes comments,
geotags, associating hashtags, and accompanied text on the most ret2n000
Instagram posts per hashtag searblext, thesample sizavas decidedas explained

below.

Step 2: Drawing thé&aample.

Thelists of URL&om the above obtainedCSV fils under each keywordet were

taken asthe sampling frame to obtain th& GC imagesample. Each list of URLs
contained the most recerft12,000 posts in chronological order on the day the search
occurred which is 22 April 2020. All these Instagram posts included in the sampling

frames were shared in or after 2018, which qualifies them to be referred to as recent.

¢CKS alYLXS aldArAaFTAasSa | dzy i SN A& sthasetvet 0 | NA

adequately represent the presé DI of the destination.

No rigid rules guid the sample size for image analysis (Rose, 2016). The sample for
content analysis should be representative enough to capture the variation among all
the relevant images, large enough to contain examples of those variations but small
enough to facilitate tk subsequent analysis without overwhelming the resources
available for analysing at the same time (Pritchard and Morgan, 2001; Rose, 2016).
Accordingly, systematic random sampling with a randomly selected starting number

was used to select a sample of URlithin each CSV filee(g., Stepchenkova and
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Zhan, 2013). To obtain a manageable sample size, evlriyBQ in each list starting

from the n URL was drawn for the sample. The initial sample contained 1,208 URL

Subsequently, the visual images were manually obtained using these URLSs in the
sample. Automation allows quick and easy download of photograpHewever,
Lyadlk3aNry YyQa G(§SNXa 27F dzadronbiEddivimg) dciaging, a G I
caching or otherwise accessing any content on the Service via automated means,
including but not limited to, user profiles and phot¢X0 §Instagram, 2020). A

request was emailed to Instagram seeking permission to download photographs
automatically from the identified HLs. A response was received stating that
Instagram can no longer be contacted via email. Users are advised to refer to the
information provided in the Instagram help centre for any clarifications. According to
Lyadl3aNyyYQa O2RS 27F  ayfayi Rotpibd foronomrafin 0 dza A
educational purposes can be considered a fair use of copyright work. Hence, images

were manually obtained after following the datdeaning steps as explained below.

3.5.2.3 Obtainingvisual Image Sample

Before obtaining thdUGC imagsampleto analyse it was necessary to tracany
duplications availabldetween URL sampkobtainedfrom five keyword searches
Since Instagram allows multighashtagsin a post, there is a possibility that the same
postis available undetwo or morekeyword combinations used to obtain the sample
frame. Therefore, URLs in the sample were compared with MS Excel to identify
duplications.Duplicated URLs were removed from the lisyiskeepinga particular
URLon one list §eeRose and Will£019).

The ownership of the Instagram photographs is with the person who posted on
Instagram (Instagram, 2020). These users who make their photographs publicly
available on Instagram hold privacy expectations. Moreover, Instagram users have
the power to delete, Bier or make their photos private at any point should they not
want their photographs to remain public anymore. This compels researchers to have

an explicit policy to deal with any such changes before analysing the collected
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Instagram data (Highfield and Leaver, 2014 cited aestadius 2017. Laestadius
(2017 suggest that anattempt must be made talownload the same photographs
again for the second time after a month after the first downloAdd Rose and Wills
(2019) have removed images that are no longeibliclyavailable at the end of their
data collection period from the analysihotographs that were in the first set but
not available in the second set of photographs downloaded after a month indicate
that the user may have deleted or made thoseagesprivate. Such photographs
should be removed from the analysisagstadius2017). Moreover, if the post is
found to be modified at this second downloading attempt, the sample must include

this amended versiorL@estadis, 2017).

Similar precautions were taken in obtaining the final UGC sample ferthiesis
Accordinglyas explainegthe sample of URLSs leading to Instagram posts was selected
on 229 April 2020, bumanual downloading of images using these URdsstarted

only after a lapse of one month, that is, on'23ay 2020 When the URL was
searched, sme posts were unavailahléndicating eithetthe user removed or made
the imagesprivate. The videosposted andimages oncommercial advertisements
were removed from the sample. After this datkeaning process, 249 posts were
excluded from the analysis. The final Usa@ple contained 954 visual images, which

IS 79% of the initial sample of 1203 URLSs.

3.5.2.4 DataArrangement

All three visual image data samples obtained frimstagram and DMO visual media
were thensorted,andInstagrandata wasanonymsed before analysis. The faces and
any other symbols revealing the identity of any person appeanihgstagrammages
have been pixelated and anonysad. Anonymised images were usech@n these
publicly available visual image®re used in the thesis or publications as exemplars.
Next is toanalysethese data obtainedDevisingcoding categorieto code the visual

images under phase three is explained below.
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3.5.3 Phase 30rgansing: DecidingCoding Categorie

The development of independently verifiable and reliable classifications is the key to
successful content analysis (Pritchard and Morgan, 2001). Inductive content analysis
guidelines given bilo andKyngas (2008) were used to guide the organisation of the
Instagram photographs in the sample. Inductive content analyssiiablein the
absence of enough former knowledge about the phenomenon or if the knowledge is
fragmented. Deductive content analysis is suggested when the researcher expects to
retest the existing data for a new context. Though there are previous studies that
performed content analyses with UGC images (e.g., Mak, 2&&pchenkova and
Zhan, 2013) the phenomena of their studies are different to this study and the

available knowledge is fragmented.

The inductive coding process consists of three steps, i.e., open coding, creating
categories and abstraction (Elo and Kyngas, 2008). The open coding process began
with the UGC sample. At the open coding stage, the researcher freely identified
coding categaes to devise cognitive DI of Bangladesh. It is suggested to read the text
repeatedly and note down the headings identified in the margins of the document
orderto assure all the relevant headings desorgrll the aspects of the context are
identified. These headings can be then taken down to coding sheets to guide
categorising and abstraction later. Since the sample consists of images available in
digital version@ndnot hard copies of written text, headings were directly typed into

an MS Excel spreadsheet when identified. For example, some such headings
identified are flowers, domesticated animals, people, archaeological sites, urban
buildings, insects, and rivers. Such headings identified with UGC images were used as
a guide to identy headings inhe DMO samples. However, whenever necessaew
headings were identified and recorded into the same MS Excel spreadsheet. Hence,
the DMO image coding process was a combination of inductive and deductive
analysis. Then all the images inaddin the three samples were looked through
repeatedly to identify all the possible headings. It was a tooesuming and complex

task as expectedgeeY NA LILISY R2ZNF FX HAM®PO D | 26 SOSNE (¢
the image set at the image obtaining and subsequent data sorting and arrangement

processes immensely facilitated the open coding process.
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The second step, creating categories, involved grouping these freely developed
headings into higheorder headings to reduce the number of categories (Elo and
Kyngas, 2008). Accordingly, the headings were grouped based on the similarities
shared by them tadevelop initial categories with a name also given to represent
characteristics of the content. These groups formed the-cafegories too, as
referred to in the subsequent abstraction process. For example, the headings wild
animals, insects and birds weegrouped to form a higheorder category as wildlife.

The categories developed by previous researchers such as Albers and James (1988);

Mak (2017) andstepchenkova and Zhan (2013) were also consulted.

The third step is abstraction, where categories are generated to express general
descriptions of the research topi(Elo and Kyngas, 2008Accordingly, three
hierarchical layers of categories as subcategories, generic categories and main
categories were developed (Figure 3.By grouping the subcategories with similar
characteristics together, a set of generic categories were identified. Then these
generic categories that share similar characteristics were grouped to form main
categories(e.g., Elo and Kiygas, 2008) This abstraction process requires to be
continued as far as it is possible and reasonaBle &and Kyngas, 20p8rhus, each
level of the category was revisited to assure the necedsitguch a category. As a
result, some subcategories were removed or combined. The researcher intended to
have a manageable amount of meaningful and adequate categories that adequately

represent all essential features of the cognitive image of Bangladesh.
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Figure3.3: Three Hierarchical Layers of Categories

Subcategory Generic Category  Main Category
Rivers, lakes, and natunabnds
(WR-R) Water-based
Waterfalls(WR-W) natural =——>
resources
Ocean and beachd8VR-OS) (N-WR)
Land and natural scene(%LS)
Scenery
Sky scener{SSS) (N-S) —>
Flowers(FFF) Nature
Forests, (N)
Trees and plantNFTP —> trees and
flora
Forests, woodlands, and jungflt (N-FF)
(FFFJ)
Wild animalqWLWA) =——>,
Birds(WL-B)=—> Wildlife

—> (N-WL)
Insects(WL:l) ==

Marine life(WL-ML)==>

Accordingly,five main categories were developed to represent cognitive DI. An
additional category was developed to put images not revealing any destination
attributes such as COUI® awareness messages, Rmuristic notices and quotes,

and unclassified images. cAding manual was prepared as a complete guide to the
coding and categorising process (Appendix 4). This provides operational definitions

of all the categories with photographic examples

3.5.4 Phase 4Performing

Next, theimageswere coded and categoriseidto the identified categoriesUGC

DMOI and DM@ samples were coded and categorised independently from each
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other. How coding took place, measuring the inteder reliability and getting the

frequencycounts are explained below.

3.5.4.1 Coding thémagesinto Categories

Three samples were coded separately using separate file folders created to represent
each subcategory within a sample. Each unit of content is normally classified into one
category (Webber, 1990However, visual images are complex units of content
compared to written or verbal text. Breaking down a photograph reliably into a
smaller content unit is complex and difficult (Stepchencova and Zhan, 2013). Hence,
in practice, each photograph is codedarseveral categories limited to a maximum

of four categories (Stepchencova and Zhan, 2013; Mak, 2017). Hence, each image
within a sample was taken separately and was copied into the relevantategigory
folders up to a maximum of four most relevant scdtegories. At this stage, alghe
required and necessary changes were done to the-catkgories and then to the
coding manual accordingly. For example, new categories were crea@ged,or
removed to assure the categorieslequatelyrepresent all essential features of the
cognitive image of Bangladesh. Therefore, each image had to-beataated and

then they were put intdhe most suitable sulzategories they should be categorised
into. This process assured intcader reliability, which is explaiden the subsequent
section. After all the images within the three samples were coded and categorised
into their respective sufzategories, a set of generic file folders were created under
each sampleThen the sulcategory folders falling into the relevant generic category
were placed accordingly; e.dnsects (WIWA), Birds (WEB), andWild animals (WA

WA) subcategory folders wergut into a file folder namedwildlife (NSFWWL),
which is the relevangeneric categoryThen six folders were created tepresent six

main categories under each sample and the relevant generic category folders were

transferred to the respective main category folders.
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3.5.4.2 Assurindreliability

Assuring the validity and reliability of content analysis is critical since there is no linear
or agreedupon procedure to perform content analysis. Replicability is the key
concern under reliability (Bell, 200&Krippendorff, 2019 Hence, both intraand
inter-coder reliability were assureéirstly, the coder (researcher herself) categorised

all three visual image samples of UGC and DMO based on the coding manual
guidelines After two months, a sample of 1@®ages, which included 50 UGC and 50
DMO imagswere taken separately and categorised by the coder independently from
the previous codingintra-coder reliability was assured with an average percentage
agreement of 96%Next, wo academic researchers independently analysed the
same sample of 100 images. Theder is required to perform fresh coding if
statistical reliability is not gained (Bell, 200Agreement on each image coded into

at least one common category was considered as agreed on the categorisation of the
image to the respective categoryter-coder reliability was assured with an average
percentage agreement of 93.33% ((94+95+91)/300*100) among the three coders.

Above 90%f the agreement is recommended to assure reliability (Bell, 2004).

3.5.4.3 Counting thérequency ofVisualElements

Next is to perform the final step of the content analysis, i.e., counting the frequencies
of the number of occurrences, and recording. Under this step, frequencies of
denotative signs (codes) represented by the UGC and DMO images under each sub
category (o generic category in the absence of a subcategory) were counted and
enteredinto an Excel spreadsheet. Each satbegory total was calculated for generic
category totals. Relevant generic category counts were calculated to obtain the main
category totals.These frequency counts welaterpreted to narrate answers to
research questions, which are presented in Chaptefte frequency count of the
UGC and DMO images will be used to observe the similarities and differences
between the contents captured by UGC and DMO. Comparisons were made between
UGC and both DMOand DMGII samples, and between the two DMO samples.
Comparisondetween the DMO and UGC sampleyveal the degree of congruity
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betweenimage projections by the DMO and images perceived by the tourists that
are expressed through their UGSs a further analysisa correspondence analysis
was conducted as a statistical test to see the associations between destination
attributes across the samples. Correspondence analysis ieffattive visual
representation to show the attributdrand (destination) associations since the
multidimensional frequency data can be reduced into a-tmensional maphoi

et al, 2007.

3.5.4.3 Interpreting the Results and Narrating Answers to the

ResearchQuestions

In the previous step through the frequency counts, the most frequent
representations of Bangladesbr in other words, the most frequent denotative
elements appearing in UGC and DMO online images were identified. Next, these
denotative elements were A Y 0§ SNLINBGSR O2yy2iFGAQBSteod
interpretative analysis of connotative elements can generate more insights into the

message of the destination image as depictetddi 2 (i 2 3 MilintelK 20£2:429).

Qultural analytics was conducted to uncover the affective image of Bangladesh as
depicted in DMO and UGC image samples, which is discussed in the next section.
Cultural analytics facilitates to further reveal patterns in large amounts of visual
images available online, which are not visible to a researcher (Manovich and
Douglass, 2011 cited in Rose, 2016). This method is used to reveal the notion8 of HSB
(hue, saturation, and brightness) colour space expressed through a large collection
of images holistically (Rose and Wills, 20IB)ese colour space statistics are
interpreted to reveal the emotional aspects of DI in the images (e.g., Rose and Wiilis
2019; Yuet al., 2020; Yu and Egger, 2021Colour space is successfully used in
marketing studiesalsq to reveal the affective component of visual imageséval.,
2020).Under cultural analytics, first, the colour space statistics of image samples

were obtained using the computer software, Image Plot. Second, the image samples

SHSHsalsoreferred to ad.HQo denoteLightness, Hue, and Chroma
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were visuabed again with the Image Plot. Resulting colour space statistics and
visualsations will be used in Chaptérto interpret the meanings to reveal emotions

associated with the image samples.

3.6 Cultural Analytic¥rocedure

Different colours are claimed to connate various meanings and have an impact on
human perception(Yu and Egger, 2021Yhough divided from the psychology
discipline, this colour psychology has attracted the interest of researchers from
diverse fields of studies as a tool to examine human emotions expressed through
colours (Yu and Egger, 2021). Hence, copmychology is identified as a suitable
method to reveal the affective DI construction of Bangladesh. This section first
presents an introduction to the colour dimensions and colour space concepts. Then
it moves to explain the cultural analytics processytg with selecting a platform

to obtain colour space statistics and then obtaining colour space statistics, visualising

and, finally, extracting dominant colours througkisualgsations

3.6.1 ColouDimensions andlour Sace

Colours result from light waves anbdence light generates the colour (ltteand
Birren, 1970). Colour is a multidimensional construct composed of three main
dimensions, namely hue, brightness, and saturation. Hue refers to the colour
appearance parameters, which is the wavelength of light within the visible spectrum
(Hsiehet al.,2017; Yuwet al.,2020). The human eye is only capable of perceiving a
light wavelength between 400 to 700 millimicrons (Ittend Birren, 1970). Hue is a
scale from blue to red and people typically use hue to describe a colour (e.g., red,
green) (Labrecque and Milne, 28)1 Saturation (or Chromagfersto the degree of
purity or quality of a colour (ItteandBirren, 1970). Colours appear grey and washed
out when saturation is low and appear vivid when saturation is high (Labrecque and
Milne, 2012). Brightness (or value/lightness /intensity) is the greyscale, which is

scaled from maximally light (white) to maximally datda¢k) (Kress and Van
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Leeuwen, 2002). Thaue effect is the most studied dimension, particularly the only
one studied in early studies on colour psycholdgbfecque and Milne, 20).Based
on hue Itten (1961)developed a 1zhue colour circle to propose a way to colour

design (Figure 3.4)tten andBirren, 1970).

Figure3.4Y

L { G-Huy CofouGirele

Yellow-green

Green

Blue-green

Yellow

Yellow-orange

Orange

Red-orange

Blue Red

Blue-purple Red-purple

Purple

Source: left Itten (1961) (Original model) cited in Harkness @0R21); right
reproduction with colours tagged

The circle starts from the three primary colours at the centre (Red, Yellow, and Blue).
Then it moves to the secondary colours, which are careful mixtures of each primary
colour pair (e.g., Red and Yellow make Orange). Finally, the colour circle completes
after mixing each primary colour with each secondary colour to obtain the tertiary
colour (e.g., the primary colour Red mixed with the secondary colour orange makes
the tertiary colour RedDrange). Each colour in this colour circle has its fixed place
sine these hues are sequenced in a natural spectritten andBirren 1970). Each
complementary colour is located @pposite sides (e.g., Red and Gredtie and

Birren, 1970). Complementary colour to a selected colour is a mixture of the other
two primary colourse.g.,complementary colour to Red is a mixture of yellow and

blue that is green.
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Though many colour psychology studies limitedly examine the hue effects, saturation
and brightness dimensions are considered to play an even more important role in
predicting emotions and perceptions (Labrecque and Milne, 2012). For example,
Labrecque andMilne (2012) argue that high saturation has a more arousing effect
and induces feelings of dominanddeanwhile,high brightness (whiter) has a more
calming effect and decreases the arousing effect as well as dominance. Therefore,
high brightness can lessehe arousing effect and dominance of certain colours (e.g.,

in the colour red) and induce calmness (Labrecque and Milne, 2012). Hence, including
all three-colour dimensions to analyse colour psychology is important to examine

emotions depicted by colours

The colour dimension$i(e, brightness, and saturatipean be measured in numbers

and interpreted to give meanings. A colour space can be used for the purfose.
colour spacds whena specificolour modelor system is used to turn colours into
numbers Many colour spaces are based on the RGB colour model. RGB stands for
red, green, and blue because it uses combinations of red, green, and blue light to
generate colours. RGB is the standard method of producing colour images on screens
such as TV, smartphes, and computer screens. However, the RGB colour model is
not closely aligned with human visual perceptidfor instance, other than the three
primary colours (red, yellow, and blue) all the other colours are made as a mixture of
colours. The human eye cannot single out any individual tone in a mixture of colours
and so cannot see component hues in a mixedwolltten and Birren, 1970). For
example, if the colour green (green is a mixed colour) is singled out in a prismatic
spectrum, the human eye can esenly itscomplementary colour, rediten and

Birren, 1970). This arouses a need for developing alternative representations to RGB
that are closely aligned with human visual perceptiohwo commonly used
alternative colour spaces aHSL (hue, saturation, and lightness) and HSV (HSB) (hue,
saturation, and value/brightnessMany computefbased software and tools are
available to calculate colour space statistics of images, which can then be used for
different purposes. In this thesis, the colour representationshaf DMO and UGC

image samples were used to extract the emotions expressed by UGC and DMO image
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samples (e.g., Yu and Egger, 2021). The following sections explain the process used

to obtain colour representations.

3.6.2 Selectin@n Applicationto Obtain Colour Space Statistics

Lev Manovich developed the concept as well as the term cultural analytics in 2005,
to analyse massive cultural data sets, and flows using computational, and
visualgation techniques (Software Studies Initiative, 2021). They use -eparce
software ImagePlot to perform cultural analytics. Later, many such software and
online tools, which enabléhe analyss of colour space of visual images and video,
were developed (e.g., Imagéolour Summarizercolour extraction application by
TinEye, Google Cloud VisioNost of these software and tools use every pixel in an
image to compute these statistics, which results in more accurate results. Three such
software programs recently used in tourism studies compi@eogle Cloud Vision
(e.g., Yu and Egger, 2021), Image Color Summarizer Ye.gt, al., 2020 and
ImagePlogpplication (e.g., Rose and Willis, 2019). ImagePlot was selected to analyse
the image sample by comparing the capabilities of these three applications (Table
3.3). The main advantages ImagePlot Hasva others are its ability to provide colour
space information statistics and perform further analysis (e.g., visualising) using such
statistics of thousands of images in a few minutes, which can be used by a researcher

who does not possedsiowledge orin-depth computer programming language.
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Table3.3: Comparison Between Colour Space Analysis Software and Online Tools

Application Characteristics
T aLYFI3IStt2d Aa | FNBsSs calechoiisio
ImagePlot images and video of any size. It is implemented as a macro V

works with the opersource image processing progrdmaged
(Software Studies Initiative, 2021)

1 Images in any of the formai®.g.,jpg, .png or URLs of image
can be used for the analysis

1 Image J can generate colour space statistics (BRGB), and
identify shapes of hundreds to thousands of images wi
minutes.

1 The main function of ImagePlot is to visualise thousand
millions of images in plots (Image Plot).

1 This visualising capability is the key difference between o
tools and ImagePlot, as it is developed for cultural analytics.

1 The metadata of the images (e.g., year, names) also can be
to generate visuadations. e.g., year and hue median into X g
y axis

1 Further analysis such as cluster analysis can be performed
the visualised maps.

1 ImagePlot has a Graphical User Interface, which does not re
the user to program or script. To ruisome of the functions
knowledge of Java programming language is required
expanding the processing memory allocated to the Imag
However, elaborated documentation is also provided to as
the user in performing most of the tasks.

 Opend 2 dzNOS 2y f Ay S (2 2 HichaelSinith]

Image Colorl  Genome Science Ceatwhich is nowhavingto be purchased.

Summarizer| 1 Results producdescriptive colour statistics for an imagehich
comprisethe average median minimum,and maximumof each
component of RGB, HSV, LCH and Lab. Average hues are
calculated usinghe mean of circular quantitief@mage colour
summarizer,2021)This uses K mean clustering to identify and
measure the colour space of visual images.

1 Bar or line charts can be generated using these statistics.

1 Online analysis analyses one image at a time. Either the ima|
URL can be used for the analysis.

1 Command lines should be used to run the downloaded versic
the software, which requires technical and compu
programming language knowledge. However, no support
guidance was given to assist users.
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Google 1 This API allows performingultiple functions including thé

cl detection of faces, landmarks, logos, labels, texts, handwrit
oud . : . . .

crop hints and objects in the images. Moreover, it allows

Vision measurement of image properties, which is the main use f
researcher intending to analysedltolour space of images.

TWLYF 3S LNRtals Mows & @etection of dominar
colours in an image by representing each colour in the
colour space. This has a confidence score and displayj
fraction of pixels occupied by the colour from O to 1.

9 One main weakness compared to both other applications is
resultsare given only in RGB data. Therefore, the results are
straightforward and these RGB data should be converted
HSL colour space using another applicatisee (Yu and Egge|
2021).

Colour analysis was performed in two steps by using the ImagePlot application as
explained below. Firstly, HSB statistics were used to identify the dominant colour
spaces. Secondly, the image samples were mapped in scatter plots to obtain visual

representdion.

3.6.3 IdentifyingDominant Colour Space in Samples

ImagePlot application was used to obtain Hue, Saturation and Brightness (HSB) colour

space statistics of the images under:

I Each full sample of UGC, DNi@nd DMQII

il. Separately for each of the five main content categories developed above
under each sample (subheading 3.5.3). The images in the sixth category of
all three samples were excluded from this analysis since they do not

representanydestination attributesof Bangladesh.

Accordingly, HSB colour space statistics were obtained for three total saamuleld
image sets representing the cognitive image of the DI of Bangladeshnfain
categories representing the cognitive image x 3 samples=15 imageMats).social
researchers including tourism researchershave applied hue measurements to

LGGSyQa 02t 2dz2NJ OANDE S G2 AsgtalSMIgNIand G KS
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Egger, 2021). Hue is normally represented in a degree of a circle (360°) where twelve
hues are evenly spaced in 30° intervals (Figure 3.5). Accordirgfy; @range, 30°

60°: Orangeyellow, 60290°: Yellow, 90120°: Yellowgreen, 120°150°: Green, 150°

180°: Bluegreen, 180210°: Blue, 216240°: blueviolet, 2402270°: Violet, 270°

300°: Violetred, 300°330°: Red, 336360° (0): Re®range.

Figure35Y LUGSy Qa / 2f 2dzNJ 2 KSSf

90°

Blue-
Violet

Violet-
Red

Nevertheless, the ImagePlot application does not provide hues ofB&00scale.

ImagePlot uses an RGB colour model to generate HSB staf&HBsis measured on

a 0-255 scale, in contrast to the hue measuredor@®n a0l £t S G2 o6S | LILJ
wheel (Saturation and Brightness are normally measured cth@0Gscale). ImagePlot

measure all three HSB dimensions on @85 scale. This requires an additional step

to convert hue values from-R55 to 6360 scale for each separate image, fést,

the median HSB values feach imagewere obtained from Imageplot which were

then converted to &@-360 scale using a formula in MS Excel (median hue value/255

x 360). These resulting median hues were used to locate the respective colour in
LGGSyQa O2f 2dzNJ OANDE S® C2NJ SEFYLX ST |y A
the colour circle. Afteobtaining the median hues of all the images within a sample

(and within each category under a sample), the hues (or colours) represented by

them were identified. Then the frequencies of 12 hues in each sample were obtained.
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total number (N) of images in the respective category or sample. Then these colour

space statistics were plotted using the ImagePlot application as explained below.

3.6.4 Obtaining ImagePIld¥isualisations

Categorising an image to one colour (or hue) throutgh median values has
limitations. For example, the average hue may indicate a selected image is pure
yellow, while it has different tones of yellowu et al(2020 argue thatinterpreting

the colours obtained throughverages of hue values is problematic and may provide
misleading resultddSBs not a flat but a cylindrical colour modelhich uses all three

O2f 2dz2NJ RAYSyaAizya Ay QAadzZfAiaiy3dd adzyaSt

dimensionausing nine brightness levels (values) of 12 colours (Figure 3.6).

Figure3.6: Cylindrical Colour Models

green-
yellow

HSBecylindrical colour model adzyaStftqQa O2f 2 dzNJ
Leeuwen, 2011)

For example, brightness shows through varying shades of any selected colour (hue)
from white (highest brightness) to black (lowest brightness) at the extreme ends.
Meantime, saturation canalso vary on a grayscale from grey to vivid coleurs

ImagePlot addresses the above concern of eYual. (2020) because ImagePlot
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visualgations allow visuading thousands of images on a scatterplot by using any two
image space statistics (e.g., hue, brightness, saturation) or even metadataléeeg.,
name) in two axes. So, the ImagePlot visualisations under each sample and each
category were obtained using the median values of hue and brightness (e.g., Rose
and Willis, 2019). The brightness allows the incorporation of different degrees of
lightness or darkness in colours (Van Leeuwen, 2011). These plots are also zoomable

on the screen to view the individual thumbnail (images in the samples) (Figure 3.7).

Figure3.7: Zoomable ImagePloVisualsations
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3.6.5 Extractingoominant Colours

Capturingthe brightnessof a hueprovides additional insights intibie interpretation

of colours (Van Leeuwen, 2011)nagePlot visuadations obtained with medians of

KdzS I yR oNAIKiGySaa Oly 0SS dzRRBISHEGEAR dzi A
sun (Figure 3.8).

Figure3.8: Combinations of Hue and Brightness

\
Mo,

LGGSyQa O2f 2dzNJ a4 KuLJLIS Nddl@ua sun (Source: Va
(Sourceitten andBirren, 1970: 67) Leeuwen, 2011)

In the colour star, each pure colour is tintedtwo steps to white from the centre

and tinted two steps black outwards to arrive at theselour combinationsfour

steps on each side in the colour sun). (Note: Both models aggmolours in the
same order. However, though the starting point of both models is orang8Qq9’;

the Colour Star has organised colours clockwise starting from yellow at the top, while

Colour Sun is orgasad anticlockwise).

Accordingly Imageplot visuatations were obtained for each sample by taking the
hue median as the angles and tlieightnessmedian as the distance to the centre.
The resulting visuaitions were therl LILJ A SR (i 2 coloir 5t&tg @veal 6 M dc ML

the dominant huebrightness of each sample (Figure 3\®ile relating toL G 4 Sy Q&
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colour circleallows only to capture insights of a colour base on hue data, applying
LOGSy Qa aldadt®cdpiiedaih-thehue and brightness data and enrich the
results.Since ImagePlot takes brightness as distance to the centre, in contrast to the
Colour Star or Colour Sun, these maps take darker shades to the centre and lighter

shades to the outer layers.

Figure3.9: Interpreting Visualsr G A2y ! aAy 3 L GG S¥E@apled mdpc MmO

Green range Yellow range

UGC sample sorted lyie median I LILIXE A OF OA 2y cdléurstard
(angle) andorightnessmedian ~ —  (Note: dark shades to the centre ar
(distance to the centre) white shades to the outer

Dominant huebrightness combinations identified were then interpreted to identify
the dominant emotions expressed by the images, which is discuss@uapter 5.

Next, the third data analysis method used to analysdapth interviews is explained.

3.7 Thelnterviewing Procedure

Interviewing both the international travellers to Bangladesh and DMO officials is
expected to provide additional insights into the social modality of the site of image
production Interviewing as the most commonly used data collection method in

gualitative research is not specifically grounded in any philosophical belief. Personal
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reflexivity is an important consideration since the social constructionist position of
this study considers the researcher as a contributor to the meaning construction
(King et al., 2010 The following sections explain the interview process and the

analysis of the collected data.

3.7.1 Sampling’rocessf International Tourists

As discussed under the content analysis, the sample should be drawn in a systematic

manner (King et al., 2019) and sampling should be purposeful (Creswell and Poth,

HAMy Od | OO2NRAYy3If & | LIzN1IR &aSTdzZA alk YLX S

the res¢ NOKSNJ F 02dzi GKS NBAaSI NOKas edtdBed f SY
intentionally (Creswell and Poth, 2018:148). Maximum variation was the sampling
strategy. This facilitates descriptions from multiple perspectives by representing
diverse variations of indiduals (Creswell and Poth, 2018he researcher will be able

to capture more insights and differences fransample ofespondents with different
personal characteristics (see King et al., 2019). Moredter participants should

best represent and be knowledgeable about the research topic (Bowen, 2008).
Accordingly, several criteria were adopted to select a purposeful sample of
international tourists. First, it was ensured that the participants in g@mnple
represent different age groups, gender, and employment. Nationality was not a
criterion, because the required data was not availbkeny international tourist,

who is neither a Bangladeshi national nor a decedent from Bangladesh, and who can

fluently communicate in English, was allowed to héhe sample.

International tourists to Bangladesh were initially traced from publicly available
online data (e.g., Lonely Planet, Facebook groups, and Instagram) and interview
requests were sent. In addition, a flyer and asg@ond video were published in two

Facebookgroups namely Dhaka Desperate and Bangladeshi living in the UK

6 1n the UNWTO Tourism Handbook 2018, Bangladesh tourism statistics were only
available up to 2014. Updated statistics re appear only in UNWTO Tourism Handbook
of the 2021. Butby thethat time, data collectiorwas already designed, started and
in the last stagesThe2021 report include@ complete data set up to 2019, including
the missing years (from 2015 to 2019).
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(Appendix B and 50 @ ¢ KS alFyYS FteSNJ 61a LRaldSR 2
Facebook and LinkedIn accounts. These wersheged by many contacts in my

friend lists living in different parts of the world. A notice and a request email were
shared via theemail distribution list of the internationaburismresearch and

education community(TriNet). The snowball strategyas also utiBed to through

other interviewees. Though some form of bias is inevitable when using the snowball
strategy, it is appropriaterhen the population to obtain the sample is especially hard

to access and is tightly defined (King et al., 2019).

Finding suitable participants meeting the criteria was an extremely difficult task. On
the one hand, Bangladesh is not a popular or common tourist attraction @amthe

other, hand due to the adverse effects of the COXtHDglobal pandemic outbreak on

the travel industry from early 2020. For example, a giant travel forum the Lonely
Planet thorn tree was made reazhly in April 2020, by preventing the introduction

of new topicsand replying (Lonely Planet, Thorn Tree forum, 2020). Hence, the search
for participants had to be further expanded. Accordingly, support was requested
from some identified travel orgasations located in the UK, and individual tour
guides based in Banglesh to trace down international tourists to Bangladesh.
Unfortunately, no travel orgasations responded. However, responses from tour
guidesin contacting thetravellers to act agespondentsof this thesiswere very
positive. Tour guides acted as insiders and participant responses to them were high
since the request comfroma known personKing, et al., 2019 Another round of
interview requests was sent directly as personal messages to people who
participated in the Lonely Planet thorn tree travel dom topics relating to
Bangladesh. Finally, the participants were drawn from a wide scope by making the

sample stronger.

There are no rules for sample size in qualitative studies and it depends on the purpose

of the inquiry, what is considered useful and credible, and also resource availability

of the researcher (Patton, 1990). Thember of interviews was decided based on the

concept ofdatad I G dzNJ} G A2y 0. 26Sy> HnnyoO®d 5141 &l
researcher gathers data to the point of diminishing returns when nothing new is

v v~ oA

0SAYy3 FRRSRé¢ 0.26SyYy> HnnyY wmMnnoo® ¢ K2dzaFf
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researcher may increase the sample size during the coding process to collect
additional data. Accordinglylata saturation was reached with 10 to 12 interviews.
However, six more interviewsiere conducted to assurelata saturation being

reached Altogether, 18 interviews were conducted from May 2020 to January 2021.

The sample consists of participants representing different age groups, nationalities,
employments, and both gender groups (AppenéixSample profile). All these
participants shared common characteristics of allocentric or +a#lacentric
travellers.For example, some of the participants have backpadkeBangladesh

(e.g., Simon, Imran, Kate, Ritchaed Cathy), while others referred themselvesas

travellers and/or argued their purpose of travel is not for leisure but to explore (e.g.,
Ritchie, Jack, Eddie, Pete, Kate, Me@lysistina Alice, and Andy). The wide majority

have stayed with the locals contacted through tl@uchsurfingapplication.

t FNIAOALI yiaQ LINERTATE SDeifgalldcantria whargheytakeS OK I N.
travel decisions quickly and easily by accepting the risksaendilling and prepared

to accept inadequate or unconventional kinds of accommodations as it is an integral

part of gaining a unique vacation experientet £ 23X HAAMO P t F NI A OA

characteristics are further discussed in Chapter 4, with data analysis and findings.

3.7.2. InternationalTourists Interviewing Process

Two separate interview guides were designed for international tourists and DMO
officials. Qualitative interview guides should be flexible in phrasing the questions and
the questions have no predetermined order but should only outline the tothies
researcher wants to covegKing et al., 2019 The interview guide for international
tourists was prepared in a wayp uncover the travel experience as well as the
engagement information at the preduring, and postravel stages. The interview
guide for DMO officials was designed to reveal the promotional efforts of DMOs and
their engagement with UGC. Full questions were formulated but the questions were
more openended andwere asked in a noteading manner(King et al., 2019 To
assure flexibility, participants were allowed to lead the interaction in unanticipated

directions. Probing questions were used as necessariyg the interview. Based on

121



the insights gained from the previous interviews, questions for the next interviews

were adapted accordinglyThe interviews were expected to be conducted either

online or in person (faceo-face) However,adaptingto the circumstancesf the

COVIBEL9 outbreak, all the interviews were conductedthrough online platforms,
suchasZoomMSTeamsSkypeWhatsAppor Messengerbasedonthe LJF NJi A OA LI y (i

convenienceand preference.

All the interview data were audil B O2 NRSR A GK GKS LI NIA
Automated transcription services were used to transcribe the data. However, the

audio records were replayed, and transcripts were edited to assure accuracy.
Participants'contact data were separatedfrom the study data to protect privacy.

Thenthe study data were anonymsed by assigninga pseudonymto refer to the
participant.Toassurethe validity of the data, five selectednterviewtranscriptswere

sent back to the participants for their feedback (Creswelland Poth, 2018).
Participantswere allowedto suggestcorrectionsand elaborationsin the script or

withdraw from participating. However, withdrawals were allowed only within a

month from the date they were asked for feedback. This preeédifficulties should

the data already be used in the PhD thesis or any publication.

3.7.3 Interviewing a DM@fficial

The purpose of interviewing DMO officials is to uncover their efforts towards
attracting international tourists and their engagement with online visual media
towards the development of the Bangladesh tourism industry. An interview request
was sent to theChief Executive Officer (CEO) of BTB via eiailwas given the
option to nominate senior officials who couldbest contribute to providing data
required for the studyinstead Accordingly, CEGTB nominated the Directoof
Marketing and Planning to undertake the interview. The aforementioned Director
could not be contacted, despite the extensive efforts made by the researcher since
February 20201 was extremely difficult to reach officials of BN®ne of the officials

at BTB, including the aforementioned Director or the CEO, responded to emails or
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phone calls made to their landlines or mobilésnkedn requests alsg were not

accepted.

This may have been due to the unexpected challenges posed by the -COylabal
pandemic outbreakor any other reason. However, it was understood that BTB
officials' priorities and responsibilities in such a situation may not have allowed them
to reserve time for a research interview. Finally, BTB officials were contacted with the
help of the AssistarDirector (Indian Market) of the Sri Lanka Tourism Development
Authority. Accordingly, Assistant Direct@oordination and general services at the
BTB wagontacted and an interview was scheduled 7" October 2020. Assistant
Director Marketing and Branding participated in the interview via the Zoom meetings
application. The interview was audio recorded and transcribed. The script was sent
to suggestcorrections and elaborations within a month of sendingthe script.

Thematic analysis was used to arsalynterview data.

3.7.4 Analysindnterview Data: ThematicAnalysis

Thematic analysisan provide a rich, detailed, and complex interpretation of data
(Braun and Clarke, 200&ccording to Braun and Clarke (2006), thematic analysis is
G YSGK2R FT2NJ ARSYy(GATeAy3ad: lylfeaiay3d | yR
(p.79). Though thematic analysis is a method derived from grounded théois/
compatible with different theoretical frameworks since it is not tied to any-pre
existing theoretical frameworkBfaun and Clarke, 2006lt complies with social
constructionism as well (Braun andafke, 2006). The process of thematic analysis
involves analysing interview transcripts to identify initial coding and then identifying
common categories from the codes grfahally, aggregating categories to identify
common themes. Six steps of thecursive process to thematic analysis suggested by
Braun and Clarke (2006) were used as the basic guide to analysis. The steps are
namely, familiarising with data, generating initial codes, searching for themes,

reviewing themes, definingagnd naming themes andinally, producing the report.

A code is a research& Sy SNJ G S 0 NHzOG (G2 aNBLINE:

LINA Y NB O2yiSyid IyR SaaSyo0oSé¢ o6{FtftRIFYyIlI X H.
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development were performed by consulting processes sefiliin other studies
(Braun and Clarke, 2006; et al, 2013; Saldana, 2013; Coeigal,, 2014; Mitaset

al., 2012). All the interview scripts were read and listeb@dnany timesfor further
understanding and familissation. Then as many codes possiblevere identified
through the open coding process. NVivo 12, a qualitative analysis tool wttiorzg
coding (Code) function was used for the purpo€erg, et al., 20D)4Theseinitial
codes were revised biystening to the audio records and reading the transcripts
several time Finally, 93 codes were generated. Thewdes were categorised into 20
categories and eight themes were derived from the categories. Both thematic mind
maps (example in Figure 3.10) and tables (Apperixvere used as visual

representations to sort the codes into themes (Braun and Clarke, 2006).

Figure3.10: Exampleof a Thematic Mind Map

Curious toexplore
an uncommon
destination.

Curiosity Attributes dominant
in the perceivedl
Pollution
Poverty
Acountry that is
relatively Curious to explore Rohingya
unexplored/ the culture, religion, N.atural refugees
uncommon among and people. disasters
travellers
Overcrowding Islamic
Interest in the extremists
countries in the
South Asian region / Labourintensive Natural
Developing countries. industries beauty

{ 2dzNOSY ¢KSYI G4AO Y Eufidus tg explbrefd@sdkhoivik S G K S
destinationCzompiled by the researcher.
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The findingsderived from the thematic analysis are presented and interpreted to
address the research objectives, which are discussed in chapters 4 dbateb.
triangulationwas used to assure the validity and reliability of the data, in addition to
the measures taken under each data analytical method as discussed in the above

sections.

3.8 Data Triangulation

Validating qualitative data is not as straightforward as quantitative techniques.

I OO2NRAY3A (2 !'yaASY oOounnnos @GLEARFGAZY 6&A
0KS GNHZAGs2NIKAYSaa 2N I22RySaa 2F | LI
researchersre to assure both ethical validation and substantive validation (Angen,

2000). To assure ethical validation, the researcher must berefidictive, and the
NBE&aSkNOK F3SYyRI Ydz&d [dzSadAz2y NBaASIFNOKSN
political and ethial implications, and pagoncern to theequitable treatment of

diverse voices (Creswell and Poth, 2018). To assure substantive validation,
researchers should understand their topics, should derive understandings from other
sources and should write such an understanding process in the reporeif{ARG00).

Utilisinga combination of multiple qualitative methods with a triangulated approach

is commonly recommended to enhance research and improve validigsvell and

Poth, 2018Hall and Rist, 1999; Jick, 1979).

CNRAFyYy3Idzf F GA2Y A& GGKS O2Yo0AylGaAaAzy 2F YS
LIKSY2YSy2yé 05SYyT AYyZ MPpTYyYHDMriaddulatsrik Ay Wi
comprisedata, investigator, theory, and methodological triangulation (Patton, 2015).

Data triangulation (or betweemethod triangulation) is the crosgalidation,or the
convergence of evidence obtained from multiple sources to examine the same
dimension (Jick, 1979; Yin, 2018). This will ensure the external validity and construct
validity of the esearch (Jick, 1979; Yin, 2018). Hence, both the interview and
photographic data collected from all sources under this case suabtriangulated

to ensure validity. Withirmethod triangulation happens when data under a given
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data collection method is collected from multiple techniques and interpreted (Jick,

1979). Withinmethod assures the reliability of the research (Jick, 1979). Two
separate withinmethod comparisons will be performed in this researcle.,
triangulating interview data collected from both parties and triangulating
photographic data collected from both sources. Leaving space to address the
possibility of receiving dissimilar results from triangulation is an important
consideration. Accolidg to Jick (1971®~ & dzOK G RAGSNHSYy OS Ol y 2
opportunity for enriching explanatian(p.607). Such dissimilar results will expose

previously hidden and unconsidered contextual factors (Jick, 1979).

3.9 Summary

The chapter discussed the methodological choices of the research in detail. The
researcher approaches a sociabnstructionism epistemology with relativist
ontology. The DI of Bangladesh was studied with a critical visual methodology. Firstly,
Bangladesh was verified as a suitable context for the thesis. Data were collected from
multiple sources, namely, Instagram photographs, Ddfine visual content, as well

as interviews with international tourists and DMO authorities. Samples were
obtained based on pposive sampling. Qualitative content analysis and cultural
analytics were used to analyse images and thematic analysis was used to analyse in
depth interviews. Data were triangulated to converge the evidence obtained from

multiple sources.
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CHAPTERATHE IMPACT ONEGATIVEI IN THE EARLY STAGES OF THE TALC

4.1 Introduction

Thischapterconsistsof two-fold objectives.Thefirst is to addresshe first research
objective of the thesis,namely,to examinethe impact of negativeDI on the early
stagesof the TALC.This phenomenonis examinedin the context of developing
countrieswith negativeDland Bangladeshvasselectedasa suitabledestinationfor
the thesis. Secondly,the chapter validates Bangladesh as a destination with a
negative DI in the early stagestbe TALCthus making it an appropriate research
context for the study. This thesis employs multiple methods in combination to
addressresearchobjectives. Accordingly,apart from data obtained from various
reportsandstatisticalrecords,primarydatacollectedfrom the interviewswith aBTB
official and international tourists who have beento Bangladestwere alsousedto

addresghe first researchobjectivein this chapter.

Hrstly, thischapterprovidesanoverviewof the tourismsectorin Bangladeshrelating
it to the economicindicatorsof Bangladeshvhere necessarySecondlythe chapter
derivesthe shapeandstageof. | y 3 f | TRISI#siKga duantitativeapproachand
a qualitative approachrespectively. The present TALGtageand the previousTALC
stagesBangladestunderwentwere identified mainly usinga qualitative approach.
Thirdly,whileexamining I y 3 f I DR thisicKa@t&rconfirmsthat it hasa negative
Dland exploresthe nature of this negativeDI (i.e., short-term versus prolongedDl).
Finally the chapterexplainsthe impactof prolongednegativeDl in the early stages

of the TALQy addressinghe first researchobjective.

ndoH h@PSNIBASE 2F . Fy3Ifl RMKQa ¢2dz2NrAay { SO
The People's Republic of Bangladesh is a South Asian country that is classified under
the lowermiddle-income categonaccording tathe World Bank (2022)t is one of
the most densely populated and poveisyricken countries in the world, which faces
continuous political turmoil, natural disasters and terrorism damaging its DI and
creating a negative DAyraham and Ketter, 2016; Kotler et al., 2D0%onetheless,
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amid the volatile political situation, Bangladesh has shown continuous economic
growth throughout its 50 years of existence, which is commonly referred to as a
ddevelopment puzzke or éBangladesh Paradéx(Riaz, 2016).The World Bank
Country Overview of Bangladesh (20&f)ntifies Bangladesh as onetbe fastest
growing economies in thavorld over the past decadand a country withstable
macroeconomic conditionsWith an 8.2% growthin the Gross Domestic Product
(GDP)n 2019, Bangladesh hagned out to bethe fastestgrowing economy in South
Asia (World Bank, 202ZJhe countryhas shown significant improvements in other
social development indicators such as access to education, life expectancy at birth
and low maternal and infant mortality (Riaz, 20E6)d poverty reductionWorld

Bank, 2022pverpast years

In addition to the economic indicators, Bangladesh has many positive touris
destination attributes, which have been overshadowed by the dominant negative
imageassociated witlthe destination. It is a country rich with natural beauty, and

home to a unique historical and cultural heritage including five UNESCO World

| SNAGF3AS aAdSa o.ly3at+rRSAK ¢2dz2NARayY . 2+ NR

longest natural unbroken sea bdacand worldrenowned mangrove formations in
Sundarbans, which is a habitat Béngal Tigers. According to WE2B19), in 2019
Bangladesh moved five places ahead (to"126m 125" out of 140 countries) in the
Travel and Tourism Competitiveness Index rankings by demonstrating the greatest

percentage increasender indexin the world forthe year The report states

owWhile much of the growth is due to a low starting base (the country still ranks
MHNGK 3f2o0Fffedo AG Ffaz2z AYyRAOIFGSa
mobility. The country ranks just above average for the total numb&notvn
species (49th) and oral and intangible cultural heritage (43rd), which indicates
potential for natural and cultural tourism and might explain the rapid rise in

international arrivals 62 9CX HAMGMPYOHU D
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Providing more evidence for the potential upward mobility in the tourism sector,
international tourist arrivals to Bangladesh show an upward tretging gradually

but continuously from 2015 to 201Figure4.1Y.

Figure4.1: International Tourism Arrivals

International tourist number of arrivals t@angladesh
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Graphed by the researcher. Data source: UNWTO (202016, 201b, 2008,
2000)

The figures show an increase in tourism numhveingchdoubled over the period from
126,000 in 2015 to 323,000 in 20I®angladesh’s tourism sector mainly consists of
leisure travel which accounts for 88% of total traveller spending, whereas 12% is
recognised as business traveller spending (World Travel and Tourism Council (WTTC),
2021).The total contribution of tourism tgboth international and domestic tourism)

to the GDP of Bangladesh in 2019 is USD 9.419 billion, which is a significant 2.7%
portion of the GDP. The tourism sector contributes to 2.9% of the total employment
(1.859 million employments) as well (WTTC, 2@2® b2y SGiKSt Saazx

"Due to the adverse impact of global the Cel&bandemic on the travel and tourism
sector tourism data from 2020 is not taken for dealysis.
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tourism sector is dominated by domestic tourisimternational tourists' contribution

to the export earnings as a percentage of the total export income is at an insignificant

level of 0.86% in 2019 (UNWTO, 28R1The international tourists contribute only

USD 354.5 million, which is only 4% of the total tourist spending, whereas a significant
portion of USD 8.038 billion accounts for 96% of tourist spending generated by
domestic tourism (WTTC, 202However, it is international tourism that attracts

foreign exchange earnings into an economy while domestic tourism only facilitates

the circulation of money within the econom$q international tourism improves a
O2dzy GNBE QA ol flyOS 27F LI odnfiSsyaidsattrasty freighOS a

direct investments to a country (Bric al.,2016).

Themaintourism source marketso Bangladesh are from its neighbouring countries

(WTTC, 2021)/7% of the international tourists who visited Bangladesh are from

India, Pakistan, and Chima 2019(53% from India, 16% from China, and 8% from
Pakistan. Being the only country representing the western world at the top list, the

United States generates 7% of tourists to Bangladesh. While South Korea generates

5% of the balance, the rest of the world generated 11% of international tourists to
Bangladesh 2019 (WTTC, 2021)nterestingly/ KAyl = (KS g2 NI RQa f
spending nation UNWTO, 20Db), is also the second largest international tourism

source market of Bangladesh. Nevertheless, while Europe is generating the largest
number of outbound tourists (48% in 201@NWTO, 20&h), Bangladesh has failed

G2 FAOGGNI OG Yrye G2dz2NARada snldsi KSdzNBI2IStdh Q.Al
(2021b) claim that four out of every five tourists are from the same region of the

country.

a2NB20SNE . +Fy3dftrRSaKQa O2YLISGAGADBS L2aAid;
to its direct competitors.Based on the similarities between the tourism product

offered and their target markets (or tourist origin markets), WTTC (2021) identified

China, India, Indonesia, Vietnam, Malaysia, Thailand, Sri Lanka, Myanmar, and Nepal

as direct competitors of Banglasle. In 2019 South Asia achieved the fastest tourism

growth in the AsigPacific region (UNWTQ@Q2Llb) demonstrating a high tourism

growth potential However, for the past 25 years, Bangladesh recorded the lowest
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number of international tourist arrivals in the south Asian region apart from Bhutan

and AfghanistanHigure4.2 a & b).

Figure4.2: International Tourist Arrivals in the South Asia Region*

a.
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International Tourist Number of Arrivals: South Asia
excluding India**
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* Data for Pakistan are only up to 2012
** India was excluded to provide a clear picture of other countries.

Graphed by the researcher. Data source: UNWTO (202016, 201, 2008,
2000)

In 2019, Bangladesh reported USD 391 million which isldiwest international

tourism receipts in the South Asian region, except for Bhutan (USD 120 million) and
Afghanistan (USD 80 million) (UNWTO, 202® . | y3f | RSakKQa 02yl
international tourism receipts to total exports (0.86% in 2019) is the lowest in South

Asia, which is below both Bhutan and Afghanistan (UNWTO a20&tbreover, the

relative contribution of travel and tourism to GDP, employment, as well as the total

capital investment of Bangladesh, is well below the South Asian avevsgdd(

Travel and Tourism Coun€WTTC)2021).

Overall,comparison of past tourist arrival records adiata show a continuous rise in

the tourism numbers to Bangladesh from 2015 to 2019. Howebhercompetitive

position of Bangladesh is weak among its direct competitér&k 2 dzZ3 K (G KS 02 dzy
tourism sector shows potential growth, Bangladesh is still one of the poorest

performing countries in the South Asian regids explained in the Methodology
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Chapter, a combination of both quantitative and qualitative measures was used to

YI LI . Fy3fl RS dhk TALCHeIBain, AOR62Goreeyal., 2021). The next
aSOGA2y ARSYGAFTASaAa (GKS &aKFLIS 2F . Iy3flR
(subheading 4.3). This statistical approattoprovided a basic idea about the stage

2F . Fy3ftl RSaKQa ¢! [/ O0D2NB S Ff®X HAHUMT
I LILINR I OK ¢

4.4).

R 2 ARSydATe (GKS adal3as

(0p))

- a dza

4.3TALGShape of Bangladesh

As explained in the Methodology Chapter, smootidata series of international
tourist arrivals was used to obtain the shapeB#ngladesf® 8ALC (se&ore et al.,
2021; McKercher and Wong, 2021The annual growth rates were used to
quantitativelyidentify the stages and the current TALC position of Banglattegh
Gore et al., 2021)Table 41 below presents the actual tourist numbers (colump 2
the smooth data series of international tourist arrivals (columnad)d the annual

growth rates (column 4Figure4.3 shows these data mapped ilgeaph
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Number of Simple
international tourist exponential Annual growth
Year arrivals* smoothing rates**

1995 156,000

1996 166,000 156,000.00 175,024.47
1997 182,000 158,000.00 176,672.13
1998 172,000 162,800.00 178,335.29
1999 173,000 164,640.00 180,014.11
2000 199,000 166,312.00 181,708.73
2001 207,000 172,849.60 183,419.30
2002 207,000 179,679.68 185,145.98
2003 245,000 185,143.74 186,888.91
2004 271,000 197,115.00 188,648.26
2005 208,000 211,892.00 190,424.16
2006 200,000 211,113.60 192,216.78
2007 289,000 208,890.88 194,026.28
2008 467,000 224,912.70 195,852.81
2009 267,000 273,330.16 197,696.53
2010 139,000 272,064.13 199,557.61
2011 157,000 245451.30 201,436.22
2012 160,000 227,761.04 203,332.50
2013 104,000 214,208.83 205,246.64
2014 134,000 192,167.07 207,178.80
2015 126,000 180,533.65 209,129.14
2016 182,000 169,626.92 211,097.85
2017 237,000 172,101.54 213,085.09
2018 267,000 185,081.23 215,091.04
2019 323,000 201,464.98 217,115.87
2020 225,771.99 219,159.76

13530.59.

Table4.1: Number ofinternational Tourist Arrivals to Bangladesh and Annual
Growth Rate

*Source: UNWTO (2021 2016, 201h, 2008, 2000)

** The standard deviation of the annual growth rate for the entire period of study is
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Figure4.3: TALC for International Tourists to Bangladesh

TALC for Bangladesh
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Thegraphshowsthe actual tourist numbers (blue linethe forecasted numbers (or
smoothed data) (orange line) for 25 years, the trend line (Exporecast) for the
forecasted data (black linggs well ashe additional smoothed line based on the two
year moving averages technique (line in green). A smoothed line treats for anomalies
in the actual data on international tourist arrivals by demonstrating the underlining
behaviour of the time series (Gore et &021; McKercher and Wong, 2021). Two
smoothed lines were derived from simple exponential smoothing (orange line) (Gore
et al., 2021) and tweyear moving averages (green line) (McKercher andyVva621)

and both techniques resulted in very similar lines. Either of these darde taken
asthe mapped TALC shape of Bangladésture4.4).
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Figure4.4: TALC for International Tourists ®angladesh

TALC for Bangladesh
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Both the TALC shape of Bangladesh and statistical records demonstitte

. hy3tlr RSaAKQa

¢! [/ Aa y20 FtA3aYySR 6AGK

(1980) but has spent a long time in the early stagethefTALC. Thehape of the

Bangladeshi TAL&n be explained with the categories of lifecygbes forward by

McKercher and Wong (2021). Though the TALC shape of Bangladesh does not fully

correspond with any of the six shapes proposed, it fits more closely with the

characteristics they argue to hgresent in thegroup of countries that are in the

WIAINRgGKQ Oe Of S

OCAIdzNBE nodpoL ®

Figure4.5: Categories of Lifecycleb. Growth- Iceland

Arrivals (000s)

b: Growth — Iceland

Source: Adopted fronMcKercher and Wong2021:3)
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Table 41 shows that for the full period from 1995 to 2019, the traveller growth rate

of Bangladesh has never fallen below the standard deviation of 13530.59, confirming

that Bangladesh has a single period of growth with some sledweuh periods. For

example, aftela sudden increase in tourist arrivals in 2008, they experienced a sharp

drop in 20089; yet, again the numbers started to grow after 2015. The growth rate
aK2ga I O2yGAydz2dza dzZLlgl NR GNBYR &AyOS HnAaw
GHNAHMU AYOGSNILINBOGFGA2ya 2F GKS WINRBGUKQ (
single period of growth, with growth spts slowing occasionally. Similar to the group

2F O2dzy iNASa Ay (KS WINRg(GKQ Obpérflahg NB =
exploration and involvement phases before international visitor numbers started to
increase gee McKercher and Wong, 2021). Data showed that the time spent in the
exploration and involvement phases is more than two decades from 1995 to around

2016. It can be realistically assumed that Bangladesh had been in the exploration

stage during the period frorh971 to 1994 (no statistics available) indicating the time
aLSYylG Ay GKS SELX 2Nl GAz2zy &adlr3sS aa SgSy
the beginning & an upward trend, demonstrating a move towards the development

stage.

Thestatistical evidencendicate Bangladesh is in its development stage of TG

of the annual growth rates (Table 13.falling below the standard deviation of
13530.59, agrees with the decision criteria for the development stage of TALC, i.e.,
GOKS lyydzrf ANRPGgUGK NI GS Aa Y2NB (GKIFy GKS
F2NJ 0KS Sy idAiANB LIS KRD22:F50)RdverthaciedgRaeshapaome NB S
TALC does not demonstraBangladeshs in the development stage afs TALCTo

confirm this identified trend based on statistical evidence, more data from a future

period is requiredHowever,the objective of this thesis is not twrecast,and the

forecasting ability of the TALC is criggd (Butler and HartRobertson, 2022;
McKerchey2005). While a quantitativeapproach is used to operationalise the TALC,

a qualitative approach is more commonly employed to identify the stage of TALC

8 Due to the global economic crisis in 289, international tourism numbers and
tourism receiptsignificantly dropped in 2009 around the world (UNWZ@L0).
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(e.g.,Berry, 2006Getz, 1992; Goret al, 2021) As explained in thenethodology
chapter page87-88) TALC stagmarequalitativelyidentified by examining the degree

of presence or absence of criteria mdicators that characterise different stages
(Table 21 in Literature Review). The following section explains how the TALC stage
of Bangladesh is qualitatively identified by comparing tousistated and other
relevant information on Bangladesh against the indicators that characterise different

stages (e.gAgarwal, 1997Berry, 2006Butler, 1980; Getz, 1992; Gore et al., 2p21

non [20FdAy3a . y3aft+rRSaKQa {dFr3S 2F ¢! [/

Though a variety of tourissrelated orgarsations were established in Bangladesh
sinceits independence, tourism did not receive adequate attentaman industry
(see, Ministry of Civil Aviation and Tourisof Bangladesh2021). The Bangladeshi
government officially recogsed tourism as an industry in 2010 by establishing a
DMO, the Bangladesh Tourism Board, and draftingNational Tourism Policy
Document Ministry of Civil Aviation and Tourisofi Bangladesh2010).Recognition

of the tourism industry as a significant economic and social contributor to the
economy of Bangladesh was a gradual and slow proE&asnination of the historical
data and context provided evidence themdogenousand exogenougactors such as
political turmoil, the economic climate, and natural digas have a critical impact
on both the position othe TALC and the DI formation of Bangladddknce the
history of the political turmoil and related economic and social factors are presented
next. Subsequentlythe later sections present thinpact of these factors on the TALC

position (Subheading 4.4.3) as well as the DI formation (Subheadihg

4.4.1 History ofPolitical Turmoil

Established in 1971, Bangladesh was the youngest member state of South Asia.
Before the British colonial era, it was a part of gerdindia. Afterindia gained
independence from the British Empine 1947, Bangladesh was absorbed into the

Dominion of Pakistan, a newly formed independent colonial state. The Dominion of
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Pakistan comprisetivo parts; EasPakistan (now Bangladesh) and Wesikistan

(now Pakistan), which are geographically located on the east and west sides of India,
respectively Apart from the geographical separation, East and West were diverse in
their cultural and social context, mainlythe language and religious composition of

the population at the time.Further, the economic deprivation and political
marginalgation towardsEast Pakistan (now Bangladestgre critical concernsf

East Pakistathat lead them towards atruggle for independencéRiaz, 2016). Two

key milestones of the Bangladeshi independence struggle, the Bengali Language
Movement (19521956) and the Bangladesh Liberation War in 1971 caused
genocides within Bangladesh. These incidents received worldwide attention and
media coverge during the time and are still widely known and remembered
internationally. For, example, he media reported millions gfeople being killed,
thousands of Bengali women being raped, and ten million civilians being internally
displaced during tke nine monthslong Bangladeshliberation warin 1971 (Riaz,
2016).

Though theRepublic of Bangladestras established in 1971raer was not restored

for some time after independencédue to the complex economic, administrative, and
political challenges the new Bangladeshi government had to deal with. For example,
amilitary coup,in 1975 broughtin an era of rule by militarglominant regimegRiaz,
2016).In 1991, after 16 long yearthe parliamentary system was-established, but

the politicalsituation wasot completelystabilised throughout(see Riaz, 2016). Until

very recently Bangladesh was considered one ohtlest dangerousountries in the

Asia Pacific region (WEF, 2017). Though WEF (2019) recently reported the security
conditions of Bangladesh have been drastically improved, some standalone violent
incidents were reported. The rise of Islamic extremism has been notablgre\sohce

2014, with a campaign of violence against bloggers, atheists, and secular intellectuals
(Riaz, 2016)For example, in 2016 the militant group JamakMujahideen was
accused of murdering 20 people, including 18 foreigners, at a cafe in Dhaka (BBC,
2021). And the United Nations Working Group on Involuntary and Enforced

Disappearance$2022 hasalsoreported aboutextrajudicial killings and enforced
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disappearancesn Bangladestand thelack of response from their government to

addresssuch issues

Apart from this volatile political situation, Bangladesh continuously faces natural
disasters mainly floods and cyclones. With 80% of the landmass in a floodplain,
Bangladesh suffers severely from repeated floods. The flood in 1998 was considered
the worst ever, which devastated twihirds of the country (BBC, 2021). This regular
flooding causes sere damage to the lifestyles and livelihoods of localssing death

and severe watetborne diseases, making millions of people homeless and resulting
in severadamage to the general infrastructure. On averg@E88 peoplalie and over

323 million people are affected annually by natural disasters, cawsingyverage
annual economic damage of over USD 550 million (Bangladesh Statistics Yearbook,
2021). The mostrecent flooding disaster was reportedn 2022, which alsohad a
severe impact on thévelihoodsof locals, includingasualties (BakaTribune, 2023).
Additionally apart from the continuous natural disasters and political turmoil, stand
alone disasters are also frequent in Bangladesh. For example, in 2013 the collapse of
the Rana Plaza building, which housed five garment factories in Dhaka, caused 1100
deaths (BBQ021).

These changes in the exogenous environment have a direct impact on the evolution
of the tourism industryin Bangladesh. Examining these exogenous fadtaysther

with the changes in the tourism industry enabled the identification of three main
phases of the Bangladesh tourism industry, which are then used to identify the TALC
stages of Bangladesh. The next section identifies the TALC sihdgzsgladesh
through acrossexamination of the observable and measurable indicators that define
each stage of TALC with the presence or absence of such indicators in the context of
Bangladesh (e.gAgarwal, 1997; Berry, P8; Getz, 1992; Gore et al., 202These

are the indicators presented ihable 21 (page37) in chapter 2: Literature Review,
which includes the type of tourists visiting the destination, the emergence of tourist
seasons, the level of focus and funding of destination marketing csa@oms
towards promoting tourism and infrastructure development, the economic, and
a20A1 T AYLI OGO 2F G2dzNRAAY 2y GKS RSalAyl i
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contribution of the private sector to the tourism industry and so (@utler, 1980;
Berry, 2006; Agarwal, 1997; Getz, 1992; Gore et al.,)2021

4.4.2 Three Main Phases of the Bangladesh Tourism Industry

¢KNBES LKIasSa 2F GKS S@2ftdziazy 2F .| y3fl R
1971 toearly2022asthe life-cycle stages of Bangladesthese phases are based on
significant changes that occurred in or were made to the tourism industry with the
changes in the political environment of BangladeBhase 1 (from 1971 to 1985) was

identified as the exploration stage tfe TALC. Phase 2 (198%09) was identified

as the period irwhich Bangladesh gradually moved towards iimeolvement stage

of its TAIC. Phase 3 (from 2042022 started while Bangladesh is at the involvement

stage and made a gradual move towards the development stags OALC. Three

three phases are as follows.

Phase 1 (from 1971 to 1985) Exploration stag¥t:the beginning (19785), tourism

was not recognised or orgasad as a separate industry. Touriselated matters
were handled by many independent orgsations (e.g., Department of Tourism,
Bangladesh Services Limited,.gtand under the responsibility of various Ministries
that were changed frequently during this phase (Ministry of Civil Aviation and
Tourismof Bangladesh2021). According to the Ministry of Civil Aviation and Tourism
of Bangladesli{2021) tourismrelated issues were first placed under the Ministry of
Commerce (1971) and then transferred to the Ministry of Shipping, Inland Transport,
and Tourism (19726) and next to the Ministry of Communication (1976). Then

in 1977 a new ministry, the Ministry of Civil Aviation and Tourjsvas established

and was soon abolished in 1982. Finally, tourism was taken under the Ministry of
Defence from 1982 to 1986 (Ministry of Civil Aviation and TougéiBangladesh
2021). During this first phase, tourism was not recognised as an important economic
or social actity in Bangladesh bwastreated as part of the transportation industry

with border control concerns.
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The political environment during this phase was highly volaliles phase began
soon after independence anduring this phase, Bangladesh was either under civil
(under Sheikh Mujibur Rahman: 1971975) or military authoritarianism (under Ziaur
Rahman: 197881 and Hussain Muhammad Ershad: 188D (Riaz, 2016). So,
Bangladesh was not in a proper condition to qate tourism or ensure a safe
environment for touristsNo tourism statistics are available for this period although
there may have been some fagm leisure travellers comprised of adventure
oriented (allocentric) visitorsEconomic and social impacts made by tourism on
Bangladesh may also have been significantly less to attract government attention
towards tourism Thegovernment economic policy was natiorsalion during this
period (Riaz, 2016). So, there is little reason to assume that thasebeenany
private sector involvement in tourism. These results indicate that Bangladesh was in
the exploration stage ats TALGn this first phase (1971985).Berry (2006) argues
that the demarcation line between the exploration and involvement stages is not vital
because the tourism industry was barely noticed to exist at this level. Hence, the
destination will not have any adverse economic impacts even ifisounevergets

off the ground

Phase 2 (from 1986 to 2009) Involvement stadéis phase began while Bangladesh
was still under military authorisation, which was there until 1998e eonomic
policy was changed to privatition from nationakation (Riaz, 2016). However, the
first gesture of the tourism industry tobtain proper recognition was received in
1986. In 1986, the Ministry of Civil Aviation and Tourism waestablished, and all
the tourismrelated institutions and authorities of the government were absorbed
under it (Ministy of Civil Aviation and Tourisof Bangladesh2021). At present,
there are six main orgasationsrelatedto tourism, operating in Bangladesh under
the ministry. Two of them are related to air transportatidrhey are: i.) the national
airline, Biman Bangladesh (Est. 1972); and, ii.) Civil Aviation Authority of Bangladesh
(Est. 1985) that acts as the aviation regulatory body, airport operator, and air
navigation service provider. The next, two are publined limited companies

dealing with the accommodation sector, namely: iii.) Bangladesh Services Limited

143



(Est. 1973) that mainly deals with figgar standard hotels operating under
management agreements with woreputed hotel groups (e.g., InterContinental,

and Sheraton) as well as managing the international conference centre; and, iv.)
Hotels International Limited (Est. 201t maintains a fivestar hotel (Pan Pacific
Sonargoan Hotel, Dhaka managed by a company in Singapore). Operations of these
two organgations are limited to handling management agreements with a few five

star hotels and conference ddities located in the capital city of Dhaka.

The next two orgamsations are directly responsible for tourism development in
Bangladesh, and both arecognsed asNational Tourism Orgasations(NTOs). The

first, v.) Bangladesh Parjatan (Tourism) Corporation (BPC) (Est.irifal®/), was
established by allocating all the resources of the former Tourism DepartrB&E.
handled all the tourismrelated tasks, including commercial servipmvision and
marketing activities until the Bangladesh Tourism Board (B#&83 established in
HaMn® .t/ Qa NRtS Aa y26 fAYAGSR G2 GKS
facilities and tourisnrelated infrastructure across Bangladesh. Ve BTB was
established under the BTB AcR010, by separating tourism marketing and
promotions activities from BPClhese changes indicate the beginning of the

Ay @2t gSYSyad adal3sS 2F GKS RSalAylFraGA2y &aAy(
when institutionalised features of the tourism industry were constructed at the

t 2 OJ6hSstm, 2606:9).

The reestablishment of democracy in the country in 1990 was the most significant
political change during teperiod (Riaz, 2016%tarting fromthe 1991 parliamentary
election Bangladesh was under three democratically appointed governnfents5
years(i.e., Khalida Zia: 19996 and 20032006 and Sheik Hasina: 192601) (Riaz,
2016). However, political crisis in 2006 put Bangladaghin under a caretaker
government, until a proper government was elected under the leadership of Sheik

Hasina in December 2008 (Riaz, 2016).

9 BTB was not established during this phase but in the next phase. However, all six
organisations operating under the Ministry of Civil Aviation and Tourism are

presented together to aid the reader.
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.y 3ftFrRSaAKQa LREAGAOLN a A U dzl iNaveryieless| & y 2
despite the volatile political environment and natural disasters at the time,
Bangladesh maintained its economic growth rate, while improving its social
RSOSt2LIYSyli AYyRAOF(G2NB OWwWAFT X wHamMcO® ¢K
developmentlddzi T £ SQ OwWAI TS HamcOX f2y3 gAGK Al
made a favourable impact on the tourism industry. Firstly, even under limited
governmentlevel recognition or a push gupport the tourism industry, international

tourism numbers slowly but gradually increased up to 2010, thowugh a growth

spurt and an occasionalowdown (see Table 4., Figure 43). Seconly, the
establishment of a separate ministry to handle tourism shows that the government
placedalevel of importance on tourism in this phase (198809). The only sensible

reason found for the sudden boom of tourisumbers in 2008 (nearly doubled in

2008 and reduced back to normal rate in 2088uld probably be owing tthe re-
FLILRAYGYSYd 2F {KSA]l I1lFaAylQa 320SNYYSyi
stability to the country after being under a caretaker government for two years.
Though this cannot be backed up by proper evidence, the reason for the increased
arrival numbers could possibly be the Bangladeshi immigrants visiting home as a
result of the positive political changether thaninternational tourists Otherwise,

the period from 2008 to 2009 was considered the toughest years for the tourism
industry in decadegnainly due to thelobal economic crisis @008 and the A(HLIN1)

pandemic (UNWTO, 2010)The National Tourism Policy of Bangladesh (2010)

documented the position of tourism before 2010 as

G¢e2dzZNRAY 27F . | y3f | -fSstage. Despite havingt huge A y G
potential, the tourism of Bangladesh couldn't achieve its expected goal
[increase in international tourist numbers]. With [the] increase of purchasing
power parity of the mass popation, domestic tourism has expanded
significantly, but the number of foreign tourists visiting Bangladesh hasn't
AYONBlIaSR a4 SELSOGSRE 6LIPo0 D

Moreover, the organizations under the ministry such as BPC and Bangladesh Services

Limited started to provide at least a few facilities targeting tourists (mainly luxury

hotels in the capital city). So, it can be said that between 12@® Bangladesh was
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in a transition period moving forward from the exploration stage towards the
involvement stage, whereby the end of the peripbvided evidence to show that

Bangladesh had moved to the involvement stage.

Phase 3 (from 201:0March 2022 Extended involvement stageThis phase began

with Bangladesh stibbeingin the involvement stage afs TALCTheyear2010 can

be identified as the beginning of a new era of tourism in Bangladesh with the
Bangladesh government officially recognising tourism as a separate indas2g10,
Bangladeshirafted the National Tourism Policy of Bangladesktablished a DMO

and theBangladesh Tourism Board (BTB)e governmentevel engagement, as well

as investments in the tourism industry, significantly increased during this phhse.

National Tourism Policy of Bangladesth nmn 0 | Ol y26f SRISR GKI
more foreign tourists we need to develop infrastructure and other touristic facilities

through local and foreign investment and integrated cooperation between
A32OSNYYSY(d YR LINRARGI (S ed WER(ZON) rapartethat Y dza G £
.y 3tftrRSaAKQa (2dzNAAG aSNBAOS AYTFNI adNHzO
lowest levelwhen compared with otheiSouth Asian countries. And, tourism and

travel havealsoreceived the lowest level of prioritization in the government policy

of Bangladesh compared to other South Asian countries (WEF, Z0A&€)One

Decade of Development: 20218 report published by the Ministry of Civil Aviation

and Tourismof Bangladest{2021) reviewing the decade of the rule of the present
government provides the following facts about the tourism infrastructure

development (Table 2).

10Due to the impact ofhe COVIEL9 global pandeminot onlyaffectingBangladesh
but with negative effectson the tourism industry worldwidethe impact of the
pandemicon tourismnumbersin Bangladestwere not specificallyincluded in this
analysis.
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Table4.2: Government Tourism Expenditure aridevelopment Projects After 2009

Development projects started and completed or ongoing during the
period (20092019)

Executing
government
organization

Expenditu
re (in
Taka 10
million)

Selected infrastructure development projects

1. Civil 1564343 | ! LIANI RAYy3 / 2EQ& . FTFNJ A
to cater for increased tourism numbers in the area

_ 1 Upgrading and expanding countwide airports and

Authority FLOAtAGASE o6Spady / 2EQA
Dhaka)

9 Bilateral service agreements with the USA, Canada,
Turkey, and Jordan

Aviation

Planned projects (from 2018030)
Y Expansion and upgrading of airports in Chittagong,
Bagerhat, Sylhet, Saidpur, Barisal, and Dhaka
fIBuilding parallel taxiways at alirports. Digitalising
airports.

2. BPC 104.91 1 20 development projects to improve tourism facilities in
Dinajpur, Kuakata, Chapainbabganj, Rangamati,
Chittagong, Jaflong, Sylhet, Hatia, Nijhum Dweep (e.g.,
restaurants, hotels, conference halthildrerQ darks and
picnic sheds)

9 Connected all facilities through a digitatwork.

9 Conducted a feasibility study to identify possible tourisn
locations to badeveloped

1 Enhancing earnings from dufsee operations

1 Building awareness @bmmunitybased tourism

3. Biman _ 9 Resumed domestic operations in 2015, the first time aft

Bangladesh | Notgiven | 2008

(National 1l Introduced online seat reservation and automated

airline) ticketing

il Seating capacity increased from 2736 total sea0it0 to
3545 seats in 2018. Expect to increase to 4028 by .202(

Source: Ministry of Civil Aviation and Tourism (2021)

The data show that Bangladesh has heavily invested in developing infrastructure and
transportation to facilitate tourism, which is an indicator that Bangladesh is in its

involvement stage afhe TALCIn addition Bangladeshasalso demonstrated some
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indicators of the development stage w$ TALC, which arglentified asthe leading
factors (Berry, 2006; Gore et al., 2021). For example, the tourist market areas are now
well-defined, and the government attention has been drawn towards the
development of additional tourist facilities and fabricated attractions (BTB.gov.bd;
beautifulbangladesh.gov.bd, 2021). As shown above, BPC is increasingly executing
development projectdor hotels, restaurants, conference halls, and other facilities
targeting tourists in many areas all over the country including areas hbaate
received Iss attention previously. Furthemé Ministry of Civil Aviation and Tourism

of Bangladesh stressdabat the goal of Bangladesh is to increase the tourism
industry's contribution to the Bangladeshi economy by promoting Bangladesh as a

tourist destination among international tourists.

{AYAfTINI&> .Iy3flFrRSAK 5ahQad LINRPY2UA2YI €
new promotional focus, especially with the increased attention on online
promotions.Hossain and Islam (201ppint out that BangladesBhows a lethargic

attitude and has largely failed to adopt new media communications (e.g., social
media) in destination promotion#\n interview witha BTB official showed thatintil

recently, Bangladesh was mainly employing traditional offline media to reach the

target audience dvert Induced! information sources such as tourism fairs, trade

shows, websites, and social media to share-BfEBted content). fie DMO online

L F GF2N¥a o66SoaraiasSa |yR az20Alft YSRALFUO ¢
activities with a focus on profile building of officials rather than destination
promotions (these aspects are discussed in chapteHdwever, showing a high

LR GSYGAlrf F2NJ dzaAy3a ySg YSRAF FT2NJ Ada (2c
Communications Technology readiness leved wa to the average rate of the South

Asian region (WEF, 2017n mid-2020, showing a significant change, the BTB, as
Banglade& Q & 5ahz f I dzy OKSR | ySg LINE Y 2 {
beautifulbangladesh.gov.bd which was named after the official tourism tagline of

. y3tr RSaKxE W. SThdplaffofdi affiliated/matH itk dwb BakeQobk,
Instagram, Twitter, and YouTube accounts and is fully focused on promoting tourism

rather than other administrative activitiegurthermore the DMO has taken efforts

to accommodate inputs from different outside parties to their promotional
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campaigns (e.g., photographic competition and travel webcast with the participation

of locals).

Bangladesh has also improved its competitive posittvards the latter part of this
phase For example,among many improvements, I y3f | RSaKQa 02 dzy (i
strategy ratings infrastructure developments, and safety and security conditions

showedsignificant improvements in 2019 (Tabl&}.

Table4.3: Travel and Tourism Competitiveness Index Ranking 2019

Factor 2019 Previous Improvement
ranking * | ranking (2017) *|  (in ranks)

Safety andsecurity 105 123 13

Favourable perceptions of 109 111 2

government commitment to
the T&T industry

Country brand strategy rating 77 97 20
ICT readiness 111 116 5
T&T prioritization 121 127

Pricecompetitiveness 85 89 4
Ground and port infrastructure 60 74 14
Overall infrastructure 109 116 7

* y3f I RSAKQa NI Yy that &eaialysd undenthi@ra@pP&drguiishii S a
Competitiveness Index by WEF in 2019.
Source: WEF (2019:33)

| 26 SOSNE gKAES KAIKEAIKOGAYI GKS NBOSyld A
position, the WEF (2019) admits that Bangladesh would need further substantial
improvements in areas such as the relaxation of investment barriers thad

development of service quantity and quality to assure further tourism growth.

Overall, the above section reveals that Bangladesh is in its Involvement stage of TALC.
A few of the indicators of thelevelopmentstage emerge as leading factataring
this extended involvemenstage hinting amove towards the development stage.

Nevertheless, Bangladesh cannot be placed in tevelopment stage as a
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considerable number of indicators that should be present in that stagstill absent
in Bangladesh as examined below. Both document analysis and insights gained from
primary data obtained via interviews (i.e., international tourists and BTB official) were

used in the analysis tabtain the findings.

4.4.3 Development Stage difie TALCIndicators Not Yet Realised

As revealed in the above sectiorsgveralcharacteristics that are expected to be
present in the development stage thfe TALGire foundin the context of Bangladesh.
They are the leading factors that emerged in the involvement stage. As per the
arguments concerning the use of predictability of TALC, destinations may
demonstrate some characteristics that are expected to appear in the sigxje
which are termed as leading indicators (e.g., Berry, 2006). For example, the
Bangladeshi government has engagedtihe development of additional tourist
facilities and fabricated attractions, mainly in major cities. In addition, BTB as the
DMO, has recently increased its online promotional activities, including increased
social medigpresenceEven though it is not a rapid increase, the number of travellers
is increasing as per the statistiddoreover,this traveller group is composed of some
institutionalised travellers as wellable 44 summarises the leading and laggard
indicators of Bangladesh at each stagprésents Afterwardsthe laggard indicators

arediscussd.
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Table4.4:

Summary of the TALC Characteristics of Bangladesh

Stage of Indicators Availability of the
TALC indicator
Few tourists Yes
Adventurous (or allocentric) tourists visiting sites Yes
No or less public and tourist facilities Yes
Visitor_s attracted to natural physical features and cultur, Yes
c attractions
e} The physical and social fabric is not disturbed by the Yes
g tourism industry
ot High level of contact with the locals anthking
ai interactions with locals become a significant attraction t| Yes
visitors
The arrival and departure of tourists do naffect the Yes
locals
Economic and social impacts made by tourism to the Yes
destinationare relatively less significant
Visitor numbers increase and are regulated Yes
Tourist seasons emerge can assume yes
A definite market aredegins to emerge Yes
Locals begin_ to provide primary or exclusive facilities Yes
targeting visitors
é There is a high level of contact between locals and visit Yes
g The lifestyle of locals who engaged in tourism faces
5 can assume yes
s changes
= The developing tourism industry leads to the provision ves
basic services
Public investments are made to develop infrastructure Yes
and transportation
Increased advertising induces a definable pattern of Yes
seasonal variation
Tourists are now midentric/institutionalised tourists Some_ Qllocentric
co-exist)
Visitation grows rapidly Not rapid growth
The tourist market area is wedkefined To some extent
= Development of additional tourist facilities afabricated v
S X esbut few
= attractions
s Increased promotional efforts with heavy advertising Yes
° Greater control of the tourist trade by outsiders and moj id
S facilities are provided by external organizations 0 evidence

Auxiliary facilities fotourism are developed

To some extent

Migrated labour isitilised in the tourism industry No evidence
The number of tourists at peak periods far outweighs th No

size of the resident population, inducing rising

Antagonism of the residemiopulation towards tourists No
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Asshown in Tabld .4, most of the key indicators that are agreed to be present in the
development stage ahe TALC are absent in the context of Bangladesh. Eight of the
key indicators that are missing in tBangladeshi context are explained beldwere

to identify thesemissing indicatorsboth the data obtained frona variety of reports
discussed in the above sections, including dnalysedstatistical data as well as the

primary data obtained from thenterviews are usedsimultaneously

Firstly, there is not enough evidence to suggest that there is a rapid growth in the
number of visitors as indicative of the development stage. As shown in Tdble 4.
within two decades, i.e., from 1996 to 2019, the annual growth rates in tourism
numbers have increased gradually frdm5,024 t0219,159respectively, and this is

not a rapid increaseSecondly, there iao statistical evidence to point out that the
number of tourists at peak periods far outweighs the size of the resident population
in any specific attractions.Thirdly, though there are some muaentric/
institutionalised tourists, the market still consists of a considerable amount of
allocentric tourists. For example, after using a wide variety of sources to draw a
sample of international tourists to Bangladesh, all the participants in the interview
sample represented onlyre allocentric groupeven thowghbeing allocentric was not

a screening criterion (Appendd Sample Profile)nputs from the interview data as
primary datacollected for the purpose of addressing research objectives of this thesis
also confirm this pointThe interview participants confirmed that there are very few
international touristsat any givertourist attractionwithin BangladeshAs revealed
from the thematic analysis, (ThemeCurious to explore a less known destinadion
the majority of participants chooseBangladesh with the perception that ith
destination is a relatively uncommon and unexplored destination, which aroused

their curiosity to visit (see examples below).

First of all, Bangladesh [has] always been very interesting for me beitsuse

not a common tourist destination|t's kind ofoff the grid, which for me is
attractive. | wanted to gsomewhere where there's less tourisi X la fact,

LQY &LISOAIIfAASR AY LAfIFIYAO Kuistd2NBEO®
Muslim countries and see, learn, and understand their histdogtter. 6 X 0
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and see thalifferences in architecture and their expressions of religian X 0 ®

And of course, Bangladesh also has thasigue natural featuredike the

{dzy RENBlFya oXo® {2 (KFd gla fa2 AyidiSN
(Imran,Israel/lUSA, Age group 3W)

You could say it [is] for leisure. (...) But, maybe that's not, that's not the

correct word. Because it's more likejustwant to see, like how it is likelt

was not to have fun. So, | just wanted to see something like that. Because

nobody goesther®@ o0 X0 {23 L dll ¥ie doudeies tha nobatly 3 S0
goes ta | really like exotic place$he more exotic and different, the more

interesting sounds to me

(Ritchie, Brazil, Age group-30)

AsRitchie and Imran statedhe majority of theparticipants viewed Bangladesh as an
uncommon destination that was relatively unexplored with only a few travellers

visiting there (e.g., Andy, Chad, Simon, Pole, Cathy, Ritchie, Mark, Kate, Mercy, and
Imran).So, they were curious to explore the culture and people of Bangladesh, which

alsoA y Of dZRSR G KS a2O0Alf f A TS aBecéadsétherelageR A O
different reasons why you travel to countriésX 0 LG Qa |t Fo62dzi @K
LIS2LX S !'yR a2z L @AaAird . Fy3ftrRSaK (2 4&°¢
religious beliefs, Islamic history, and religious festivals (e.g., see Imran above), while

a few also expected to explore its na¢u(e.g., see Imran above).

Moreover, Imran and Ritchie exemplify that these participants demonstrate the
characteristics of a venture¥.enturers or allocentric tourists take long and frequent
travels, prefer visiting unusual, underdeveloped destinations, avoid teartst/ded
places, desire to learn local customs and habits, and wish to visit a new destination
over revisiting the same (Bg, 2001). These characteristics were commonly shared
by a majority of the interview participants confirming the fact that they are

allocentric €.g., Mercy below).
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| have a friend who has been to Bangladesh, for example, like he went with his
parents. It was kind afxpensiveto arrange for three. So, I'm suvee had a
completely different experienceBecause probably | guess, what he did was
32Ay3 KSNB (2 G§KS { dzy Rl NReveryday lii@ dathed 2 S
0KFyYy R2Ay3 (KA ButyjolcarRhag feallXdifféréni epariesces, |
guess.They are people that have had like higdnd tourists in Bangladesh

(Mercy, Italy Age groupt1-50)

Like Mercy, the above participants distinguish themselves fromirsttutionalised
tourists and identify themselves as travellers who are more interested in the

uninterrupted social fabric oBangladesh. Further, the participants found that the

locals were more welcoming as revealed in the thematic analysis under the theme

Wlemorable experiences with loc&Fhéme 3)Cathy below illustrates:

6X0 YR 423 Y240 2F (KS 0RYSOKYVyRSLEOYRLI I

blonde hair. And so, it's pretty common for me [Laughing]. But | think that
Bangladesh actually was like the nextlewel[  dZA KAy 3686 o X0 {2

beach. And this is not a joke. | stayed there for one and a half hours just taking

pictures with one Bangladeshi after the other Bangladeshi [Laughing]. So, yeah, it

was not weird. For me, it's common, but | think &sva little bit more extreme
than [in] other countries.

(Cathy, Germany, Age group-2Q)

As with Cathy, all the participants found Bangladeshi people to be welcoming,

extremely friendly, and very enthusiastic to meet whdlednned tourists.

Furthermore,no antagonism was expressed by the public against tourists. This leads

to identifying the fourth missing indicator of the development stageéhaf TALC in

the Bangladesh tourism context and i.e., any form of antagonism was not reported

against the tourists from the resident population, as it should be present at least to

some extent in the developmentage ofthe TALC.
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The fifth missing indicator is thétere is not enough evidence to confirm that much
migrated labour isutilised in the Bangladeshi tourism industrfccording to he
Bangladesh Immigration Departmewnly 85,486 foreign employe€8.001% of the
labour forcg representing 44 countries legally work lacal and multinational
companiesin Bangladeshi{Sarwar 2018. These employees also mainly work in

export processing zones or n@overnment organizations (NGOS)

As the sixth missing indicator suggeskere is no evidence of developing auxiliary
facilities specifically for tourism (e.g., clinics, laundry). For exanwgle: (2019)

argues that the poor tourist service infrastructure (13&nk out of 140 countries) is
.Fy3atrRSaKQa 3INBFGSad RAAFRGIYyGlF3S NBL
confirmed through thematic analysis of the interview data under Thenkigks and

challenges experience€ynthia andChristinabelow illustrate:

[The] challenge igaffic. In Dhaka, | mean, if you have an appointment and you
need to be there [at] a certain time, | think you need time to go there because
it's just mad. And also, [as] | said before thbbish. There are loads of them.
Obviously, people just don't care about anything. They just thhaste® 6 X0 ® ¢ K S
language is also a challengkecause if people really not many people know
9 y 3{f A SoKkhaxt ista Xhallenge, to get along if you're a tourist.
(Cynthia, Germany, Age groéft-50)

I think the most challenging experience for me was often the uncertainty around
transportation.Sometimes things are just running late, baiso,it's very difficult
to get the information Sometimes there is not a lot of information available in
English [and] sometimes also people say things in English, but the noise level,
everywhere is high and it's difficult to understand if you're in a waiting room just
FSStaxlt oAl dzy BwdeNEY awdsy taStNeg dreingt thinking
about tourists. Forexample, in a bus stop, they just do the announcement in
Banglaand they do a quick announcement in English too. But they are not, you
1y263 OGdzr fte R2AYy3I Ad F2NJ d2dzZNAAaAdGa oX

(Christing GermanyAge group 6470)
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As stated above by Cynthia azhristing most of the other participants, found

. Fy3fFRSAKQE ISYSNIf AYFNF &G NHzOGdzZNBE o6 So13
tourism infrastructure (e.g., tourist information), are not developed to the expected

f SoSt G2 YSSU (kKBangladeshdrimbs ddalenging 8xpariende

faced by allthe participants was thalifficulty in accessing infrastructureourism

servicesand facilities.

Seventh, there is no evidence saggesthat outsiders have greater controlverthe

tourist trade or that more facilities are provided by external organizations. For
example, as pea Hospitality Valuation Servicé2015) report, Bangladesh only had
3,500 hotel rooms in the organised sectdhese hotel rooms aldargeted upscale
segments but did not target budget and economy segmestiti, most of the tourism
services are provided by government organizations. For example, WEF (2019) argues
that. I y 3 | aReBaeKtihé required to deal with construction permits (129th)
should be enhanced to encourage investmemsich would further improve its
business environment (currently moved from 10 94™). In additionWEF (2019)

suggests:

GOX0 AYy@SaayYSyid oF NNASNE Oendahcedbyg S NBR
improving human resources and the soundness of the labour market (120th),
which would need to include increasing female labour participation (128th)
YR FdzZNIKSNJ g2N] 2y fl062dz2NJ F2NOS |jdz f .

Though this thesis does not intend to examine separate areas or attractions within

the country, it is important to note thahere are many rural areas and attractions in
Bangladesh thatemainin the exploration or involvement stages of the TALC. Areas
ddzOK a 5KF1lFX /KAGGEFEI2y3T /2EQa . 1T NE {
among tourists and comparatively more developed facilities are made available for
tourists. Most other DM@dentified tourist attractions (e.q.,
www.beautifulbangladesh.govd), have fewer tourism infrastructure or facilities

and are less popular among international tourists. In such areas, it can be assumed

that the physical and social fabric is not disturbed by the tourism indus$trgs also

156



leads to identifying the eighth missing indicator of the development stagfeeofALC

in the context of Bangladeslne.,tourism has not disturbed the social fabric of the
country.Only a few allocentric tourists would visit most of the uncommon attractions
and areas, especially away from the main cities and attractidhe.locals provide
more services totravellers, and tourists have close contact with the locals. For
example, most of the participants have stayed with lo¢elg., Couchsurfidd) rather
than in paid accommodation and contacted locals to obtain more reliable information

before and during their visit.

So far,the resultshave confirmedthat Bangladesh is located at a transition period
from the involvement stage to the development stageitef TALC with few leading
factors of the development stage present in the involvement stage. The period spent
in the involvement stage is comparatively longer as suggested inMEENE ¢ ( K Q
category of the TALC pattemtroducedby McKercher and Wong (202Bangladesh

has recognised tourism as an industry with significant economic and social impact
and increased government investment in general and tourfsagtructure to create

an enabling environment to promote tourism. This also asstirasBangladesh has
expanded its capacity to handle more travellers. Additional to investments in new
promotional campaigns, both the NTO and DMO acknowledge the importance of
building a positive image (e.g., BPC, 20Zhhugh Bangladesh demonstrates steady
and significant economic growth in the region, it is commonly recorded as a country
with negative DI (Kotleet al.,1993; Kotleret al.,2002; Avraham and Ketter, 20116
which hinders its tourism growtlAs discussed previouslyaving to face continuous
political turmoil, civil wars, terrorism, and natural disastéesshad its impact not

only onBangladesh's TALC position bigoy S3 | 4§ A gSt & AYLI OGSR
a tourism destination.The following section examines the impact of exogenous

factors on the DI formation of Bangladesh.

11 Couchsurfing is a membersthpsed group online platform. Members can request
local members of their target destination to host them. Travellers get to share
accommodation and any other service volunteered by the host for free.
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4.5 Implications of theExogenous FactorE 2 NJ . | y3f I RSaKQ& 5L

In academic work, Bangladesh leeen commonlyited as a country with a negative

DI for a long periode.g., Kotler et al., 1993; Kotler et al., 2002; Avraham and Ketter,
2016; Zahra, 2012). For example, Zahra (20d@ntifies Bangladesh as having a
weak, negative, fragmented anoh some cases, distorted DI due to the natural and

political turmoil it has faced throughout history.

Interviews carried out with international tourists, as primary data for the thesis,
provided extra insights into this phenomenon. To summarise, the-traneel
perceived DI of the participantbominantly contained negative factors, such as the
plight of Rohingya refugees in Bangladesh (e.g., Jack, Kate), poverty and pollution
(e.g.,Christing Chad, Mark, AJ, Mercy), the labeatensive garment industry (e.g.,
Mark, Christina Cathy), natural disasters (e.g., Markolence by Islamic extremists
(Jack, Imran), and overcrowding (e.g., Alice, Richie negative image of
Bangladeshhowever, is not shortterm but shows signs @ prolonged negative DI.
Firstly, Bangladesh is found to be negatively stereotyped as a pesteititen
country with a high rate of corruption and pollutionChristinaand Mark below,

illustrate:

| was very nervous before coming for the first time [to Bangladesh] because

thereisalotofbadpresd LG Q& y28i 2dzaid GKS LINBaa:

seen as a very poor countrygrew up in theW0sand at that time

Bangladesh waa very poor country. | mean, that was the time of the

hunger. That was the time after Bangladesh has been establitedwar

had left its ravagesSo, Bangladesh for me as a child and groygrwas the

country where you have to be aware to give money to feed the children. And

then, of course, Germans avery afraid of Islam nowadaysso this

O2YOoAYlFGA2Y YI 1SaX wKSaAldldAz2ye Xz2yS
(Christing Germany, Age group 6240)
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0 Xnot in a positive way So, you heard about Bangladesh about flooding in

GKS ySgazr &2dz KSFNR Fo2dzi . y3fl RSaK |
heard about Bangladesh adding a ton@f¥nén-recyclable, norenewable

[waste]. So yeah, it is kind of likad news about Bangladesh, so like

flooding and very bad waste managemerfo,in France, in my country, the

only thing we know about Bangladesh is that they have a lot of waste. So

yeah, somewhere it is not a positive place.

(Mark, France, Age group 230)

It is noted that factorsncluding ravages of waCfristinaabove), natural disasters,
and pollution (Mark abovehave created negative stereotypes of Bangladesh as a
poverty-stricken country that islangerous,unhygieni¢ dirty, polluted,and over-
crowdedwith a high crime rate and violent places. Such stereotypes are said to be
commonly found in developing countries with negative [@lg.,Avraham and Ketter,
2016.

Secondlysuchstereotypesthat were generalised t@n entire continent or a region

found to influenceLJ- NJi A (@érdeptighio@ BangladesFor exampleChristind &

statement above showed that she has generalised the terrorist attadks
Bangladesho the IslamieR NA Sy GSNNRBNJ | G0 O &erhghs KSNJ O
I NE @OSNE FFFNIAR 2F Latly y2¢lRI&da> a2 (K
Christing. Further, Alice and Mercybelow, generalise safety conditions and pollution
respectively tothe South Asian region and developing countri@ich has then

influenced their perceptiof Bangladesh

6X0 .dzi L 4l aydid O2yOSNYSR lo2dzi al ¥FSdae
very unsafe. | had an idebassumed it would be somewhat similar to Indi&o,
| didn't look much. If | were travelling fromot within South Asia already, |
probably would look that up
(Alice,USA, Age group 230)

159



| was very curious. Because | teach international economics and resolve this
debate about pollution happens and the fact that sowey polluting activities

are done in lowerincomecountries And so, there is thisxample | read the
textbook about the ship dismantling in Chittagorend you know, | thought

once in my lifetime | have to see this and so we went also to see that. Amazing, |
have to say.

(Mercy,ltaly, Age group@1-50)

Thirdly, these negative occurrences were seen as inharedéveloping countries.
The above four statements of Alice, Merdyhristina and Mark confirmed this.
Further, Mercyand Christinastated how negative media reporting has shaped their
pre-travel perceived DI of Bangladesh as a polluted, powarityen, and unsafe
destination.Avraham and Kette2016)argue that negative and incomplete media
reports contribute to generalizations by convincing residents of developed countries

to perceive negative occurrences as inherent parts of developing countries.

Fourthly, these generalizations evolved beyond simple generalizatiomd

developed into us ersus them perceptions. For exampl®ark above compared
Bangladesh to his country of residen¢&®o in France, in my country, the only thing

we know about Bangladesh is that they have a lot of wasie A YL e Ay 3 |
Bangladesh is portrayed as urhygienic, dirty, polluteatountry. SimilarlyChristina

O2YLJI NBR (2 KSNJ O2dzyiNE 2F NBAARSYOS 64D
a2 GKAAa O2YO0OAYyILGm2y YOSNDRdAXd BESaKI NARyYy3
conditions asargued byAvraham and Ketter (2016)hesegeneralised stereotypes

f S| Rus@rdls Wi p&cemions, where residents of developing countries are

perceived fundamentally differently frottose indeveloped countries.

Overall, the resultgevealed that the exogenous factors heavily contributed to
creating a negative DI for Bangladesh, and the DI of Bangldekbr suffers from

a prolonged negative image. This negative DI consists of all the componeats of
negative DI identified by Avraham and Ketter (2016), which are negative stereotypes,

generalizations, negative occurrences as part of the nature of developing countries,
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' YR escza (K SYQ Liedngd fiefe 2 yidiedidence that the DMO has
taken any actions to identify the gravity of negative DI in Bangladesh and to counter
thesenegative perceptions. For example, an interview with the DMO official provides
that:

If I analyse it from a tourism perspectiwee are not up to the levelBut
apart from this side, we have created lots of images. You know that
Bangladesh is regarded as one of the role models of developing countries.
And Bangladesh regarded as an emerging economy developing country
So, in this context, we are very much succesbiutlin tourism, we are far
away.Butwe are trying to create a brand namdhat is like incredible
LYRAFSX Ay alfl@aAal GNdHzZ & ! aAlL®d oX0 ¢S
2YLSGAGAZ2Y YR +tftaz2z Iy AO2yAO fFyRYIN
Bangladesh that is already [been] used for 6 to 7 years. So, we are trying to
upgrade this brand name and initiate a new brand name. And after initiating
this brand nameve will try to aggressive marketing policy or promotional
policy. So that this name is circulated [in] every corner of the world and |
wish that everyone will know [about] Bangladesh in [a] tourism perspective.

(BTB Official)

As the statement indicates, the DMO has chosen to undertake more intense regular
marketing promotions and to work on their brand name rather than addressing the
negative DIHowever, the literature argues that a destination with a negative DI
cannot simply move ahead with regular marketing promotions to attract tourists that
areonly effective when there are no particular Bsues (Avraham and Ketter, 2016).
Rather destinations withprolonged negative Dsuchas Bangladesh are expected to
understand and correct their media and public Bynter the negative perceptions,

and chdlengethe stereotypes to repair the efore moving to regular marketing

promotions.

The prolonged negative DI has implications for attracting travellers to developing

countries. The negative DI is argued as the main reason behind the lack of tourism
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growth in developing countries (Ahmed, 1991; Avraham and Ketter, 2016; Baloglu
and McCleary, 1999; Grosspiets@®06; Martinez and Alavares, 2010; Ryu et al.,
2013; Sonmez and Sirakaya, 2002; Tasci et al., 2007b). However, the impact of this
prolonged negative DI on the TALC stage is not examined in the literature. This
chapter explains the impact of negative DI in gely stages ofhe TALCas stated

below.

4.6. The Impact of Negative DI in the Early StagethefTALC

The findings in the above sections showed that Bangladesh has recognised tourism

as an industry with significant economic and social impact and significantly increased

government investment in developing general and tourist infrastructlweng the

past decadeo create an enabling environment to promote tourisin.additionto

investments Bangladeshi authorities have acknowledged the importance of building

a positive image (BPC, 202&pr example, the chairman of the BPC states
G¢KS FT2NBY2aild 2062S00A JPpamoe Fourignkirs O 2 NI
Bangladesh, build upositive image of the country abroadcreate tourism
infrastructure, provide services to the tourists and flourish tourism resources
GKIFIG SEAAG Ay . IFy3tlRSEKZ o0X0 O2y (iNAOG
(BPC, 2021).

Bangladesh has recordéigh rates of economic growth and development compared

to the developing countries in the world. Buitrespective of the continuous
investments made to develop the tourism industry, the traveller numbers to
Bangladesh do not shoarapid growth as expected in the development staget®f
TALC. The literature suggests the development of tourist facilities and infrastructure
and heavy promotions among other indicators will increase traveller numbers to a
destination withtime andmove the destination to thelevelopment stage (Butler,
1980; Berry, 2006; Agarwal, 1997; Getz, 1992; Gore et al., 2021). Nevertheless,
Bangladesh is spending a considerably longer period in the early stageJALC.

Particularly Bangladesh is still trapped in itavolvement stage although it is
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equipped with some leading indicators of the development stage. The findings
suggest that the prolonged negative DI is a key factor behind Bangladesh having to
spend a longer period in the early stagest®fTALCThis further hinders Bangladesh

transitioning from the involvement to development stage.

In contrast to the argument put forward bAwvraham and Ketter (2016) stating that
altering the negative DI is crucial to initiaie2 dzNbn&uimftiOn when a destination

iIs at its exploration stage, the results showed that destinations can initiate
consumption and even move to the involvement stage of the TALC with a negative
DI. This is due to destinations in the early stagesttid TALC attracting more
allocentric types oftravellers whoare not concerned about the negative DIs of
destinations. For example, allocentric travellersstrongly prefer unusual,
underdeveloped destinations that have retained their native charm while avoiding
crowdedtouristy places (Plog, 200T)his finding addressed the first objective of this
thesis and contributes to identifying prolonged negative DI as a trigger, bringing
change to destinations in the early stagestlué TALC. Moreover, findings suggest
incorporating a prolonged negative DI as an indicator in the early stagbe dALC,
when destinations are spending extensive periods in those stages irrespective of
otherwise favourable conditionsncorporating this indicator into the early stages of

the TAIC will also improve its descriptive and predictive ability.

4.7 Summary

The TALC model has, for decades, been used to describe and understand the process
of the development of tourist destinations in a wide variety of settings (Butler, 2011).
This thesis uses the TALC to describe the development of tourist destinations under
the setting of prolonged negative DI. This chapter addressed its twofold objectives by
validating Bangladesh as a destination with a negative DI in the early stages of the
TALC, thus providing an appropriate research context for the study, and then
addresang the first of three research objectives of this thesitie results first
confirmed that Bangladesh is a destination with a prolonged negative DI in the early

stages of its TALC, particularly in a transitional period, from the involvement stage of
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spent in the involvement stage is comparatively long, despite its increased efforts and
investments in infrastructure development and promotions; andT g negative DI

of Bangladesh was initially formed due to the continuous impacts of exogenous
factors, and these negative DIs were retained for a longer period and converted into
prolonged negative DIs because the DMO has not attempted to address these
negative DI issuedddressing the first objectivehe findings of this thesis suggested

GKFG . Fy3aflrRSaAKQa LINRf2y3ISR yS3lGABS 5L (
early stages of its TALC (exploration and involvem&hg.prolonged negative DI was

identified as an indicator of the destinations to spend more time in the early stages

of the TALCThese findings are discussed with literature in Chapter 6 to identify the
contributions made. Before thathe next chapter presents the findings to address

the other two research objectives.
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CHAPTER:STHE ROLE OF UGC.ONDb D[ ! 5@ FORNMATION

5.1 Introduction

After addressing the first objective in the previous chapter (Chapter 4), this chapter
addresses the last two objectives of this thesis. Nanajectivell isto explain the

role of DMO and UGC DI projections on the DI of a destinatitime early stages of

the TALGind objectivelll isto conceptualisehe influence of UGC in the DNXBI
projections in the early stages af TALCand also in mitigating negative DI This
chapter firstlyexamines the DI constructions of Bangladesh. Both cognitive and
affective DI were examined together for an accurate portrayal of DI (Agusti, 2018;
Lindblomet al,, 2018; Martin and Bosque, 280Zhang et al., 2018fubsequently,

the cognitive and affective DI of Bangladesh is examined from both the supply (DMO
projections) and demand A RS 6 (1 2 dzNA & G &4 Q |ibffoNgh $heIMO2 y 0 = N
visual media and UGC imag@és. explained in the previous chapters (chapters 1, 3,
and 4) his thesis has been able to observe a DMO in transition and the implications
of such transition. Accordinglywb DMO image samples were obtained to represent
previous DMO DI projections (DMPand the new online promotional platform
introduced (DMQ@II). The results of the qualitative content analysis and cultural
analysis of three image samples were interpreted to reveal the cognitive and affective
DI constructions of Bangladesh respectively (5.2 a). Burther, he level of
congruity between the three image samples (DM ODMOII, and UGC) was
examined and interpreted to address tilsecondresearch objectiveData collected

by interviewing the participants (travellers and the DMO officiad)e analysed and

the insights derived araised to support the findings from the image analysis.
Examining both the projected and perceived images is essential to understanding DI
formation. NeverthelessDI formation is a complex process where there is no
unanimously accepted differentiation between the projected and perceived images
(Agusti, 2018). As discussed in the literature review chapter, the circle of
representation (CoR) enables us to understdrmv projected and perceived DI

interactively exist and the role of travellers in DI projecti@s DI careators. So, this
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thesis understood projected and perceived DI from the lens of CoR. As a result, the

contributions were made not only to the TALC and DI but also to the CoR.

This chapter firstly, presents cognitive DI revealed through qualitative content
analysis othe three image sampleand thelevel of congruence between the three
image samples were examined and interpreted. Secondly, affective DI expressed
through the three image samples is explained. Thirdly, the role of UGC in the DI
projections of DMO in the early stagestié TALC is explained.

5.2 Cognitive DI Revealed through Images

The images projected in the DMO online media and the UGC shared on Instagram
were analysed to understand the projected DI as explainethénmethodology
chapter 6ubheading3.5). This section presents the cognitive'ihat was explored
through the denotative signs represented by the UGC and DMO image samples
revealed through content analysisee Hunter, 2016). Five main destination
attributes revealing the cognitive DI of Bangladesh that emerged from UGC and DMO
samplescomprise:History and Culture (HC), Nature (N), Society and Lifestyles (SL),
Infrastructure (I) and Portraits of People (PP) (Table BHB.sxth category Officials

and Other (OO) does not reveal destination attributes or features but inslsdeh
images that do not reveal any destination attribute (e.g., images including
government officials, noticesand any other unclassed images).The results
revealed the level of congruity between the DMO projected DI, and the toxists

perceived DI shared through UGC.

2The cognitive image relates to how tourists would describe the physical destination
attributes or features (Vaughan and Edwards, 1999).
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Table5.1: Destination Attributes: Main Categories

DMO
UGC DMO | DMO I
Categories I X X
n* % | €| n* % sl n* % | S
& o4 o
Main Category 1: 97 | 5.73 111 | 17.00 | 3 | 462 |24.64| 2
History and CulturéHC)
Main Category 2: 776 |45.86) 1 | 167 | 2557 | 2 | 922 |49.17|1
Nature(N)
Main Category 3: 349 [20.63| 2| 64 | 9.80 241 [12.85| 3
Society and Lifestyl¢SL)
Main Category 4: 177 |10.46 21 | 3.22 134 | 7.15
Infrastructure(l)
Main Category 5: 251 |14.83| 3| 32 | 4.90 84 |4.48
Portraits of PeopléPP)
Main Category 6: 42 | 2.48 258 | 3951 1| 32 |1.71
Officials and OthefOO)
Total 1692 100.00 653 | 100.00 1875 (100.0C

*n =frequency counts obtained from the content analysis. The adjourning columns
show the respective percentage representation of each category as a percentage of
the totals of each sample.

As shown in the table, the highest representative categories in UGC dakéatuee
(45.86%), Society and Lifestyle$20.63%), andPortraits of People(14.83%)
respectivelyNatureincludes images of the sky and land sceneries; oceans, beaches,
and rivers; forests, trees, plants, and flowers; wild animals, birds, reptiles, and marine
animals.Society and Lifestyl@fustratesthe social life and livelihoods of local people

in rural and urban Bangladesh. This includes images of religious observances, food,

literature and literacy, livelihoods such as agriculture, fishing, and even domesticated
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animals.Portraits of Peopléncludes images of local people and international and
domestic tourists.¢ KA &4 AYRAOIFGSa GKIFIG GKS G 2dzNR

a i
Fy3tl RSaKQa yI {dzNB I ,and theitzNdy of lifdB & 2 dZNDS &z .

The highest representative categories in DiM@re Officials and Othe(39.51%),
Nature (25.57%), andHistory and Culture(17%). Meanwhile, the highest
representative categories in DMID are Nature (49.17%),History and Culture
(24.64%), andociety and Lifestyl€42.85).Officials and Othersiclude images of
DMO and other government officials and political heads, evergansed by DMO,
notices, quotes, and any further unclassified imagdstory and Culturenclude
images of archaeological sites, ruins, museums, and Bangladeshi history as well as
cultural festivals, celebrations, and arts and crafts. Results show that-DM(S
placed more prominence orthe officials and events butloes not promote
destination attributes. Apart from both DMO samples more prominently promoting
the nature aml natural resources of Bangladesirey give high prominence to feature

distinctive Bangladesliiistory and Culture

These results are further explained below to examine the congruencies and
incongruencies between UGC and two DMO samples. To obteamarehensive
view, the proportionate importance of the generic categories within the respective

main category (Tables 527)2is also accommodated where necessary.

The main similarity between the three samples is the prominence given to denote
nature and natural resources. The largest numbers of images from both UGC and
DMOHI representNature and that also forms significant percentages4&t86 and
49.17 respectivelgf the samplesNatureis the seconehighest category represented

in the DMOQI (25.57%). The representation aturehas increased by nearly 24% in
the new promotional infrastructure (DM@). When considering the destination
attributes (i.e., excludin@ategory 6)Natureis the only category that has received a

comparatively similar amount of high emphasis on UGC and both DMO samples,

13 Under generic category tables tlpercentagesare calculated as a percentage of
respective main category totalslence, meanings were extracted by comparing the
percentages withinthe sampleitself but not by comparingthem with the other
samples.
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makingit the most prominent attribute of Bangladesh DI. Such emphasis on DMO is
compatiblewhen compared to the group of direct competitors to Bangladesh as a

tourist destination. WTTC (2021) identifigShina, India, Indonesia, Vietnam,

Malaysia, Thailand, Sri Lanka, Myanmar, and Nepal as competing destinations to
Bangladesh based on the similarity of product offers where natural resources
(including beaches, greenery, or landscape) are the main componhémgir product.

However, nature as dourism praduct of Bangladesh suffers from a lack of
RAFFSNEBY(GALGA2Yy o6& 6SI1SYyAy3a I RSAGAYI (A
2019). For instance, tourists perceitree Kerala province in India as a substitute for
Bangladesh and chose to visit Kerala instead of Bangladesh (Hossain and Islam, 2019).
Arguably, tourists can explore a wide variety of attractions, if they visit India, and they

can avoid extra travel mileageisa requirements and other discomforts by visiting

Kerala instead of Bangladesbo, its@ g & G KIF &G . Fy3ftlFRSaKQa Tl )
their product from competitorss a major factom its failure to achieve a competitive
advantage over its direct competito8y examining generic categories unéi&ture,

further insights were obtainedis below Table 5.2.

Table5.2: Destination Attributes Main category 2 Nature (N)

. . UGC DMO

Generic categories DMO- | DMOHI
N % N % N %

2.1. Waterbased
Resources (NVR) 187 24.10 64 38.32 337 36.55
2.2. Scenery (1$) 258 | 33.25 48 28.74 | 256 27.77
2.3. Forests, Trees,
and Flora (NFF) 284 | 36.60 26 15.57 | 266 28.85
2.4. Wildlife (NWL) 47 6.06 29 17.37 63 6.83
Total 776 |100.00| 167 | 100.00f 922 | 100.00

N Interpretation: Water-based Resourcg¥VR)is the highest denoted in DM
promotions, and it is a comparatively less denoted generic category in the
Nevertheless, both WR and Scenery are among the higlesstited generid
categories in all three samplegorests, Trees, and Floia the highest

represented category in UGC, and it is underrepresented in both DMO sar
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Meanwhile, as the category includes the iconic Bengali Tiy#dlifeis denoted
for a significantly high proportion in the DMGample. Buwildlife is the least
denoted generic category in UGC and DN&amples. DM@ has reduced th¢
over-representation olildlife. More similarities are noticed between UGC, ¢
DMOII compared to DM@ & ¢ KA & AYRAOI (GSa (K
LI F GF2NY A& Y2NB O2y3INHSyYyd AGK

While Society and LifestyldSL) is the secoruighest category represented in the
UGC (20.63%i} is less represented in both DMO samples (DM@8% and DM4:
MHOY P20 6¢Fo6fS podmMO® ¢KS 5ahQa FGGSyildAazy
the new promotional infrastructure, despite the important place I#lds in UGC.
Similarly, the thirdargest category of UGC Fortraits of Peopl¢PB with 14.83%.
However, PP has a very low presence in BINM@d Il images with only 4.9% and 4.5%
respectively. Bangladeshi people and their ways of life seenmanbe adequately
featured in DMO promotios, although it appears that the travelleteavilyfeature
themin UGCAs discussed in chapter 4 (4.41Bk interview participants confirmed
this view.The participants perceived Bangladesh@agxotic country with interesting
people and culture that awaits to be explored (ThemeCuirious to explore a less
known destinatiof. Participants were mainly interested in exploring the Bangladeshi
people and their ways of lifand interactions they had with locals were rated as their

most memorable experiences (e.g., Andy below).

There's a lot of them [memorable experiences] | mean, probably, it walulze
concerningpeopl® L 320 AYOBAGSR Ayd2 LIS2L)X SUa K3
G266y Ay . Fy3aflIRSaAK8d L gta gt Ay3a f2y
YI206S a4KS g1 a mn 2N moZX OlitfeSinugudtiandl y R G |
you know it's surprising in predominantly Muslim countries, so it's a little

unusual for women to approach men on theawn [expressing positive

surprise] But she did and she wanted me to @ and meet her familyso |

went into their placethey arevery poor. And they just lived in a very small

house kind of ahack built alongside the railway track&nd | went in there and
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musical instrument and we played and sang and that kind of thing. That was

probably the most memorable, just because the family was so poor, you know

such simple people, it was unusualdet invited in thereSo that really struck

me.

(Andy, Canada, Age Group-6Q)

Like Andy, the majority of the participants (e.g., Cathy, Mercy, Ritchie, Simon, Pete,
Christina and Alice) were interested in interacting with locals and exploring local
lifestyles, livelihoods and culture. The findings are similar to that of Stepchenkova
YR %KlIYy O0HAMOU0Z ¢K2 SHalUBG ofSdtphastsetietads 5L |
and their lifestyles, which is underemphasised in DMO projections. Higher
representation of theSociety and Lifestyleategory in the context of Bangladesh

complies with thé& present early stage ithe TALC as well. In the early stages
(exploration and involvement), tourists have high contact with locals rma#fing

interactions with locals becomes a significant attraction to visitors (Agarwal, 1997,

Getz, 1992; Gore et al., 2021). As allocentigistsare the most common traveller

group in the early stages @ TALC, most of the interview participants represented

GKS ftft20SYyidNARO aS3aySyildoed {23 GKS& LINBTSN
LI | OS&a GKSe& @GAaAGZ NI (KSNJ Fldgl200118.This] Ay 3 d
finding also shows that travellers to Bangladesh hasaderlustrather than surust

(e.g., Markwick, 2001 Motivated by wanderlust, travellers desire to travel and see

different places, people and cultures or relics of the past, whereaslusinis

associated with leisure travel to engaigeactivities such as sports and the search for

the sun (Markwick, 2001).

When compaing the relative representation ofhe main categories (Table 5.1he
Society and LifestyldSL)category has dittle representation inthe DMOsamples,
especially in DM@, while SLg I & LINA2NAGAASR Ay G2dz2NRada

indicates an incongruity of DI projected and perceived. This finding is further

172



elaborated by examining the generic categories un8eciety and Lifestylesind

Portraits of Peopleategories Table 5.3 and 5)below.

Table5.3: Destination Attributes Main Category 3 Society and Lifestyles (SL)

. . UGC DMO

Generic categories DMO- | DMOHI
N % N % N %

3.1. Rural Life and
Livelihood (SIRL) 135 38.68 21 32.81 106 43.98
3.2. Urban Life and
Livelihood (SUL) 137 | 39.26 11 17.19 39 16.18
3.3. Domesticated
Animals (SDA) 16 4.58 0 0.00 1 0.41
3.4. Religious
Observances and
Buildings (SR) 12 3.44 10 15.63 46 19.09
3.5. Food (SE) 43 12.32 11 17.19 29 12.03
3.6. Literature and
Literacy (SILL) 6 172 11 17.19 20 8.30
Total 349 | 100.00 | 64 100.00 | 241 100.00

SL Interpretation:in both DMO sample®ural Life and Livelihod®L-RL) is the
highestdenoted category. In the UGC sample, b&BRL andUrban Life ang
Livelihood(SEUL)are almost equally and highly denoted categories. The [
samples have underrate8l-UL, while the urban Bangladeshi lifestyle equ
interests tourists. Noticeably, UGC images in the subcategory Urban Stree
Street Life**under the generic categorgl-ULis reinforcing a negative image
Bangladesh. This contained images depicting poverty, crowdedness,
congestion, etc. (e.g., Image %12 below). No such images were found in {
DMO samples as it is unlikely that a DMO would reinforce such imagdksir

promotions.

14 Frequencies of subcategories are not presented in this thesis. Only the counts under
the main category and generic categories under each main category are presented.
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Image 5.1 and 5.2 (Source: Instagram, UGC sample)

¢CKAad AYRAOI kédiderir€ltdinghdi reginNg sidé of Street lifas
either interesting or important through their imageojections Moreover, both
the DMO samples prominently denoteligious Observances and Buildi(§ls
R) where UGC has given them the least priority. Apart from similaritig
denoting S:RL and Food, UGC representations are very much dissimilar
both DMOs. Conversely, both DMO samples share more simila
Nevertheless, differently from DM@ the new promotional platform, DM@ has
taken some efforts to capture what tourists coter important to project
through their UGC.

Tableb.4: Destination Attributes Main Category 5 Portraits of People (PP)

. . UuGC DMO
Generic categories DMO- | DMOHI
N % N % N %

5.1. Portraits of Local Peopls
(PRL) 169 | 67.33%| 26 | 81.3% | 66 | 78.57%
5.2. Portraits of International
or Domestic Tourists (PP 82 | 32.67%| 6 18.8% | 18 | 21.43%
Total 251 | 100.00 | 32 | 100.00| 84 | 100.00

PP Interpretation:Though PP is the least depicted main category by both [
samples (Table 5.1); proportionate importance given to the generic categor|
similar in all three samples. If only the totals were considered (Table 5.1), i
representationinthe t OF §S3A2NEB Ay ! D/ AYlI 3ASa

capturing themselves in the images since photographing means colle
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memories. The above resultshow otherwise. The UGC images promine

featured local people than photographs of tourists themselves.

Next,the DMO gave a considerable amount of priorityHigstory and CulturéHC)

with a relatively higher percentages of 17 (DM©Xand 24.64 (DM4A) (Table 5.1).

The representation of HC has even increased by nearly 8% in the new promotional
infrastructure (DMQ@I), while this is among the least represented categories in UGC
(only 5.73%). fe DMO is more prominently promoting distinctive Bangladeshi
History and Culturewhere history is the least projected attribute in UGC by tourists.
This overrepresentation in thelistory and Cultureategory in the DMO samples is
the main dissimilarity beveen UGC and DMO DI projections. However, the same
category presents the main similarity between DM@nd DM@l samplesFurther
insights were obtained via the frequency counts of generic categories under the

History and Culturenain categoryTable 5.5.

Tableb.5: Destination Attributes Main Category % History and Culture (HC)

UGC DMO
Generic categories DMOH DMOCHI
N % N % N %

1.1. Archaeological Sites
(HGAS) 25 | 25.77 26 2342 | 342 | 74.03
1.2. Bangladesh Liberatiol
War and Independence

Celebrations (HCI) 13 | 13.40 19 17.12 28 6.06
1.3. Significant Modern

Buildings (H®/B) 1 1.03 7 6.31 11 2.38
1.4. Culture and Festivals

(HGCF) 36 | 37.11 33 29.73 39 8.44
1.5. Arts and Crafts (HC

AC) 22 | 22.68 26 23.42 42 9.09
Total 97 |100.00f 111 | 100.00 | 462 | 100.00

HC Interpretation:Though theArchaeological Sitg$1CAS) category is one of th
most denoted in all three samples, DMDhas put an overemphasis ¢#GAS.

Significant Modern BuildingsiGMB) are the least denoted category in all thr
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samples, and there is only oidGMB image in the UGC sample. Apart froi@
MB, both UGC and DMOD samples have proportionately similar allocations
other generic categories. In contrast, apart fretf@AS, all the other categories &
underrepresented in the DMQ. Most of the landmarks and icons unde¢GAS
andHG[ L I NB f AaidSR dzy RS NI atiieNIN&&theleSs Atk
UGC sample represents such at a lower level by indicating that tourists d
project them as mustvisits. EspeciallyCulture and Festivaknd Arts and Craftg
are with the highest representation in the UGC sample, and it is he
underrepresented in the DMAD. Interview data also confirmed thatlture is an

important attraction of BangladesiWsCathy illustrates:

6X0 {2 GKS NBFazy ¢ Kie culturalpdi. MdSi
things that | photograph, as well were cultural parts, likev people live,
how it looks like they are, how the food looks like, and how people are
dressed.6 XSw, I'm not the type who likes to make pictures from the
beach or something. So, for me, it was alwma@e the cultural things

0 X0

(Cathy,Germany, Age Group 230)

Like Cathy, the majority of the participants confirmed that their interes
Bangladeshi culture enabled them to capture culturally significant icons ma
their photographs. Though some participants were interested in the histot
Bangladesh, as digssed earlier, the majority of the interview participants we
interested in the culture, people and lifestyle of Bangladesh rather tha

historical sites.

The findings indicate that there are more similarities between UGC and-D
while DMOII has more dissimilarity with UGC and DM&amples. Hencahe
5ahQad yS¢ LINRY2GAZ2YIFE LIEFGF2NY KI

important to emphasise in their DI projections. Neverthel&8|O 1l has reduced
the presence of images of thBangladesh Liberation War and Independe

Celebrations compared to the other samples. This may help to disasso
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independence struggle will reinforce the negative memories associated with

period.

The next two main categories, namétyrastructureand Officials and Othesshowed

more congruencies between UGC and DNM®amples, while DMOis incongruent

with the other two samples (Table 5.Both UGC and DM@ (10.46% and. 15%)

have highly represented thiafrastructurecategory, whilet is the least represented
category in DM@ (3.22%). Infrastructure such as transportation and
accommodation are the main elements of supporting customer services for tourism
(Quan and Wang, 2004Though the presence of supporting customer services does
not add to the consumer experience, the absence of them would create
dissatisfaction Quan and Wang, 2004 A higher number of UGC images on
infrastructure indicates that tourists perceive fiastructure as a fact that is
interesting and worth mentioning (e.g., Mak, 2017). Tourists intend to provide
destination knowledge and expert advice to other traveldwrs®ugh such UGQMak,

2017). As discussed in chapter 4, Bangladesh is increasingly investing in infrastructure
and tourist facility development projects. Such increased infrastrecti@velopment

Ad ARSYGAFTASR Fa | £SFERAY3I Ay Rsh@vngt2 NJ Ay |
move towards the development stage. This increased regm&ation of
infrastructure in DM@AI compared to DM@ has filled a gap in the DMO image
projections. Proportional representations of tlgenericcategories within this main

category are given in Table 5.6.
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Table5.6: Destination Attributes: Main Category 4 Infrastructure (1)

. . UGC DMO
Generic categories DMO- | DMO-I
N % N % N %

4.1. Transportation
and General

Infrastructure (ITG) | 142 | 80.23 11 52.38 83 | 61.94
4.2. Tourism

Facilities (TF) 7 3.95 2 9.52 19 | 14.18
4.3. Sports,

Recreation and

Leisure (ISR) 28 15.82 8 38.10 32 23.88
Total 177 | 100.00 | 21 | 100.00 | 134 | 100.00

| Interpretation: Though Infrastructure is an underrepresented mai
category in DMO samples (Table 5.1), all three samples have proportio
similar allocations to the generic categories within the main cateder is
the highestdenoted generic category in all three samples. It accountg
80% of the UGC sample and more than half of the DMO samples. Hov
I-TF and-SR are denoted higher in DMO samples than in UGC, indicatin
engaging in leisure and recreational activities is not the top priority of tou

who visitBangladesh as discussed previously undeiSbeety and Lifestylg

main category.

The frequency ofOfficials and OthefOQO) representatioris the most significant
difference between DM@ and the other two samples. The number of images with
the presence of officials of Bangladeshi tourism authorities and political heads as well
as those of official eventsrgansed by them is significant in DMOHowever,00 is

the least represented category in UGC and DWM@.48% and 1.7b). Having a larger
number of images in th®fficials and Othecategory, which does not represent
destination attributes is an indication of noise or the inclusion @l@vant material.
Agreeing with the arguments &tepchenkova and Zhan (20 18uch noise indicates
that the DMOimages are unstructuge and unplannedUnder Officials and Other

DMGCH has given a noteworthy representation of the officials of the D@ poltical
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figures. This may be due to tipgessure on the DMO promotions tmmply with a
certain policy or protocol dictated by certain political and economic inter@gtister,
2016). Further, this could be reflective of the leapl to the recent decision to
separate the functions of the BTB and Beautiful Bangladesh platform. Accordingly,
DMOII is more focused on tourism promotions than officials and events. This is
depicted by the fequency counts of generic categories under @féicials and Other

main categoryTable 5.7.

Table5.7: Main Category 6 Officials and other (OO)

DMO
uee DMO- | DMOHI

N % N % N %
6.1. Officials and 0 0.00
Events (OGDE) ' 211 81.78 12 37.50
6.2. COVIEL9
Awareness (O@ov) | 2 4.76 2 0.78 3 9.38
6.3. Notices,

Greetings and
Quotes (OENGQ) 25 59.52 40 15.50 14 43.75
6.4. Unclassified
(O0U) 15 35.71 5 1.94 3 9.38

Total 42 | 100.00 | 258 | 100.00 | 32 | 100.00

OO Interpretation:Officials and Even{f®OG-OE) wagprominent in both DMQ
samples while it is nil in the UGC sample. However, BM®as given les
emphasisto OOOE compared to DMODand NGQ is the most denoté
genericcategory under DM@ and UGC. Considerir@fficials and Othe
does not denote any destination attributes, promotional space given
Officials and Otheby the DMO indicates a lost opportunity and resout

wastage.

Overall, significant incongruencies were identified between BDIM&hd UGC in
projecting destination attributes. DM@ shares additional similarities with UGC in

the emphasis given to the categorieSpciety and Lifestylp$nfrastructure and
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Officials and OtherSince a correspondence map can show these congruency levels

in a clear picture, a correspondence analysis was conduatediscussed below.

5.3 Correspondencénalysis

A two-dimensional correspondence map (or positioning map) was used to investigate
the association of UGC and DMO (e@hoi et al.,, 200/ SPSS$he statistical
application was used to perform the correspondence analysis. Six main categories of
images and thethree sources of sampledJGC and two DMO samples) were
considered as the two variables. The frequency counts of six main categories under
each of the three sources of samples (Table 5.1) were used as a distance measure for
the correspondence mapReslis (Table 5.8) indicate the two variables (main
categories and three sources of samples) are significantly related with a chi squire
value of 1454.530 at P=.000. However, there is a weak relationship between the
variables with an Eigenvalue (i.e., varieneferred to as inertia) of only 34.5%.
Dimension 1 explains 78 of the variance out of the 34.5% variance explained by

the model.

Table5.8: Summary of Correspondence Analysis

Proportion of Confidence
Inertia Singular Value
Singul Std. Correla
Dimen ar Chi Accounte Cumulat Deviati tion
sion Value|lnertia| Square| Sig. d for ive on 2
1 .510| .260 .755 .755 .019  .032
2 291| .084 .245  1.000 .014
Total .345| 1454.53 .00 1.000 1.000

a. 10 degrees of freedom

Only the singular values greater than 0.2 are accepted as a viable dimension (Hair et
al., 1998 cited in Choi et al., 2007). The analysis resulted in a unidimensional solution

with a 0.51 value for Dimension 1. The associations between the variablesllgre fu
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explained by Dimensions 1 and 2 (100%). The rRaguie5.1) shows the relative
proximities of the main categories and three sources of samples. The closer proximity

means greater perceived similarity (Whitlark & Smith, 2001 cit€zhioi, et al.2007).

Figure5.1: Correspondence Map

Row and Column Points
Symmetrical Normalization
| ' Main_Category
U Source_of_samples
HC
1
QMO-II
S 22 : _
§ oo | © " HC:History and
< 5 UGC Culture
E PP N- Nature
a - ' - Infrastructure
Sl Society and
% Lifestyle
| PR Portraits of
people
3 _ _ OO Officials and
-3 -2 A 0 1 2 other
Dimension 1

SourceGenerated through SPSS statistical application

The correspondence map confirms the results obtained through the content analysis.
The map shows the UGC, DN1@nd DMGII samples are positioned relatively distant
from each other by confirming the incongruities between the three samples.
Especially, DM®Dstands separately from UGC and DMCategories located near a
source of a sample are considered closely associated with the respective sample and
formed a cluster. UGC is more closely associated with the main cate§oxesy and

Lifestyles(SL),Patraits of People(PP), andinfrastructure (I). DMQI is closely
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associated withOfficials and Othe(OO), which is not a category representing the
attributes of the destination Hence, DM@ image projections are significantly

different from the images projected by UGC. This again confirms that-DMQ

failed to capture the perceived images of tourists as they are depicted through their

UGC image projections. DMOQon the other handis not located at a significant

distance from UGC and is closely associated withHiseory and Culturand Nature

main categories. This shows that DMICcould replicate the perceived image of

tourists to some extent and significantly ahead of DM@ ¢ K dza s néWwKS 5 ah
promotional platform seems to be more effectively projecting images that align with

G2dzNRAGAQ LISNOSLIIA2yas O2YLI NBR (2 LINBJA:

The two axes drawron the map further reveal theelationships between the
variables Choi et al., 200 Dimension 1 divides the three sources of samples into
two based on destination attributes depicted by the main categories. All the
categories depicting destination attributes are on the rigpaind side associated with
UGC and DM4. Only theOfficials and Othecategory is associated with DMQ
which is on the lethand side of the map. None of the categories depicting
destination attributes is assatied with DMQI showing a key weakness of the

promotional efforts ofthe DMO before the introduction of the new platform.

Next, Dimension 2 divides the three sources of samples into two based on the shift
of the general stock of projected imageiBangladesh with the introduction of DMO
II. Four main categories (I, SL, BRd OO) are in the bottom quadrants with DMO
and UGC, while HC andalke inthe top quadrants with DM@I. This indicates that
the projected image, in general, has shifted from I, SlgrePOO to HC and N with

the introduction of the new promotional platform.

Overall,the content analysis results showed that cognitive DI projectethdiy the
DMOsamplesand UGC are incongruent. Specifically, the nature and emphasis of the
images projected by DMOand UGC share only a few similarities, while DiM&hd
UGC share additional similarities. Of the six content categories identNttire is
the prominently projected destination attribute by both UGC and the DKa@icial

and Other category, which is not representing any destination attribute is
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overrepresented in the DM® sample. The DMO samples overrepresented the
KAad2NE 2F . Fy3ftlRSaAKE gKAOK Aa yz2i
projections. Conversely, Bangladeshi people and their lifestyles were prominently
projected by UGC but weranderrepresented bythe DMOs. Especiallyurban

lifestyles were underrepresented in DMO projections. However, in contrast to

previous research, this thesis was able to analyse two DMO samples, which represent

previous and newly introduced DMO online ptaths as DM@ and Il. The newly
introduced online promotions platform DM shared significant similarities with
UGC, indicating that the DMOakgning more closelwith traveller projectionsThe
results confirmthe literature that argueshow some important and meaningful
destination attributes to travellers are underrepresented in the DMO images (e.g.,
Choi et al.,2007; Hunter, 2016; Mak, 2017; Marioig and FerreRosell, 2018;

{ GSLIOKSY 120 IyYyR %KIYXZ HamMoO® { dzOK |y
convey their projections to the tourists (e.g., Mackay and Fesenmaier, 1997 cited in
Marine-Roig and FerreRosell, 2018). This shift shows that the DMO has significantly
changed its focus on promotions from profile building of governmenicials to
project destination attributes. For example, as per the interview with the BTB official,

the new promotional platform (DM@) was introduced to fully focus on destination

Ly

Ay

LINEY2UGA2Yya YR NBASNWSR G KISfor Ghe usgdof 2 FF A C

administrative purposes. Other official documents also demonstrated that the DMO
has recently acknowledged the importance of developing a positive DI for Bangladesh
(e.g., the BPC website). So, this shift from DMO Il shows that the DMO has
identified the importance of aligning with traveller projections rather than projecting
what the authorities desire to project through their promotions. As discussed in
chapter 4, (subheadings 4.4.2 and 4.4.3) the recent changes in promotional focus
pushed Bangladedio a transitioral period from the involvement stage towards the
development stage of the TALC. With the cognitive DI revealed, thexgffective
representations expressed by the UGC and DMO images are explored and interpreted

using colour psychology
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5.4 Affective DI Revealed through Images

Derived from thediscipline of psychologycolour psychology is a tool to examine
human emotions expressed through colours (Yu and Egger, 2021). As explained in the
Methodology chaptefsubheading8.6.3-3.6.95, Image Plovisualsationswere used

to extract colour representations from each of the samples (Table 5.9). These colour
representations were then interpreted to reveal the affective DI constructions
projected through DMO and UGC image sampl@sours can be interpreted
differently by associating different meanings with the same col@®Rastoureau,

2008; Van Leeuwen, 2011ence,the insights from thedata collected from the
interview participants werealso used to identify dominant emotions they

experenced in Bangladesh.
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Table5.9: Comparison Between Three SampldsnagePlotVisualsations*

Dominant huebrightness**

Sample combinations

Total UGC sample

1 Yellow range Qrangeyellow,
yellow)low brightness

1 Blue range(blue, blueviolet)
high brightness

1 Green rangedreen and
yellow-green) low brightness

Total DMOI sample

T Yellow range Qrangeyellow)
high brightness

1 Blue rangg(blue-violet) high
brightness

Total DMOII sample

1 Yellow range Qrange,
Orangeyellow, yellow)ow
brightness

1 Blue ranggblue, blueviolet)
high brightness

*Images sorted byue median (angle) andrightnessmedian (distance to the
centre)

** High brightness refers to lighter shares of hues (/colours) (where more images
are concentrated towards the outer layer). Low brightness refers to darker shades
of hues (colours) (where more images are concentrated in the centre).
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The findings indicate that UGC and DM@erform in a similar pattern. Both the UGC
and DMQII images represent the darker shades of the yellow range and lighter
shades of the blue range. Other than yellow and blue, UGC significantly represents
the greenrange, while DM@I represents more orange. Conversely, the BDMO
represens lighter shades in both yellow and blue ranges but very few images in

darker shades of any colour.

The dominance of lighter shades (high brightness) in the blue range is common to all
three samples. Blue is regarded as the most universal and preferred colour that
hardly receives any negative reactions irrespective of the cultural background of
people ($1gh, 2006; Yu and Egger, 2021). The blue colour range expresses peace,
competence, relaxation, spirituality, and serenity (Hsieh et al., 2DaBrecqueand

Milne, 2012; Bakshi and Gilbert, 2015). Brightness provides additional insights into
these interpetations (see Van Leeuwen, 2011). High brightness (lighter shades)
improves the calming effect and lessens the arousing effect of any hue (colour)
(Bakshi and Gilbert, 201babrecqueand Milne, 2012). So, the high brightness in the

blue range improves the calming effect further.

The yellow colour range expresses arousing, cheerfulness, relaxation, and harmony
(Yu and Egger, 2021). Though dominance in yellow is also common to all samples,
DMOLQa e&Sftft2¢g AYIFISE& NS Y2NB (24 NRa
samples have morgellow images towards low in brightness. So, the yellow range
with low brightness of DM@ and UG@educesthe calming effect and improves the
arousing effect of yellow. Conversely, DNM®@ith high brightness in the yellow range

improves the calming effect and reduces its arousing effect.

None of the samples adequately represents the red range. Red connotates arousing,
exciting, cheerful, vivid, high quality and luxurious feelings (Labrecque and Milne,
2012; Yu and Egger, 2021). This indicates that neittetiourists (through UGC) nor

the DMQ project Bangladesh as a vivid, high quality and luxurious destination.
Additionally, the UGC sample significantly connate calmness and security, through

high representation in the green colour range (Labrecque and Milne, 2012).
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The results showed that there is relatively high congruency between all three samples
(DMOCHI, DMQII and UGC). Some incongruencies were found between-Daf@ the

other two samples. This thesis uses emotions revealed through colour
representations to undestand the affective DAl three samples connate Bangladesh

as an arousing, cheerful, relaxing, harmonious, peaceful, competent, spiritual, and
serenedestination with their representations in yellow and blue rangiée affective

Dl relates to the feehgs of positive or negative responses (Tasci et al., 208Fa).
polar dimensions to measure affective DI quantitatively also use pleasant, arousing,
exciting, and relaxing to represent positive affective DI (e.g., Baloglu and Brinberg,
1997, Garay, 2019; Mak, 2017; Sonmez and Sirakaya, 3a(xPe samples generally
connate Bangladesh positivelys a joyful destination, where literature argues
cheerfulness pleasure, enthusiasm, and delight are the characteristics of joyful

destinations(e.g., Hosany an@ilbert, 2010; Hosany and Prayag, 2013).

Next, the dominant colours depet in each category (five content categories
discussed in section 5.ZTable 5.1on page 11 which delineate destination
attributes) under UGC, DM@, and DMOII samples were examined to further
elaborate the congruency levels (Table 5.1Dhe sample sizes under the three
categories (SL, I, and PP) of DIM&ere very small andence the plot is scattered

by not allowing the identification of dominant colours. They were excluded from the

analysis.
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Tableb.10: Affective DI Revealed under Main Categories

Category Sample Dominant Implications
colour ranges
Both DMO samples dominantly show
fiGrange (LB) | a yellow colour range, while UGC an
UGC ffblue violet DMOI have orange as well. Yellow
(HB) range and orange when used in an-g
related context indicate arousing,
1: History and cheerful (Labrecque, et al., 2013),
Culture (HC) DMO fOrange relaxed and harmonious (Cyr, et al.,
1 yellow (HB) | 2010).Orange also represents
socialgation (Labrecque, et al., 2012)
Blue used in the context of the cultur|
pvoy | TYellowrange in the UGC sample depicts spiritualit
(HB and LB) | ang serenity (He et. al., 2015).
M Blue All three samples dominantly depict
fgreen (LB) shades of blue and green. Green, in
1 yellow ranges| the context of nature, gives the feelin
UGC (LB) of calmness and security (Labrecqe
1 very few in and Milne, 2012). Blue range includir
red-orange violet in the context of nature
and violet indicates peacefulness (Hsieh et al.,
2: Nature (N) M Blueviolet 2018), competence (Labrecge and
(HB) Milne, 2012) and relaxation (Bakshi
DMOI fyellow-green and Gilbert, 2015). UGC sample has
(LB) shades of red and orange as well.
f1Blue (HB),
DMOH| fgreen (LB)
Tyellowrange
(LB)
T Yellow range | Both the UGC and DMIDdominantly
UGC (HB) _depi_ct yellow a.nd.blue ranges. Ye_IIo»
1 blue range in this context indicates extraversion
(HB) (Labrecqe, and Milne, 2012), while
3: Society and Scattered (HB | blue indicates peacefulness (Hsieh g
Lifestyles (SL) DMOI area) al.,2018), competence (Labrecqe, ar
M Yellow range | Milne, 2012) and relaxation (Bakshi
DM (HB) ' and Gilbert, 2015).
1 blue-violet
(HB)
Tyellow-orange
4: (HB)
Infrastructure | UGC g B|yeviolet
0 (HB)
DMOI | Scattered
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Tyellow-orange | UGC and DM represent yellow
Myellow orange and violet ranges in common
1 Violet Redviolet is a dominant denotation ir
1 red-violet the DMOII sample. Rediolet
(HB) generally indicates high quality and
fMyellowgreen | luxury (Labrecqe and Milne, 2012) ai
(LB) specifically under urban and
DMOHI cityscapes indicates visual, vivid, ang
recogngable(Zhang, 2016). DMO
emphasises the quality and luxury of]
infrastructure by expecting positive
responses from travellers, while
travellers do not share the same viey
since redviolet is not denoted in the
UGC sample.
1 Yellow, Here also theJGC and DM
fyellow-orange | samples are more congruent, while
(HB) DMOHI represents the green range
uGce M blue addition.
T blue-violet
(HB)
5: Portraits of | DMOI | Scattered
People (PP) 7 Yellow
fyellow-orange
(HB)
DMOII fiRedviolet
(HB)
7 Green
Tyellow-green,

*(LB Low brightness, HBHigh brightness)

Table 5.10 shows that theemotions expressed by image samples under each
cognitive category of UGC and DMO share more congruencies. Further, the emotions
expressed under each cognitive category revedlich tourism destinatiof a
attributes correspond to a given affective reaction (Baloglu and Brinberg, 1997). The
above results showed that emotions sucheagsusing, cheerful, relaxglarmonious,
spiritual and serenity correspond to the history and culture of the destination. Nature
stimulated emotions such as calmness, security,cpédness competence,and
relaxation. Peacefulness, competence, and relaxation also correspond with Society
and Lifestyles. And only the DMOsample relatedo emotions such as quality and
luxury, as well as visual, vivid, and recaghie to the infrastructure, while the UGC
sample does not associate such emotions with the infrastructure.
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As mentioned previously, since the same colour can express different meanings and
colours can be interpreted differently, the insights from the thematic analysis of
interviews with travellersis also used to identify dominant emotions they
experienced in Bangladesit. KS Ay 0 SNIJA S g -tiallelNdlifectel DI y (1 & Q
confirmed the affective DI revealed through the image sampfes.example, the

following are the travel emotions dlice,Christing and Imran

It's exciting. Relaxing sometimes depending on where you are. But
exciting because there are so many people, and someone always shows up
[laughing].Totally relaxing landscapes will tell you that too.

(Alice, USA, Age group-20)

It's exciting. It ispleasure It is also dit exhausting. It's very fulfilling

(Christing GermanyAge group 5%60)

(...) It's akind of country of extremesThese are in two polar. On the one

KFIYyRZ AU O2dz R 0S pdténhaly séavy toiipddblaviha y 3 | y |
are not used to this amount of people to traffic again to the pollutipthe

congestion So, it can beery distressing for people who are used to [a]

more calmsettingp . dzi GKSYy 3L AYyS o0X0 wGKAAa AA
the other big cities, Sylhet and Khulna. | guess if you gatiare of course

they feel somewhat different. Arousingpecause you know there araany

interesting things that are arousing and pique your curiosity and are very

interesting to explored X 0 @

(Imran,USAAge group 3#40)

Like Alice, a majority of participants associated their experience in Bangladesh mainly
with positive emotions such as excitement, arousing, relaxation, pleasure, and peace
(e.g., AJ, Kate, Pete, Todd, Cynthia, Andy, Cathy, Simon, Mercy, Pole, and Ritchie)
Positive emotions are mainly linked with nature and landscapes (e.g., Alice and Imran
above) and locals (e.g., Simon,and Pet€)ST G KSYI A O |yl feara (K!
SELISNASYyOSa sAlGK t20HtaqQ +taz2 NBGSHESR
locals with positive emotions.
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Meanwhile, like Imran andChristinaabove, some of the participantisad some
negativetravel experiencegi.e.,distress and exhaustigraised due to thenegative
attributes they encountered in Bangladeshy posng threats and challenges as
revealed in the thematic analysis (Theme Risks and challenges experiengefls
Imran stated above, participants faced three main challenges in Bangladesh: I. the
f Saa RSOSt 2LISR & NMIF WA BIE NBZO i 8AR); 16 SoluBob Y 3 ky S
(e.g., severe atmospheric pollution compelled Chad to take the best photographic
shots of his trip); andlll. underdeveloped tourism services (e.g., lack of tourist
information disappointed Mercy, while Andghristinaand Simon felt nervous and
uncertain due to the difficulty of getting directions and bus/train time schedules).
bSOSNIKSt Saas (KS&aS SELISNASyOSa RAR yz2i
evaluation of Bangladesh negative. Andy illustrates:
6X0 C¢KFIG Aa | LI SIFadiNBEd BXR2RNE 0 NS 2
distressing it in a negative wayWhen travelling in Dhaka is distressing
because of the traffic not because of any other reason.
(Andy, Canada, Age Group-6Q)

Wheninformantswere askedo rate their overall travel experience in Bangladesh, a

wide majority only selected adjectives with positive meanirsggh as excitement,

arousing, relaxation, pleasure, and pe#8d, Kate, Pete, Tod, Cynthia, Cathy, Simon,

Mercy, Pole, and RitchieOnlyafew (e.g. Christinaand Andy abovieused distressing

and exhausting among dominant positive emotions. So, as revealed through thematic
analysis (Theme 8: petNJ @St S @I f dzl G-avalyated DIYorNDIndplOxA LI y G
image) was positiveReevaluaed DI is the aftetravel modified DI travellers hold

about a certain destinatiorfFakeye and Crompton, 199Ihe participants were

willing to recommend Bangladesh to fellow travellers, especially allocdotsiists

gK2 | NB WIROSY(GdzaNRPdzaQ | YR WSELISNASYOSR®Q
and opinions with potential travellers. And their-vésit intention was found to be

high (e.g., Todd, Jack, Simon), with a few of the participants alfeadggbeen to

Bangladesh more than once (e.g., AJ, Pafely,Christina Eddie).
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Further, as discussed in chaptemé&gative attributes were already contained in the
LJ- NI A OA hdisity peicaved LDNBf Bangladesh. So, encountering negative
attributes was not unexpected and suctegative features themselves attracted

some travellers to Bangladedkor exampleRitchie and Simostated the following

| think | got some information from one backpacker that went there. It was, he
said it is one of thenost densely populated countriem the world, andvery

very hard to travel Just plain crazyyou know. And so, | guetsat's what | liked
about it.

(Ritchie, Brazil, Age group-30)

¢CKS YIFAY OAG& 5KI 1 AaitskpartfoltieRBpiritdtthisOS i 2
city, but if you are sleepingixkilometres away from the Harbour, these six

kilometres can béwo hours in the car because it's very messy. We were

travelling by bus mainly. Sbreckon that for the citizens of Dhaka, it's a hard

condition to live there and also about the contaminationh meanfor a person

that goes two days there, it's okay. It's striking, it's amazing experience.6 X 0
Because | mean if you gotioe centre of Dhaka, it'smazing, everyday

morning, afternoon, during the day. So, if | think about the people living there,

the work, the worst experience would be to live in Dhaka.

(Simon,Spain, Age groupl-50)

Simon perceived Dhaka as amazing place because of the extraordinary nature of
such negative attributes for a traveller, while admitting such are not enjoyable
features for a local to encounter andaily basis. He was amazed by this experience
and, at the same timeexpressed empathy towards the locals. Like Ritchie above,
these participants as experienced allocentric travellers, relate these negative
features to many other developing countries they have been to and even considered

such factors as a mapart of the experience they seek for.

Overall,the participants have recast their mixed emotions during travel to more

positive ones in their revaluated DINone of the negative emotions was dominantly
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expressed through the images or the participants. Negative emotions are
disappointment, displeasure, regret, sadness, and unhappiness that represent
unpleasant travel experiences (Hosany and Prayag, 2013) Aligning with past research
(e.g., Hosany and Gillke2010; Hosany and Prayag, 2013) none of the image samples
revealed such negative emotions. The DMO projections exclude negative images as
their intention is to promote the destination. But UGsq did not highlight negative
emotions. For Hosany and Gilbert (2010), such an absence of negative emotions in
traveller evaluation of destinatiscan be due to travellers viewing their vacations
as rich in positive pleasurable experiences. Further, as Dl is a fluid codifiepent
market segments hold different destination images (Litvin and Mouri, 2009). So, this
positive affective evaluation is due to the dominant allocentric traveller group visiting
Bangladesh. As Baloglu and Brinberg (1997) argue
GoX0 LIS2LAXS AGK RAFTFSNBYylH Y2G4A0Sa Yl
similarly if they perceive that the destination provides the benefits they seek.
For example, individuals seeking different motivational experience
(knowledge, adventure, prestige,@®} may feel excited about a destination
and they may evaluate it as an exciting place if they perceive that the benefits,
GKSe 4SS{1T IINB LINBaSyid Ay GKS RSalAyl 4.
Interestingly, participants do not find exhaustion and distréssm their overall
experience. Because of the setinfidence and venturesome character of allocentric
travellers they are comfortable in a wide variety of situations (Plog, 2021). As
AaO0dzaaSR St aSHKSNBzZ tf20SYydNRO GNI @St
RSaUAYylIGA2ya GKIFIG KFE@S NBOFAYSR GKSANI yI

0«

So, comparing the cognitive DI revealed in the above sedigrhgading.2) to the
affective DI revealed in this sectishowsthat, the positive affective DI reduces the

DI incongruities and improves congruity between the projected and perceived DI.
Furthermore, althoughthe UGC images contained some negative attributes
(cognitive DI), the emotions expressed are positive (positive affective DI). This
positive affective DI reduces the negative impact of cognitive DI on the destination

and makes the overaDI a more positive one.
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Further, the above results of both the cognitive (5.2) and affective B) €¢xpressed

that UGC has broken the stereotypes ageneralgations that contribute to the
prolonged negative DI of Bangladesh. To recap from chaptdBasgladesh is
negatively stereotyped as a povertsyricken country and adangerousunhygienic,

dirty, polluted, overcrowded,with high crime and a violent place. Howeverthe
negative components or emotions were not emphasised in the UGC image sample.
For example, only a few UGC images contained under the image categories of society
and lifestyle, and infrastructure denoted poverty, pollution, and es@mwdedness.

In contrast, the nature, culture, and people of Bangladesh were positively portrayed
in the UGC sample. This demonstrates that the UGC samplgtiger projecting
Bangladesh in a negative lighor is it promoting the negative stereotypes of
Bangladesh. Hence, UGC can contributetianging and challenginge negative
stereotypes and generaiitions and then address the prolonged negative DI of
destinations. While the role of UGC in overcoming negative DI is overlooked in DI
literature, this thesis contributes to the knowledge of prolonged negative DI, and that
UGC can contribute tehanging and challengingopular discourseshat create
prolonged negative DI. How UGC contributes to the DI projectioniseoDMOs is

discussed further in the following section.

5.5 Role of UGG the DMODI Projectionsn the Early Stages dhe TALC

This section moves a step beyond explaining the impact of DI congruibe diALC,

G2 SELIXFAY (GKS ! D/ Qad O2y(iNRodziAzy (2 GKS
DI projections and perceptions are occurring interdependently with the image co
creation of travellers in the context of Bangladesh is discussed using the léres of

circle of representation(CoR) Secondly, the potential role of UGC in building DI for

destinations at the early stages of their life cycle is discussed.

During the content analysis process, the researchsrthe primary codemoticed
that a significant number of similar imagase available in these three samples,
especially between DM@ and UGC. For example, some iconic landmarks (images

5.1-5.6), iconic scenery (images &.B), iconic animals (5.1R12), and iconic people
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projected by the DMO were reproduced in UGC images. Many iconic landmarks
projected by DM@ were repeatedly produced in the DMGsample itself and the
DMOHI sample.

COME, DISCOVER!
Heritage & History
S

Image 5.15.2(top), Image 5.3 (bottom):
Central Shaheed MindbMGOI, UGC, and DMO

IN)

Old Dhaka 9
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Sundarbans

9 Xoyes

Images 5.7 & 5.8 (Top), 5.9 (Botton§undarbans (DMQ UGC, and DMD)

Images 5.1a12: Bengali tiger (DM@, UGC, DMA)
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This showed thathe RSa G A yAXr QA2 QBENBE NBLISF ISRt & aLN
LISNOSAGSRE LINRBLI IFGSR YR LISNLSGdzr G6SRE 0o
confirming the presence of aircle of representationCoR) in the context of a
destination in an early stage afTALC. Additionally, thresults showed an alternative

form of CoR in which UGC is the leading influencer of both other tourists and the
DMO.Since the UGC sample was collectedwveél F 2 NS (G KS Ay i NRBRdzOG A
new promotional platform (DM@) in mid2020, DMOII cannot have contributed to

UGC reprojections. Instead this suggestgshat UGC has contributeto DMOHI

images, indicating a rstart of a cycle.So, results showedhe UGC shad by

OGN Sttt SNB KIFIa AyTFtdzsSYyOSR y2i 2ytée 2GKSI
projections of the DMO. To examine this possibility further, asatple of DM@l

images was obtained from the beautifulbangladesh.gov.bd website and a reverse
imagesearchperformedg A 0 K 0 KS ¢Ay9e&S 2yt AyS | LILIX AO}
function. The objective was to see whether the DM@e-projects the images already

available online before the introduction of DMO TinEye reverse image search was
conductedon a purposive sample o481 A Yl 3S& 200FAYSR FTNRY
. Fy3trRSAaKQ 2y 0S| dzi A T dzf @ Isamplé). TRS eKile I 2 G P o
revealed 36 were published elsewhere online (e.g., @autonomous or organic

source® YR Lzt AaKSR o0SF¥2NB GKS Ay (dNRRdzOI
(Appendix 8) TwosampleTinEyeesults are given below (images 5:5718).
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5 result
r 46.4 billion images (/fag#count) in 0.7 seconds for: 2.2abtbd1.png

Using TinEye is private, We do not save your search images (ffaq#uploading). TinEye is free to wse for non-
commercial purposes, For business solutions, learn about our technology (ftechnology).

Sart by best match

Filter by domainfcollection

twitter.com (https://twitter.com/DebbarmaBittu/status/1296679

DebbarmaBittu/status/1296679363606...
- First found on Feb 19, 2021

view image (https//pbs.twimg.com/profile_banners/913657765037432832/1604

.thedailystar.net (https://www.thedailystar.net/country/in

country/fintl-day-indigenous-peoples-o...
irst found on Jun 23, 2018

Image 5.17 TinEye Reverse Image Search Results

198



2,326 results

images (fag#count) in 1.8 seconds for: Z1abtbd7.png

Uging TinEye is private. We do not Lave your search images (Mlaqruploading). TinEye is frée 1o use faf nan-

commaerdial purposes, For business solutions, learn about our technology (ftechnology).

Show enly stock and collection results:
21 results found in collections (AHag#image_collections).

& results found in stock (Hag#stock_Images)

Sort by best match =

1 of 233

STOCK - SPONSORID

www.gettyimages.com (https.//www.gettyimages.com/detail/ph

detailfphotosclose-up-portrait-af-tiger-...
- First found on Mov 9, 2018

www.undp.org (http://www.undp.org/content/undp/es/home/ou

content/undp/es/home/ourperspectiv...
- First found on Nov 9, 2018

view image (http://www.undp.org/content/dam/comoros/img/test/UNDP_KM_t

plus.google.com (https://plus.google.com/s/%23RanjiTrophy/post

s/#RanjiTrophy/posts (https://plus.goo...
- First found on Jan 30, 2018

view image (http://lh6.googleusercontent.com/-cXwNFcDFkk4/AAAAAAAAAAI/A

awardpay.ning.com (http://awardpay.ning.com/profile/TRAFFICK

profile/TRAFFICKING (http://awardpay....
- First found on Jul 22, 2008

view image (http://api.ning.com/files/OuBZoeaFLWCG65iGHI45qakabGG2VZpAH

www.dwallpaperhd.com (http://www.dwallpaperhd.com/2013/0¢

2013/09/national-animal.html (http://...
- First found on Dec 18, 2013

view image (http://4.bp.blogspot.com/-ICyJpLB_v1U/T-htCSaNN_I/AAAAAAAAAW

sydex.net (http://sydex.net/page71276)

page71276 (http://sydex.net/page71276)
- First found on May 28, 2016

Image 5.18 TinEye Reverse Image Search Results
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The d&ove TinEyeesults show that DM@ has reprojected some images already
available on autonomous or organic sourcesch as social media platforms,
newspapers, reports, and other online platforms (e.g., google imagesexample,
Image 5.17above presents the TinEye results obtained on an image of a cultural
celebration of Bangladesh that is projected in the DM®ample. TinEye revealed
that the image was available previously fiwe places including Twitter, and a
newspaper.This indicates DMD L Q& 5L LINRP2SOGA2ya | NB
projected by othemnline sources including UGC. An interview with the DMO official

adds more insights to this

6 X0 ¢S diffexaNtityged & competitions Last year we have arranged a
photo competitiond Xla [@he] last photo exhibition, we collected 53 photos
0 X U basidal®y, these photos were used to decorate our pavilifah the
AYGSNY I GA2yLI fanditteseipdotsyivere iskd\aB abir sOckll
media platformso X 0 @
OXO0yR @OSNE NBOSyi(te ¢S tavelwdigaStRhel y Sg
main participant in this program is¥ouTuber, who basically focus on
travelling or travel blog We are trying to contact this type of YouTuber or
travel blogger and take them tour studio and take 8 to 10 minutes
statement visual regarding his experience in our travel destination

(BTB official)

The above statements confirm that the DMO is accommodating UGC and actively
seeking images from travellers (e.g., photographic competition and travel webcasts)
to accommodate their DI projection&uch participation of travellers in the DMO
marketing campaigns encourages the intentional learning of the destination. Such
intentional learning increasdsoth the familiarity and expertise of the tourists on the

destination at the same time (Gursoy and Mccleary, 2004).

This finding that UGEontributes to the DMO DI projections has two implications for
the DI. Firstly, it shogthat this incorporation of UGC into the DMO has partly
200
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contributed to increasing the congruity between UGC and BIM&amples, which

was discussed in earlier sections (5.2 ad). Bothis finding confirmed with Marine

Roig and FerreRosell (2018)that the DMOs can increase DI congruency by
minimisingthe gap between projected and perceived imaggantegrating UGC into
their official promotional materialsSecondly, the above finding that DMO images are
influenced by both organic (e.g., UGC) and other autonomous sources (e.g.,
newspapers) proposes an altetive form of CoR as presentedRigure 52, which

has introduced new links to the med

Figure5.2: Amended CoR

5

Ve T
b d
8 Secial 1 Image -
Networking sites /7 Projected \ Society
4 lcon 2 Image Individual
Photographed Perceived

3 Jcon
Visited

(The original model by Jenkins, 2003:308)

According to Jenkins (2003), tourists form a perceived image of the destination
through exposure to the images projected (compondnt by both theinduced
(component5) and autonomous image formation agents. Then, at the destination,
travellers visit the main attractions seen in the projected images and take
photographs (component 4) to record their experiences. When taking these
photographs, they will try to replicatevhat they expected to see before the visit.
After returning tourists will show (or share) these photograpbsheir families and
friends. In turn, these images will also contribute to the image projections
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(componentl). Accordingly, the images are continuously produced and reproduced
as a circle. The results of this thesis suggest new links to the CoR model by
contributing to the theory and providing some empirical evidence to the theory as

follows.

Firstly, the DMO is using UGC shared in social networking sites (SNS) for their image
projectionsad a K2 gy GKNRdzZAK O2YLRYSyld y gA0GK O2
components 4 to 8 and then components 8 to 5 respectivi&iythis result confirmed

GKS GKS2NBGAOFt LKSyYy2YSy2y (GKIid (GKS 5ahQ:
UGC. For example, Rickly (2019), suggests an additional arrow in the CelRromod
WAO2ya LIK2G23aNFLIKSRQ (2 WYINJSGSNERQ G2 2
media and pet reviews to eWOM websites by supporting, challenging, or amending

the DMO image projections. This thesis confirmed this theoretical phenomenon with
empirical results in the context of a destination with a negative DI in an early stage of

the TALC.

The above resultshows thatnot only UGC, but other autonomous sources of
information have also contributed to the image projections of DN(e.g.,
newspapers and magazineghe current CoR model of Jenkins (2003) does not

depict this, and it has a ongay arrow drawn frommarketers (5) to the image

projected (1) but not one in the opposite direction. So, teMP ¢ WRQ ¢ & & dz
to depict thecontribution made by other sources of information to the marketer

image projections through a backwaadrow from componentl to Componenb.

I NNB g WOQ FTNRY WI that UGE shardin NG @rgctly contriiute 2 & a
to image projections. Though component 4 is already linked with component 1 in the
2NAIAYLFE Y2RSEX FNNRg WU gl a ySOSaal Ne
out from component 4. So, UGC shared in SNS directly contributes to the image
projections (4to 1 Component) and indirectly contributes to the image projections

through the DMO (4 to 1 through 8).

Accordingly, this thesis theoretically contribstéeo enhancing the CoR model by
introducing new links to the model. Further, it empiricadigows that the DMO

images are influenced by the UGC shared online as wélahsncorporating UGC
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into the DMO projections can increase the congruity between projected and
perceived DI.A congruent DI would help to correct the negative DlIs of the

destination.

These findings through confirming the presence of CoR in the context of a destination
with negative DI in the early stagesitf TALC, as well as UGC contributing to DMO
DI projections, has the following implications tre TALCThat is, UGC acts as a
trigger or as an enabler attracting travellers to destinations in the early stages of a
TALCIn the exploration stage of the TALC, with very few allocentric travellers to the
destination, the amount of UGC circulated online can be assumed to be much less.
With an increasing number of travellers to the destination the amount of UGC
accumulated also increasesit, importantly at this stage of the TALC, there is no, or
weak, governmental agency dedicated to tourism promotiSn, with moving ahead
from involvement to the development stage, UGC accumulated and shared on a
destination will increase as will the development of DMiike organizations
Increased UGC, hence, will increase the online presence of the destination in the early
stages of the TALC. Resudtoowed that UGC does not contribute to enhance the
prolonged negative DI of the destination; rather it helped to challenge and change
the stereotypes about the destination. More importantly, UGC is an organic source
of information and is a highly crediblnd trustworthy source of information for
travellers (Fotiset al, 2012; Gretzehnd Yoo, 2008). Addressing the thirdsearch
objective this thesis foundJGC is the leading contributor to DI formation and, hence,
became an enabler of an increased number of travellers to destinations in the early
stages of the TALC. The contributions made to destination life cycle literature through

these findings are elabated in the coming chapters.

5.6 Summary

This chapter has examined the DI constructiohBangladesko addresghe last two
objectives of this thesisThe congruity between projected and perceived DI in
Bangladesh was examined under both the cognitive and affective components of DI.

Three image samples representing tiEVIO, and traveller§(through UGC) DI
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projections were analysed andterpreted. Comparisons were made between each
DMO sample with the UGC sample as well as between the two DMO samples. Such,
comparisons allowed us to understand how the DMO has incregseangruity with

UGC after the introduction of DM®. The DMO and UGI projections of
Bangladesh revealed more incongruities between projected and perceived DI under
cognitive DINotably, DM@ shows comparatively fewer incongruences with UGC
than DMO-I. However, in the weak presence tife DMO online communications,
UGC has become the main contributor of DI formation travellers. UGC was found to
be increasing the congruency between projected and perceived DI as walE&s
being theleading influencer of both other tourists and ti@MQ Thissuggess an
alternative form of CoRAdditionally, the affective DI was found to be more
congruent between DMO and UGC samples. Affective DI was found to be setting off
the negative impact of cognitive DI and contributing to overcoming the negative DI
of the destinationOverall, the results revealed that prolonged negative DI (in chapter
4) and DI congruity/incongruity (in chapter 5) act as triggers or risk factors in the early
stages ofthe TALC in its transformation. Importantly, UGC was ifiedtias an
enable in the early stages dhe TALC that attracts travellers. The findings of this
thesis have theoretical implications for the early stagethefTALC, which improves

the descriptive and predictive ability tie TALC. The next chapter discusses the key

findings of this thesis relating to the literature.
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CHAPTER:6DISCUSSION

6.1 Introduction

This thesis aims texamine how UGC contributes to the DI formation of developing
countries with negative DI in the eadyages of the TALC. Accordingly, the impact of
prolonged negative DI (Research Objective thg role of DMO and UGC DI
projections Research Objective),2and the influence of UGC in the DIA@I
projectionsand also in mitigating negative [Research Objective)3n the early
stages othe TALC were explained. The key findings obtained from different analyses
of the thesisare as follows. Firstly, this thesis identified prolonged negative D] and
secondly, the extent of congruity between projected and perceived DI as two forces
affecting the transition process of the TALC in its early stages. Thirdly, UGC is
identified as the key contributor to DI projections in the early stagethefTALC,
where: UGG@cts as a demansdide trigger that makes the destination more appealing

to other travellers; fills the information gap that arises duditoited DI projections

from the DMQ and, hence potentially contributing to attracting travellers to the
destination in the early staged-ourthly,the results revealed thathe affective
component ofDI contributes to reducing negative Edmparatively higher than the
cognitive componenandimprovesthe congruity between projected and perceived

DI. Finally, it is found that UGC contributes to the challenging and changing negative
stereotypesThis chapter discusses these five key findingslation tothe literature
review to deepen the understanding of the role of UGC in DI formation in the above

context: developing countries with prolonged negative DI in the early stages of TALC.

The chapter is orgased in the order of the five key findings presented above.
Previous researchers have examined the impacts of various exogenous and
endogenous factors and forces on the transformation procesth®fTALC stages.
However, the factors particularly affecting the early stagethefTALC or the impact

of DI as a force that provokes change especially in the early stages of TALC is not
adequately explained. Filling this gap, the first three findings contribute to the TALC
literature by identif/ing three forces affecting the transition process of a destination

in the early stages @he TALC. The above three forces are also identified as indicators
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that improves the descriptive and predictive abilitytioé TALC in its early stages. The
last two findings discussed contribute to the DI literature, particularly on prolonged

negative Dls.

6.2 Prolonged\egativeDI andlts Influence onthe Early Stages adhe TALC

The findings revealed that prolonged negative DI acts as a risk factor forcing
destinations to spend long periods in the early stagab@fT ALC. Contemplating the

impact of external factors that affects the changes in destinations is important to
enhance the use ahe TALC (Agarwal, 20023diewski, 2006). Literature exploring

the impact of various internal and external forces on the TALC stages are well
received (e.g., Albaladejo et al., 2016; Gale and Botteril, 2005; Garay and Canoves,
2011;Kubickovaand Martin, 202(. Nevertheless, Butleand Hart-Robertson(2022)

emphasise thatn the efforts of tourism managemeitit is vital to explore the wide

variety of forces and eventswhich act as triggers of developmerand bringing

change to the destinatiarbut they arenot yetadequately exploredThey particularly
SYLKIFIaArAaSR (GKS ySSR ¥ zhraysdz®@Kchavige datl hawB & S I N
0KSe@ AYyUSNIOG 6AGK SIFOK 20KSNIButrRndil KS RS
Hart-Robertson2022259).

Responding to this call for research, this thesis examines the impact of prolonged
negative DI in the early stages@TALC. The results identified that Bangladesh is in
the involvement stage afs TALC with the presence of a few leading factors from the
development stage, indicating its movement towards the development stage. For
example, Bangladesh has invested considerably in developing infrastructure,
advertising, and promotions in recent yeak$owever, international tourist arrival
numbers do not sbw the rapid growthexpected in the development stage. The
market still consists of a majority of allocentric types of travellers. Findings revealed
0KS akKl LS 27F .doeymdtifullyRiSidtdK 2 &shapé durve since the
destination is still in its early stages of developmea®§ . SNNE S HnanncoL ®
TALC shape is more aligned with an alternative category proposed by McKercher and

Wong (2021), where such destinations have spent significantly long periods in their
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early stageqSee Figure 4.5 in padi7). In fact, with respect to such countries
spending extensive periods in the early stages of TWitiCprolonged negative Da
new alternativeTALC shape can be suggestedfasstrainedd NB gad $h@wn in

Figure6.l

Figure6.1: ConstrainedGrowth

Arrivals (000s)

(Designed by the researcher)

The suggested alternative TALC shiomstrainedd NP gdépictthe slowgrowth

of such destinationsver the period whichis causel by the unattended prolonged
negative DI distracting the potentidurismgrowth in sich destinationsSo,they are
spendinga considerably longer time (in this case five decades) in the early stages of
TALC, though they show gradual growth in tourism numbers over the p&soper

the arguments othe TALC, the development of infrastructure and tourist facilities
with aggressive advertising and promotions would make the destination appealing
for institutionalised travellers (Migentric and Dependable/Psychocentjicand
assure a rapid growth in traveller numbers making the destinations move ahead to
the development stage (Butler, 1980; Getz, 1992; Haywood, 1986)vever,

differently, the results of the thesis revealed that it is difficult for a destination with
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a prolonged negative DI to achiethee rapid growth of traveller numbers and move
from the involvemento the development stage. The results generated through the
analysis of a historical overview of political, economic, and social environments as
well as insights from the primary data analysed (from participant interviews)
empirically showed that the exogeus factors, as well as the messages, conveyed
through mass media have instilled a negative DI in Bangladesh. This finding is in line
with the literature, which argues that exogenous factors such as the political
situation, economic condition, technological advancements, and legal and social
changes (Govers et al., 2007; Tasci and Gartner, 2007), as well as the type and amount
of information sources tousts are exposed to, have a direct impact on DI formation
(Baloglu and McCleary, 1999; Beerli and Martin, 2004). In line with the extant
literature, unattended negative DI created by exogenous factors and circulated
through media has more severe and letegm effects than standilone disasters
(Fourie et al., 2020; Avraham and Ketter, 2016; Novelli et al., 2012). Our results
O2Yy FANNYSR (GKAa LRAYyG a GKS f1F01 2F
authorities to identify as well as counter their negaiDI, which allowed these long
lasting issues to accumulate over many years by fostering a prolonged negative image

of the destination.

Nevertheless, the impact of prolonged negative DI on the early stagtse GfALC
has not been adequately explored in the literature. For example, the following
literature has examined different triggeras indicated belowwhich has brought
change to the destination lifecycle development staghs;jinpact of economic crisis
(Berry, 2006)the impact of environmental factors such as climate and geographic
location (Singh, 2021); the level of government involvement and market
competitiveness on the TALGges (Kubickova and Martin, 2020); ahd impact of

a major restructuring process on TALC stage transformation (GarayCandves,
2011). Further, the impact of standalone crises such as bombing and terrorigma on
TALCRutra and Hitchcock, 2006; Moss et al., 2088d a global pandemic (COVID
19 by Butler, 2022) have been studi®tevertheless, the impact of DI as a trigger for
the transition from early to later stages dhe TALC has not been adequately

examined. This thesis found that the prolonged negative DI causes the destination to
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spend a longer period in the early stageshef TALC, even though most other factors

required are favourable (e.g., developed infrastructure, available carrying capacity

SGO00D ¢KdzaX LINRf2y3ISR yS3IIriAgdgsS 5L Aa |

the development stage.

The results of this thesis also showed negative DI was not a barratdoentric type
of travellersto initiate consumption of a destination anthus, not a barrier for the
destinationto move from the exploration stage to the involvement stage. This thesis

explored a destination with a prolonged negative DI that has long passed initiating

G2dz2NAaGaQ O2yadzy L) and yhicld $pendd 216kl timezin/thed (i | 3 &

involvement stage ofhe TALC. Avraham and Ketter (2018) providing one of the

few remarks that links negative DI to TALC, mentioned that altering the negative DI

Ad ONMzOALFE G2 AYAGALFGS G(G2dzZNAaGaQ O2yadzylL

stage (the very first stage @6 TALC). Contradictorily, this thesis found evidence that

RS&GAYFGA2YE OFYy AYAGAFGS G2dNR&iGaQ Ozy

Furthermore, the results found that this is due to the allocentric type of travellers
attracted to destinations in the ebrstages oA TALC. For example, according to the
results derived from the thematic analysis after interviewing travellers to

Bangladesh have provided additional insights to support this cksnbelow.

The participant profile identified that the majority of the participants are experienced

travellers, who have been to many similar destinations in the developing world and

are displaying venturesome characteristics. Témults showed thaii K S LJ- NI A OA LJ

pre-travekperceived DI dominantly contained negative factdBsit such negative
factors aroused the curiosity of these participants who altecentric travellers and

influencedthem to choose Bangladesh to vidfor example, as discussed in chapter

4, some negative features (e.g., poverty for Chad, Rohingya refugee camps for Jack,

and overcrowded and chaotic capital city Dhaka for Ritchie) specifically attracted
some participants to visit Bangladesh. dangruerte with the arguments in the
literature on the characteristics of the allocentric traveller type (e.g., Plog, 2001),

these participants preferred to visit Bangladesh asuwsmusual, underdeveloped

destination that has retained its nativeharacterby avoidingcommercialP i 2 dzZNJ& a G & C

places. Also, th participants were willing and prepared to accept inadequate or
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unconventional kinds of accommodations (e.g., staying with locals who are
Couchsurfing hosts), which they considered to be integral parts of gaining a unique
experience. Moreover, while the literature commonly argues negative DI is the main
barrier in theattraction of travellers to a destination (e.gAhmed, 1991 Ayikoru,
2015;Morakabati et al., 2014; Uysal et al., 2Qthe results showed thaallocentric

type of travellers would be an exceptiofllocentric travellersrather, recognise and
accept he negative DI. Furthermore, negative DI stimulates the purchase as
allocentric travellers identify such destinations as challenging, untouristy and
authentic destinationsThus, this thesis contributes to the DI literature by evidencing
that destinations that have a negative DI @soattract allocentric types of travellers

in the exploration stage ofhe TALC. Also, it contributes to the TALC model by
showing that the negative Dl is nottal NNA SNJ 2 AYAGALFGS (2 dzNR
allocentric travellers are attracted to a destination in the exploration stage even
though it has a negative Dihis also shows why the destinations in the early stage of
a TALC can attract travellers while having a negativ&d®lthe type of DI, whether
positive or negative, is not a crucial factor todestinations in its exploration stage

of the TALC.

In this sense,His thesis also contributes by revealing an additional characteristic of
allocentric travellersThisigsh KI G 'y FFf €t 20SYGdNAO GNIF @Sttt SN
negatively influenced by negative DIs of destinations aathetimes,such a negative

DI may act as a factor encouragthg allocentric to visit such destinationdowever,

this finding does not devalue the importance of building a favourable DI for
destinations. Allocentric travellers comprise a small segment of travelleiite tiie

mid-centric group contains the largest segment of travellers (Plog, 2021). Hence,
appealing to allocentric travellers alone is not enough dalestination to reach

higher growth in traveller numbers.
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6.3 Congruity between Projected and Perceived Brd Its Impact onthe Early
Stages othe TALC

The findings of this thesis next demonstrated that incongruities between the DMO
projected DI and travellers perceived DI aciassk factor in the transition process

from one stage to the next dhe TALC in its early stagd®esults showed that DMO

projected DI (through DM®@image sampf®) at the beginning of the involvement

stage is incongruent with the UGC, especially under the cognitivdHal.main
dissimilarity between the DM®sample and the other two samples was DBIOL Q a
over-representation of theOfficial and Other categorya category which does not
represent any destination attribute5 L Ay O2y INMzZA GAS&a F NRAaS
LISNOSAGSR AYF3aSa R2 y2a Ofz2aSte tA3dy oA
DMO (Mak, 2017; Selby and Morgan, 1996; Vaughan and EdwardsM&8%-Roig

and FerrefRosell, 2018 Marine-Roig and FerreRosell (2018)suggest that a
congruent projected and perceived DI shows that DMO DI projections have been
conveyed to the travellers anthat travellers in turn, have assimilated the DMO

projections into their DI perceptions.

In contrast toprevious research, this thesis was able to analyse two DMO samples,
which represent previous and newly introduced DMO online platforms as-Dah@

II. This finding is discussed in two aspects. Firstly, the introduction of Did{lected

0 KS 5 a hicaatly iackeBsgdhafiention and investments in tourism promotions.

As per the literature, this introduction of DMID signifies a step taken from the
involvement stage towards the development stage whehe TALC literature
identifies increaed advertising efforts as an indicator of the development stage
(Butler, 1980; Berry, 2006; Agarwal, 1997; Getz, 1992; Goncalves and Aguas, 1997;
Gore et al., 2021). Notably, what indicates the increased advertising is not explained
in many papers (e.g8erry, 2006; Zhong et al., 2008). For example, Zhong et al. (2008)

argue that in the involvement stage, destination administrators began to use covert

15 As explained in early chapters this thesis analysed three image samples to examine
DMO and travéér image projections. Two DMO samples were obtained representing
the previous and newlytroduced online promotional platforms of the DMO and a
sample from Instagram to represent UGC shared by tiergel
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induced agents (e.g., journalists and celebrities invited to the destination and to seek
recommendations and publicity through their writing) to promote the destination,

but they failed to mention promotions in the development stage. Berry (2006) also
mentions the publication of a pictorial handbook by the destination initiating the
advertising buffailsii 2 SELX I Ay K2g GKAA& ¢isAay a2 yAD/S NTIS
RSOSt2LIYSYyld aidl 3S® D2NB SHYyHOOAYHBKBOANB;
aidF3S 02y @BSNISR (2 WKSI@e ROSNIAaAYyIQ o
fairs and travel marts. Nevertheless, this view of considettieg5 a h Q& A Y ONB I &
advertising as an indicator of moving from exploration to involvement stage, and

then onto the development stage ttie TALC, is limited. The incapability to evaluate

the different effects or the extent of marketing(sales volume and traveller
satisfactior), or the type of marketing strategy, on different types of destians, is

a major criticism ofthe TALC (Singh, 2012021). Tourism life cycle models
generically argue that the increasetbg advertisingefforts and expenditure assures

a smooth move through the early stages to the development stagleeofALC (e.g.,

Gore et al., 2021; Berry, 2006). However, such an argument importantly ignores the
requirement of setting different promotional objectives and priorities under different
situations. According to Avraham and Ketter (2016), the promotional fofus

destnation with negative DI first lies in identifying and correcting the negative DI.

Their claim is invalid in some scenarios such as when destinations promote negative
occurrences to attract travellers (e.g., Ahmed, 1991) and in the exploration stage
(e.g.,discussed isubheading.2 above). However, it is true in many other contexts

(e.g., the thesis in the same section argues the prolonged negative DI acts as a barrier

in the transition from the involvement to the development stage). In addition,
Ayikoru 015)found that extensive marketing is incapable of overriding the causes

and consequences of negative DI in the context of Ugafiklas, this thesis suggests

that simply increasing advertising or promotions with unaddressed prolonged
negative DI does not assure the movement from the early stages to the development

stage ofthe TALC.

Secondly, the results revealed that the newly introduced online promotions platform

DMOII, shared significant similarities with UGC. So, the introduction of BIM@s
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increased DI congruity between the DMO and UGC DI projections. The DMOs are no
longer the only party that widely circulates curated images (Balomenou and Garrod,

2019; Hunter, 2016and contributes to the perceived image of potential travellers.
Autonomous agents and organic agents including UGC have a strong influence on the

DI formation process (Balomenou and Garrod, 2019; Hunter, 2016). Travellers are
actively engaging in image-coeations and contribute to image projections through

creating and sharingJGC. Travellers consider UGC to be more credible than
marketercontrolled sources as UGC stems from organic agents (Jacobsen and
Munar, 2012; MarineRoig and FerreRosell, 2018; Statista, 2019). UGC plays a
dominant role in the formation operceived images ipotential it NI @St ft SNAQ Y
(Munar, 2011)2 KSy (GKS GNI @Sttt SNAQ LISNOSAGSR AYl
RSAGAYIIGA2YyQa AYF3AS Fa LINP2SOGSR o0& GKS -
and Morgan, 1996; Vaughan and Edwards, 19d8rine-Roig and FerreRosell,

2018. In contrast, a congruent Ddtrengthens the DMO image projections by
increasingthe perceived trustworthiness of DMO promotions (Xiang and Gretzel,
2010).Hence this thesis suggests thahstead of considering increased promotions

or heavy advertising as an indicator of moving from the early to the development

stage ofthe TALC, increased congruity between projected and perceived images is a
better indicator for the purposefurthermore, the degree of DI congruity acts as a

trigger affecting the transition in the early stagesioé TALC.

%

cdn ! D/ Qa w2t S XgTALKS 9FNX e {dFr3sSa 27

The findings of this thesis suggest UGaskey contributor to DI projectionis the

early stages ahe TALC, where the role played by DMO image projections is minimal.
Hence, UGC acts as a demaide trigger that makes the destination more appealing

for other travellers and contributes to attract travellers to the destination in the early
stages. Accordintp TALC literature, there are fewer promotional efforts from the
supplier side in the early stages thie TALC compared to the development stage
(Butler, 1980; Agarwal, 1997; Getz, 1992; Goncalves and Aguas, 1997; Gore et al.,
2021; Kubickova and Martin@020). In the context of Bangladesiisq the DMO

214



promotions were minimal until the recent introduction of the new promotional

platform (DMQII). The interview with the DMO official confirmed that they were

more focused on conventional promotions such as advertising and participation in
supplyside travelfairs and trade shows. The DMGample contained few images

and those mainly focused on nafestination attributes (e.g., profile building of

officials), while the UGC sample had wide coverage of destination attributes. Li et al.
(2022) argue that UGCls YIF Ay O2y iNROdzi2NJ Ay 5L F2 N
experiences and appraisal of the destinations ,anence is rich in cognitive and

emotional information. While agreeing with the literature thimurists themselves

act as tourist destination promoters (Catamd Santos, 2008; Jenkins, 2003; Mak,

2017} furthermore, the results suggested in this context that UG &he leading

influencer of other tourists, in situations where the DMO image projections are less
focused and inadequate. So, in the gastages ofthe TALC, UGC contributes to
AYAGAFGS (2dzNRadaQ O2yadzYLIWiAz2y | yR LlzaKS
ailF3a3Ss gKATS GKS 5 ah QldsndtBrly Soréd congiugntvithl SR & |
UGC butas identified through the TinEye Reverse Image Search analysieading

5.5, pages200-202), the DMO has incorporated UGC ints projections, showing

DMOCHI was itself, influenced by UGCThis finding provided empirical evidence to

confirm that incorporating UGC into DMO DI projections increases the congruity
between DMO and UGC DI projections (Murz&d,1; Marine-Roig and FerreRosell,

2018) The finding implies that UGC is tleading influencer of both other tourists

and the DMO, which havienplications orthe circle of representatioffCoR as well.
CANBRGEES GKS NBadzZ §a aKz2gSR UGKIG RSadaA
LIN2E2SOGSRY LISNOSAGSRTI LINRBLI AFGSR YR LISNJ
UGC samples, especially between UGC and DMThe findings supported the

presence of &CoR in the context of a destination in an early stagasofALC with

prolonged negative DV 2w A& | Y2RSt dzaS¥dzA G2 SELX I
relating to the interactions between projected and perceived images, where image
representations circate in a continuous circle (Jenkins, 2003k fiésults confirming

the CoRor a destination in an early stage of TALC, where DMO image projections are
limited, show that the traveller engagement of DI @veation through UGC has

facilitated the wide circulation of images tife destination UGC reaching a wide
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audience of potential travellers and influencing their perceived DI would assure a
start of another circle and facilitate continuous circulation of ima@ss the results
suggest CoR as a valid model to understand traveller behavithe garly stages of

TALGn additionto the image cecreation contribution of the UGC

Secondly, the results empirically confirmed thatrists share images on social media
and post reviews to eWOM websites by supporting, challenging, or amending the
DMO image projections (Rickly, 2019). By extending this line of argument, the results
of this thesigpropose an alternative form of CqRigure5.2 page201restated belowy

by identifyingUGC being the leadingfluencer ofboth other tourists and the DMO

as fully described and explained in Chaptéséction 5.5pages 201-202).

Restated Figure5.2: Amended Cofn p.201

5
e
b d
8 Secial 1 Image -
Networking sites /7 Projected \ Society
4 lcon 2 Image Individual
Photographed Perceived
3 con
Visited

(The original model by Jenkins, 2003:308)

The suggested alternative modélls gaps in the literaturdoy takingthe DMOs
602YLRYSyYy(d pntotha lodgdf SontiBusis Qinculation of Dls. Literature
(e.g, Balomenou and Garrod, 2019enkins, 200@isolates DMOs andepict DMO
projectionsin CoR as they occurdependentlywithout any external influencelhe
suggested modebhcknowledgesnot only the fact that DMO DI projections are

influenced by UGC but lautonomous sources as wedlr(ows b and 3l UGC, being
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the leading influencer of both other tourists and the DM@ade it possible to
identify UGC as a@nabler in increasing traveller numbers to the destinatiothia

early stage oits TALC. The results of this thesis extend the knowledge on tourism life
cycle models by incorporating UGC into the early stagethefTALC as a factor
enablinginitiation2 ¥ G2 dzNAadaQ O2yadzYLIiAzy 6+ G GKS
destination appealing for more allocentric travellers (at the involvement stage) as
well as making the destination appealing for higher categories of travellers (i.e., from
allocentric tomid-centric) in the transformation from early stage to the development
stage ofthe TAIC. This thesis particularly extends the knowledge by conceptualising
GKS !'D/ Qad NRfS Ay (GKS SINIeé adagr3isSa 27 ¢!
negative DI. As discussed in detail under section 6.2 above, results reveal that
Bangladesh has been able to attract allocentric type travellers irrespective of their
negaive DI.Allocentric type travellers are trendsetters in destination selection by
visiting uncommon destinations and acting as a source of influence to persuade the
next groups of travedrs into the destinationsHere UGC has played a vital role in
promoting this destination in a way that appeals to these travellEtsther, UGC has

the potential to facilitateovercomngthe negative Dlwhich s discussed in 6.6his
conceptualisation ofhe role of UGC for the destinations with prolonged negative DI,

in the early stages of their TALC, broadens our understanditigg oble of UGC in DI
formation and contributes to the general DI literatufghis discussion is summarised

in Table 6.1 blew.
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Table 6.1 Role of UGC in tikearly Stagesf the TALC

Stage

Role of UGC identified in the destination

Exploration

Although, there is less UGC, such would contribute to initiate
consumption by building awareness among poterttiavellers,
while the DMO communications are absent or inadequate.

Involvement

UGC contributes to attract more travellers, by making the
destination more appealing to the same tyg&f travellers
(allocentric) as those who post. The DMO DI projections star
to increase at this stage. However, in agreement with the
literature, travellers consider UGC as a nnarketercontrolled
source andthus, more trustworthy than the DMO promotions
(Chu and Kim, 201 Eotis et al., 2012; Gretzahd Yoo, 2008;
Han et al., 2018 The DMO is more focused on conventional
promotions such as advertising, trade shows and fairs, which
may not directly reach the market (allocentric type of travelle
who are the dominant group attracted in the early stages. Th
5ahQa 2yt A g¢cBonsiarelessSocus#dBre inadequs
to induce more travellers (e.g., DMGample)Importantly,
UGC has contributed to make Bangladesh appealinthéor
potential travellers(i.e, allocentric type of travellery
irrespective of theiprolonged negative DI. Thesiows the
ability of UGCQo promote destinations with negative Distheir
early stages of TALC, irrespective of lihted promotional
efforts from the DMOs.

Transition
towards

Development|

' D/ ASYSNYGA2Y YR akKIlINAyY3
expected to be increasing with the increasing number of
travellers. With the wide availability of UGC online the
destination can potentially reach a wide audience. These
communications would startm@pealing to the higher categories
of travellers (i.e., from allocentric to micentric), while the
DMO messaging is more congruent with the UGC. For exam
the results showed that the online presence of the DMO has
increased with the introduction of a new promotional platform
(DMOII sample)At the same time UGQound to be
contributingto alleviate the prolonged negative DI of this
destination throughcorrecting the negative stereotypéthis is
further explained irthe section6.6)
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Overall, the above thredindings éubheading 6.2; 6.3; and 6.4) of this thesis
challenge the generic claim that the destinations follow a similar path in their early
stages and are less significant to examine (dgtler andHart-Robertson 2022;
Berry, 2006). For instancButler andHart-Robertson(2022) state:

GoX0 G2dz2NAayY RSAGAYylFrGA2ya F2tt2¢ | 3S)y
OF NNEAY3I OFLIOAGEET IFGSNI 6KAOK (KS R
number of factors, such as the speed, nature and dimension of tourism, their
natural attributes, and tkir management, as well as exogenous factors

0S@2yR GKSANI O2yGNRf & O6LIPHPTOD

Moreover, Agarwal (2002) by examining the later stagethefTALCarguesthat
GRSOfAYS Aa GKS 2dzi02YS 2F GKS AyGSNI OidA
bSOSNIKStf Saas GKAA GKSaira SOARSYOSR GKI G
is also affected by internal and external factors, their interactions and dégtima
managementThe esultsparticularly showed thaprolonged negative DI, congruity

between projected and perceived DI and the role of UGC ascaddator, act as
GNAIISNER | FFSOGAYy3a GKS RSaldAylrGAz2yQa Gl
development stage. This further demonstrates thaather than concentrating

research on the later stages tife TALC when a destination has reached its carrying
capacity, it is important to examine the early stagethefTALC. The above discussion

of results has identified theoretical contributions to the TALC litetwhich will be

discussed in the next chapter.

6.5 Affective DI Increases the Congruity between Projected and Perceived DI

z

QIAYAUADBS 5L A& GK2¢g GKS G2dzNRAad 62dzxZ R RS
0KS | NBI ¢ 0+ dzHg9:3¢8), and Rfectivik Bllrehilesitd the feelings

of positive or negative responses (Tasci et al., 2007a). The cognitive and affective DI

are the interrelating components of DI and work in a hierarchical fashion, where
cognitive DI that is formed firss ievaluated in the affect stagéhe results found that

affective DI reduces the negative effects of cognitive DI and contributes to easing the

219



negative DI of a destination. Henaepositive affective DI diminishes the degree of
DI incongruities between the projected and perceived DI and improves the DI of the
destination. This thesis examined both the cognitive and affective DI constructions of
Bangladesh and explained the degreé congruency between projected and
perceived DI of both DI components (cognitive and affective) separdieé/results
revealed that cognitive DI projected by the DMO and UGC are incongruent and
affective Dlprojected by the DMO and UGC are congruelieanwhile, although
cognitive DI expressed through UGC contained some negative attributes, affective DI
expressed through UGC images were found to be consistently positive. Interview
participants also agreed with this position. Participants expressed they have
experienceda combination of negative and positive emotions during travel, where
negative emotions are aroused mainly due to thany negative attributes present

in Bangladeshrhis finding agrees witBosangit et al., (2015hat travellers not only
recall positive emotions but express an array of emotions about their tourism
experiencesNeverthelessthe participants have recast their pestvel evaluation

of emotions towards Bangladesh positively.

In accordance with the literature, cognitive and affective DI components are
hierarchically interrelated where destination images are developed during the
cognitive stage and then evaluated in the affective stage (Gart®®4).Affective DI
relates to the feelings of positive or negative responses (Tasci,&208l7a).The
results showed that cognitive DI has been evaluaédhe affective stageand, in
doing sqthe DI attributes were positively evaluated at the affective stage. However,
the interactions between cognitive and affective DI and how they affect DI congruity,
and their role in negative DIs have yet to be studied. For example, researchers
broadly exanmed the relationship between cognitive and affective DI such as what
cognitive attributes correspond to a given affective reaction (e.g., Baloglu and
Brinberg, 1997; Garay, 2019; Mak, 2017; Sonmez and Sirakaya, EDS®y, this
thesis suggests that nne congruencies between the projected and perceived DI
constructions under affective DI have offset the incongruencies found in cognitive DI
constructions. This made the projected and perceived DI more congwiesn both

components are combined (cognitive + affectivat.cordingly, this thesis showed
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that affective DI significantly contributes to increase the congruity between the

projected and perceived DI.

Secondly, the findings reveald@tiat Bangladesh is a destination with prolonged
negativeDI,but the travellers ascribe positive affective evaluation to it. For instance,
the cultural analytics results of the UGC sample expressed a positive affective DI and
these results were confirmed by the interview participants as well. This result
complies withthe literature that argueghat content sharers are more likely to help

in building the affective DI and be able to generate empathy towards the destinations
through their content (e.g., Tucker, 2016; Wang, 2012). For example, Filieri et al.
GHNHMU | NHdzS (GKIFG GLYRAGARdzZ fa oKz 208
minimise the negative impact of major crises, such as a terrorist attack, through
declaring their emotional attachment, support, empathy, and closeness in their SNS
Ll2ada 2F (GKS R Ravdrheleds,ithodgh éliteraiutddangues dhat
capturing both cognitive and affective DI components together assures a more
accurate picture (Agust018; Lindblom et al., 2018; Martin and Bosque, €00
Zhang et al. 2018), none have examined how cognitive and affective components

interact in overcoming negative DI.

Literature on negative DI mainly revolves around examining the causes of negative DI
and strategies for overcoming it (Ahmed, 1991; Avraham and Ketter, 2016; Baloglu
and McCleary, 1999; Grosspiets@®06; Lee et al, 2022; Martinez and Alavares,
2010; Ryu et al., 2013; Sonmez and Sirakaya, 2002; Tasci et al., 2007b). For example,
designing promotional campaigns either ignores or acknowledges negative DI
(Ahmed, 1991; Avraham and Ketter, 2013, 2016) anditng$nega events (Ahmed,
1991; Lee et al.,, 2022) were discussed as a strategy to address negative DI.
Additionally,Baloglu and Brinberg (1997) found that the distinct affective images of
tourism destinations can be used to position the destinations. Atingty, based on
dominant affective reactions Baloglu and Brinberg (1997) have positioned
destinations into destinations with positive DI and negativeHolvever, none of this
literature has examined how affective DI acts in reducing the negative effects of
cognitive DI and producing a more positive DI for the destination. By filling this
knowledge gap, this thesis found that affective DI plays a duabsolacreasing the
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congruity between DMO and Ugtojected DI and by reducing the negative impact
of DI.

6.6 UGC Contributes to the Resistance to Negative Stereotypes

The esultsof the thesis showed that the UGC not only circulates representations
about a destination but also contributes tchallengingand changing negative
stereotypesand negativegeneralsationsand, thus, helpingto overcome prolonged
negative DIsKotler et al(2002) claim that a stereotype is more than an image where

a stereotype is a widely held image that carries a favourable or unfavourable bias that
is highly distorted and simplisticThe fndings showed that Bangladesh has a
prolonged negative DI established due to negative stereotypes (e.g., peverty
stricken,dangerous, unhygienic, dirty, polluted, ovenowded, with high crime and
violent places). Nevertheless)JGC has not generally represented Bangladesh
negativelyapart from a few images portraying some n#éga features poverty,
pollution, traffic congestion, and overowdednesy of Bangladesh under the
content categories (chapter 4) of Society and Lifestyle, Portraits of People, and
Infrastructure. Rather, the UGC sampleortrayed Bangladesh positively in the
nature, culture, and peopleelatedattributesin Bangladesh and the affective DI was

found to be favourable.

There are only a few studies on prolonged negative DI (e.g., Ahmed, 1991; Avraham
and Ketter, 2013, 2016; Ayikoru, 2015) and on the negative stereotypes of developing
destinations (e.g., Ahmed, 1991; Avraham, 2084raham and Ketter, 2013, 2016
Chen et. al., 2016). The stereotypes have a direct impact on cognitive and affective
DI and travel intention (Chen et al., 2016). It is a difficult task to change a stereotype
and embed a new, different image in the mind of target consumers (Ahmed, 1991,
Avraham, P04) Avraham (2004) argues that opinion leaders, which include
journalists, can play a vital role in encouraging visitation by nullifying negative

stereotypes. He states that
GxAaAdAy3a I OAGe YI1Sa Ada AYF3IS Y2NB

a poor image to a rich image. The main advantage of visiting a city is that the
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imageholder has a chance to personally experience the objective reality

within the city, without being dependent on mediators or secondary agents.

When this happens in cities associated with negative stereotypes, it may be

easy for visitorsto seethat$ha S a G SNB2GeLISa NS FlLfas

Additionally, Chen et al. (2013) argue that images and videos helpesbap&

0N @SEEtSNEQ yS3IIFGAGS LIANIGS isld haeyfrastwarthy dzy ¥ I
source for travellersGhu and Kim, 201 Eotiset al.,2012; Gretzel and Yoo, 2008;

Han et al., 2018 potential travelleramore likelyperceive the images shared in the

UGC sample as providing a more realistic view of the destinattenfindings of this

thesis showed that UGC, as an organic source, can contribute to shattering and
changing negative stereotypes armVercomingthe prolonged negative DI of a
destination. Accordingly, this finding furthers the understanding of DI literature on

overcominghe prolonged negative DI of a destination.

6.7 Summary

Five key findings of the thesis are discussed in this chapter. The first two findings
discussed prolonged negative DI and the degree of congruity between projected and
perceived DI as two factors thaffect the transition process of the TALC in its early
stages The third finding discussed UG@Ea demandside trigger that makes the
destination more appealing to other travellers and contributes to attract travellers to
the destination in the early staged the TALC. The fourth finding discussed was how
affective DI reduced the negative DI and increased the DI congruity. Finally, how UGC
contributes to overcoming prolonged negative DI through shattering and changing
negative stereotypes and generalisations werscdssed. These findings represent
theoretical contributions to the TALC literature attte knowledge on prolonged
negative DI. Contribution to the TALC literature was made mainly by extending the
descriptive ability and predictive ability of the model by incorporating the identified
triggers and factors into the TALC stages of developmehe ifext chapter

summarises the importance of these findingsontributions made to theory,
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methodology, and practice andinally, the limitations and the future research

potential.
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CHAPTER 7: CONTRIBUTIONS AND CONCLUSIONS
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CHAPTER:ICONTRIBUTIONS ARDNCLUSIONS

7.1 Introduction

This chapter presents the contributions and conclusions of this thesis. Firstly, the aim
and objectives of the thesis are sumnsad. Secondly, the contribution to theory,
methodology, and practice is explainékhirdly, the limitations of the study and the
recommendation for future research are presented. Finallyersonalreflection and

concluding remarks areffered.

7.2 Aim and Objectives of the Thesis

This thesis aied to examine how UGC contributes to the DI formation of developing
countries with negative DI in the early stages of the TALC. The TALC literature largely
focuses on examining mature tourist destinations and the later stagésecf ALC,

with special emphasis on the potential route destinations take at the-ptzgjnation
stage ofthe TALC. There is a dearth of research on the early stagtse GfFALC,
although there are many destinations that are still in the early stagdbeif TALC

for a variety of reasond he interest of this thesis is limited to developing countries
with negative DI in the early stages tife TALC.While tourism can be a key
contributor to the economic development of aedeloping county, most of the
developing destinations are failing ®ucceedin tourism due to theirprolonged
negative DIsNot all destinations that are in the early stages thkir TALC are
developing cantries, nor do all developing countries located in the early stages of
their TALC have negative Dr4is thesis explored the DI of Bangladesh, a developing
country that continues to suffer from a prolonged negativeNdgative DI is widely
considered an important factor that hinders the attraction of tourists to a destination
and leads to a failure to reach expected tourism grovHbwever, despite the DI and
negative DI being widely examined concepts in tourism literature, there is a lack of
TALC litermure examining the impact of a negative image in its early stages.

Accordingly, the aim of the thesis was framed as below.
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To explore how usegenerated content (UGC) contributes to the DI formation of
developing countries with negativelestination image (DI) in the early stages of the

tourism area life cycle (TALC).

This overall aim guided the thesis to focus on the three research objectives given

below.

I.  To examine the impact of negative DI in the early stagélseoT ALC
Il.  To explain the role of DMO and UGC DI projections on the DI of a destination
in the early stages of the TALC
lll.  Toconceptualiseghe influence of UGC in the DNMIX®I projections in the

early stages athe TALGndalsoin mitigatingnegative DI

In addressing the above research objectives, this thesis adopted a qualitative
methodology, specifically using critical visual methodologies. Accordingose
(2016),a critical visual methodology allows usdonsider the agency of the image,
social practices, and effects of the circulation and viewing of images as well as reflect
on the variability of the views of the audience and academic critidgyraddressing

the first (in chapter 4) and second (in chapter 5) research objectives, the findings of
this thesis showed that prolonged negative DI and incongruity between projected
and perceived DI act as risk factors in the exploration and involvement stages of
TALC. By addressing the third objectfebapter 5),this thesisidentified UGC as a
demandside trigger that acts as a key contributor in image projections, increases the
destinatiom @ppeal for other travellers andhence contributes to attracting
travellers to the destination in the early stagégdditionally, the thesis derived two
more key findings relating to the DI and UGC. Namely, that affective DI can alleviate
the negative DI expressed in cognitive DI, and affective DI increases the congruity
between DI projections and perceptions. Secontlg, study established that UGC

can contribute to challenging and changing negative stereotypes in addressing
prolonged negative DI. These key findings were discussed in chapter 6 to deepen the
understanding of the early stages tiie TALC and prolonged gative DI. The

contributions made are discussed in the following sections.
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7.3 Contributions

Theoretical, methodological, and practical contributions madehis thesis are
discussed in this section. Theoretical contributions are made to two concepts of
literature, namely the tourism lifecycle, and destination image (DI). Methodological
contributions are made to extend the methods in measuring both cognitivéd a
affective DI constructions through visual components of online images. Practical
contributions are made suggesting strategies for DM@ cerningaltering negative

Dls to ensure growth in the tourism industry and successfully facing the transition

from the early stages to the development stagetioé TALC.

7.3.1 Theoretical ContributionsTALC Literature

Firstly, this thesis theoretically furthers the understanding of the impact of three
interacting endogenous and exogenous factors and forces on the stages of
development ofthe TALC: particularly by identifying prolonged negative DI, the
degree of congruity between projected and perceived DI, and the role of UGC, as
triggers affecting the transition from the early to development stagéhefTALCAS
discussed in other chapters, except for a few studies that have at least some minor
coverage of DI (e.g., faham and Ketter, 201@uhalis, 2000Butler, 1980;Butler

and HartRobertsonH THHT . SNNBX wHnncT 581 Si |t o
2021), the impact of DI on different stagestbhe TALC has not been adequately
examined in theliterature, especially in the early stages. Addressing this gap this
thesis examined the impact of DI in the early stagethefTALC in the context of a
destination with prolonged negative DTALC literature empiricallgxamines the
triggers bringing change to destination development stages (e.g., Albaladejo et al.,
2016; Gale and Botteril, 2005; Garay agdnoves, 2011Kubickova and Martin,
2020).However, noneexamines the impact of DI as a force enacting change in the
early stages afhe TALC. Throughentifying the impact of the above three forces in
the early stages dhe TALC, this thesimprovesthe understanding of the impact of

DI atthis stage Additionally, these findings challenge the view that destinations
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generally follow a similar path in the early stages (e.g., Berry, 2006; Raotidtart-
Robertson2022) and suggest that the transition from the early to the development
stage is not a smooth transition process that happens automatidabyher,the
internal and external factors influence this transition, and the identification of such

triggers of change enhances the TALC model.

Additionally, the above explained theoretical implications enabled to address the
following concerns raised by Butler (2011)V)ethera consistent or a different set

of triggers are influential at different stages of TALC;, émadvhether the impact of

such triggers can be controlled and managed in advance. The results of this thesis
showed that different triggers are more influential at different stages. For instance,

at the exploration stage, the prolonged negative DI or thehngruencies between
the5ah LINRP2SOGSR FyR ! D/ LISNOSABSR 5L R2
consumption of the destinatiohut both triggers act as barriers in the transition from

the early to development stageNevertheless, ame of these triggers can be
controlled and managed. For example, both the prolonged negative DI and
incongruities between projected and perceived DI can be controlled and managed to
a2YS RSAINBS® 9EGSYRAYy3d o6Seé2yR . siifaSNDE 6
the same triggers may affect differently at different stages. For example, this thesis
suggests thatin the early stage dhe TALCUGC contributes positivefs a demand

side trigger making a destination more appealing for other travellers and
contributing to attracting travellers to the destinationwhilea study by Dodds and

Butler (2019)y focusingon the later stages ofthe TALCargueUGQs an enabler of

overtourism.

Secondly, this thesis furthers the understanding of the descriptive ability of the early
stages othe TALC by understanding the impact of prolonged negative DI, the degree

of congruency between projected and perceived DI, and the role of UGC, in the early
stages othe TALCThe¢ ! [ / A a NBO23ayAaSR & | d&adzaSTdz
0KS RS@St2LISyid 2F RSaldAylGAz2ya FyR (KS
Jackson, 1989:377). In this sense, the TALC can be used to identify potential risk
factors that may drive otherwise healthy destinations onto a path of unsustainability

(McKercher, 2005)As discussed above, the early stagethefTALC are neglected
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specifically, triggers that affethe early stages ofthe TALC have been overlooked.
Filling this gap, this thesis suggests improving the descriptive ability of the early
stages othe TALC by identifying that the prolonged negative DI #wedincongruity
between projected and perceived DI indicates a risk factor delaying destinations to
move fromthe early to development stag&urthemore, UGC actas a demanside

trigger facilitating this transition from the early to development stage.

Thirdly, this thesis theoretically improves the predictive ability of the TALC in its early
stages especially when the time spent in the early stages is extensive
predictability ofthe TALC igs ability to use a set of indicators to suggest the general
direction of a tourist area, ahe stage a destination is moving towar@serry, 2006;
Butler, 2011 Butlerand Hart-Robertson2022).This thesis found that the prolonged
negative DI and incongruent DI made the destination spend a longer period in the
involvement stage othe TALC while having otherwise favourable conditions (e.g.,
developng infrastructure, improved economic and social conditions, etc.) failed to
aid transition to the development stage. In other words, prolonged negative DI and
AYyO2y3aINHSYyUd 5L FNBS ARSYUGAFASR Fa GNARIITSN.
the development tage from the involvement stag€onsequentlythese two factors

are useful indicators suggesting the general direction of a tourist area in its early
stages. In this line of argument, this thesis contributes to further understanding the

early stages of deelopment.

Fourthly, through these theoretical implications, which improve the descriptive and
predictive ability of the early stages of the TALC model, this thesis suggests
incorporating two new indicators to the checklist of indicators (Tablei2.the

Literature Review chapter) to the involvement stagehef TALC, especially when the
destination is spending an extended period in the involvement stage. Those two
indicators are incongruities between the projected and perceived DI and the
prolonged negative DI. This also servez(Bf SND&a ouvnanmmo OFff F2N
determining a more complete set of indicators for each stage to clarify the degree of

exclusivity of stages.

Fifthly, this thesis contributes to the TALC literature by identifyi@C as the key

contributor in DI projections in the early stages thfe TALC, which provides
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destination appeal for the potential traveller and contributes to increasing traveller
numbers to destinations in the early stages. TALC literature limitediyes the
destination promotions to the intensity and the investments in advertising and
focuses only on the supply side promotional efforts (e.g., Butler, 1980; Berry, 2006;
Agarwal, 1997; Getz, 1992; Goncalves and Aguas, 1997; Gore et al.| 2¢21)(i 2 R @ Q&
digitalised world travellers are more actively engaged in imagereations and
substantialy contribute to image projections through UGC, while access tatlaad
credibility of UGC are higher than induced sources (Jacobsen and Munar, 2012;
Marine-Roig and FerreRosell, 2018; Statista, 201¥)et,tourism life cycle literature

has not adequately examined how UGC as a densahel factor would interact with
supplyside factors (e.g., the DMO promotions) in the early stagahefTALC. The
finding of this thesis argues that UGC is a trigger initialirgy dzZNdbn&uination and
contributing to incrasing the traveller numbers in the early stagestitd TALC.
Hence, the knowledge of the early stages of the developmetitesT ALC is enhanced

by incorporating the demandide contribution (i.e., UGC) to destination promotions

rather than limiting it to supphside promotional efforts.

Further, this incorporation of demanside contribution to destination promotions,

as well as the other two triggers discussed earpeovide additional evidence of how
internal and external factors interact in bringing change to the early stages of
destination developmentFor example, as discussed in previous chapters, prolonged
negative DI is a complex scenario where negative DIs are created by exogenous
factors, widely circulated through media, and then accumulated because the DMOs
do not appropriatey address these negative DlIs (internal factor) by causing severe
and longterm negative effectsButlerand Hart-Robertson(2022) also call for more
research to understandow these internal, external, controllable, and uncontrollable
causes of changeteract with each other and impact the destinations and their
markets.It is acknowledged that the supply and demand side factors have an impact
on the progress of a destination in its TALC stages (Butlef); ¥agarwal, 2002).
Nevertheless, agajrthe impactof the interaction of such forcegarticularly in the
early stages ofhe TALCis limitedly explored. This thesis addresses this gap and

contributes tothe TALC literature by showing three instances on how internal and
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external, supply and demaneside factors interact with each other in bringing

changedo the early stages ahe TALC.

7.3.2 Theoretical ContributionsDI Literature

This thesislsohas theoretical implications for the literature on negative DI. Firstly,
this thesis improves the understanding of how the interrelating components ,of DI
cognitive and affectiveact in increasing the congruity between projected and
perceived DI as well as how affective DI contributes to overcoming negative DI in
developing countries.To recall from the literature reviewgxamining two
interrelating componentscognitive and affective DI togethewill yield a more
accurate picture of DI (Agusti, 2018; Lindblom et al., 2018; Martin and Bosqug, 200
Zhang et al.,, 2018). However, DI studies extensively examine the cognitive
component, but fail to capture the affective component adetely (Mak, 2017).
When both cognitive and affective DIs were examined, most researchers limited their
efforts to identify the dominant affective DI of their selected destination and examine
the correspondence between cognitive and affective DI dimensieng., what
cognitive attributes correspond to a given affective reaction) (e.g., Baloglu and
Brinberg, 1997; Garay, 2019; Mak, 2017; Pan et al., 2014; Mak, 2017; Sonmez and
Sirakaya, 2002). Some haegen explained the impact of affective DIs on other
dimensions such as travel motivations (e.g., Pan, et al., 2014). But neither the role of
affective DI in increasing the congruity between projected and perceived DI nor the
role of affective DI in overcoming negative DIs of a destination is explained tfisus,
thesis contributes to DI literature by explaining the above dual roles played by the
favourable and congruent affective DI (increasing the congruity between projected
and perceived DI, and reducitige negative DI othe destination), even in a contéx

where cognitive DI is incongruent.

Secondly, this thesis extends understanding of the role of UGC in countering negative
DI. The results shasd that UGCcontributes to challenging and changing negative
stereotypes that create prolonged negative DI ghence can play an active role in

overcoming prolonged negative DI. As discussed in the literature review chapter, the
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the marketing communications mixave attracted significant attention in tourism

studies in recent times. Negative DI is also an area exanimex similar vein,

especially in the developing country conteXegative DI caused by staatbne

crises, and strategies for overcoming negative DI, have received substantial research
attention. However, the potential role UGC can play in pavingwhgto changing

negative steretypes has not been examined to date. This thdsysdemonstrating

' D/ Qa FoAfAGeE G2 FtGSNJ yS3alLFIGABS 5L tSIRA

extends the understanding of the role of UGC in DI projections.

Thirdly, this thesis empirically furthers the understanding of the CoR by confirming
its presence in a destination with a negative DI in the early stages of the Ti¢.C.
presence ofthe CoR in this context showed that, though there are limited image
representations circulated online (both from UGC and the DMO), such available DI
projections have actively influenced potential travellers. Moreoviiie results
demonstrated that DMO images are influenced by the UGC shared onlineadsal

that incorporating UGC into the DMO projections can increase the congruity between
projected and perceived DI. Finally, it identified that UGC is the leading influencer of
both other tourists andthe DMOyi a A dzt GA2yad 6KSNB (GKS 5ah
weak and minimal in the early stagestbbé TALCAccordinglyas discussed in detall

in chapter 6this thesis has further developed tli@Rmodel in light of the findings

and identifiedUGC as the leading influencer.

7.3.3 Methodological Contributions

Firstly, this thesis methodologically contributes by developing a comprehensive
process to conduct visual content analysis with online visual data. Content analysis is
a common method used to interpret visual data online to reveal DI constructions
(e.g., Austi, 2018; Caton and Santos, 2008dunter, 2016; Jenkins, 2003;
Stepchenkova and Zhan, 2013; Mak, 2017; Munar, 2011; Zhang et al). 2019
Nevertheless, there is no standaseld or detailed procedure to conduct a content
analysis (Krippendorff, 2019; Elod Kyngas, 2008) especially in analysing visual data.

As this thesis inteneld to use qualitative content analysis to extract DI constructions
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through online images shared in UGC and the DMO media, the researcher required a
detailed process to guide her in conducting the analysis. Hence, by condhking
literature (Bell, 2004; Elo and Kyngas, 2008ppendorff, 2019; Rose, 2016; Marine
Roig and Clave, 2015; 2016&)comprehensive process guiding the content analysis
was formulated (Figure 3.2n pages90-91). Accordingly, this thesisnakes a
methodological contribution by proposing a detailed content analysis process that
contains five consequent phases. The procedure and guidelines used in conducting
the content analysis with a clear breakdown of phases and steps, explanatiths
linkages between the phases and steps are given in the Methodology chapter. This
process is expected to guide researchers conductorgent analysis, especially in

uncovering the DI constructions through images.

Secondly, this thesis contributes to methodology by extracting both the cognitive and
affective DI constructions from visual datmdges are more effective in revealing
affective DIs and images reveal more insights into affective DI (Mak, 2017).
Nevertheless, wh few exceptions (e.g., Mak, 2017; Yu et al., 2020; Yu and Egger,
2021) most of the DI studies that examine travel photography eiteeealonly the
cognitive DI (e.g., Hunter, 2016; Stepchenkova and Zhan, 208hen examining

both components,the affective Dlis revealed through accompanied text and
captions but not from the photographs (e.g., Filieri et al., 2021; Pan et al., 2014).
Meanwhile, limited studiesmake comparisons between projected (e.g., the DMO
projections) and perceived DI (e.g., UGC) using visual Tladse which do, also use
offine DMO communications (projected DI) such as printed brochures and travel
guides to compare with online travel photographs (perceived DI) (e.g., Agusti, 2018;
Hunter, 2016). By addressing this gap, this thesis contributes by being one of the few
studiesto explore both the cognitive and affective DI constructions from both

projected and perceived soursehrough online visual images.

Particularly, thighesis demonstrates that the affective DIs in images can be captured
through colours by applying the colour psychology concept. Applying colour
psychology to reveal traveller emotions from travel photograpbsreceiving

increasing attention fronbourism scholars (e.g., Rose and Wills, 2019; Yu, et al., 2020;

Yu and Egger, 2021). In this line of thought, this thesis used the cultural analytics
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technique to extract the dominant colours of three large image samfhese were
interpreted based on literature to reveal the emotions depicted by the colours and
then linked to affective DI. This process is explained in detail in the Methodology
chapter. So, this thesis is amongst the very few tourism studiesdletamine both
cognitive and affective DI through images aedpecially, whichevealsaffective DI

through colour psychology using a large sample of online images.

7.3.4 Contribution to Practice

Practically, the results of this thesis are useful to DMOs, policyma&edspther
tourism service providers in a destination. This thesis particularly provides insights
into managing and planning destinations in the early stageshefTALC, while

handling and overcoming the consequences of negative DI.

This thesisuggestdDMOsin the early stages dhe TALC with negative Bd focus

on overcomng the R S & i A yprologédyh@gative Dand in bringing down the
image incongruity between the projected and perceivedibDtheir promotional
objectives These would makthe destination appealing for traveller groups beyond
allocentric travellerandincrease their tourism numbers by enabliting destination

to move from the involvement to the development stagetioé TALC. The results of
this thesis found that Bangladesh, the context of this study, is heavily investing in
developing infrastructure and new promotional platforms, while their prgjed
negative DIremains unaddressed, which acts as a barrier in moving from the
involvement stage to the development stagetbe TALC. In this light, this thesis
argues that he destinationY I NJ S i SgudseyomdRHe fle othe aggressive
promoter of the destination at the early stagestoe ¢ ! [ / ® wl § KSNE GKS
role for destinations in the early stagestbe TALC with negative B suggested to

be seen as a DI projectowhich uses appropriate strategies to minimise the
incongruities between projected and perceived DI, in order to address the negative

DI and assure growth in traveller numbers by appealing to the desired target market.

By revealing UGC as the key contributor of DI projections in this context, this thesis

suggests that the DMOs of the destinations in the early stagédseofALCan yield
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better resultsthroughtheir DI projectiondy payingmore attentionto new media.

The inherent challenges such dke economic, socipolitical, and cognitive
(knowledge, skills, and confidence to use by businesses) barriers when implementing
e-commerce in developing countries (Kshetri, 2007) are wedlerstoal. However,
under such circumstances, the use of new media can be argued to be the best
solution potentially available for DMOs of developing countries in building their DI.
Especially, when considering the substantial investments demanded by DI recovery,
the potential role of GC cannot be overlooked. UGC iselyeavailable through
different SM platforms and spreads eWOM by providing free promotion to
destinations. Such incorporation would reduce the gap betw&MWO projected
image and tourist perceived image by assuring more congruent DI. For example, the
image analysis revealed that some key components tourists consider important to
project through UGC are underrepresented (e.g., people and their daily lives)rev
.y 3t FnBWEIMO @ramotional platformin this sense ite DMOs are suggested

to improve ther official communication by performing a timely analysis of UGC
shared online to grasp important insights such \&&at attributes are dominantly
projected; how many UGC are created and shared; is@uch shared UGC received

by other travellers based on the number of views, likes, comments asHaees; etc.

This would guidedMO marketing campaigrt® be more aligned withthe tourists

perceived Dandimprowe the reliability of the DMO promotions

Further, DMOs can amalgamate UGC into their promotiaie alsoimplemening
different strategies to encourage travellers to circulate these valuable voluntary data.
Destinations can engage travellémscontent creatiorto be shared in th©MO social
mediaand encourage theno shareUGQn collaboration with the DMO medidor
example, encouraging travellers tise haskags thatlinks with DMO profilesan be
effectivein increasngthe social media presence of the destinati@ince the results
showed the travellers are ngtrojecting negative attributes oemotions through
their UGC such collaborative DI ecreation effortswould even support overcoming
the negative DIs fothe destinations with negative Dls like Banglade&ss stated
above such traveller engagemesinot onlyhighlycost effective but would be more

effective in correcting the negative DI as the WBAsidered to be more trustworthy

236



by the travellersthan that associated with marketerdoreover, their UGCwould
portray amore effectiveimage d these destinationsvith the content that is suitable

to inspire morerelevantfuture traveller groupResults showed that Bangladesh DMO
DI projections arénfluenced by the UGC and autonomous information sources. And
so, these UGC aret only supporting,but are challengingand amending the DMO
image projections dee Rickly, 2019)Though UGC is not entirely predictable or
controllable, ly collaborating with travellens their UGC creation, the DMOs cgain

some control over th&JGC as well

Moreover, the UGC can reach the target market rapidly andeal time. Sojn an
event of unexpected crisis5 a h Q & eadlly yse UGC tovercome the negative
images spread through thenedia reports As per, Filieri et al. (2021jravellers
actively engage with sharindGC tominimise the negative impacts afisison the
destinationdue totheir emotional attachment anémpathy towards the destinatian
Results revealed that thizavellers are empathetically attached to Bangladesh as a
well. Hence the DMO carffectively protect their DI from damagafter crisisf they

are activelyengagng with and encouragindJGCThe followingsectionpresensthe

limitations and numerous avenues for future research.

7.4 Limitations of the Study and Recommendations for Future Studies

Firstly, this thesis examined a single destinatiath a prolonged negative Dn its
early TALC stageBhe findings are assumed to be applicable in general terms to other
destinations with similar conditiondémportantly, this thesisnakescontributions to

the early stages of TALC, which is a less studied atka TALC literature. However,
future studies could usefully conduct a comparative analysis of multiple destinations

with prolonged negative DI in the early stagesha TALC.

Secondly, the scope dtiis thesis is limited to explaining the impact of the prolonged

negative DI, the congruity between projected and perceived DI, and the role of UGC

in DI projections in the early stagestoé TALC. & | RRNBaaAy 3 . dzif SN
additional work on determining a more complete set of indicators of each stage to

clarify their degree of exclusivity, this thesis suggests addinthe type of DI (e.qg.,
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prolonged negative DI in this contexgnd, b) the degree of congruity between
projected and perceived DI, to the early stageshaf TALGand, particularly, to the
involvement stageHowever, destinations in the early stages of their TALC may
possess many other types of DI (e.g., positive, weak, mixed, contradictory, or overtly
active (Kotler et. al., 1993)), the impact of which may vary in the early stages.
Therefore, future researchan examine the impact of other types of DI in the early
stages to identify triggers bringing change to the destinations in the early stages of

the TALC relating to DI.

Thirdly, the data collection was limited to gaining insights from the DMO and
travellers to the destination. However, while the other TALC studies are limited to
exploring TALC from the supplier perspective, this thesis captured a broader
understanding of TALC and DI in the selected context by obtaining both the
O2yadzYSNDa OGN @Sttt SNEUOL YR (GKS &dzLILIX A SN
sources representing both sides was obtained and aedlyo derive the findings

(e.g., online images and inteew data representing both sides, and suppkate

reports and documents). However, resource constraints and the CCd4pandemic

prevented gaining insights from the local community, a key stakeholder in the
tourism industry. Future researchban therefore, gain insights from the local

community as well.

Fourthly, the sample of interview participants, who are travellers to Bangladesh,
were limited to those who could be contacted online and who have already returned
home after their travelTheCOVIBL9 global pandemic that occurred during the data
collection stage prevented the researcHesm visiting Bangladesh to collect data in
personand made it timeconsuming to obtain an adequate sample onli@®ntacting

the DMO officials to be interviewed watsoa difficult process, which compelled the
researcher to reach them through many different influencers, which would have
been avoided iBangladesh couldave beervisited in person. Future researchers can
visit the destination in person and capture traveller insights on,ghering and post

visit DI to provide a richer and wider view of the concept.

Finally, as discussed previoudlyis thesis used colour psychology to understand

affective DI expressed in travel images. However, the interpretations are difficult
238



when revealing emotions through colours as the causality is unknown (Yu and Egger,
2021). Therefore, to overcome this limitation, this thesis gained insights from the
travellers by conducting interviews, to confirm the nature of emotions they associate
with their travel to Bangladeskuture researchers can explore affective DI expressed
through images further by using multiple techniques. For example, colour analysis
can be amalgamated with analysing accompanied text as well as conduetiagtin
interviews with travellers to enhance results through traveller insights, @ven as
suggested by Yu and Egger (2021), other image variables such as textures and shapes

also can be analysed.

7.5 Conclusion

This thesis aimed texamine how UGC contributes to the DI formation of developing
countries with negative DI in the early stages of the TALC. Accordingly, a qualitative
methodology was used to address the three main objectives identified. The findings
of the thesis suggestethat prolonged negative DI and incongruities between
LINE2SOGSR YR LISNOSAPSR 5L KA YytReSaHdy (G KS
stages ofts TALCThe findings alsshowed that UGC agtis a demansbide trigger
increasing the destination appeal antus, contributing to attracting more tourists

to destinations in the early stages. In this sense, this thesis mainly contributed to
enhancing the descriptive ability of the TALC, which identified potential risk factors
or triggers affecting change in the eadyages. Further, the predictability of the
model can also be enhanced by identifying these triggers, because such triggers
provide an idea of the future direction of a destination. Fexample, having a
prolonged negative DI and incongruent DI hinder transformation from the early
stages to the development stagetbe TALC, even under the presence of many other
factors that facilitate this transformation (e.g., heavy investments in development
projects, infrastructure developments, and heavy promotional focus). Nevertheless,
UGC ad as a demansside trigger in the early stages tife TALC that facilitates
building destination awarenespptentially attracting more travellers, and proviuly

appeal for the higher level of traveller groups (i.e., fo@htric).
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Final Thoughts

Born and brought up in a developing country in the South Asian region whose
economy is heavily dependent upon the tourism industhe tourism industry
always attracted my research interest. As discussed in the literature, developing
countries can gain many economic and social benefits from the industry. However,
apart from the inherent barriers to developing the tourism industryg(efinancial,

and technological barriers), most are regularly facing either natural or-maahe
disasters by disrupting theourism flow to the country. Some such incidemggse
safety concerns for travellers and damage the DI of destinations. Some destinations
are suffering from prolonged negative DI due to the tourism authofa@sthe
OSyiGaNIf 3I208SNYyYSyidiQa t+01 2F FGGSyaAazy |
More academic research would be highly beneficial to develop the tourism industry
of these developing countries to assure gaining the intended economic and social
benrefits through the industry. Hence, the interest of this thesis was in examining the
negative DIs of developing counties. Especially, attention was given to such
destinations in the early stages diieir TALC, which are struggling to achieve
expected succesin tourism. While contributions were made to theory and practice,
this thesis is calling for more research attention to the edrAlCstages. Such
research may provide more insights for developing countries, and a way forward in
managing their destinations, especially for those who are struggling in its

transformation from the early stages to the development stage of TALC.
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Appendix 1: Categorising SMatforms

Author

Dimensions used to categorise

Categories of SM platforms

Berthon et al.,
(2012

Nature of content that is shared.
T Text
Picturesharing websites

1
1 Videosharing websites
1 Networks

I. Text primarily deals with blogs, which allows users to share messages u
limited with the number of characters they can share (e.g., Twitter)
ii. Picturesharing websites such as Flicker allow sharing of pictorial images a
users.
iii. Video sharing websitesis YouTube facilitates sharing videos.
iv. Networks- allowed users to build networks among people by facilitating to
of people to the contact lists, sending messages to each other, and maintg

their ownprofile

Zhu and Cher
(2015)

TblGdz2NE 2F 02yySH
versus contenbased) ¢ e.g.,
Facebook, Twitter, Line, WhatsApy

1 Level ofcustomgation of messages
(broadcast versus custosaid).
e.g., Flickr, Instagram, Pinteres
YouTube

i. Relationship LINR Uf S 06 I & Ss& mesgage. Odza (i 2 Y A
Allow users to connect, reconnect, communicate, and build relationships (p.
E.g., Facebook, LinkedIn, Line, WhatsApp

i.Selfmedia-LIN2 Uf S ol &SR yR oNRIROI&G Y
Allowing users to broadcast their updates and others to follow (p.337).
Twitter, Weibo

iii. Creative outletscontent based and custorse messages.




Profile-based

Content-based

Social media matrix

Customized Message

Broadcast Message

Relationship
Allowing users to connect,
reconnect, communicate,
and build relationships.
(c.g., Facebook, Linkedin,
Line, Whatsapp)

Self-Media
Allowing users to
broadcast their updates
and others to follow.

(e.g., Twitter, Weibo)

Collaboration
Allowing users to
collaboratively find
answers, advice, help, and
reach consensus.
(e.g., Quora, Reddit,
Yahoo! Answers)

Creative outlets
Allowing users to share
their interest, creativity, and

(e.g., YouTube, Flickr,
\ Foodily, Pinterest)

Source: Zhu and Chen (2015:337)

Allowing users to share their interests, creativity, and hobbies with each ¢
(p.337). E.g., YouTube, Flicker, Foodily, Pinterest, Instagram,

iv. Collaboration platformg contentbased and broadcast messages.
Allowing users to collaboratively, find answers, advice, help, and r

condenses (p.337).E.g., Quora, Reddit, Yahoo! answers
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Appendix 2: Ethicahpproval Nottingham University

Business School

UNITED KINGDOM - CHINA - MALAYSIA

Information for Participants (International Tourists)

Thank you for agreeing to participate in theject. Your participation is voluntary, and you may
change your mind about being involved, or decline to answer a particular question or questions at
any time and without giving a reason.

This information sheet is designed to give you full details of the project, its goals, and what you will
be asked to do as part of the research. If you have any questions that are not answered by this
information sheet, please ask.

What is the project title?
The Role of User Generated Content in Bestination Image Formation of
Developing Countries

Who is carrying out the project?
\ Wijethunga MudiyanselagdeshaniUthpala Wijethunga \

What is the project about?
The purpose of the study is to examine the potential role of user gener

contents (UGC)* in the destination (DI) formation of developing count
Bangladesh was identified as a suitable destination for the purpose of the sty
Thus, a sample of international tourists visited Bangladesh will be intervie
Moreover, the photographs shared by the tourists in Instagram as we
LIK2023INF LIK& | @FAfFrotS 2y . | ofgérisl (RS
(DMO)** visual media will be collected and analysed.

* UGC can be identified as posts publicly shared by individuals in social med
Facebook, Instagram, YouTube, ect).

** DMOs arenonprofit entities aimed at generating tourist visitation for a giv
area. For the purpose of the study, national authory/authorities responsibl
tourism promotion will be considered. In case of Bangladesh two DMO
identified as Bangladesh Tourism Boarand Bangladesh Parjatan [Tourisl
Corporation.

Who is being asked to take part, and why?
International tourists whdnave been to Bangladesh during the last ¢@ar period

are being invited to take partThey were selected because their capability
discuss how they engaged with photographs (available in social media, DMO
as well as photographs taken by them) relating to their trip to Bangladesh.

What will participants be asked to do?



Participants are expected to be interviewed online (preferably via Skype) or
to-face. With their consent, they may be reached more than once if nee
Interviews are conducted individually and their personal information will no
revealed or sharedith anyone outside the research team. Researcher expec
KSFENJ Fo2dzi LI NGAOALI yiQa NBOSyid f 9
talk on areas such as, information sources they used in their trip planning

and their engagement with sadimedia relating their Bangladesh visit (especi
via photographs. In addition, they will be requested to share any photographs
they took during their tour to Bangladesh. Providing photographs is voluntary

What lel happen to the informatlion | provide? _ ] _ _

CKS AYF2NXNIUAZ2Y |INB uz2 0S dzZaSR AY
publications during or afterwards the award of the degr&ae audio recording
of interviews will be transcribed as teXdirect quotes from the interviews an
photographs provided by the participants will be referred under a unique cic
any human appears in the photographs provided by the participants, they w
anonymsed by pixelating before further processing of the data. Some sele
photographs would be used in the thesis and publications as exemj
t I NODAOALI yiaQ ARSyi(GAlGe gAff y2G oS
in any report or publication All information, which is collected about th
participant during the course of the research, will be kept strictly confiden
stored in a secure and locked office, and on two passvpoadected computers
All the other photographs not used in any report/publications ati audio
recordings of the interviews will be destroyadter the completion of the degre
and publications

What will be the outputs or outcomes?

The informationsLINRA Y| NAf & (G2 0SS dzaSR Ay (K
analysed and presented. Further, these will be used in consequent publicaj
during orafterwards the award of the degree.

Contact details

Principal Investigato\Vijethunga Mudiyanselage Heshani Uthpala Wijethunga, Room B22, Business
School South, Jubilee Campus, University of Nottingham, NG8 1BB.
wijethunga.wijethunga@nottingham.ac.uk

SupervisorsProfessor Caroline Tynai72,North Building, Jubilee Campus,
University of Nottingham NG8 1BBCaroline.Tynan@nottingham.ac.uk
Professor Jillian Rickl$34, North Building, Jubilee Campus,
University of NottinghamyGs 1BBJillian.Rickly@nottingham.ac.uk

Complaints and governance procedure:

If you wish to complain about the way in which the research is being conducted or have any
concerns about the research then in the first instance please contadPttirecipal Investigator or
supervisorP NJ 1 KS { OK22f Qa wSaSINOK 9iG4KAOa hTFAOSNY
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Davide Pero

Nottingham University Business School
Jubilee Campus

Nottingham NG8 1BB

Phone: +44 (0)115 846 7763

Email: davide.pero@nottingham.ac.uk

Research participant privacy notice

Privacy information for Research Participants

C2NJAYT2NNIGAZ2Y Fo2dzdi GKS ! yASBSNEAGEQE 206f A3 (A2,

touch with and your rights as a data subject, please visit:
https://www.nottingham.ac.uk/utilities/privacy.aspx

Why we collect your personal data

We collectpersonaldataunderthe termsofthe ! y A @ S RdyalQhayt€ia our capacityasa
teachingandresearchbodyto advanceeducationandlearning.Specifiqourposedfor datacollection

on this occasioris to analysethem in order to answerresearchquestionsofthe O y RA RiD( S Q a
research..

Legalbasisfor processingyour personaldataunder GDPR

Thelegalbasisfor processing/our personaldata on this occasioris Article 6(1a)consentof the data
subjectORArticle 6(1e)processings necessaryor the performanceof ataskcarriedout in the
publicinterest ORArticle 6 (1b) processings necessaryor the performanceof a contract ORArticle
6 (1f) processingds necessaryor the purposesof the legitimateinterestspursuedby the controller
mainbasis.

Where the University receives your personal data from

1 Personal data from publicly available sources e.g. via Instagram, official websites

1 and data provided by the interviewed participants

How long we keep your data

The University may store your data for up to 25 years and for a period of no less than afyesars

the research project finishes. The researchers who gathered or processed the data may also store
the data indefinitely and reuse it in future researchedéures to safeguard your stored data include
anonymgation of data.

Who we share your data with

Extracts of your data may be disclosed in published works that are posted online for use by the
scientific communityYour data may also be stored indefinitely on external data repositories (e.g.,
the UK Data Archive) and be further processed for archiving purposes in the public interest, or for
historical, scientific or statistical purposes. It may also move with theareser who collected your
data to another institution in the future.
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PARTICIPANT CONSENT FORM

Project title: The Role of User Generated Content in the Destination Image Formation of

Developing Countries
wS a S N K SAdhaingyMuliy@nselagdeshaniUthpala Wijethunga

{ dzLJS NIZ A a 2Pxdeskor Carofiree Ayrian and Professor Jillian Rickly

1 | have read théarticipant Information Sheet and the nature and purpose of the research
project have been explained to me. | understand and agree to take part.

1 | understand the purpose of the research project and my involvement in it.

71 lunderstand that | may withdraw from the research project at any stage and that this will
not affect my status now or in the future. | understand that a notice of withdrawal must
be sent within a reasonable time during or after data collection becausedveare that
it would not be possible to retract any data obtained once it is reported in publicagjons
for instance in a doctoral thesis or conference proceedings.

7 | understand that while information gained during the study may be published, the
researcher will take every effort to protect the anonymity of my identity.

1 1 understand that the interview will be audio recorded.

71 | understand that theanonymised photographs | proved of my Bangladesh visit will be
used for the research report and publications.

T L dzyRSNREGFYR GKFG GKS AYy(OGSNIDASG HRiotacted g A f €
computer on the university network and later transcribed for into word form for analysis.
These may be provided to the supervisors upon request. However, the pédetads of
the respondents will be kept anonymous.

71 | understand that | can grant permission to the researcher to contact me after the
interview with transcripts for validation and clarification of topics discussed.

7 | understand that | may contact the researcher or supervisor if | require further
information about the research and that | may contact the Research Ethics Coordinator
of the School of Business, University of Nottingham if | wish to make a complaimgelati
to my involvement in the research.

SIgnedX X X X X X X X X X X X X X X X X X X X X X X X X X X X 6wSaSl NOK

PrintnameX X X X X X X X X X X X X X X X X X BafeX X X X X X X X X X X X X

Contact details

ResearcheWijethunga Mudiyanselage Heshani Uthpala Wijethunga, Room B22, Business
School South, Jubilee Campus, University of Nottingham, NG8 1BB.
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wijethunga.wijethunga@nottingham.ac.uk

Supervisors:

Professor Caroline TynaB,72,North Building, Jubilee Campudniversity of Nottingham
NG8 1BBCaroline.Tynan@nottingham.ac.uk

Professor Jillian Ricki$34, North Building, Jubilee Campus, University of Nottingh:®8
1BB. Jillian.Rickly@nottingham.ac.uk

School of Business Research Ethics Coordinator: Dr Davide Pero;
davide.pero@nottingham.ac.uk
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Appendix 3: Characteristics of Popular Social Networking Sites (SNS)*

1. Facebook

2. Instagram

3. Pinterest

4. Twitter

5. YouTube

Can share more
elaborative messages
with text, photos, and

The main function is
photo-sharing.But
small videos also can

Photo sharing SNS.
This is the main
competitor to

Microblogging SNS
(Papapicco antYininni,
2019)

Video sharing SNS

(Statista, 2019).

sports, fashion, etc.
users can follow one
Iy 20KSNLAYW
GEATSET Y
on other pins. Gilbert
et al, 2013)

hashtags, @ mentions,
photo or video, URLS, o
geotags) (Voorveld et a
2018).

Type . , _
yp videos (Voorveld et al.,, | be shared $tatista, Instagram Gilbertet
2018) 2019 al.,2013
Users must register Users can post and Based on the Primarily deals with Deals with sharing
before using the social | share images online, | metaphor of a blogs, which allows VidG_JO- N
network and are free to | directly with their G LJA Y 0 2 I NR €| users to share message Ud”“keh"a_d't'oni‘_'
create a personal profile | friends and followers | & LJA y ¢  LJIK 2 (| usually limited to the : dz’csrezgfnoer\‘,v'”e
to interact with other on th.e social network orggnse them.lnto number of characters exposures, as the
How it users whom they can adq (Statista, 2019). topical collections, (Berthon, etal., 2012 | video reaches new
functions as friends. such as hobbies, i.e., 140 characters (with viewers across socia

media such as
Facebook, Twitter,
LinkedIn, and
Googlep.




Individual members (Zhu

Content posted not the profile (Zhu and Che

Individual members

Content posted not

Focal point | and Chen, 2015) 2015) (Zhu and Chen, 2015) | the profile (Zhu and
Chen, 2015)
The topics typically Discussions and comments are based on The topics typically Discussions and
related to the person (Zh{ contents posted not relating to a person (Zhu | related to the person comments are based
Nature of and Chen2015) and Chen, 2015) (Zhu and Chen, 2015) | on contents posted
information not relating to a
person (Zhu and
Chen, 2015)
To make connections To make connections mainly because they liki To make connections | To make connectiong
mainly because they are | the content and certain profile providers; but | mainly because they ar¢ mainly because they
interested in the user not because they are interested in the user interested in the user | like the content and
The main behind the profile (Zhu | behind the profile. behind the profile (Zhu | certain profile
purpose of | and Chen, 2015) (Zhu and Chen, 2015) and Chen, 2015) providers; but not
users because they are
interested in the user
behind the profile.
(Zhu and Chen, 2015
Intended for a specific
Intended person or a small group/
audience audience (Zhu and Chen| The public (Zhu and Chen, 2015)

2015)

Characteristics
and use

I Used for social
interaction (Voorveld et
al., 2018)

 Used for social 9 Users can follow
interaction 2y S ' I 3/? U K S
(Voorveld et al LAYyex at Al

2018) like Facebookl Comment on other

I Not exclusive
1 No permission
restrictions

9 Advertising
exposure is free.

9 Advertising is
unlimited.




/ dza 2 YSNAQ
to remain up to date
(Voorveld et al, 2018)
Exclusive (Zhu and
Chen, 2015)
Generally, with
permission restrictions
(Zhu and Chen, 2015)
Users can message
each other (Statisa,
2019)

Allows communication
using more elaborate
messages (Voorveld et
al., 2018)

Allow creating user
groups. E.g., based on
workplace, and school
(Statista, 2019)

Users can update their
status and other
content (Statista, 2019)
Users can interact with
a wide selection of
other applications (e.qg.
socialgames

f

f

Customers
experience as a way
to remain up to date
(Voorveld et al,
2018) similar to
Facebook.

Not exclusive (Zhu
and Chen,2015)

No permission
restrictions (Zhu ang
Chen,2015)
Messages are
customsed for a
specific topic (Zhu
and Chen,2015)

pins. Gilbert et.al,
2013)

Connection
requires only
one-way
initiation.

9 Ads are highly cos
efficient.

9 Advertisers can
upload as many
videos as they wis
at minimum cost.

1 almost no length
restriction on
YouTube ads

1 Viewership is
voluntary.

9 Complements TV
advertising in new
and important
ways.

T Marketers can
publish ads on
YouTube as pre-
test before placing
them in paid TV
channels.

T Marketers can use
paid TV channels 3
a seed to influence
the sharing of ads
that are uploaded
to YouTube.
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Instagram) (Statista,
2019)
Accessible to mobile
web users (Statista,
2019)

(Telliset al,, 2019)

*Selected four most popular SNS in the UK (Statista, 2019) namely, Facebook, YouTube, Twitter, and Instagram. In ratédésdny s

included in the analysis due to the following reasons.
1 The focus of the thesis is to analyse photographic content shared on a selected SNS platform.

1 Pinterest is a prominent pictursharing SNS platform and the main competitor for Instagram.

1 Thus, Pinterest seems to be a suitable platform to be included in the consideration set as a potential candidate seikataettdGC

for the thesis.
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Appendix 4:Coding Manual

This manuapresents the content
categories with exampleand hence
guidelines for coding the imagamples
of thisthesis.

Coding
Manual

Wijethunga Wijethunga
.




Coding Manual

Instructions for the coder andwo academic researchensho are coding to assure
reliability

1 The following document presents the general guidelines to follow when categorising the
photographs in the UGC and DMO samples.

I Each main category, generic category and subcategory was explained with photographic
examples, which were extracted from the samples.

1 The UGC, DMOand DM@ samples should be classified separately from each other. Any
image can be categorised into multiple categories, limited to a maximurfowf
categories
o0 However, an image can be categorised into different multiple generic categories

within the same main category, but an image cannot be coded into more than one
sub-category within the same generic category. For example, a photo of a sunset on
a beach can beategorised intdcean and Beacheab-category under NVR as well

as theSky Scenergub-category under N5, where NNVR and NS are two generic
categories of the main categomature However, the same image cannot be coded
into Land Scenerf&LS) andsky ScenerfsSS), which are two subcategories of the

generic category$cenery¥N-S) under the main categoridature (N).

1 The o academic researchergho are coding a subset of the samplen classify
photographs by choosing either one of the following techniques.

a.) Using Folders:Under each sample, a set of empty file folders were created for
each subcategory. Then one image was taken at a time and categorised into
relevant subcategories (or generic categories in the absence of a subcategory)
up to 4 best fitting abcategories.

b.) Using Excel spreadsheetExcel spreadsheet was created by putting all the
subcategories in columns followed by the first column to insert the reference
number allocated to the image (e.g., images referred to as UGC_1 to UGC_50
and DMO_1to DMO 50injuSga Q &l YLIX S0 WwdzRaISa OFy (|
and classify them into the selected categories by typing 1 to 4 in the relevant

row according to the order they want to classify.
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Main Category 1: History and Cultu(eiC)
There are five generic categories and nine -sategories accumulated under the main
category HC. HC covers photographs resembling archaeological sites, Bangladesh liberation
war and independence celebrations, and the national culture of Bangladesh mgludi

festivals, arts, and crafts.

1.1 Archaeological sites (HES)
1.1.1 Historical religious buildings (A3B)
1.1.2 Ruins and archaeological museums {RS)
1.1.3 British colonial architecture (ABA)
1.1.4 Historical norareligious buildings (ASIR)
1.2 Bangladesh liberation war and independence celebrations-(t&}
1.3 Significant modern buildings (H@B)
1.4 Culture and festivals (HCF)
1.4.1. Festivals (GF)
1.4.2. Traditional dress codes and artifacts {@F
1.5 Arts and crafts (HAC)
1.5.1 Painting, art photography and exhibitions (&)
1.5.2. Sculptures and handicrafts ¢88)

1.5.3. Performing arts and performances {RAP)

1.1 Archaeological Site$iCAS
This generic category includes four subcategories that include both religious ard non
religious historical buildings, sites, and artefacts; buildings belonging to the colonial era and

finally ruins with historical value and archaeological museums.

1.1.1 Historical Religious Buildings (#&B)

ASRB subcategoryncludes religious buildings, sites, and artefacts with historical and
archaeological value that were built before the colonial &@&RBmay include buildings such

as ceremonial centres, temples, and mosques that are in a good condition that use for
religious observances even in the present day. Ruins that are not in use for religious

observances at the present day are excluded frorRBS
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Arifail Mosque

[

Source: beautifulbangladesh.gov.bd
(Photo top:Arifail mosque that was built in the sixteenth century
Photo bottom left: The Shiva temple, the largest temple in Bangladesh.
Photo bottom right: The Sixty Dome Mosque, a UNESCO World Heritage Site)

1.1.2 Ruins and Archaeological Museums {R9)

This subcategory includes prehistoric and historic archaeological sites with structures
decayed with time, deserting, or ignorance. For example, the Pahapur Buddhist monastery,
Temple of King Vorot and Rocks Museum. Museums displaying the remaining suclyguildin
statues, artefacts, etc. from prehistoric and historic periods are also includediever, ruins

belonging to the colonial era or afterwards are excluded frorRNG
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Varendra Research Museum

Source: beautifulbangladesh.gov.bd
(Photo top left and right ruins of the Pahapur Buddhist monastery a Unesco world heritage
site; Photo middle Rocks Museum containing archaeological and traditional artefacts;

Photo bottom:Varendra Research Museum containing a collection of ancient artefacts and
antiques)

1.1.3 British Colonial Architecture (AlBA)
Indian subcontinent under British rule between the years 185847 was referred to as the
British raj.ASBAincludes buildings with historical value that were built during the British
colonial era either by British rulers or natives during that persgth as residencies,
churches, cemeteries, and fortresseéehey are mostly inspired by British and European
architectural designs. Thimay include both religious and nerligious buildings, that are

well-standing structures or ruined.

(RRT x
i ' I e
- A S S =0

Source: beautifulbangladesh.gov.bd
(Photo top-left: Curzon Hall of the University of Dhaka, built by the Briggloto top¢
right: The Rose Garden Palace, a former residence of a native Hindu laRtiora;middle
-left: Ruined structure dfakumari Jomidar Bari, a residence of a natRieoto middlec

right: Chattogram war museum built for armed forces died during the second world war;
Photo bottom:Oxford mission church)
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1.1.4 HistoricaNon-Religious Buildings (ASR)

ASNR includes historical buildings and sites that are not built for religious purposes and that
are built before the colonial era. AR may include buildings such as residencies and
fortresses and are used for different purposes at present as well.>X@onge, the national
museum of Bangladesh is establishedAhsan Manzithat was built during 18594872 by
following IndeSaracenic Revival architecture. This wasdtfieial residential palace and the
seat of the ruler of Dhaka by then. If the architectural design is not the foci of the image but

an artefact in the museum is the foci of the image, such images are not categorised here.

Ahsan Manzil

1

Source: beautifulbangladesh.gov.bd

(Photo top: Ahsan Mansi,l theofficial

residential palace and seat of the Nawab
Dhaka; Photo middle:ldakpur fort built in
1660AD to protect Dhaka from foreig
invasions;Photo bottom: Tomb ofBibi Par;j

a Part of the Lalbagh fort)

1.2 Bangladesh Liberation War and Independence CelebratiétGLO

HCALC generic category includes images covering two major movements relating to the
Bangladeshi independence struggle. Namely, the Bengali language movement 661952
and the Bangladesh liberation war in 1971. SoLldGncludes historical photographfstioe

Bangladesh liberation war, preseday celebrations of the Independence Day, a liberation
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1N YdzaSdzYs FyR Y2ydzySyida odafd G2 O02YYSYZ2NI
aAdLYolQ YR WbhbldA2ylFf alNIH&@NRaE YSY2NRIf QOO
Sheikh Mujibur Rahmanhe Bengali leader of the independence war and the first prime

minister of Bangladesh are also included here. Such memorials have been held as a part of

independence day events, remembrance events on his birthdays and museums dedicated to
him, etc.

Sourcebeautifulbangladesh official
Instagram page

(Photos:Tributes in front oCentralShaheed
Minar)

National Marlyrs’ Memorial

Source: beautifulbangladesh.gov.bd

(Photo topb I G A2y f Y NI @ NR
remembrance of 1971 independence war heroes.
Photo middleleft: Sheikh Mujibur Rahmar
memorial mnuseum

Photo middleright:  Sheikh Mujibur Rahmar
addressing the nation;

Photo bottom-left: Thousands of peopiaternally
displaced during the 197denocide in Bangladeyh
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1.3 Significant Modern Building$HCMB)

HCAMB includes images of both the interior and exterior of significant buildings with

modern architectural styles, such as the national parliament house of Bangladesh.

Source: beautifulbangladesh.gov.bd
(Photos National parliament house of Bangladesh)
1.4 Culture and Festival$i{GCH

HCACF generic category includes two stdiegories to cover festivals and traditional dress

codes of Bengali people.

1.4.1 Festivals (GF)
CFF includes celebrations of different religious or rratigious traditional festivals. Such
may include people with or without special costumes or dress codes, as well as different

artefacts and festive locations.

Pahela Baishakh

Source: beautifulbangladesh.gov.t
(Photos: People celebrating festivals with the structures ai
artefacts)

1.4.2 Traditional Dress Codes and Artefacts-{@F

CFD includes images containing traditional dresses, traditideatival costumes, and

natives in their traditional attire.
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1"\*4*

(Photo left: A girl in traditional festive attireéSource: beautifulbangladesh.gov.b&hoto
right: A woman in traditional attireSource: Instagram

1.5 Arts and CraftsHG AQ

HCAAC category covers arts and crafts produced by local people such as folk art, museum

FNIGEZ Y2ZRSNY FNIX 2N adiNBSi

F NG NBFESOGAyYy3

category consists of three subcategories that include paintings, ¢ximibj sculptures,

handicrafts and performing arts.

1.5.1 Paintings, Art Photography, and Exhibitions {RE)

ACPE includes folk art, modern art, and street art by local people in the forms of paintings,

I NI LIK23G§23INFLKe& FyR 2NHIFYAT SR

SEKAOAGAZY A

culture. Portraits, natural scenery, or landscapes are not to be considerpti@ography.

SR

PR \ =

(Photo left: Arts exhibitionPhoto middl
(Photoright: Paintings)Sourcebeautifulbangladesh official Instagram page

1.5.2 Sculptures and Handicrafts (AH)

e:Painting)Source: beautifulbangladesh.gov.bd

AGCSH includes folk art, modern art, and street art by local people in the forms of sculptures,

KFYRAONY Fiida FyR 2NHFYAT SR

culture.

FIANBKSEKAOAGARY A
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(Photo left:coloured potsPhoto middlehandicrafts kept in stoles at a faPhoto right:
Bust of Mir Mosharraf Hossain, a renowned Bangladeshi ajuthor

1.5.3 Performing Arts and Performances R@)
ACPP includes traditional or modern performances in form of dance performances, staged
drama, singing and musical shows. -l may include acts or performances with

entertainment purposes, religious purposes or other purposes, which were performed at

festivals, fairs, concerts, streets, or national events.

Lalon Fair

performanc@ Source: beautifulbangladesh.gov.bd
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Main Category 2: NaturéN)

The second main category, Nature consists of four generic categories and-¢@tsgbries.
These include nature and natural scenery, such as rivers, waterfalls, oceans, beaches, land
scenery, sky scenery, forests, jungles, trees, plants, flora, as waaliraals, birds, insects,

and marine life.

2.1 WaterBased Natural Resources\(XR)
2.1.1 Rivers, lakes, and natural poifdéRR)
2.1.2 Ocean and beaches (WIfS)
2.1.3 Waterfalls (WHRV)
2.2 Scenery (%)
2.2.1 Land and natural sceneryl(S)
2.2.2 Sky scenery-&S)
2.3 Forests, Trees, and FloraKN)
2.3.1 Flowers (FF)
2.2.2 Trees and plants (N#P)
2.2.3 Forests, woodlands, and jungles-kBJ-
2.3 Wildlife (NWL)
2.3.1 Wild animals (WWA)
2.3.2 Birds (WHB)
2.3.3 Insects (WD
2.3.4 Marine life (WAML)

2.1 WaterBased Natural ResourceSHWR)

N-WR generic category has three subcategories, that includes photographs consisting of
water resources such as inland water resources including rivers, waterfalls, and other kinds

of natural reservoirs as well as the ocean and beaches.

2.1.1 Rivers, Lakes, and Natural Ponds (R\R

WRR includes images of any natural source of inland waters, such as rivers, and natural
water reservoirs as lakes, ponds, and pools. Images with inland waters resources at their foci

but with a minor presence of people or artefacts such as boats areategorised into this.
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Source: beautifulbangladesh.gov.bd

(Photo top:A scenery of a river without any human presemteto bottomleft: A scenery
of a river with minor presence of people and artefaBPtspto bottomright: A scenery of a

river with the presence of bogts

2.1.2 Waterfalls (WRN)

Photographs with the waterfalls as their foci, even with the minor presence of people and
artefacts are categorized undef/8.

Source: beautifulbangladesh.gov.bd
(Photo topleft and right: Sceneries of waterfalls without any human presecteseup
and capture from distanc&hoto Bottom: A scenery of a waterfall with the people)
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2.1.3 Ocean and Beaches (WIF5)
WROS includes closaps or distant shots taken of the Indian Ocean and different coastlines
and beaches of Bangladesh. Such images can contain the minor presence of people or

animals and artefacts such as boats, ships, fishing equipment and umbrellas.

(Photo topleft: A scenery of the
Indian Ocean without any huma
presencefrom distancePhoto top
right: Scenery of a beach with th
presence of boats and focused on .
Anker; Photo Bottom: Scenery of
sunset at a beach with people)
Source: beautifulbangladesh.gov.b

2.2 SceneryN-9

N-S generic category consists of two 2 salegories that refer to pristine nature. Images
included here are either panoramic or clesps of mountains, forests, jungles, sky, sunset,
sunrise, clouds, rivers, lakes, beaches, grottos, caves, etc. Minarfnatated elements can

be present in the photographs.

2.2.1 Land and Natural Scenef$LS)
Both the land and natural scenery were categorised unde6SSome photos are with a
minor presence of people or manmade artefacts suctbaiglings, while the focus is the
natural and land scenery. Most of the photos included undeSSnay be panoramic views

of land rather than closeps.
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Source: beautifulbangladesh.gov.bd
(Photo topleft: Panoramic view of a mountain rangehoto topright: A distant shot of a
land scenery with the presence of buildingspto Bottom:Panoramic view of land)

2.2.2 Sky Scenery{8S)

SSS includes photographs with sky scenery, where in some cases parts of the land are also
accounting for a considerable portion. If the focus of the photograph is the scenery in the sky
such as patterns formed by clouds and colours of the sky, they va¢egarised under-SS.

Minor presence of people and other manmade artefacts can be visible in some of the photos.

Most photographs can be panoramic views.

Source: beautifulbangladesh.gov.bd
(Photo- left: Panoramic view of land and sky with clouds at the flegto- right: Sky
scenery at a sunset with a concrete bench)
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2.3 Forests, Trees, and Flofg-EH

The generic category,-NF covers photographs of flowers, trees and plants as wigfests,

woodlands and jungles.

2.3.1 Flowers (FF)

FFF includes closap or distance shots of flowers. Such may include flowers in trees, ponds,
lakes, or grown on the street sides as well as flowers at flower shops, botanical gardens, with
florists or street sellers. Images may have the minor presence@plp insects, and birds,

but the flower/s at the foci of the image.

Source: beautifulbangladesh.gov.bd
(Photo- left: A man plucking water lilies in a water lily yaRhoto- right: Water Lilies, the
national flower of Bangladesh)

2.3.2 Trees and Plants (HIP)
A single tree or few trees or small plants at the foci of the image are coded undét. Hfis
may include clos@ps of parts of a tree such as leaves, or tree trunks. Minor presence of

people, insects or birds may present in the picture.

W

Ag e o y
e, B ot
MID FEBRUARY - MID APRIL

Spring

(Photo left: A tree at the foci in a mustard yard; Photo middle: a tree leaf; Photo right: A
closeup of a palm treePhoto left Source: beautifulbangladesh.gov.b&hotos middle
and right Source: Instagram
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2.3.3 Forests, Woodlands, and Jungles-EdiF

Dense or moderate coverage of land with trees, bushes, and greenery, which dominates the
photograph is coded as NFR. This includes forests, jungles, swamps, mangroves, and
woodlands as well as wildlife sanctuaries and national parks:INtowever, corsti only of
forests, jungles, or any aforementioned categories that are natural formations or
afforestation Farmlands or plantations with economic purposes (e.g., Tea plantation, paddy
field) are not to be included under f/3. Images with the minor prese of the animals and
people such as explorers, travellers, or natives in such landscapes, but they were not the foci,

can be included in HRJ.

(Photo topleft: Closeup of a mangrove foresBhoto topright: A panoramic view of a
forest; Photo Bottom:people boating through a swamp forest)
Source: beautifulbangladesh.gov.bd

2.4 Wildlife (N-WL)

Generic category WL includes images of wild animals such as mammals, reptiles, birds,
marine life, reptiles, amphibians, and insects as one of the foci of the picture. Avid dbes

not include any domesticated animals or animal/bird/marine life/mammats #tat live in a

zoological park/garden or animal in any other manmade environment.

2.4.1 Wild Animals (WAWVA)

WL-WA includes photographs of the mammals and the reptiles that spend most of their life

on land (not water) as individuals or in their herds. This category does not include any animal
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