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A PICTORIAL ANALYSIS OF DESTINATION IMAGES
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ABSTRACT. Based on the recent trend that social network sites (SNSs) have been replacing
traditional sources of information, this study seeks to examine the representative characteristics of
pictorial information in both destination marketing organizations’ (DMOs) websites and SNSs (i.e.
Pinterest.com), focusing on three major cities in Japan. Analyzing photos in terms of 13 categories,
this study revealed that differences exist between two channels indicating an inconsistency between
travelers’ interests and marketers’ projections. Based on the results, the study suggests possible
DMOs’ marketing strategies utilizing SNSs to facilitate and reinforce favorable destination images.

KEYWORDS. Destination image, destination marketing organizations, Pinterest, social network
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INTRODUCTION
The development of social media technology
has changed the way tourists search for information as well as the way destination marketing
organizations (DMOs) promote their product.
Ofﬁcial DMO websites have become major
information sources for travelers because the
information searching patterns of tourists have
changed (Presenza, Sheehan, & Ritchie, 2005).
Meanwhile, social network sites (SNSs) play
vital roles in the trip decision-making processes,
such as probing destinations, searching information, and sharing electronic word-of-mouth
(eWOM) (Zeng & Gerritsen, 2014). With the
rapid growth of SNSs, travelers share their trip
experiences by posting photos and comments

during and after travel (Chung & Koo, 2015).
As with DMOs’ ofﬁcial websites, SNSs have
become critical channels for providing tripplanning information related to destinations,
accommodations, restaurants, tours, and attractions for potential tourists (Hays, Page, &
Buhalis, 2013). Similarly, the practitioners of
DMOs have realized the importance of SNSs
for creating synergistic effects of promotion and
marketing, especially in coordination with their
ofﬁcial websites.
Recently, DMOs and other destination marketers have become more interested in imagesharing SNSs that contain photos or pictorial
information, such as Pinterest and Instagram,
rather than text-based networks (Mull & Lee,
2014). Presuming that visual images are more
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effective at giving people information than
other sources (Kim, Kim, & Wise, 2014),
more DMOs have attempted to utilize imagesharing SNSs as marketing tools. With growing
interest in image-based SNSs, research and
managerial attention has been given to: (1)
what types of photos are pervasive on the
SNSs, and (2) whether these are consistent
with information projected by the DMOs, thus
allowing them to reinforce positive images and
eliminate unmatched or hostile images, if necessary (Stepchenkova & Zhan, 2013).
The notable trend in traveler information
searching on image sharing SNSs has given
birth to burgeoning pictorial information
research focusing on how people appreciate
visual information on SNSs. Despite the changing trends of both traveler information searching and DMOs’ marketing strategies, there are
relatively few research endeavors examining
destination images in promotional materials
and vehicles (Stepchenkova & Zhan, 2013).
To date, the research about destination images
on SNSs has few issues. In terms of research
method, ﬁrst, a majority of research on projected destination images employed structured
surveys and textual data from blogs and websites (see for example Çakmak & Isaac, 2012;
Chen & Phou, 2013; Kim, Holland, & Han,
2013; Xue, 2013). The methods, however, cannot examine the perceived images of destinations on SNSs (Stepchenkova & Zhan, 2013)
since they only focus on text-based messages on
blogs and websites. In addition, the structured
surveys are limited to access the holistic images
of destinations because they cannot adroitly
measure the dynamic and various images created by users. Another issue is that the majority
of studies have focused on user characteristics,
motivations for sharing information, and satisfaction with information quality, resulting in a
lack of ﬁndings relating to image contents per
se. These issues call for various methodological
approaches to better understand the effects of
photos on travel-related SNSs.
With this in mind, this study will (1) identify
the representative characteristics of pictorial
information in both DMOs’ websites and
SNSs such as Pinterest, and (2) analyze whether
there are differences in the characteristics of

pictorial information between them. We chose
to focus on three major cities in Japan, namely
Tokyo, Kyoto, and Osaka, based on comparative content analysis after text mining in Twitter.
By exploring their differences, we are able to
grasp to what extent DMOs’ projected images
match perceived images on Pinterest.com.
Based on the results, we also provide some
meaningful suggestions regarding how DMOs’
websites are incorporated into image-based
SNSs.

LITERATURE REVIEW
Projected Image Versus Perceived Image
Travelers have perceptions of speciﬁc
objects, and these perceptions have been linked
to their preference and choice of destination
(Murphy, 2000). Similarly, a destination image
is formed in travelers via a variety of channels,
and it signiﬁcantly inﬂuences their choice of
destination (Song, Wen, & Tsai, 2013). There
are several dimensions to use in analyzing the
destination image: attribute versus holistic,
functional versus psychological, or common
versus unique (Echtner & Ritchie, 1993). The
majority of studies on destination images have
focused on travelers’ perceptions revealing that
the most salient dimensions of destination
images are derived from the perceived image.
One drawback of traveler perception-based
research is that projected images produced by
marketing stimuli have been neglected in destination image studies.
Previous studies deﬁned the projected image
as a supply-side image and the perceived image
as a demand-side image. Speciﬁcally, Govers,
Go, and Kumar (2007) explained that the projected image is produced by the DMO’s promotion and marketing activities, while the
perceived image is formed through sharing
activities of tourists. Both images appear to
inﬂuence tourist behavior equally (Farmaki,
2012). Andreu, Bigné, and Cooper (2000)
argued, therefore, that it is essential to analyze
both images to understand tourist decision-making behaviors. However, there has been a lack
of research regarding both images. More
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speciﬁcally, a comparison between two images
is needed to bridge the gap between the traveler-perceived image and the DMO-projected
image.
Some researchers found that interpretation of
the image could be affected by two types of
factor: external and internal. External factors
comprise direct and indirect sources, causing
misrepresentation of the projected image, and
internal factors are related to information processing limitations of the consumer, affecting
the perceived image (Andreu et al., 2000).
Other researchers employed “pull” and “push”
factors to conceptualize the two images.
Baloglu and Uysal (1996) described the pull
factor as how tourists are attracted by the destination area and the push factor as how tourists
are pushed by motivational variables into making a travel decision. Based on this explanation,
research on the destination image regarded the
projected image as a pull factor and the perceived image as a push factor.
In the concept of integrated marketing,
organizations must communicate their value
propositions to customers through incorporated
themes, languages, and images (Kotler, Bowen,
& Makens, 2006). In this sense, DMOs also
need to check their performance of integrated
marketing by examining the gap between various channels. When considering the concepts
and reviews of the projected and perceived
images, how the images are compared may
play a pivotal role in determining whether
there is a gap between them. To examine the
gap, we used the DMOs’ photos as projected
images and Pinterest’s photos as perceived
images. Pinterest’s pictures acted as perceived
images for several reasons: (1) SNSs are used as
a tool to share tour experiences and to express
traveler perceptions of destinations they visited,
especially on an image-based platform, and (2)
Pinterest’s photos show not only where travelers
have been, but they also reﬂect their perceived
images of visited destination based on their best
reminiscences. Consequently, by analyzing
photos from DMOs and Pinterest, we could
evaluate whether the promotion and marketing
of DMOs was carried out appropriately. Based
on our results, we will be able to show the
perceived images of tourists to each DMO.
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DMO Websites
DMOs are deﬁned as the organizations that
function to promote their tour destination to
potential tourists (Li & Wang, 2010). Kim,
Hwang, and Fesenmaier (2005) argued that
an optimal combination of advertising media
can be found for attracting tourists. When
planning to travel or when selecting travel
destinations, people generally search for information about the destination by typing keywords (i.e. Japan, Tokyo) into an Internet
search engine. If the ofﬁcial DMO’s website
is found, it is likely visited ﬁrst rather than
other information channels. In the sequence of
the typical information search process, websites are the ﬁrst entrance of information
search. When travelers search online for travel
information, they are also exposed to the
photos of destinations that inﬂuence the formation of destination images. This search process reveals that people can not only obtain
information about their travel destination, but
also form an ideal image through an Internet
search. Therefore, DMOs’ websites play a
signiﬁcant role in the destination image-making process and are even more inﬂuential than
traditional marketing channels such as television, radio, newspapers, and magazines (Song
et al., 2013).
As the Internet has become a primary
resource of travel information, most DMOs
pay more attention to their websites and invest
more in online promotion and marketing.
Recently, a noticeable trend in DMOs’ webmarketing has been that DMO website content
has shifted from text-based to image- and animation-based. Many studies reveal that visual
stimuli inﬂuence receivers more than audio- or
text-based stimuli (see for example Kim et al.,
2014). Photos play an especially important role
in web promotion, and DMOs have been making substantial efforts to provide a variety of
photos (Akehurst, 2009; Hsu, Kang, & Lam,
2006) to establish certain images of their destinations. Consequently, the photos on DMOs’
websites might be regarded as the representative
destination image of suppliers. These photos are
an indispensable factor of destination image
research.
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SNS and Pinterest
In traveler information searches, SNSs have
been replacing traditional sources of information (Fotis, Buhalis, & Rossides, 2012), changing the way tourists search, and inﬂuencing all
the steps of the decision-making process
(Chung & Koo, 2015). SNSs have become
hubs for travelers to disseminate information,
experiences, and so on (Vermeulen & Seegers,
2009). Because of a change in their status in the
tourism industry, SNSs are more strongly inﬂuencing their users (Hays et al., 2013).
According to a recent market report, for
instance, 55% of respondents who use
Facebook said their travel plans are inspired
by their friend’s photos, 33% have changed
their hotels, and 7% have changed their destination due to the inﬂuence of SNSs (Morrison,
2015). Corresponding to the growth of SNSs,
many DMOs have been treating SNSs as an
alternative marketing tool to solicit tourists
(Zeng & Gerritsen, 2014).
Pinterest is ranked third overall, and ﬁrst
among image-based platforms (Pew Research
Center, 2014). Another study shows that the
proportion of adults using Pinterest has signiﬁcantly increased, and that people are more interested in image-sharing SNSs than text/imagecombined formats (Mull & Lee, 2014). By
allowing its users to collect, organize, and
share content based on what they want,
Pinterest could have huge growth and popularity (Han et al., 2014). It has characteristics that
differ from those of other SNSs, such as how
users concentrate on their personal interests by
relating to others through common interests
rather than by personal status updates
(Hambrick & Kang, 2014). Consequently, people can share their images of tour destinations
and obtain images of destinations more easily
using Pinterest.
Uploaded photos on Pinterest can be a critical index of visitors’ travel experiences or destination images because tourists tend to store
their travel experiences in the photos (Govers
et al., 2007). Munar and Jacobsen (2014)
argued that travel experiences are shared via
photographs, emoticons, and comments on
SNSs. To date, several studies have addressed

SNSs in the ﬁeld of tourism and hospitality.
However, they mainly focused on online
reviews or information searches. There is little
research relating DMOs’ websites and SNSs,
especially in terms of photos. Considering the
strength of the effect of pictures on receivers
who are searching the information on their tour
destinations, it is necessary to study the photos
on both DMOs’ website and SNSs. It is also
important to examine whether there are the differences of photos’ images between DMOs’
website and SNSs for integrated marketing
communications.

Photos and Pictorial Analysis
A destination’s image is generally promoted
by photos because traveling is viewed from a
visual perspective (MacKay & Fesenmaier,
1997); photos can be understood as a compression of the destination’s image (Pan, Lee, &
Tsai, 2014). Travel photos play a variety of
roles in tourism (Lo, McKercher, Lo, Cheung,
& Law, 2011) and are regarded as an essential
part of trip activities (Donaire, Camprubí, &
Galí, 2014). According to Pan et al. (2014),
tourists take photos on every trip, and these
photos are a result of what they want to express.
Furthermore, most destination marketers have
been utilizing these photos as promotion tools.
This is because visual images have a greater
impact on people’s memories and attitudes
than other forms of messaging, such as text,
sound, and so on (Kim et al., 2014). Visual
stimuli are more easily recollected, affect people’s attitudes toward objects, and are more
efﬁcient than words at affecting memories and
impressions (Ye & Tussyadiah, 2011).
Because photos play important roles in both
destination image formations for travelers and
promotion of those destinations by DMOs, it is
necessary to study the roles they play in the
ﬁeld of tourism and the effect they have on
tourists’ decision-making processes. Therefore,
many studies of the relationship between photos
and tourism have been conducted (Donaire
et al., 2014). Previous research addressing
photos employed both quantitative and qualitative methodologies. According to Stepchenkova

Seob-Gyu Song and Dae-Young Kim

and Zhan (2013), photographs can be analyzed
through content analysis, semiotic analysis, or a
combination of the two; they employed content
analysis as the primary method because of its
ability to handle a qualitative dataset in a systematic way. Albers and James (1988, p. 145)
said, “Content analysis has occupied a privileged position in the social sciences as a method
for studying photographic media.” Thus, a
majority of research analyzing photos used content analysis because of the characteristics of
photos as a data set. When symbolic content
needs to be evaluated systematically, it must
be used in an objective, systematic, and general
manner for reliability (Donaire et al., 2014).

Destination Image of Japan
Japan is an island nation located in northeastern Asia. Its four major islands (Hokkaido,
Honshu, Shikoku, and Kyushu) comprise the
majority of its 377,873 km2. Its climate is
mainly temperate, and topographical features
include coastlines with varied scenery and towering mountains. In addition, it has 16 World
Heritage Sites. Between the mild climate and
historic attractions, foreign travelers of Asian
countries are fascinated. In January 2014, the
number of foreign visitors was about 944,009,
and in January 2015, it was 1,218,393, which
represented a 29.1% year-over-year increase.
This growing trend has endured over the last
three years (Japan Tourism Marketing Co,
2015).
When searching the Japan National Tourism
Organization (JNTO) websites, it seems like
JNTO is making tremendous efforts to use
their website and SNSs as marketing tools.
They manage separate local DMO websites
and Facebook accounts for visitors from several
target countries. Facebook accounts target visitors from the United States (US), Canada, the
United Kingdom (UK), France, Germany, South
Korea, Hong Kong, Taiwan, Singapore,
Indonesia, Thailand, Vietnam, Australia, India,
and Russia, and contain marketing materials in
the language of the potential visitors.
Furthermore, news that people from these target
markets might be interested in is posted.
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Even though international travelers to Japan
are becoming more numerous, and Japanese
DMOs’ efforts to utilize online tools are greater
than those of travelers to other countries, it is
essential to determine whether travelers’ perceived images coincide with the projected
images of the marketers. This must be done to
evaluate the directions that marketers must take.
It will be possible to adjust and revise their
promotion directions only if they determine
whether there is a gap between the projected
and perceived images. Despite this need, there
are few studies of Japan’s destination image,
especially using photos of Japan.

METHODOLOGY
The Processes of Analyses
The purpose of this study was to identify the
representative characteristics of DMOs’ photos
and Pinterest’s photos, and to analyze the differences between them. Our procedure is
depicted in Figure 1. Brieﬂy, to select the representative destinations of Japan, we mined
Twitter data, then chose three Japanese cities
(Tokyo, Kyoto, and Osaka). We collected
photos from DMOs’ websites and Pinterest,
then established suitable categories based on
previous research in which to separate the
photos. Categories were adjusted if necessary.
Several statistical analyses were then
conducted.

Data Collection
Twitter texts related to Japanese tourist destinations were mined using the publically available
Twitter
Application
Programming
Interface, which allowed collection of a limited
ﬂow of entire tweets (Park, Jang, & Ok, 2015).
The phrase “Japan travel” was used as a keyword, and 24,123 tweets composed in English
were gathered. The tweets were posted from
December 5, 2014, to January 13, 2015. The
destinations were ranked, and the three most
highly ranked cities of Tokyo, Kyoto, and
Osaka were chosen.
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FIGURE 1. Analyses Procedure

Conduct Text Mining (Twitter)

Categorize Photos

Choose Target Cities

Revise Categories

Collect Photos (DMOs, Pinterest)

Categorize Photos

Set up Categories

Conduct Statistical Analyses

Notes. DMO: destination marketing organization.

Photos produced by the DMOs represented
the projected images. To collect these photos,
we searched the ofﬁcial websites of each city
and used the photo galleries. About 300 images
of Tokyo (gotokyo.org), 160 images of Kyoto
(kyoto.travel), and 280 images of Osaka
(Osaka-info.jp) were downloaded. Photos
posted on Pinterest (www.pinterest.com) represented the perceived image. Two hundred recent
photos of each city were collected. To gather
photos related to travel, keywords such as
“Tokyo” and “travel”, “Kyoto” and “travel”,
and “Osaka” and “travel” were used, and photos
were selected starting from the top, preferentially. All DMO photos were collected between
January 23 and January 26, 2015, and the
photos on Pinterest were downloaded on a single day because there was little change in the
order of the photos from day to day
(Appendix 1).

Data Analysis
Content analysis was used to examine the
photos. According to previous research
(Stepchenkova & Zhan, 2013), 20 categories
are assumed to represent all the necessary attributes of a photo. We used these 20 categories at
ﬁrst. While categorizing pictorial data, however,
we found that categories needed to be revised to
code the data more accurately. All categories
were set and reﬁned through several discussions
about the adjusting unmatched codes and

developing the most suitable category set.
Weber (1990) argued that each unit of content
should be sorted into one category. Similarly,
Krippendorff (2004) stated that each photo
could be regarded as one unit. With these
ideas in mind, we classiﬁed each photo into
one category, of which there were 13: (1)
Modern Architecture, (2) Art Object/Statue, (3)
Festival/Ritual, (4) Food/Restaurant, (5) Leisure
Activity/Facility, (6) Nature/Nature Landscape,
(7) Ordinary Scene, (8) Other, (9) Religious
Building/Object, (10) Traditional Art Work/
Object, (11) Traditional or Historic Building,
(12) Transport/Infrastructure, and (13) Urban/
Urban Landscape.
Lombard, Snyder‐Duch, and Bracken (2002)
said that intercoder reliability is an important
factor of content analysis, and interpretations
of data cannot be valid if intercoder reliability
is not established. They deﬁned intercoder reliability as “the widely used term for the extent to
which independent coders evaluate a characteristic of a message or artifact and reach the same
conclusion” (Lombard et al., 2002, p. 589).
Because we used content analysis, intercoder
reliability is considered a critical component
and was assessed using Reliability Calculator
for two Coders (also known as ReCal2; http://
dfreelon.org/utils/recalfront/recal2), an online
program that computes intercoder/interrater
reliability coefﬁcients for nominal data coded
by two coders (two coders are a PhD student
and a professor studying destination marketing).
Generally, the results of reliability tests showed
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the percent agreement, “the percentage of all
coding decisions made by pairs of coders on
which the coders agree”, and Cohen’s kappa, a
kind of index “adapted for multiple coders and
cases in which different coders evaluate different units”. Our intercoder reliability was 86.8%
and Cohen’s kappa was 0.852. Neuendorf
(2002) argued that 0.9 or greater was acceptable, and 0.8 or greater would be acceptable in
most situations. Our intercoder reliability was
therefore established.
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FIGURE 2. Status of DMO’s and Pinterest’s
Photos

RESULTS
General Analysis of Categories
As a result of category frequency, there were
differences in the frequency ranks of DMOs’
photos and Pinterest’s photos (Table 1 and
Figure 2). Among DMOs’ photos, Modern
Architecture ranked ﬁrst (n = 135, 10.0%),
whereas among Pinterest’s phots, Nature/Nature
Landscape ranked ﬁrst (n = 107, 8.0%). A chisquare test comparing frequencies of the categories showed that seven of thirteen were statistically different. They were Modern Architecture,
Traditional Art Work and Object, Festival and
Ritual, Traditional or Historic Building, Food
and Restaurant, Leisure Activity and Facility,

Notes. DMO: destination marketing organization.

and Other. We interpret this to mean that
DMOs use photos of modern architecture as a
primary promotional image, but they might not
attract tourists. Because of differences in
Traditional or Historic Building and Food and
Restaurant, tourists seemed to be more interested
in historic buildings, foods, and restaurants in
Japan. As Figure 2 shows, there was a difference
between DMOs’ photos (the projected image)
and Pinterest’s photos (the perceived image).

TABLE 1. Frequency of Categories
Categories

Modern Architecture
Nature/Nature Landscape
Traditional Object
Religious Building/Object
Festival/Ritual
Ordinary Life
Urban/Urban Landscape
Traditional or Historic Building
Food/Restaurant
Leisure Activity/Facility
Transport/Infrastructure
Art Object/Statue
Other

DMO

Pinterest

χ2

Total

N

%

N

%

N

%

135(1)
132(2)
74(3)
70(4)
53(5)
52(6)
48(7)
35(8)
35(8)
33(10)
23(11)
15(12)
9(13)

10.0
9.8
5.5
5.2
3.9
3.9
3.6
2.6
2.6
2.5
1.7
1.1
0.7

61(4)
107(1)
33(9)
52(5)
14(12)
49(6)
44(7)
99(2)
83(3)
16(11)
10(13)
22(10)
40(8)

4.5
8.0
2.5
3.9
1.0
3.6
3.3
7.4
6.2
1.2
0.7
1.6
3.0

196(2)
239(1)
107(6)
122(4)
67(9)
101(7)
92(8)
134(3)
118(5)
49(10)
33(13)
37(12)
49(10)

14.6
17.8
8.0
9.1
5.0
7.5
6.8
10.0
8.8
3.6
2.5
2.8
3.6

22.865***
n.s.
12.002***
n.s.
19.112***
n.s.
n.s.
43.590***
28.599***
4.131*
n.s.
n.s.
24.671***

Notes.(): rank; DMO: destination marketing organization; categories were sorted by rank of DMOs’ photos; n.s.: not
signiﬁcant; ***p ! 0.001; *p < 0.05; df = 1 in all tests.
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Differences in the Frequencies Between
the Three Cities
A frequency analysis was conducted on the
collected photos, separated by city. First, we
determined which image category represented
the projected image and found that each city
presented a different image. It was rather surprising that Tokyo, the capital city and a typical
urban city, presented more Nature and Nature
Landscape photos. The photos of Kyoto leaned
toward Traditional Object while those of Osaka
projected Modern Architecture. A chi-square
test compared the category frequencies in each
DMO and found signiﬁcant differences between
the three cities except in the Art Object and
Statue category. Based on the chi-square test,
it is obvious that each city has its own image
and has been trying to present an image of what
it wants to show (Table 2 and Figure 3).
We also examined the representative perceived image using Pinterest’s photos. We
again found differences between the three cities.
Tokyo was represented by photos in the Food
and Restaurant category, whereas Kyoto was
represented by Nature and Nature Landscape,
and Osaka by Traditional or Historic Building.
A chi-square test showed statistical differences
in eight categories: Modern Architecture, Food
and Restaurant, Nature and Nature Landscape,
Ordinary Life, Religious Building and Object,
Traditional Art Work and Object, Urban and

FIGURE 3. Status of Each City’s Image (DMOs)

Notes. DMO: destination marketing organization.

Urban Landscape, and Other. The result showed
that the perceived images of the cities were
different from each other (Table 3 and
Figure 4).
We scrutinized whether there were differences between the projected and perceived
images by examining the two images together.
We found differences in the ranks of photos’
categories between DMOs and Pinterest. The
highest-ranking category among Tokyo’s DMO
photos was Nature and Nature Landscape
(n = 58, 19.67%), but it was Food/Restaurant
(n = 42, 20.0%) among its Pinterest photos. The
same for Kyoto were Traditional Object (n = 52,
32.1%) and Nature and Nature Landscape

TABLE 2. Differences in the Frequency of Three Cities (DMOs)
Categories

Tokyo

Kyoto

Osaka

χ2

Modern Architecture
Art Object/Statue
Festival/Ritual
Food/Restaurant
Leisure Activity/Facility
Nature/Nature Landscape
Ordinary Life
Religious Building/Object
Traditional Object
Traditional or Historic Building
Transport/Infrastructure
Urban/Urban Landscape
Other

42(2)
7(10)
39(3)
24(6)
3(12)
58(1)
34(4)
18(7)
16(8)
6(10)
13(9)
33(5)
2(13)

8(6)
1(9)
14(4)
9(5)
1(9)
43(2)
5(8)
21(3)
52(1)
8(6)
0(11)
0(11)
0(11)

85(1)
7(9)
0(13)
2(12)
29(4)
31(2)
13(7)
31(2)
6(11)
21(5)
10(8)
15(6)
7(9)

58.453***
n.s.
35.385***
16.141***
40.466***
14.286***
13.972***
7.883*
107.963***
11.098**
7.092*
21.371***
7.293*

Notes. (): rank; n.s.: not signiﬁcant; ***p ≤ 0.001; **p < 0.01; *p < 0.05; DMO: destination marketing organization.
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TABLE 3. Differences in the Frequency of Three Cities (Pinterest)
Categories

Tokyo

Kyoto

Osaka

χ2

Modern Architecture
Art Object/Statue
Festival/Ritual
Food/Restaurant
Leisure Activity/Facility
Nature/Nature Landscape
Ordinary Life
Religious Building/Object
Traditional Object
Traditional or Historic Building
Transport/Infrastructure
Urban/Urban Landscape
Other

21(5)
3(12)
6(9)
42(1)
9(8)
17(7)
26(3)
4(11)
6(9)
23(4)
3(12)
19(6)
31(2)

7(8)
8(7)
1(13)
14(5)
2(11)
62(1)
10(6)
39(2)
19(4)
39(2)
3(10)
2(11)
4(9)

33(2)
11(7)
7(10)
27(4)
5(11)
28(3)
13(6)
9(8)
8(9)
37(1)
4(13)
23(5)
5(11)

18.441***
n.s.
n.s.
16.346***
n.s.
37.173***
9.604**
45.066***
9.402**
n.s.
n.s.
18.228***
37.533***

Notes. (): rank; n.s.: not signiﬁcant; ***p ≤ 0.001; **p < 0.01; *p < 0.05.

FIGURE 4. Status
(Pinterest)

of

Each

City’s

Image

(n = 62, 29.5%) respectively, whereas for
Osaka, they were Modern Architecture
(n = 85, 33.1%) and Traditional or Historic
Building (n = 37, 17.6%) respectively.
A chi-square test was used to compare the
frequencies of the categories for DMOs’ and
Pinterest’s photos of each city. We found signiﬁcant differences in seven categories between
the projected and perceived images of Tokyo:
Festival and Ritual, Food and Restaurant,
Leisure Activity and Facility, Nature and
Nature Landscape, Religious Building and
Object, Traditional or Historic Building, and
Other. Signiﬁcant differences were found in
four categories between the projected and perceived images of Kyoto: Art Object and Statue,
Festival and Ritual, Traditional Art Work and

Object, and Traditional or Historic Building.
Kyoto showed the greatest congruence between
the projected and perceived images. Signiﬁcant
differences were found in seven categories
between the projected and perceived images of
Osaka.
Based on these results, it can be stated that
the DMOs of these cities promote images that
are different from each other. We can also state
that there are differences in each city’s projected
image created by their DMO and perceived
image created by Pinterest. Tokyo is projected
as Nature and Nature Landscape but is perceived as Food and Restaurant; Kyoto is projected as Traditional Object but is perceived as
Nature and Nature Landscape; and Osaka is
projected as Modern Architecture but perceived
as Traditional or Historic Building. Destination
marketers should know that their projected
images do not match the images tourists are
interested in. It might be necessary to revise or
change the direction of their destination marketing in order to attract more potential tourists
(Table 4 and Figure 5).

CONCLUSIONS
The destination image depends on the type of
information tourists receive due to the characteristics of the tourism product (i.e. intangibility,
inseparability). The presentation of destination
images in the tourism industry is tremendously
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TABLE 4. Differences in the Frequency of Three Cities (DMOs and Pinterest)
Categories

Tokyo
DMO Pinterest

Modern Architecture
Art Object/Statue
Festival/Ritual
Food/Restaurant
Leisure Activity/Facility
Nature/Nature Landscape
Ordinary Life
Religious Building/Object
Traditional Object
Traditional or Historic Building
Transport/Infrastructure
Urban/Urban Landscape
Other

42(2)
7(10)
39(3)
24(6)
3(12)
58(1)
34(4)
18(7)
16(8)
6(10)
13(9)
33(5)
2(13)

21(5)
3(12)
6(9)
42(1)
9(8)
17(7)
26(3)
4(11)
6(9)
23(4)
3(12)
19(6)
31(2)

Kyoto
χ2
n.s.
n.s.
16.231***
15.199***
5.650*
12.976***
n.s.
5.186*
n.s.
18.026***
n.s.
n.s.
39.841***

DMO Pinterest
8(6)
1(9)
14(4)
9(5)
1(9)
43(2)
5(8)
21(3)
52(1)
8(6)
0(11)
0(11)
0(11)

7(8)
8(7)
1(13)
14(5)
2(11)
62(1)
10(6)
39(2)
19(4)
39(2)
3(10)
2(11)
4(9)

Osaka
χ2
n.s.
3.947*
15.758***
n.s.
n.s.
n.s.
n.s.
n.s.
31.466***
15.399***
n.s.
n.s.
n.s.

χ2

DMO Pinterest
85(1)
7(9)
0(13)
2(12)
29(4)
31(2)
13(7)
31(2)
6(11)
21(5)
10(8)
15(6)
7(9)

33(2)
11(7)
7(10)
27(4)
5(11)
28(3)
13(6)
9(8)
8(9)
37(1)
4(13)
23(5)
5(11)

18.444***
n.s.
8.697**
28.950***
13.570***
n.s.
n.s.
8.924**
n.s.
9.484**
n.s.
4.046*
n.s.

Notes.( ): rank; n.s.: not signiﬁcant; ***p ≤ 0.001; **p < 0.01; *p < 0.05; DMO: destination marketing organization.

inﬂuenced and transformed by information
technology. With the growth of Internet technology, information searching patterns of tourists
are also changing from traditional (i.e. brochures, travel magazines) to website searches
or the use of SNSs. Along with this trend,
SNSs are becoming important information
sources. Previous studies examining the types
of information content revealed that visual
images have a more powerful effect on the
receiver (Kim et al., 2014). When considering
the combination of the information search trend
and the stronger effect of visual images in the
ﬁeld of destination marketing, it is important to
grasp how much DMOs’ projected images concur with the perceived images of visitors. This
study determined whether the destination
photos posted on SNSs (i.e. perceived images)
corresponded with those shown on DMOs’
websites (i.e. projected images).
The results of this study provide some theoretical implications. First, this study attempts
to shed light on more holistic images of destinations by examining the differences of photo
images between DMOs’ websites and
Pinterest. Most previous studies about destination images dealt with only projected images
provided by DMOs and few compare the projected images and perceived images. Second,
this study provides the solid categories of
photo image measures to the tourism literature.

In terms of research method, analyzing destination images by using photos has been rarely
conducted, and as a result, current destination
image studies have neglected the realm of
image-based SNSs, which play a critical role
in providing destinations’ information for tourists. Adopting categories from previous content analysis in the tourism research, this
study ﬁnalizes 13 categories that obtain validity from intercoder reliability. Thus, the categories can act as a guide for future photo-based
research.
In regard to the differences between the three
Japanese cities, the chi-square test showed that
each city has a different projected image, and
each focused on different categories presumably
based on their main attractions. We compared
category frequencies of the DMOs’ and
Pinterest’s photos and found that over half the
categories were different between the projected
and perceived images of Tokyo and Osaka;
Kyoto had the highest agreement between the
two images. Speciﬁcally, Tokyo’s DMO presents
Nature and Nature Landscape the most, but travelers are more interested in Food and Restaurant.
Osaka’s DMO presents Modern Architecture the
most, but travelers preferred the categories of
Traditional or Historical Building more. Overall,
the results show that the perceived images are not
related to ordinary things that people can see
easily in their everyday lives. Rather, the
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FIGURE 5. Status of DMOs’ and Pinterest’s
Photos

Notes. DMO: destination marketing organization. Figures are
in order of Tokyo, Kyoto, and Osaka.

perceived image is the outcome of travelers’
novelty-seeking behavior.
Based on the results, we can offer some
practical implications. First of all, destination
marketers need to change their marketing paradigms in using Pinterest by paying more attention to the differences between two images.
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Many DMOs have recognized the photo-sharing
SNSs as an inert virtual platform which destination marketers can hardly utilize. However,
photo-sharing SNSs have become a critical
information source that inﬂuences travelers’
perception, decision-making process, and site
selection by democratizing the image creation
and dissemination process (Lo et al., 2011). A
recent market report successfully argues that
photo-sharing SNSs draw higher engagement
rates than videos, texts, and link sites in terms
of the number of clicks, likes, and responses
(Wishpond Technologies Ltd, 2013). Assuming
the perceived images of destinations that are
derived from SNSs signiﬁcantly inﬂuence traveler decision-making, we recommend that
DMOs more actively reﬂect the photo images
on Pinterest as a vital reference for building up
their destination images.
Secondly, inconsistency between travelers’
interests and marketers’ projections can serve
as a reminder to Japanese DMOs to work closely with SNSs to eliminate weak pictorial
images. We cannot state whether Pinterest or
DMOs provide better images; however, DMOs
should consider certain popular categories on
Pinterest to provide more comprehensive destination images. For example, the Food and
Restaurant category was relatively neglected
on DMO websites, compared with the SNSs
users’ interests. In this sense, strategic marketing alliances between DMOs and SNSs would
facilitate and reinforce favorable destination
images, providing broader attributes of the destination. DMOs can create these synergistic
effects by actively connecting and referring to
user-created photos on SNSs. Moreover, the
collaboration between DMOs’ websites and
Pinterest enables destination marketers to realize integrated marketing communications on
the Internet. Through minimizing gaps between
two channels, DMOs can better build and maintain the blended image of a destination
acknowledging two different characteristics of
channels.
Lastly, when utilizing DMOs, the characteristics of users who post and share photos must
be understood because they represent a certain
demographic group. It is generally known
that SNSs users are younger, more educated,
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“tech-savvy”, and residents of urban and suburban areas (Pew Research Center, 2014). With this
demographic information in hand, DMOs can
predict their travel behaviors and patterns. This
is because tourists who have various travel experiences and are demographically diverse tend to use
different destination information sources (Draper,
2015). The photos on Pinterest can provide an
insight into SNSs users’ interest in a destination.
A better understanding of potential visitors on
SNSs will help DMOs design more tailored marketing strategies that ultimately build more positive destination images. Moreover, as people
consider previous travel experiences as one of
the most reliable information sources (Mill &
Morrison, 2009), DMOs should recognize
that this image discrepancy may keep potential
visitors from their website when seeking
information.
Photos have been a critical factor in forming
destination images because tourism is a visual
experience (MacKay & Fesenmaier, 1997) and
photos create stories about a place (Jenkins,
2003). Donaire et al. (2014) also argued that photos
are measurement tools to understand processes in
the symbolic construction of travel destinations.
This study provides unique contributions to the
tourism literature scrutinizing pictures from both
DMOs’ websites and Pinterest. In future research,
the examination of projected images and perceived
images in more various destinations is necessary.
With further comparisons between two images, the
ﬁndings of the study are anticipated to provide
DMOs with more valid suggestions for promoting
destination images.
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APPENDIX 1 Photos on Pinterest in 12 Categories

(1)

(2)

(3)

(4)

(5)

(6)

(7)

(8)

(9)

(10)

(11)

(12)

Notes. (1) Modern Architecture, (2) Art Object/Statue, (3) Festival/Ritual, (4) Food/Restaurant, (5) Leisure Activity/Facility, (6)
Nature/Nature Landscape, (7) Ordinary Life, (8) Religious Building/Object, (9) Traditional Object, (10) Traditional or Historic
Building, (11) Transport/Infrastructure, (12) Urban/Urban Landscape.

